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ABSTRACT 

 

The present research explores the dynamics of capitalism in influencing individual agency and choice, specifically 

in the marketplace, where consumers imagine they have a wide range of options available to them, but are limited 

to only a few options to work with. Taking the case of Heinz Ketchup, a common condiment found in households, 

the paper uses survey and a subjective question to understand how people see large corporations influencing 

people’s everyday market behavioral choice, their individual agency and what they consume. The findings were 

in support of existing research which prompts individuals to be mindful in comprehending how advertisements, 

media, exposure to diverse range of products, and perception of quality of products when making consumer 

choices. Individuals, in today’s time, are motivated to make mindful choices while purchasing products, and it 

becomes crucial to acknowledge the psycho-social factors that impact people’s choices and even desires in the 

market. 
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1. INTRODUCTION 

There is perhaps no condiment that is more quintessential than ketchup, it fills up entire aisles and grocery stores 

that adorn the tables of myriad restaurants. A 2016 article by Sarah Schmalbruch said that Sriracha hot sauce had 

surpassed ketchup as America's favorite condiment, but ketchup would still win hands-down if you ask the average 

American eight-year-old their favourite condiment. Of course ketchup does have its detractors, people who think 

it's bland or too sugary or just plain gross and it is considered quite a faux pas for a lot of individuals. In a market 

flooded with countless brands, ranging from homemade labels to globally recognized competitors, According to 

a market analysis by Ken Research (n.d.), Heinz remains one of the dominant players in the global ketchup 

industry, sharing the majority of market influence. Heinz continues to grasp a dominating influence on consumers 

by being one of the largest and widely identified brands in relation to ketchup, it continues to accumulate a mass 

customer loyalty. Beyond taste and quality Heinz ketchup’s global success lies within its branding, marketing, 

and positioning in retail. As within the capitalistic framework, consumer choices are greatly influenced and shaped 

by psychological and cultural factors, which brands like Heinz tend to target.  

 

The aim of this research project is to investigate the psychological factors that drive consumer preferences for a 

product as simple as a condiment and its competitive brands, and how these choices reflect patterns or trends of 

consumption within capitalism. This research also takes a deep dive into how ideologies surrounding capitalism 

affect choice, individuality, and a person’s subjective ability of selection. This study dissects the self-constructs 

of brand loyalty, perception of quality, the influence of advertisements and the unconscious mechanisms that make 

some products a default choice for many. But mainly this study would like to answer the question if the consumer 

is truly free. 

 

As an individual that is a Heinz ketchup enthusiast, I have always wondered whether my loyalty and choice of 

brand has been taken by personal choice or rather influenced by sociocultural factors and the environment around 

me. I would say the reason I chose such a research topic is to ponder upon my grasp of free will and to answer the 

question, why is it that consumers are attracted to such brands as heinz which are considered the ‘staple’ when in 

fact, there may be cheaper or equally efficient alternatives. 

 

2. REVIEW OF LITERATURE 

 

Barry Schwartz (2004), a psychologist, developed a theory known as the paradox of choice, which claims that our 

sense of decision satisfaction decreases as we have more options. This phenomena happens as a result of the 

cognitive strain that comes with making too many decisions, which increases decision fatigue and our sense of 

regret. According to this theory, the human brain's ability to comprehend information is limited, and making too 

many decisions might overload cognitive resources and provide results that are not ideal. 
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Sheena Iyengar and Mark Lepper (2000) conducted an experiment to examine how the number of choices impact 

the level of motivation and satisfaction in decision making. They carried out a field experiment in a grocery food 

store where customers were given the option of six or twenty-four different types of jam. Those who were exposed 

to the lower selection (6) were considerably more likely to make a purchase, even though more visitors stopped 

at the larger (24) selection display. Approximately 30% of the people exposed to the lower variety purchased jam, 

compared to only 3% of those exposed to the broader selection. The results of the tests indicate that although 

people are initially drawn to options with a wider variety, having too many options can cause choice overload, 

which demotivates people and lowers their potential of making decisions and satisfaction with those decisions. 

 

Simona Botti and Ann L. McGill (2006) explored how the perception of individual responsibility for making 

decisions influences satisfaction with choices. The researchers studied this phenomenon using the experimental 

method, and to carry out the research they divided the participants into a control and experimental group. The 

experimental group made their own choice from a range of options whilst the control group had a choice assigned 

to them. In the experimental group; the people who made their own choice felt more accountable for the result, 

which raised their chances of experiencing regret or dissatisfaction if the choice did not match the expectations. 

Participants who had a choice assigned to them were less likely to experience regret or dissatisfaction, even if the 

outcome was not ideal. Since they didn’t feel personally responsible for the decision that took place. This 

experiment signifies that satisfaction is significantly influenced by an individual's own sense of responsibility 

while making choices or decisions. Imposing choices results in responsibility away from the individual, which 

sustains satisfaction gradually. 

 

Gigerenzer and Gaissmaier (2011) studied heuristic decision-making, which refers to mental shortcuts or rules of 

thumb that people employ to make judgments quickly and efficiently. Their research investigates how heuristics 

work as a responsive tool which questions the traditional view that making decisions is fully logical and 

comprehensive. They developed a recognition heuristic, which works on the premise that if someone identifies 

one object but not another, they will assume the recognized one has greater value or importance in a given setting. 

To carry out the research they conducted multiple experiments where participants asked to determine which of 

two cities has the larger population. Some cities were well-known, while others were unknown. Participants who 

identified only one of the two cities frequently relied on the recognition heuristic, judging the recognized city as 

larger. The researchers also looked at how the environment's structure determines which heuristic will work and 

adapt best. 

 

Allen and Madden (1985) conducted an experiment where they investigated how classical conditioning, a sort of 

associative learning, affected brand loyalty. The theory was that positive emotions might be trained to correlate 

with a brand, resulting in increased loyalty. Within the experiment, participants were divided into a control group 

and an experimental group. The experimental group was exposed to advertisements pairing a specific brand with 

positive stimuli such as happy music. Whilst the control group was exposed to neutral or unrelated stimuli. In 

result, Participants who had been exposed to positive stimuli in relations with the brand were more likely to choose 

that brand over the alternative, showing that classical conditioning can create emotional bonds with brands and 

enhance loyalty. This suggests that emotional experiences tied to a brand can boost brand loyalty. 

 

Zhang and Li (2022) conducted a study to investigate how responsible consumerism influences impulsive buying 

behavior, with brand literacy acting as a mediating factor. The theory was that consumers who are more aware of 

brand information and ethical considerations would make more deliberate purchasing decisions. Participants were 

surveyed on their buying habits, brand knowledge, and attitudes toward ethical consumption. The results showed 

that higher brand literacy reduced impulsive purchases, but strong brand attachment could still drive consumers 

to buy preferred brands. This suggests that even in a landscape promoting conscious choices, brand familiarity 

and loyalty can strongly influence consumer behavior, demonstrating the interplay between capitalism, consumer 

awareness, and purchasing patterns. 

 

Groot (2004) analyzed supermarket sales data for products including ketchup to examine patterns in consumer 

purchasing behavior. The study used quantitative models to assess fluctuations in baseline sales and looked for 

correlations in buying patterns over time. The results revealed that sales followed a Levy distribution and exhibited 

long-term correlations, similar to patterns seen in financial markets. This indicates that consumer behavior is not 

entirely random but influenced by complex market dynamics and habitual brand preferences. The study highlights 

how dominant brands like Heinz may benefit from persistent consumer demand and demonstrates the structural 

patterns of capitalism in shaping buying behaviour. 

3. METHOD 
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To investigate the psychological dynamics behind consumer choices, this research employed the use of survey 

methods. Surveys are a useful research tool because they can cover an almost unlimited range of topics with an 

efficient amount of time. Surveys allow for a broad collection of data from diverse and wide range participants, 

enabling an evaluation of trends and patterns. They are ideal for analyzing consumer decision factors such as 

brand loyalty, perceived quality, and the effect of advertising.  

 

For the data collection it was made sure to arrange sampling based on age groups to ensure diversity and 

representation of financial and maturity brackets. The participants were categorized into 5 age groups (14-18, 19-

25, 26-30, 31-40, 41-50+) because not all consumers are financially independent and to also acknowledge how 

different age groups make choices comparatively due to factors like the working population, the retired and 

dependent population etc.  

 

Participants were given an online questionnaire which had aspects of both qualitative and quantitative data. The 

survey included multiple choice questions to assess their ideas about products within the market, it included likert 

scale questions to measure levels of agreement with statements, and lastly it had one open ended question to gain 

a subjective perspective on Heinz ketchup in the Indian goods industry. 

 

For the ethical aspects, all participants' details were anonymous to preserve their privacy and they had all provided 

informed consent regarding the survey.  

 

4. RESULTS 

 

 
Graph 1 Age distribution of participants  

 

The participants were categorized into 5 age groups (14-18, 19-25, 26-30, 31-40, 41-50+) because not all 

consumers are financially independent and to also acknowledge how different age groups make choices 

comparatively due to factors like the working population, the retired and dependent population etc.  
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Graph 2 Familiarity with Heinz ketchup brand 

 

The majority of participants were familiar with Heinz Ketchup as a brand, with 70.5% stating they were very 

familiar and 23.8% indicating they were somewhat familiar. Only a small portion, 5.7%, reported that they were 

not familiar with the brand. 

 

 
Graph 3 Impact of brand reputation on the choice of products 

 

Most participants agreed that brand reputation influences their choice of product to some extent. A majority, 

50.8%, said it mostly influences their decisions, while 24.6% said it does influence their choice. Around 19.7% 

felt it influenced them somewhat, and only a small number, 5% combined, stated that brand reputation had little 

or no influence on their purchasing decisions. 
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Graph 4 Important factors influencing choice of a condiment 

 

The survey showed that taste was the most influential factor for most participants when choosing a condiment, 

with 68.9% identifying it as their top consideration. Ingredients also played a significant role, with 63.9% of 

respondents emphasizing their importance. Brand name followed closely, cited by 46.7% of participants, while 

39.3% prioritized price as the deciding factor.  

Fewer respondents focused on external aspects such as packaging (26.2%) and availability (22.1%), indicating 

that consumers place greater value on product quality and sensory experience than on appearance or 

convenience. 

 

 
Graph 5 Expansion or limitation of choice within availability 

 

The majority of participants (46.7%) felt that the availability of popular brands such as Heinz Ketchup had no 

effect on their choices in the market. Meanwhile, 33.6% believed that it expanded their options, while a smaller 

portion, 19.7%, felt that it limited their choices. This suggests that most consumers view the presence of major 

brands as neutral, neither restricting nor significantly influencing their decision-making process. 
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Graph 6 Several alternatives of a product leading to decision fatigue 

 

Slightly more than half of the participants (54.1%) reported that they often feel overwhelmed when presented 

with several alternatives for the same product, while 45.9% stated that having multiple options does not make 

them feel overwhelmed. This indicates that a significant portion of consumers may experience decision fatigue 

when faced with too many choices 

 

 
Graph 7 Satisfaction of choice regarding options present for a product 

 

Most participants (59%) indicated that they would feel more satisfied with their choice if fewer options were 

presented for a product, while 41% said that a reduced number of options would not affect their satisfaction. 

This suggests that simplifying choices could enhance consumer satisfaction for many individuals. 
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Graph 8 Influence of advertisement within the perception of a product 

 

The survey revealed that advertising has a notable influence on consumer perception. While a small portion of 

participants (23.7% combined) felt that advertising does not or is unlikely to affect their view of what is the 

‘best’ product, a larger proportion (76.2% combined) reported that advertising most likely or very likely 

influences their perception, with an additional 7.4% acknowledging some influence. This indicates that 

marketing and promotional efforts play a significant role in shaping consumer opinions. 

 

 
Graph 9 Consumer empowerment within choice and multiple brands 

 

The majority of participants (91% combined) felt that consumers are empowered by having multiple brands to 

choose from for a single product, with 36.1% stating they are very likely empowered, 32.8% saying they are 

empowered, and 22.1% indicating they are most likely empowered. Only a small portion, 9% combined, 

believed that multiple brand options do not or are unlikely to empower consumers. This suggests that a diverse 

marketplace is generally perceived as giving consumers greater choice and control. 
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Graph 10 Control of large corporations on consumer choice 

 

The majority of participants (88.5% combined) believed that large corporations like Heinz influence consumer 

choice through marketing and distribution. Specifically, 41.8% felt they are very likely to control consumer 

choice, 30.3% said they most likely do, and 16.4% stated they do control consumer choice. Only a small 

portion, 11.5% combined, felt that such corporations do not or are unlikely to control consumer decisions. This 

indicates a strong perception that major brands exert significant influence over consumer behavior. 

 

Open Ended Question: Q) In your opinion, why do you think Heinz Ketchup has maintained its position as 

market leader in the industry?  

 

According to the survey responses, participants attributed Heinz Ketchup’s continued market leadership to 

several key factors including product quality, brand consistency, and effective marketing. Many participants 

emphasized the brand’s strong focus on quality assurance and consistency, noting that consumers trust Heinz 

because it delivers the same familiar taste and texture every time. This reliability has allowed the brand to 

maintain customer loyalty across generations. 

Participants also pointed out that even with competition from local brands such as Maggi and Kissan, Heinz 

continues to hold a dominant position by presenting itself as a premium yet widely accessible product associated 

with authenticity and global standards.  

Another recurring theme in the responses was Heinz’s aggressive and creative marketing approach. Participants 

mentioned recent collaborations with major film franchises like Deadpool & Wolverine (2024), which have 

helped the brand stay relevant among younger audiences and reinforce its strong cultural presence. In addition, 

several respondents highlighted the importance of competitive pricing, which allows Heinz to maintain its 

premium image while still being affordable to a wide consumer base. 

 

5. DISCUSSION 

 

The survey results on Heinz Ketchup and the capitalistic choice revealed several key insights. Most respondents 

were within the 41+ age range, showing that they were financially independent and comparatively mature. The 

strong presence of an older consumer suggests that Heinz’s branding and marketing resonate well with nostalgia 

and long-standing trust. Almost all participants could recognise Heinz Ketchup as a familiar brand and product, 

more than half of them recognised Heinz Ketchup as a standard quality brand and product. Heinz as a legacy 

brand represents stability and tradition, appealing to older consumers who prioritize trust and quality over 

novelty. On the other hand, younger demographics tend to prioritize cost effectiveness and experimental flavors, 

which newer brands often capitalize on. This demonstrates how capitalism creates a dual marketplace where 

legacy brands thrive on nostalgia and heritage, whilst newer competitors attract younger, cost and trend 

conscious audiences. 

 

It was noted that brand reputation influences the consumers choice of product quite well and when choosing a 

product 46.7% of consumers tend to look at the brand itself. This signifies how important a brand's 

advertisement and perception is for the market and especially for the upsurge of brand loyalty. Most consumers 
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also agreed upon the fact that a well branded product, like Heinz ketchup’s presence in the market has no effect 

on their choices as it neither limits (overshadows other products) or expands it (provides product variety).  

 

The survey findings resonate strongly with Allen and Madden’s (1985) research on classical conditioning and 

brand loyalty, which helps explain why older consumers maintain a strong preference for Heinz Ketchup due to 

long-standing familiarity and trust. Additionally, Schwartz (2009) and Iyengar and Lepper (2000) highlight the 

paradox of choice, showing that too many alternatives can overwhelm consumers and reduce satisfaction, 

directly reflecting the survey’s finding that participants felt more satisfied when presented with fewer ketchup 

options. 

 

However, price sensitivity was a recurring theme, with many participants stating they would opt for cheaper 

alternatives if available. This highlights the tension between brand loyalty and economic considerations, 

suggesting that consumer preferences often balance emotional attachment and financial practicality.  

 

The majority of consumers also felt overwhelmed when there are several alternatives for the same product and 

followed up with statistics of being more satisfied with their choices if there were less options presented for the 

product. This indicates that a diverse market of products actually puts a restraint on consumers rather than 

empowering and motivating them. As a result, consumer choices are often shaped by what is most visible and 

accessible, rather than by a purely rational assessment of alternatives.  

 

Another interesting finding was the impact of marketing and advertising. Whilst most agree that advertising 

tends to bring a product into popularity and attention, they also state that the impact of advertising within their 

perception of what is the ‘best’ product is variable. 

 

A complex dynamic between Heinz ketchup and capitalism was investigated where most consumers believed 

that the dominance of a brand like Heinz reflects the capitalist preference for control and large corporations like 

Heinz control consumer choice through marketing and distribution. To expand on such, large corporations thrive 

by establishing control over consumer preferences and the supply chain, capitalism encourages growth and 

efficiency, often resulting in a monopoly market. Heinz’s dominance is not merely a result of superior product 

quality but also of strategies designed to secure its position as a market leader. By controlling advertising 

narratives, setting industry standards, and creating a strong brand identity, Heinz reinforces its dominance. 

When we talk about consumer choice and the importance of individualism within, it is also important to 

recognise that consumers are driven by not just individual preferences but also broader market structures that 

limit perceived options. The consumer was never free of choice, rather than the consumer building capitalism 

and the market, capitalism is what moulds the consumer. From condiments to estate, all of them are calculated 

decisions taken by the market to shape a consumer into who they are so they can further pave the road into a 

financial dystopia.  

 

The consumers are dissected on their psychological and sociological tendencies to achieve this further, whether 

it be taking advantage of human susceptibility of satisfaction or social acceptance of a brand due to financial 

praise, the puppetry taking place is nothing but further establishments of class divisions. 

 

Consumers need to come in an empowerment or rather a class consciousness on these market values and start 

understanding what is right and sustainable for them as an individual rather than broader aspects.  

 

6. LIMITATIONS AND FUTURE DIRECTION 

 

This study faced a few limitations, The survey’s structure limited depth and further exploration of nuanced 

consumer preferences and opinions. The geographic scope was another constraint, Heinz ketchup being a global 

brand and the survey responses being drawn from a single locality, it was potentially overlooking cultural 

differences and diversity in brand perception. The overrepresentation of respondents aged 41+ definitely made 

this research to be more biased and appealing towards an older and mature audience.  

 

For future research, more studies in the same line of argument should focus on the diversification of the locality 

and age demographics to get a more collective opinion to eliminate preconceived notions about certain brands 

that people might hold. This study would also like to look into the role of sustainability within brands. 
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7. CONCLUSION 

 

The findings of this research highlight how brand reputation and visibility play a major role in shaping consumer 

decisions. Even when participants claimed that advertising does not directly affect their choices, their recognition 

of Heinz as a standard product indicates how marketing subtly reinforces perceptions of quality and trust. This 

supports the idea that in a capitalist system, consumer choice is often guided by brand power and availability 

rather than genuine freedom of selection. 

 

Furthermore, the responses shed light on the psychological and sociological forces behind consumption. 

Consumers are not simply choosing products; they are responding to structures shaped by capitalism that influence 

their preferences, values, and perceptions of quality. The dominance of a brand like Heinz illustrates how large 

corporations sustain control through branding, marketing, and distribution, shaping the illusion of choice while 

reinforcing existing market hierarchies. 

 

Overall, this research underscores the need for greater consumer awareness and critical reflection. To move toward 

a more equitable and sustainable market, consumers must learn to make decisions that align with their individual 

needs and values rather than those dictated by corporate influence. Understanding the systems that drive 

consumption is the first step toward reclaiming consumer autonomy within the marketplace. 
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