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Abstract This study aims to test the relationship between brand embeddedness and cross-selling intention, as
well as how customer satisfaction affects as mediator its relationship. The data set includes 258 consumers
using a specific smartphone brand and we gather the data by conducting a survey. We use structural equation
modeling to verify hypotheses and do nonparametric bootstrap approach for additional analysis of the
mediating role of customer satisfaction. The results of analysis are as follows. First, it has been shown that
barnd embeddedness positively affects customer satisfaction and cross-buying intention. Second, customer
satisfaction is found to have a positive effect on cross-buying. By combining these results and additional
analysis, we confirm that the direct effect of brand embeddedness is more effective for cross-buying intention
than the indirect effect of customer satisfaction. The results of this empirical analysis show the academic value
that brand embeddedness as social capital can be a antecedent for cross-buying intention. In addition, this
study suggests the need for brand practitioners to increase the embeddedness of customers related to the
brand and consider the mediating role of customer satisfaction together in order to increase cross-buying.
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Fig. 1. Research model
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Table 1. Reliability and validity of variables

Variable item B AVE CR a
BE1 .837***
BE2 .9071***
BE3 .924%**
BE BE4 .936%** .814 919 .969
BES L948%**
BE6 917%%*
BE7 .848***
CS1 .940***
CS ) Sg5 .833 .826 .909
CB1 .887***
CB CB2 .938*** 736 816 .890
CB3 . 735%**
x?=62.987 df=45 p=.039 x*/df=1.400
Model Fit RMSEA=.039 GFI=.960 AGFI=.930
CFI=.994

1. BE: brand embeddedness
CS: customer satisfaction
CB: cross—buying intention
2. B: standardized factor loading
3. CR: composite reliability
4. a: Cronbach’'s a
5. *** p(0.001

Table 2. Descriptive statistics and correlation
coefficients of variables

Variables Mean SD 1 2
1. BE 3.542 1.520
257
2.CS 4.035 1.396 (066)
610 347
3.CB 4.537 1.259 (372) (120)

1. (): the square of the correlation coefficient(¢2)
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Table 3. Results of structural equation modeling

analysis
Hypothesis B C.R. results
H1 BE—CS .260 *** 3.986 RHEH
H2 BE—~CB bbb *** 9.083 RHE
H3 Cs—CB .203 *** 3.462 RHEH

x*=73.595 df=45 p=.005 x*/df=1.635
Model Fit |RMSEA=.050 GFI=.955
AGFI=.922 CFI=.991

1. B: standardized coefficient
2. %% n(.001
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