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Abstract :  This study aims to investigate the marketing mixed factors that affecting on expectations about commercial
transactions  through  social  networks.  The  research  method  will  using  quantitative  research,  data  was  collected  by
questionnaires to person have experience access to trading over the internet for 400 sample by purposive sampling method.
Data  was  analyzed  by  descriptive  statistic  including  percentage,  mean,  standard  deviation  and  using  quality  function
deployment  for  hypothesis  testing.  Finding  the  most  significant  interrelationship  between marketing  mixed  factors  and
commercial transactions expectations through social networks are product and place the relationship of five ties product and
place (location) is involved in almost all will make the site a model that meets the needs of the user visit. In terms of price, the
promotion,  privacy,  personalization and providing a process technical.  This  will  make operations more efficient,  reduce
confusion, duplication, delays in data transmission, including the creation of different elements in products and services.
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