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MOBILE SOCIAL NETWORKING AND MEDIA
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Mobile social network (MSN) media is a new type of social network, in
which individuals with similar interests communicate and communicate with
each other through their mobile phones and / or tablets. Like the
web—based social networks, mobile social networks appear in virtual
communities, Many web—based social networking sites, such as Facebook and
Twitter, have created mobile applications that allow users to access the
Internet instantly. Understanding users' willingness or unwillingness to utilise
MSN media is helpful to the development of mobile social networks,
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