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ABSTRACT KEYWORDS
This study aims to analyse scientific production on organic product con- | Organic products, Sustainable consumption, Bib-
sumption, identifying trends, gaps, and emerging themes through a biblio- = fiometric analysis, Theory of Planned Behavior,

. - . . L . @ behavi
metric approach. This topic is relevant given the growing interest in health, onsumer benavior

sustainability, and ethical concerns in agriculture. Following PRISMA 2020

guidelines, the study relied on Scopus andWeb of Science databases. Results

show a cubic polynomial growth in publications, with 2023 and 2024 as peak

years. This rise reflects societal concern for sustainability and health, along-

side research funding and policy initiatives that foster organic food adoption.

Relevant contributions come from authors such as Chekima and Lairon,

from journals such as the British Food Journal, and from countries including

France and Malaysia. The field has evolved under the influence of the The-

ory of Planned Behavior and sustainable consumption, with research clus-

ters highlighting organic food consumption and obesity. Emerging keywords

reveal strong attention to diet, perceived value, and sustainability. Theoret-

ical implications reinforce the understanding of consumer behaviour and

sustainable practices. From a managerial perspective, the findings suggest

opportunities to design marketing strategies aligned with conscious con- | ARTICLE HISTORY
sumer motivations. Overall, the study provides insights for managers and = Received: 21 July 2025
poll‘c?'ma}kers to strgngthen consumer trust and improve the competitive ﬁjgﬁfr::g; Z J';‘::::;t;%rziozs
positioning of organic products.

I. Introduction healthy food practices. This phenomenon is not solely a
response to health concerns; it also reflects a growing en-

The increasing consumption of organic products is indica-  \;-5nmental and ethical awareness regarding agricultural

tive of a broader global trend towards sustainable and
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production methods. A substantial body of scientific lit-
erature has examined various aspects of organic food con-
sumption, encompassing the factors that propel and the
barriers that impede this practice. Several studies have
identified a range of motivations underlying the consump-
tion of organic products. In China, consumers place signif-
icant value on organic foods, perceiving them as safer and
higher quality than conventional products. This perception
is consistent with concerns regarding food safety and the
adverse environmental impacts of synthetic pesticides and
fertilisers (Campos & Qi, 2024).

Similarly,in Brazil, the United States, and Europe, demand
for organic products is driven by a combination of factors
related to health and well-being, as well as by growing envi-
ronmental awareness (Sica & Franco,2024). It is imperative
to consider multiple countries, given the significant vari-
ations in consumer motivations and barriers across cul-
tural, economic, and policy contexts. For instance, while
concerns regarding food safety predominate in China, en-
vironmental awareness is a stronger driver in Brazil and
Europe. The incorporation of this diversity proffers a more
comprehensive understanding of global consumption pat-
terns and underscores the necessity for comparative per-
spectives. Conversely, substantial obstacles impeding the
pervasive adoption of organic products have been iden-
tified. In Northern Portugal, the transition towards or-
ganic consumption is influenced by consumers' locus of
control, which modulates the relationship between envi-
ronmental concerns and the purchasing decision (Penalba-
Sanchez et al, 2024). Furthermore, the paper proffers a
perspective on consumer motivations, indicating that al-
though health-related reasons predominate, lack of infor-
mation and the cost of organic products remain significant
barriers to adoption (Shenoy et al., 2024).

The consumption of organic products has become a
prominent and multifaceted phenomenon worldwide over
the past few decades. The mounting concern for health
and sustainability has precipitated an increase in demand
for organic foods, underscoring the imperative to under-
stand the factors that drive and constrain this behaviour.
Research on the consumption of organic products not only
elucidates the underlying motivations but also identifies po-
tential barriers to its widespread adoption. A fundamen-
tal aspect of the study of organic product consumption

involves identifying the factors that drive this behaviour.
Perceptions of health benefits and environmental sustain-
ability play a pivotal role in the decision to opt for or-
ganic products (Sica & Franco, 2024). Furthermore, the
study examined the integration of health-related motiva-
tions into the consumption of organic products. This ob-
jective was realised through the implementation of a socio-
psycho-hermeneutic approach, which underscores the piv-
otal role of personal and cultural perceptions in shaping
this behaviour (Barbeta-Vinas, 2023).

However, the consumption of organic products is also
subject to several obstacles. The potential influence of
orthorexia nervosa, a phenomenon that can impact per-
ceptions and consumption patterns related to organic
foods, has been identified. This aspect illustrates how
profound concerns regarding food purity have the poten-
tial to impede the comprehension of organic consump-
tion (Bozkurt & Kocaadam—Bozkurt, 2024). Furthermore,
the consequences of the global economic crisis on or-
ganic food consumption in the Czech Republic illustrate
how unfavourable economic circumstances can impede
consumers' capacity to procure organic products, despite
their interest in them (Majerova & Cizkova, 2024).

The study of the intention-behaviour gap in organic
product consumption is also significant. This issue has been
addressed through a dual-moderated mediation model,
which has enabled a deeper understanding of how con-
sumer intentions often fail to translate into actual be-
haviours. The approach facilitates the unravelling of
the complexities inherent in organic product consump-
tion, thereby revealing psychological and situational fac-
tors that may influence the ultimate purchase decision
(Nguyen & Nguyen, 2024).

Notwithstanding the growing interest and significance
of organic product consumption, substantial research gaps
persist, underscoring the rationale for conducting this
study. While several factors that influence the adoption
of these products have been identified, such as market per-
ceptions and moral norms, the complete understanding of
these factors remains limited. A paucity of studies has been
observed in the systematic integration of the multifaceted
dimensions of consumer behaviour, including market influ-
ences and ethical motivations (Kumar et al., 2024).
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The present study adopts an original approach by exam-
ining the consumption of organic products from a biblio-
metric perspective. This methodological approach has hith-
erto been scarcely applied to this field. The present study's
relevance lies in its systematic overview of research trends,
gaps, and emerging topics, thereby contributing to a more
comprehensive understanding of consumer behaviour, sus-
tainability,and health in the context of organic product con-
sumption.

The novelty of this research resides in its methodological
and conceptual integration. In contrast to previous stud-
ies, which have primarily employed isolated case studies
or consumer surveys to examine consumption of organic
products, this study utilises a bibliometric approach to pro-
vide a comprehensive, data-driven overview of global sci-
entific production. By mapping the evolution of research
fronts, the study identifies how theories such as the Theory
of Planned Behavior have expanded towards multidimen-
sional constructs linking sustainability, diet, and perceived
value. This approach facilitates the identification of hith-
erto unanalysed intellectual structures and thematic clus-
ters, thereby offering a comprehensive understanding of
the field's trajectory.

Given the paucity of relevant literature, this study ex-
plores contemporary trends in the consumption of organic
products. To address these issues, the following research
questions were established:

* In which years has interest in organic product con-
sumption been most prominent?

* What kind of growth trend is observed in the number
of scientific publications on organic product consump-
tion?

* Who are the leading authors, journals, and countries
that serve as primary references in the field of organic
product consumption research?

* How has the scientific literature's thematic focus on
organic product consumption evolved?

* What are the primary thematic clusters related to re-
search on organic product consumption?

* Which keywords are currently emerging and gaining

relevance in the research on organic product con-
sumption?

* Which themes are currently central and influential for
shaping a future research agenda on organic product
consumption?

The structure of the study is as follows: firstly, a sum-
mary is provided to offer an overview of the research;
secondly, the introduction defines the topic and outlines
the research objective; thirdly, the methodology section
details the methods employed; fourthly, the results sec-
tion presents the most significant findings, which are sub-
sequently analysed in the discussion; finally, the study con-
cludes with the main conclusions drawn from the research.

A bibliometric study is particularly relevant in this field
because it allows researchers to systematically synthesise a
rapidly growing and fragmented body of literature. By iden-
tifying publication patterns, thematic clusters,and emerging
concepts, bibliometrics provides an evidence-based map
that clarifies how the study of organic product consump-
tion has evolved and where future research and managerial
efforts should be directed.

2. Methodology

The present study adopts an exploratory approach, rely-
ing on secondary sources. The present research adheres
to the guidelines set out in the PRISMA 2020 statement,
which provides updated standards for conducting system-
atic reviews (Page et al.,, 2021). The methodological frame-
work utilised in this study ensures a comprehensive and
systematic assessment of the extant literature, thereby fa-
cilitating the identification of salient trends, research gaps,
and recurring patterns within the field.

2.1. Eligibility Criteria

In order to be included in the study, documents must con-
tain one or more of the key terms related to the consump-
tion of organic products in their titles or keywords. These
terms are regarded as the primary metadata for the selec-
tion process. Furthermore, it is imperative that the docu-
ments explicitly address the consumption of organic prod-
ucts in their content, ensuring that only sources directly
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relevant to the topic of study are considered and that they
comprehensively address the object of research.

The bibliometric analysis covered the period from 2020
to 2024, considering year-by-year publication output to
identify temporal trends in scientific production on organic
product consumption.

The exclusion process comprises three distinct phases
designed to refine the database. During the initial phase,
erroneous records are eliminated to ensure data quality
and accuracy. The second exclusion phase, typically applied
in systematic literature reviews, involves discarding docu-
ments without full-text access. However, since bibliomet-
ric analysis focuses on metadata rather than full content,
this step was not implemented. Finally, in the third phase,
conference proceedings and documents with incomplete
indexing are excluded to preserve the consistency and in-
tegrity of the bibliometric analysis.

2.2. Source of Information

Scopus and Web of Science were selected as the primary
data sources due to their extensive coverage and relevance
to contemporary academic research. It is widely acknowl-
edged that these databases are at the vanguard of their
respective fields, both within the social sciences and the
natural sciences. They facilitate access to a wide range
of peer-reviewed literature, thereby ensuring broad inter-
national representation. The reputation of these publish-
ers for rigour and reliability makes them essential tools in
bibliometric studies, as they provide access to high-impact
journals and support thorough, precise analyses. The deci-
sion to utilise these databases is founded on their capacity
to provide a comprehensive and contemporary perspec-
tive on the pertinent scientific literature (Asubiaro et al.,
2024). The data were collected from Scopus and Web of
Science in March 2025, ensuring that the most recent pub-
lications up to that date were included in the study.

2.3. Search Strategy

To execute the search across the two selected databases,
Scopus and Web of Science, two customized search queries
were developed. The development of these queries was
undertaken in accordance with predefined inclusion cri-
teria, with subsequent adaptation to each platform's spe-

cific features. The formulation of these search equations
was intended to accurately capture the extant literature
on the consumption of organic products, thereby ensuring
that key terms related to the topic were adequately rep-
resented. The design of the equations accounted for differ-
ences in Boolean operators and search syntax across the
two databases, thereby optimising the retrieval of relevant
documents and ensuring comprehensive, accurate cover-
age in the bibliometric analysis.

For the Scopus database: TITLE ( ”Organic product*
consumption” OR ”Consumption of organic product™’ OR
”Organic food consumption” OR ”Consumption of or-
ganic food” OR ”Organic good* consumption” OR ”Or-
ganic purchase behavior” )

For the Web of Science database: TI= ( "Organic prod-
uct* consumption” OR ”Consumption of organic prod-
uct®” OR ”Organic food consumption” OR ”Consumption
of organic food” OR ”Organic good * consumption” OR
”Organic purchase behavior” )

2.4. Data Management

The management and analysis of information obtained from
the databases were conducted using Microsoft Excel as the
principal tool for extracting, storing, and processing bib-
liometric data. The platform facilitated the organisation
of the information and allowed for the efficient handling
of the collected data. In addition, the open-source soft-
wareVOSviewer was utilised for the visualisation and analy-
sis of bibliometric networks, incorporating co-citation and
co-occurrence analysis of terms. VOSviewer is software
that provides sophisticated tools for constructing maps and
graphs that transparently and efficiently elucidate various
bibliometric indicators. In conjunction with Microsoft Ex-
cel®,VOSviewer facilitated the generation of comprehen-
sive graphs, thereby aiding the interpretation and presen-
tation of the study's findings (Eck & Waltman, 2010).

2.5. Selection Process

In accordance with the PRISMA 2020 guidelines, the use
of internal automated classifiers and validation processes
is imperative to ensure the accuracy of study selection and
minimise the risk of misclassification or omission (Page et
al,, 2021). In this study, Microsoft Excel® automation tools
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— custom-designed by the research team — were employed
as internal classifiers. Each team member independently
utilised the designated tool to apply the inclusion and ex-
clusion criteria. The integration of this automated system
with individual assessments has been demonstrated to en-
hance consistency in the results and minimise classification
errors, thereby reinforcing the reliability and precision of
the bibliometric analysis (Figure 1.

2.6. Data Collection Process

In accordance with the PRISMA 2020 guidelines, the
methodology for extracting data from selected records
must be clearly outlined. This encompasses the enumer-
ation of the number of reviewers involved, their indepen-
dent roles, the procedures employed for data acquisition
or verification, and the automation tools utilised (Page et
al,, 2021). In this study, Microsoft Excel® was utilised as an
automation tool to facilitate the extraction of data from
the records retrieved from the two selected databases. To
ensure data accuracy, all authors served as independent re-
viewers during the validation process. A subsequent joint
review was conducted to reach full agreement on the re-
sults, thereby reinforcing the consistency and reliability of
the bibliometric analysis.

2.7. Data Elements

The results were derived from all articles that fulfilled
the study's objectives, specifically those that matched the
custom-designed search queries for each database, i.e.,arti-
cles that addressed the topic of organic product consump-
tion. All results relevant to the domains of interest within
the studies were considered, without being constrained by
specific measures or time points, to ensure comprehensive
coverage. When information was absent or ambiguous, it
was excluded as not pertinent to the subject matter.

2.8. Assessment of the Risk of Bias of the Study

The risk of bias in the included studies was evaluated fol-
lowing the same systematic approach applied during data
collection. All authors participated in the assessment pro-
cess, using the automated Microsoft Excel tool specifically
developed for this purpose. This approach facilitated a
consistent and standardised evaluation of the risk of bias

in each study, thereby ensuring the quality and integrity
of the results. The use of an automated tool facilitated
the uniform application of assessment criteria and ensured
the process was conducted with the requisite precision,
thereby minimising the potential for bias and enhancing the
validity of the bibliometric analysis.

2.9. Measures of Effect

In primary research, effect measures such as risk ratios and
mean differences are frequently used. It is imperative to
acknowledge that the present study is based on secondary
sources, thereby necessitating the use of distinct metrics
for the synthesis and presentation of results. Rather than
using conventional effect-size metrics, the analysis empha-
sizes publication counts, citation counts, and the tempo-
ral usage patterns of each keyword. The organisation and
presentation of the data is achieved through the utilisation
of Microsoft Excel. In addition, the VOSviewer software is
employed to examine existing nodes and ascertain the the-
matic associations between research terms. This process
enables a comprehensive evaluation of the extant literature
and provides a clear perspective on trends and thematic re-
lationships in the domain of organic product consumption.

2.10. Synthesis Methods

Several procedures were implemented to ascertain the el-
igibility of studies for inclusion in each synthesis. These
comprised tabulating study characteristics and comparing
them against the predefined criteria for each synthesis. Fur-
thermore, the data were prepared for presentation by re-
solving any missing summary statistics and performing nec-
essary data conversions. To facilitate the presentation and
synthesis of results, multiple methods were employed to
tabulate and visually represent data derived from individ-
ual studies and syntheses. Bibliometric indicators were
employed to assess the quantity, quality, and structure of
the data. The aforementioned indicators were applied in
an automated manner using Microsoft Excel to all doc-
uments that successfully completed the three exclusion
phases (Durieux & Gevenois, 2010). To provide a more
comprehensive overview of the research topic, a content
analysis was also conducted on a set of recent and influ-
ential publications (2022-2024). This analysis was under-
taken to complement the bibliometric results. This quali-
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tative assessment facilitated a deeper understanding of the
substantive contributions of key studies and reinforced the
interpretation of findings in the discussion and conclusion
sections.

2.11. Assessment of Reporting Bias

It is acknowledged that the potential for bias arising from
missing results in the synthesis may be associated with re-
porting biases, particularly those related to the utilisation
of synonyms in controlled vocabularies such as the |EEE
thesaurus. This potential bias is embedded in the inclu-
sion criteria, search strategy, and data collection process,
as specific key terms may be underrepresented. More-
over, excluding conference proceedings and documents
with incomplete indexing may omit valuable insights, poten-
tially affecting the comprehensiveness and relevance of the
knowledge base on organic product consumption. These
factors emphasise the need to consider potential limita-
tions in coverage and biases in the reviewed literature to
ensure an accurate and comprehensive interpretation of
the results.

2.12. Certainty Assessment

The present study adopts a general approach to assess-
ing confidence, diverging from the customary methodol-
ogy used in primary studies, which evaluates confidence
on a case-by-case basis. In this research, the accuracy of
study selection is ensured through the independent ap-
plication of inclusion and exclusion criteria, alongside the
definition of bibliometric indicators to assess the quality
and breadth of the literature reviewed. Furthermore, con-
fidence in the findings is reinforced by identifying potential
biases in the methodological design and addressing limita-
tions during the analysis phase.

3. Results

This section presents the results of the bibliometric analy-
sis, demonstrating the growth in scientific production and
identifying emerging trends and publication patterns in re-
cent years.

It is noteworthy that the number of articles on organic
product consumption has increased substantially, as illus-
trated in Figure 2. The observed growth showed a high

degree of conformity to a cubic polynomial trend, with a
goodness-of-fit of 99.69%. This pattern indicates a signif-
icant increase in scientific output in this field, particularly
in recent years. The data reveal that the years with the
highest number of publications were 2023,2022,2021, and
2020, highlighting a consistent and recent surge in scholarly
interest and research activity on the topic.

As illustrated in Figure 3, three primary categories of
authors are identified. The initial group comprises re-
searchers such as Chekima, Lairon, Hercberg, and Kesse,
who are distinguished by their elevated productivity and
substantial impact, signifying their considerable influence
within the field. The second group consists of authors such
as Huyleenbroeck,Aertsens,Verbeke, and Mondelaers, who,
despite their relatively low publication output, have made
a notable impact. The third group is characterised by el-
evated scientific productivity, as evidenced by the contri-
butions of prominent scholars such as Allés. However, this
productivity is accompanied by a comparatively low cita-
tion rate.

As demonstrated in Figure 4, three primary categories of
journals were identified. The initial group comprises jour-
nals that exhibit both elevated productivity and consider-
able impact, as evidenced by the British Food Journal. The
second group includes titles such as the Journal of Cleaner
Production, Appetite, and Food Quality and Preference,
which demonstrate high impact despite a lower level of
scientific productivity. Conversely, the third group, exem-
plified by journals such as sustainability, is distinguished by
its substantial publication output, though its citation met-
rics are comparatively diminished.

Figure 5 presents the identification of three main groups
of countries. The initial group comprises nations such as
France, Malaysia, and Italy that exhibit a discernible bal-
ance between scientific productivity and impact. The sec-
ond group consists of countries such as Belgium, Australia,
and Germany, which, despite their substantial impact in the
field, demonstrate comparatively lower levels of publica-
tion output. The third group consists of countries such as
India and Turkey, which are distinguished by high scientific
productivity but comparatively lower citation impact.

The selection of France, Malaysia, and Italy as the prin-
cipal countries under investigation is not solely based on
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their productivity and citation impact, but also on their
central role in shaping global research on organic prod-
uct consumption. France has contributed to the field
through large-scale cohort studies, which have established

a correlation between organic diets and health outcomes.

Malaysia has contributed to the field through research
on emerging markets and consumer behaviour, while Italy
has contributed through investigations into sustainability

and Mediterranean diet practices. These contexts offer
a range of perspectives that, while different, complement
each other, thereby enhancing the global understanding of
the topic.

As demonstrated in Figure 6, the present study inves-
tigated the thematic evolution of the literature on or-
ganic product consumption. This investigation analyzed the
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most frequently used keywords for each year examined.
The analysis demonstrates that in the initial year, 2001,
the concept of New Zealand emerged as a significant key-
word. Conversely, in recent years, there has been a notable
prevalence of contemporary topics, including the Theory
of Planned Behavior, sustainable consumption, purchase in-
tention, and consumer behaviour.

As illustrated in Figure 7, the primary keyword co-
occurrence network is comprised of eight distinct thematic
clusters. The most prominent of these is the purple clus-
ter, which includes terms such as organic food consump-
tion, obesity, pesticides, and diet. This particular cluster
is distinguished by its pivotal position within the thematic
framework. The red cluster, which includes terms such as
sustainable consumption, consumer preferences, and mo-
tives, is also worthy of note. Additional clusters, coloured
blue, yellow, and green, capture various aspects of concep-
tual similarity, thus offering a more profound insight into
the diverse topics associated with organic product con-
sumption. The cluster structure provides a comprehensive
overview of the dominant research areas and their inter-
relations.

The present study proposes a Cartesian plane for analyz-
ing the extant literature on organic product consumption.
The X-axis of the graph denotes the frequency of keyword
utilisation, while the Y-axis indicates the validity of the key-
words. The Cartesian plane facilitates the identification of
four distinct quadrants, as illustrated in Figure 8. The fourth
quadrant comprises concepts that are both less frequent
and less valid. An illustrative example of this phenomenon
is the field of consumer behaviour, which has demonstrated
a downward trend in both its relevance and frequency of
occurrence in recent literature.

The keywords in quadrant two are characterized by low
frequency but high validity, suggesting they are emerging
concepts within the field of study. It is evident that terms
such as “diet,” ”perceived value,” and “obesity” are situated
within this category, indicating that they are gaining rele-
vance and may potentially mark future trends. Conversely,
Quadrant | includes established and developing concepts,
such as sustainable consumption, that are widely used and

maintain high validity in current research.

As shown in Figure 6, the thematic evolution reveals a
notable rise in the concept of ”consumer behaviour” as a
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central topic in recent years. However, Figure 8 situates
this concept in a quadrant of reduced frequency and valid-
ity. This should not be interpreted as a contradiction, but
rather as indicative of a shift in research priorities. Specif-
ically, it is evident that while the concept of ”consumer
behaviour” was previously a central focus in the litera-
ture, its significance has recently diminished, with emerging
constructs such as “sustainable consumption,” ’perceived
value,” and "diet” now assuming a predominant role in aca-

demic discourse within this field.

4. Discussion

The present discussion section provides an in-depth anal-
ysis of the data, accompanied by a practical interpretation
of the results and a critical examination of the study's lim-
itations. Furthermore, the categorisation of keywords is

predicated on their function within the relevant literature.

Key research gaps are identified, and a forward-looking re-
search agenda is proposed, highlighting emerging areas and

critical topics to advance understanding of organic prod-
uct consumption. The originality of this research lies in
combining bibliometric analysis with the study of organic
product consumption, a field typically dominated by case
studies and consumer surveys. The present study employs
a systematic approach to mapping thematic clusters and
trends, with the objective of both systematising fragmented
knowledge and revealing new connections between health,
sustainability, and consumer behaviour. It is evident that
these connections have not been consistently addressed in
previous literature.

4.1. Analysis of the Growth of Scientific Literature

on the Consumption of Organic Products

A comprehensive analysis of scientific literature on the
consumption of organic products in 2020, 2021, 2022,
and 2023 was conducted, revealing noteworthy trends and
emergent approaches in the domain. In 2020, research con-
centrated on the intention-behaviour gap in organic food
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consumption and on integrative models of the factors that
influence this behaviour. During this period, the influence
of perceived control and communications on the intention-
behaviour gap was examined within the framework of the
theory of planned behaviour (Sultan et al., 2020). Con-
versely, an integrative model of the factors influencing and
preventing increased organic food consumption was pro-
posed, emphasising the complexity of the variables involved
in this purchasing decision (Hansmann et al., 2020).

In 2021, there was a notable focus on pro-environmental
consumer discourse and situational factors affecting or-
ganic food consumption. The present study examined the
influence of consumer discourse on pro-environmental at-
titudes and the decision to consume organic products
from a political perspective (Saraiva et al.,, 2020). Fur-
thermore, situational factors within Hanoi households
were examined, emphasising the significance of particu-

lar circumstances in organic food purchasing behaviour
(Tran & Nguyen, 2021).

In 2022, there was a discernible shift in focus to-
wards socio-environmental considerations and personal
values associated with organic food consumption. In
the current year, empirical research has examined Indian
consumers' attitudes, with a particular focus on the socio-
environmental factors that influence purchase decisions
(Kirmani et al., 2022). In addition, an analysis of the val-
ues and motives underlying organic food consumption in
China has been conducted to highlight the moderating role
of perceived uncertainty in consumption decisions (Wei et
al,, 2022).

In 2023, a paradigm shift occurred, with a notable shift
in focus towards the examination of contextual factors
and consumer motivations. This issue was addressed from
the perspective of attitude-behaviour-context (Sadiq et
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al., 2023). The objective of this study was to explore
consumers' motivations and differentiate between health
consciousness and herd mentality. This finding indicates
sustained interest in understanding the motivations and
contexts that shape organic food consumption. Further-
more, it emphasised the field's evolution and diversification
over recent years (Wang et al., 2023).

4.2. Analysis of Research References on the
Consumption of Organic Products

In assessing scientific productivity and impact in the field
of organic food consumption, several authors have made
notable contributions. Chekima and his collaborators have
been recognised for their holistic approach to examining
the determinants of organic food consumption. In par-
ticular, these authors identified several factors that con-
tribute to reducing the discrepancy between intentions and
behaviours in organic food consumption (Chekima et al,,

2017). In another study involving this author, the moderat-
ing role of future orientation on actual organic food con-
sumption is explored, highlighting the importance of long-
term expectations in shaping consumer decision-making
(Chekima et al,, 2019).

In a similar vein, Lairon and Hercberg have made signif-
icant contributions to the field through their research on
the health and environmental impact of organic food con-
sumption. For instance, the relationship between organic
food consumption and metabolic syndrome has been inves-
tigated in a French cohort (Baudry et al., 2017). Further-
more, an examination of urinary pesticide concentrations
in French adults with varying levels of organic food con-
sumption has been undertaken, thus offering a critical per-
spective on the health benefits of an organic diet (Baudry
et al,, 2018). Furthermore, Hercberg has made a significant
contribution to the field through studies evaluating the sus-
tainability of the Mediterranean diet in conjunction with
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organic food consumption (Seconda et al.,2017). Further-
more, these studies analyse the dietary quality of French
adults according to their level of organic food consump-
tion (Baudry et al.,2016).

In the field of impact, Huylebroeck, Aertsens, Verbeke,
and Mondelaers have been identified as key contributors
to the literature on personal determinants and knowledge
of organic foods. A review of the individual determinants of
organic food consumption was conducted (Aertsens et al.,
2009), and the influence of subjective and objective knowl-
edge on attitudes and motivations towards these products

was also investigated (Aertsens et al., 201 1). It is pertinent
to draw attention to further relevant research in this field,
namely that of Verbeke and Mondelaers, who have also ad-
dressed the influence of knowledge on attitudes towards
organic food consumption (Aertsens et al., 201 I).

In the results section, several key journals were identified
that have had a significant impact on the field. Of these, the
British Food Journal stands out for its exceptional produc-
tivity and considerable impact. Its relevance is evidenced
by studies examining the role of subjective norms within
the theory of planned behaviour in the context of organic
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food consumption (Al-Swidi et al., 2014). Furthermore, the
decisional factors that drive organic food consumption and
generate purchase intentions among consumers were ad-
dressed, providing valuable insights into the influence of
social norms and decisional factors on attitudes towards
organic foods (Teng & Wang, 2015).

The Journal of Cleaner Production has also played a piv-
otal role in the research of organic product consumption,
with a notable impact on the field. Researchers have in-
vestigated the durability of the principles that underpin or-
ganic food consumption in China (Thggersen et al., 2016),
while identifying factors that reduce the gap between in-
tention and action in their consumption. These contribu-
tions are fundamental to understanding how cultural values
and perceptions affect organic food purchasing behaviour
(Chekima et al.,2017).

In contrast, Food Quality and Preference has addressed
key aspects of organic food consumption from a quality
and preference perspective. The factors influencing or-
ganic food consumption have been examined using data
from national nutrition surveys in Germany (Bravo et al.,
201 3). Furthermore, research has examined consumer re-
sistance to organic food consumption, with a particular fo-
cus on ethical consumer behaviour and purchasing deci-
sions (Kushwah et al., 2019).

Belgium, Australia, and Germany have emerged as lead-
ing contributors in organic consumption research, distin-
guished by their strong academic output and significant in-
fluence within the scientific community. In Belgium, a com-
prehensive insight was provided into the personal deter-
minants and subjective and objective knowledge that in-
fluence organic food consumption. This has facilitated a
deeper understanding of the variations in attitudes and mo-
tivations towards organic food among consumers, thereby
establishing Belgium as a leader in research on this topic in
Europe (Aertsens et al., 201 |; Kushwah et al., 2019).

Furthermore, Australia has been a significant contribu-
tor to the scientific literature on organic foods, investigat-
ing how market development and the intensity of organic
food consumption vary across cultures. This research has
enhanced our understanding of the cultural factors that in-
fluence consumption patterns (Squires et al.,2001). More-
over, the relationship between organic food consumption,

health concerns, and subjective well-being has been inves-
tigated, emphasising the significance of well-being percep-
tions in Australian consumer behaviour (Apaolaza et al.,
2018).

Germany has made significant contributions to the liter-
ature on organic food consumption. For instance, research
has employed structural models to predict organic food
consumption based on the theory of planned behaviour
(Scalco et al,, 2017). Furthermore, the determinants of or-
ganic food consumption have been assessed using national
survey data, providing a robust foundation for understand-
ing the factors influencing German consumers' purchasing
decisions (Bravo et al.,2013).

In contrast, India and Turkey have exerted a substantial
influence within this domain. In India, researchers have ex-
amined the role of altruistic and egoistic values in promot-
ing organic food consumption among young consumers, as
well as the dispositional characteristics that influence this
behaviour (Sadiq et al,, 2020; Yadav, 2016). The present
study conducted a more in-depth investigation of attitudes
towards organic food and tendencies towards orthorexia
nervosa in Turkey. This investigation has elucidated pivotal
aspects of how attitudes and psychological factors influ-
ence organic food consumption in non-European contexts
(Bozkurt & Kocaadam—Bozkurt, 2024; Cabuk et al.,2014).

4.3. Analysis of the Thematic Evolution of Organic
Product Consumption

In the early stages of research on organic consumption, the
conceptual focus was clearly oriented towards the New
Zealand context. The present study was undertaken to
facilitate an understanding of the market development and
the intensity of organic food consumption in a specific con-
text. The authors conducted a comparative analysis of con-
sumers in Denmark and New Zealand, thereby providing
detailed insights into the differences and similarities in pur-
chasing behaviour and the motivations behind organic food
consumption in these countries (Squires et al., 2001). The
relevance of this concept in the early years lay in its capacity
to provide a comparative basis, enabling the establishment
of consumption patterns and the identification of specific
cultural factors influencing the adoption of organic prod-
ucts. This preliminary approach established the foundations
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for subsequent expansion of knowledge towards broader
concepts, such as the theory of planned behaviour and sus-
tainable consumption, which currently dominate the liter-
ature on the subject. In recent research on organic con-
sumption, several concepts have gained increasing impor-
tance, including the Theory of Planned Behavior, sustainable
consumption, purchase intention, and consumer behaviour.
In 2024, the Theory of Planned Behavior has been the pri-
mary focus of research, as it has proven instrumental in
understanding the discrepancy between intention and be-
haviour in organic food consumption. The present study
examined this phenomenon in the Chinese context, with
particular attention to the influence of psychological and
social factors on the decision to consume organic food and
the potential to bridge the gap between intention and ac-
tual behaviour (Liu et al., 2024).

In 2023, the notion of sustainable consumption emerged
as a pivotal domain of academic inquiry, signifying an esca-
lating concern for conscientious production and consump-
tion methodologies. The present study examined the po-
tential of organic food availability in fresh markets to foster
a more sustainable production and consumption system in
emerging economies. The study emphasised the need to
integrate local practices into the supply chain to promote
sustainability (Thongplew et al.,2023). Conversely, in 2022,
the emphasis was on purchase intention, with a study ex-
amining the values and motives that influence purchase in-
tention for organic food in China. This study emphasised
the significance of understanding the underlying motiva-
tions to develop effective marketing strategies (Wei et al.,
2022). In conclusion, the study of consumer behaviour was
the dominant theme in 2020. This is evidenced by research
which emphasised the significance of the health attribute
in the consumption of organic food and its impact on pur-
chasing decisions (Rizzo et al., 2020).

4.4. Analysis of thematic clusters on the
consumption of organic products

The analysis of keyword co-occurrence revealed under-
lying thematic affinities across studies focused on organic
product consumption, highlighting conceptual links within
the field. The primary co-occurrence network, as de-
picted by the purple cluster; comprises terms such as

Y pesticides”, and

LI 3]

”organic food consumption”, “obesity”,

”diet”. This cluster elucidates the interrelationships among
organic food consumption, health, and sustainability, under-
scoring the impact of factors such as obesity and pesticide
use on organic food consumption decisions (Chekima et
al,, 2017). Conversely, the second most prominent clus-
ter, delineated in red, encompasses terms such as sus-
tainable consumption”, ’consumer preferences”, and "mo-
tives”. This cluster indicates a focus on sustainability and
consumer motivations, elucidating how consumer prefer-
ences and motivations shape sustainable consumption. A
theoretical framework was proposed to facilitate compre-
hension of these dynamics, utilising a structural equation
model based on the theory of planned behaviour to pre-
dict organic food consumption. The findings indicate an
advancement in the literature towards a more profound
comprehension of the motivations underlying sustainable
consumption, and how these can be conceptualised to pro-
mote environmentally conscious behaviours (Scalco et al,,
2017). The identification of thematic clusters provides the-
oretical insights that extend beyond a descriptive map-
ping. For instance, the cluster linking ”organic food con-
sumption,” “obesity,” and “diet” advances the Theory of
Planned Behaviour by demonstrating how health-related
motives interact with perceived risks. Similarly, the clus-
ter on “sustainable consumption” and “consumer prefer-
ences” extends sustainability theory by illustrating how en-
vironmental values translate into actual market choices.
These findings contribute to the ongoing efforts to address
the intention-behaviour gap, a persistent challenge in con-
sumer research.

4.5. Analysis of the frequency and conceptual
validity of the consumption of organic products

A comprehensive analysis of the Cartesian plane has been
undertaken, revealing that quadrant four is populated by
concepts that have experienced a decline in recent us-
age. Among these, “consumer behaviour” has emerged
as a notable exception, exhibiting a marked reduction in
frequency of use in comparison to previous periods. This
phenomenon suggests a decline in the centrality of con-
sumer behaviour in research on the consumption of or-
ganic products. The study of consumer behaviour has his-
torically been fundamental to understanding the motiva-
tions and barriers that influence the adoption of organic
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foods. A plethora of studies have hitherto examined the
factors that influence decisions about the consumption of
organic products. As Sica and Franco (2024) demonstrate,
a range of factors must be considered, including health at-
titudes, environmental concerns, and purchasing habits.

The following discussion will address the emerging con-
cepts in the field of organic product consumption as they
relate to Quadrant 2 of the Cartesian plane. The follow-
ing keywords have been associated with this research area:
’diet”, ”perceived value”, and "obesity”. These terms indi-
cate a growing interest in specific areas that are becom-
ing increasingly relevant in current and future research on
the subject. The concept of ’diet” has become increasingly
prominent, given its direct correlation with dietary habits
and the quality of the food consumed. Recent research
has demonstrated that consuming organic foods can re-
duce exposure to pesticides, thereby positively impacting
public health (Baudry et al.,2018).

Conversely, the concept of 'perceived value' is emerging
as a pivotal factor in the decision-making process for pur-
chasing organic foodstuffs. A substantial body of research
indicates that value perception plays a pivotal role in shap-
ing consumers' inclination to buy organic products. This
underscores the need for a deeper understanding of con-
sumer motivations and perceptions across diverse cultural
and economic contexts (Akbar et al,, 2019). The relation-
ship between organic food consumption and obesity is a
significant area of recent research. This can be attributed
to concerns regarding obesity and the increasing preva-
lence of healthier diets. Consequently, a high level of in-
terest has been observed in the potential of organic foods
to contribute to the prevention and management of obe-
sity (Bozkurt & Kocaadam—Bozkurt, 2024).

4.6. Classification of keywords on organic product
consumption according to their function

Table | presents a comprehensive classification of the pri-
mary emerging and expanding keywords, organised accord-
ing to their function within the research. The objective of
this table is to identify and analyse the main characteris-
tics and applications of each keyword category, thereby fa-
cilitating a deeper understanding of current trends in the
subject.

This classification facilitates the identification of emerg-
ing research domains and guides scholars in targeting spe-
cific dimensions of organic product consumption, thereby
contributing to a deeper understanding of the trends and
factors influencing both consumer behaviour and environ-
mental outcomes.

4.7. Theoretical implications

The organisation of extant literature into discrete cate-
gories facilitates the identification of nascent research do-
mains and directs scholarly attention toward specific facets
of organic product consumption. By taking this approach,
it is possible to enhance the understanding of evolving
trends and the various factors that shape both consumer
behaviour and environmental impacts. This increase in sci-
entific productivity is indicative of a dual phenomenon: first,
an escalation in both academic and practical interest, and
second, an increase in the intricacy of the issues being ad-
dressed. This, in turn, facilitates a deeper understanding of
the dynamics underlying the consumption of organic prod-
ucts.

A comprehensive review of the seminal theoretical ref-
erences, encompassing the works of Chekima, Lairon, Her-
cberg, and Kesse, elucidates the contributions of these
studies to advancing knowledge in this domain. The re-
search by these authors has established a robust founda-
tion for understanding the factors that drive organic food
consumption. Furthermore, the studies by Lairon and Her-
cberg have integrated health and sustainability considera-
tions into the evaluation of organic consumption. The iden-
tification of these authors as leaders in the field is indicative
of the significant theoretical and methodological contribu-
tions they have made to advancing knowledge in this area.
The field's thematic evolution is indicated by bibliometric
analysis, which has revealed a notable shift in focus. The ex-
tant literature has historically focused on specific contexts,
such as New Zealand, which have provided comprehensive
insights into markets and consumers in particular regions.
However, there has been a shift towards more general and
overarching concepts, including the theory of planned be-
haviour, sustainable consumption, purchase intention, and
consumer behaviour. This development is indicative of a
heightened level of research sophistication, with an en-
hanced emphasis on theories and models that span mul-
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Table I: Classification of Keywords According to Their Function. Prepared by the Authors Based on Scopus and Web of

Science

Keyword Related tools Applications Characteristics

Diet Analysis of dietary Public health impact Dietary health change
composition, longitudinal assessment monitoring

studies

Perceived value surveys,
preference analysis
Epidemiological studies, trend
analysis

Perceived Value

Obesity

Sustainable Consumption Environmental Impact
Assessments, Sustainability

Audits

Determining consumer value  Measuring satisfaction and
value

Investigation of the
relationship between
nutrition and obesity
Promoting responsible

consumer practices

Obesity impact research

Promoting sustainable
farming practices

tiple contexts and dimensions of organic consumption.

The application of keyword co-occurrence analysis and
the identification of thematic clusters has facilitated the
revelation of significant areas of intersection between
emerging and growing concepts. To illustrate this point,
consider the keyword cluster pertaining to “organic food
consumption,” "obesity,” and “pesticides.” This cluster un-
derscores the mounting apprehension about the health
ramifications of organic products. Similarly, nascent con-
cepts such as “diet,” “perceived value,” and “obesity”
evince an intensified focus on the nexus between organic
food consumption and its ramifications for health and value
perception. Thematic analyses facilitate a more detailed un-
derstanding of how priorities and approaches in organic

products research are being redefined.

In conclusion, identifying research gaps is one of the
most valuable contributions of this bibliometric analysis.
Despite the extensive coverage of health and sustainability-
related topics in the existing literature, some areas require
further attention. These include the comparative evalu-
ation of sustainable practices across different geographi-
cal contexts and the integration of emerging theories into
the analysis of consumer behaviour. The existing literature
contains numerous gaps, presenting avenues for future re-
search. These gaps could facilitate exploration of previ-
ously unexplored aspects, with substantial implications for
the formulation of policies and marketing strategies in the
organic products sector.

4.8. Practical implications

The insights derived from bibliometric analysis are of con-
siderable practical relevance, particularly for formulating
corporate strategies and informing public policy. The the-
matic transition observed in the literature towards con-
structs such as sustainable consumption, consumer inten-
tions, and behavioural patterns reflects evolving priorities
and highlights areas that demand increased attention in
decision-making processes. This shift is directly relevant
to market participants, as the transition from the theory
of planned behaviour to a greater focus on sustainability
and purchase intentions indicates a growing demand for
products that are not only organic but also aligned with
responsible, sustainable consumption practices. It would
be prudent for companies to consider this evolution when
formulating marketing and communication strategies. Such
strategies should emphasise not only the product's health
benefits, but also its environmental impact and its alignment
with sustainable consumption values.

A comprehensive review of the prevailing thematic clus-
ter, incorporating terms such as “organic food consump-
tion”, ”obesity”, "pesticides”, and "diet”, discloses a consid-
erable interconnection between organic food consumption
and public health concerns. This suggests that organisations
must be prepared to respond to a market that is increas-
ingly aware of the health implications associated with the
food they consume. The presence of terms such as "obe-
sity” and pesticides” within the cluster emphasises the

need for effective communication of the health benefits of
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organic food in the context of concerns about pesticides
and obesity. It is imperative to acknowledge the signifi-
cance of this issue, particularly given its potential impact
on consumer purchasing decisions.

A thorough investigation into the frequency and tem-
poral relevance of keywords has demonstrated the abil-
ity to unveil significant patterns in the evolution of schol-
arly interest. The declining utilisation of terms such as
'diet’, 'perceived value', and 'obesity' may signify a shift
in the thematic focus of contemporary research. Con-
versely, the mounting emphasis on concepts such as 'sus-
tainable consumption' signifies a shifting agenda that priori-
tises broader environmental and societal concerns within
the field. It would be prudent for organisations to take
these trends into account when modifying their product
and communication strategies to align with consumers'
current expectations. The mounting emphasis on 'sustain-
able consumption' in academic discourse indicates that or-
ganisations are required to adopt environmentally respon-
sible practices across their value chains and to communi-
cate these efforts effectively. By emphasising sustainability
in their branding and marketing strategies, companies can
align with the values of a growing segment of eco-conscious
consumers and enhance their competitive positioning.

Furthermore, the emergence of novel concepts such
as “consumer behaviour” reflects an increasing interest in
analysing consumer purchasing patterns and motivations.
This development presents a significant opportunity for
companies to create more detailed consumer profiles and
to tailor their product offerings to meet the specific needs
of different market segments. Understanding consumer be-
haviour in the context of organic products is instrumental
in enabling companies to formulate more effective market-
ing strategies. This, in turn, has been demonstrated to en-
gender customer loyalty and enhance a company's capacity
to adapt to evolving market preferences.

Bibliometric analysis yields multifaceted practical im-
plications across critical domains, including consumer
awareness initiatives, evidence-based policymaking, and the
strategic design of innovative organic products. These in-
sights enable stakeholders to align their actions with evolv-
ing academic trends and societal demands. It is notewor-
thy that the notion of sustainable consumption is gain-

ing prominence in academic and professional discourse.
This change suggests that government entities and non-
governmental organisations should focus on disseminating
information to consumers about the importance of sus-
tainable practices. The implementation of awareness pro-
grammes and educational campaigns that promote respon-
sible consumption and environmental sustainability can en-
hance consumer knowledge and attitudes towards organic
products, thereby facilitating the adoption of consumption
practices that benefit both individual health and the envi-
ronment.

In the context of public policy, the growing emphasis on
sustainability and consumer purchasing intentions under-
scores the necessity for policies that facilitate the produc-
tion and consumption of organic food. It would be prudent
for policymakers to consider implementing tax incentives
for organic producers, subsidies for sustainable agricultural
practices, and regulations that encourage transparency in
product labelling. These measures would facilitate a tran-
sition among farmers towards more sustainable practices,
whilst also ensuring that consumers have access to high-
quality organic products that align with their responsi-
ble consumption values. Furthermore, the implementation
of rigorous standards and certification practices has been
demonstrated to help maintain the integrity of the organic
market and protect consumers from fraudulent activities.

It is also crucial to emphasise the necessity for research
and development (R&D) within the organic products in-
dustry. The application of bibliometrics to this field of
study reveals the evolution of concepts such as consumer
behaviour and purchase intention, thereby identifying po-
tential areas where innovation could be a key factor. A
comprehensive understanding of the motivations that drive
consumers to choose organic products is imperative for
strategic guidance in the design and refinement of offerings
in the organic market. These insights enable companies to
align product attributes with consumer priorities, such as
environmental sustainability, health consciousness, and eth-
ical considerations. This fosters greater market relevance
and competitive advantage.

Furthermore, the necessity of interdisciplinary collabo-
ration to address the intricate challenges of organic prod-
uct consumption is emphasised. The integration of knowl-
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edge from diverse fields, including consumer psychology,
sustainable agriculture, and nutrition, can facilitate a more
comprehensive understanding of the factors that influence
purchasing decisions. This collaboration has the potential
to facilitate the development of more effective strategies
to promote the consumption of organic products and ad-
dress existing gaps in research. Consequently, the estab-
lishment of interdisciplinary research networks and collab-
orative projects has the potential to accelerate progress in
the field and facilitate the development of innovative solu-
tions that benefit both consumers and producers.

In practical terms, the findings suggest specific actions
for stakeholders. For instance, companies can design cam-
paigns that emphasise both the health benefits (e.g., re-
duced pesticide exposure) and the environmental bene-
fits of organic products, addressing the dual motives re-
vealed in the clusters. Conversely, policymakers may pri-
oritise certification programmes that emphasise perceived
value and sustainability, as these have been identified as
pivotal factors influencing purchase intention. It has been
demonstrated that such targeted interventions can ex-
tend beyond generic recommendations, providing action-
able strategies aligned with consumers' motivations.

4.9. Limitations

While the selection of databases was comprehensive, it
may not have encompassed the full relevant literature due
to the potential exclusion of publications in alternative
databases or in institutional repositories that are not in-
dexed in Scopus or Web of Science. This limitation may
have constrained the comprehensiveness of the analysis
and the complete representation of the current state of
knowledge in the field of organic product consumption.

Furthermore, the effectiveness of bibliometric tools and
software for analysing keyword co-occurrence and evalu-
ating bibliometric indicators is contingent on the precision
and reliability of the extracted data, which in turn has a di-
rect impact on the validity of the resulting insights. The
interpretation of co-occurrence networks and emerging
trends may be affected by the quality of bibliographic de-
scriptions and inconsistencies in the indexing of publica-
tions. Moreover, reliance on such tools may impede the
depth of qualitative analysis, as these methodologies are

typically oriented towards the quantity and structure of
data rather than providing detailed context for the evolu-
tion of themes and their theoretical implications. Conse-
quently, despite the value of bibliometrics in providing an
overview, its scope and accuracy are constrained by the
aforementioned methodological and technological limita-
tions.

4.10. Research gaps

Table 2 delineates the key research gaps identified in the
extant literature, highlighting critical areas that warrant fur-
ther exploration to deepen and update the understanding
of organic product consumption. These gaps highlight un-
derexplored dimensions and underscore the need for con-
tinued scholarly attention to advance theoretical and prac-
tical insights in this field.

The following table summarizes the identified research
lacunae and proposes a framework for future research. The
latter is designed to facilitate a deeper, more contemporary
understanding of organic product consumption.

4.11. Research Agenda

The research agenda formulated in this study is derived
from an in-depth examination of the 30 key concepts illus-
trated in Figure 9. These concepts encapsulate the emerg-
ing and critical themes uncovered throughout the research
process and form the basis for delineating future directions
in the study of organic product consumption.

The study of consumer behaviour remains a crucial area
of research on organic product consumption, as it can elu-
cidate purchasing decisions and attitudes towards organic
products. This concept helps researchers understand the
impact of individual factors, such as perceptions of health
and well-being, on the adoption of organic products. Simi-
larly, an examination of consumer behaviour facilitates the
identification of purchasing patterns, market segmentation,
and the design of more effective marketing strategies. It is
recommended that future research focus on the impact of
changes in the social and economic milieu, such as height-
ened environmental consciousness or global health crises,
on consumer behaviour regarding organic products. More-
over, it would be beneficial to examine how different gen-
erations and demographic groups respond to marketing
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Table 2: Research Gaps. Prepared by the Authors Based on Scopus and Web of Science

Category Gaps Justification Questions for Future
Research

Themes Lack of integration of cultural Lack of research on how How do cultural norms
and social factors cultural dynamics affect influence predisposition

consumption. towards organic products?

Themes Evaluation of public policies Lack of evidence on the real What policies and strategies
and marketing strategies effectiveness of policies and have proven most effective in

campaigns. different contexts?

Themes Impact of sustainability Insufficient research on How is sustainability
perception in emerging sustainability in emerging perceived in emerging
regions economies. economies?

Geographical Insufficient research in Greater focus on developed What barriers do developing
developing economies countries, with gaps in countries face in consuming

emerging economies. organic products?

Geographical Lack of studies in diverse Focus on homogeneous What cultural factors

Interdisciplinary

Interdisciplinary

Storms

Storms

cultural contexts
Integration of psychological
and sociological approaches
Longitudinal studies on

consumer behavior

Evolution of trends in
consumption

Impact of recent global
events

cultural contexts, ignoring
cultural variations.

Need to combine different
approaches for a
comprehensive
understanding.

Lack of studies that analyze
behavior over time.

Lack of focus on how trends
have changed over time.

Little research on how global
events affect consumption.

determine preferences for
organic products?

How can interdisciplinary
approaches improve the
study of organic
consumption?

How do attitudes towards
organic products evolve over
time!

How have organic product
consumption trends changed
in recent decades?

How has the pandemic
influenced the consumption
of organic products?

strategies that prioritise sustainability.

The Theory of Planned Behaviour (TPB) is regarded as
a foundational framework in research on intentions and
behaviours related to the consumption of organic prod-
ucts. The present study proposes a comprehensive theo-
retical framework for analyzing the influence of attitudes,
subjective norms, and perceived control on purchasing de-
cisions. This theory has been extensively applied to predict
behaviour across a range of contexts, and its application to
the consumption of organic products facilitates the elucida-
tion of the underlying mechanisms driving their purchase.
In subsequent research, it would be advantageous to inves-
tigate the impact of emergent factors, such as the escalating
concern about climate change or the sway of social media,

on specific TPB variables. Furthermore, an analysis of the
interplay between individual beliefs and social norms across
diverse cultural contexts may yield valuable insights into ef-
fective strategies to promote the consumption of organic
products.

The notion of sustainable consumption has emerged as a
pivotal theme in the broader discourse on organic product
consumption, underscoring the mounting imperative for
consumption patterns that mitigate environmental degra-
dation and promote global health and well-being. It is im-
perative to grasp this concept to understand how con-
sumers select products that not only enhance their per-
sonal well-being but also benefit the environment. Subse-
quent research endeavors may examine how sustainability-
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oriented policies enacted by governments and corpora-
tions influence consumer purchasing behaviours towards
organic products. The objective of this exploration is to
shed light on the interplay between institutional frame-
works and individual decision-making processes. This will
contribute to a more comprehensive understanding of the
dynamics underlying consumer behaviour in the context of
sustainability. It would also be beneficial to investigate how
consumers perceive and value sustainability certifications,
and the impact of these perceptions on their purchasing
behaviours.

The issue of obesity is becoming increasingly pertinent
in the field of organic product consumption, given the clear
correlation between obesity and health and well-being.
There is emerging interest in the potential of organic prod-
ucts to help prevent and manage obesity, given the associ-
ation between organic foods and the health benefits many
consumers ascribe to them. It is recommended that fur-
ther research be conducted into the potential of organic
products to reduce obesity. The present study should fo-
cus on the specific characteristics of these products that
may be most relevant to health, such as the absence of
pesticides and additives. Furthermore, longitudinal stud-
ies could be conducted to analyse the long-term effects of
an organic-based diet on the prevention of obesity-related
diseases.

The concept of perceived value of organic products is an
emerging area of interest within the field of consumer be-
haviour, and is identified as playing a crucial role in purchas-
ing decisions. Consumers frequently value organic prod-
ucts for their perceived benefits, such as superior quality
and reduced exposure to chemicals. It is imperative for
companies to develop a comprehensive understanding of
how consumers perceive the value of organic products to
optimise their pricing and marketing strategies and ensure
alignment with market expectations. It is recommended
that further research be conducted to investigate the im-
pact of economic and social changes on the perceived value
of organic products. Furthermore, it is imperative to ex-
amine the effects of diverse variables, including production
information and product credentials, on consumer percep-
tions of value.

The term “diet” is increasingly prevalent in research on

organic consumption. The adoption of an organic diet
has been associated with healthier; more conscious eating
habits (Lemke et al,, 2024). Furthermore, there is an in-
creasing interest in the impact of an organic diet on overall
health and well-being. It would be advantageous to investi-
gate the long-term effects of organic-based diets on health
and to ascertain the specific benefits they offer compared
with conventional diets in future research. Furthermore,
an investigation into the relationship between individual
dietary preferences and organic product choices could
prove invaluable for developing educational programmes
and health promotion strategies.

The issue of food is fundamental to the discourse on
organic product consumption, as all related purchasing
and consumption behaviours are inherently tied to food
choices. Contemporary research has primarily focused on
consumer perceptions of organic food, particularly regard-
ing its quality attributes and associated health advantages.
It is recommended that future research focus on the fac-
tors that influence consumers' decisions to purchase or-
ganic foods. Such factors may include price, availability, and
personal preferences. Moreover, an inquiry into the reper-
cussions of organic food accessibility across disparate re-
gions and its impact on consumption patterns may furnish a
more comprehensive perspective on improving access to
organic products. The role of values in the consumption
of organic products is significant, as purchasing decisions
are often informed by personal values such as concern for
health and the environment. The present study aims to in-
vestigate the values associated with the consumption of or-
ganic products and identify the factors that motivate con-
sumers to select them over conventional alternatives. In
future research, it would be pertinent to examine how al-
terations in social and cultural values impact the consump-
tion of organic products. Moreover, it would be beneficial
to investigate how personal values interact with percep-
tions of value and sustainability in the context of purchasing
decisions.

The consumer is the focal point of any study on organic
consumption. It is therefore essential to understand their
motivations, attitudes, and behaviours if effective market-
ing strategies are to be developed. It is suggested that
forthcoming research will examine how discrete consumer
characteristics, including but not limited to age, income
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level, educational attainment, and lifestyle preferences, in-
fluence organic purchasing behaviour. A comprehensive
understanding of these variations is imperative for devel-
oping more targeted marketing strategies and policy in-
terventions. Furthermore, there is an increasing neces-
sity to examine how technological developments, includ-
ing e-commerce platforms and digital communication chan-
nels, are transforming how consumers access, evaluate,
and choose organic products, ultimately influencing their
decision-making processes in increasingly complex market
environments.

The concept of an organic diet is currently receiving in-
creased attention due to its alleged health and well-being
benefits. As consumers become more aware of the effects
of food on their health, interest in organic-based diets is in-
creasing. It is recommended that further research be con-
ducted to examine the long-term impact of an organic diet
on health and disease prevention. Furthermore, it would
be beneficial to analyze the perceived benefits of an organic
diet, with a focus on variations across consumer groups.
Additionally, the influence of these perceptions on purchas-
ing decisions should be examined.

5. Conclusion

The bibliometric findings reveal a substantial increase in
scholarly output concerning organic product consumption
during 2022, 2023, and 2024. This upward trend indicates
an escalating academic and societal interest in the subject,
underscoring its growing pertinence in contemporary re-
search agendas. This increase is reflected in the scientific
literature, which shows a cubic polynomial growth pattern,
indicating a continuous, accelerated expansion in the num-
ber of publications over time. Moreover, the most fre-
quently cited sources in this field include seminal authors
such as Chekima, Lairon, Hercberg, and Kesse, as well as
highly influential journals such as the British Food Journal.
France and Malaysia are at the vanguard of this field of re-
search, demonstrating a diversified global interest.

A thorough review of the extant literature indicates a
discernible evolution in focus, with the initial emphasis on
theTheory of Planned Behavior having undergone a notable
transition towards contemporary research on consumer
behaviour and purchase intention. This phenomenon can

be interpreted as an adaptation to novel domains of inter-
est and practical applications. The principal thematic clus-
ters, encompassing terms such as organic food consump-
tion, obesity, pesticides, and diet, demonstrate a high de-
gree of conceptual affinity. This suggests that these topics
are interconnected in the study of organic product con-
sumption.

The analysis of keywords indicates that established and
expanding concepts, such as organic food consumption and
obesity, remain prominent, while emerging terms, such as
diet and perceived value, are gaining relevance. Evidence
suggests an evolution in the areas of interest, with a con-
comitant adjustment towards new trends and perceptions
in the consumption of organic products.

The present study contributes to the field in several
ways, extending beyond the conventional descriptive map-
ping. The framework under discussion is evidence-based,
connecting bibliometric insights with behavioural and sus-
tainability theories. In establishing a methodological bridge
between quantitative trend analysis and conceptual devel-
opment, the framework thus connects two fields of en-
quiry. This integration has the potential to further advance
the existing literature by providing both an empirical and a
theoretical foundation for understanding how health, eth-
ical awareness, and sustainable consumption converge to
shape research on organic products. Accordingly, the study
consolidates extant evidence and redefines the analytical
tools available to scholars examining evolving consumption
paradigms.

The originality of this work lies in its integration of bib-
liometric analysis with the study of organic product con-
sumption, an area traditionally examined through empiri-
cal or case-based approaches. The present study consti-
tutes a novel and pertinent contribution to the extant lit-
erature, as evidenced by the comprehensive review under-
taken. The book provides a comprehensive overview of the
field's evolution, emphasising its theoretical and practical
implications for sustainability, consumer health,and market
strategies. The present study addresses a specific gap in the
literature by integrating bibliometric evidence into the field
of organic product consumption, thereby challenging the
predominance of isolated case studies. The present study
contributes to the theoretical framework by establishing a
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link between behavioural models and research in sustain-  veloping these emerging concepts. This will facilitate the
ability and health. This objective is realised through the resolution of the identified gaps and the advancement of a
analysis of thematic clusters. In practice, it provides unam-  more comprehensive and up-to-date understanding of or-
biguous guidance for both market actors and policymakers  ganic product consumption (See Figure 9).

to develop strategies that leverage consumer health con-

cerns and sustainability values, which are demonstrated to

be central drivers in recent literature. To conclude, it is

recommended that future research focus on further de-
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