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Abstract: This study aims to obtain empirical evidence on the effect of
perceived risk, accessibility, and Brand Familiarity to Investment
Intention for stock investors based on Jakarta at Indonesia. The
observattion done by giving online questionnaires by using google docs
and processed by SmartPLS 3.2.8 program. Research samples are 470
person, data using purposive sampling method. Results of this research
obtained the perceived risk, accessibility, and brand familiarity have a
positive effect on investment intention
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