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My project is a study of the effect of investor brand perception and its effect on investor decision-making 
when investing. This researcher hypothesizes that peoples' decisions are affected by the way they perceive 
brands and company name. The research is based on work done in recent years by Huberman (2001), 
Frieder and Subnahmahyam (2005), and Ackart, Church, Tompkins, Zhang (2003). These papers show that 
there is a significant effect of name and regional location on the choice of stock made by investors. The 
research hypothesis is that there is a significant effect of the perception of brands on investors' stock 
decisions.

This researcher's data showed that there is a significant relationship between an investor's portfolio 
formation and brand preference. The findings suggest that individual investors favor stocks of companies 
with which they are more familiar, perpetuating the much-cited familiarity bias. Despite this preference, 
investor portfolios remain inefficient and returns are not influenced by the inclusion of stocks of companies 
with recognized brand names. An interesting implication of my research to financial practitioners is that 
security values are affected by branding in much the same manner that product reputation is affected by 
New York Stock Exchange listing.
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