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The outcomes of this research are the following three. The first, this
research identifies that the interplay of downstream marketing, which has been traditionally
researched in social marketing research, and upstream marketing makes an important role in creating
the outcome of social marketing campaigns in macro revel by theoretical consideration. The second,
this research indicates that economic transaction may make a mediation effect in enhancing such
interplay, and that the governmentality may be efficient to understand the marketing and social
outcome of such interplay in social marketing activities. Finally, this study verifies the effect of

customer relationship management in retail and identifies the brand loyalty and variety seeking
behavior as the contingent effect of customer relationship management in retail.
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