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With the development of the mobile Internet, e-commerce has become one of the important ways of daily consumption, but how
to effectively use e-commerce for interactive marketing and increase sales is an important research direction. Mobile ad hoc
distributed algorithms are introduced in this paper. Through sorting out the mode of e-commerce interaction influence,
process marketing is performed from two-dimensional code, short message, business district, mobile search, Bluetooth, wireless
network, and other methods, and interactive marketing is tried in various industries such as education, tourism, agriculture,
catering, finance, and publishing, and simulation experiments are used to verify them. The simulation experiment results show
that the mobile ad hoc distributed algorithms are effective and can support the e-commerce interactive marketing model.

1. Introduction

With the continuous development of the mobile Internet,
the information age has come. Under the background of
the development of this era, companies must strengthen
communication and contact with consumers and treat con-
sumers’ demands as the first priority, provide products and
services that consumers need, and gain the favor of con-
sumers in a short time in order to conduct marketing
propagation better, and the emergence of mobile e-
commerce can better solve the above problems [1, 2]. Mobile
e-commerce is a representative product developed at the
level of modern informatization. It can design and establish
a relevant network platform with the help of the Internet to
further meet customers’ requirements [3–5]. It should be
noted that, on the one hand, e-commerce can promote con-
sumption and change the consumption scene. For example,
during living with family due to the epidemic, you can still
carry out online consumption and order the takeaway through
e-commerce; on the other hand, different from traditional off-
line consumption, e-commerce can facilitate more personal-
ized and demand-oriented push for consumer psychology.
For modern consumption scenarios, more attention should
be paid to the interaction between consumers and enterprises,

to accurately understand consumers’ consumption habits and
consumer psychology, to promote enterprises to produce
more products that meet consumer needs, and to further
establish good communication environment to win the trust
of consumers [6–8]. For example, the live broadcasts con-
ducted by major e-commerce companies build the connection
between consumers and products and establish a communica-
tion platform to generate interactions through the anchor, to
further realize the effective marketing of enterprises [9].

The emergence and improvement of intelligent terminals
and 5G networks have further promoted the development of
e-commerce. Consumers can carry out e-commerce through
mobile terminals at any time, without the need for PC [10].
Different from e-commerce, mobile e-commerce relies on
mobile communication networks, combines with the tradi-
tional Internet, and carries out various e-commerce activities
and through mobile terminals [11]. But it is important that
the limitations of e-commerce interactive marketing still need
to be resolved. The mobile ad hoc distributed algorithms are
introduced in this paper, analyzing its applicability in different
industries through combining e-commerce interactive mar-
keting models, and proposed corresponding interactive
marketing methods. Verified by simulation, it is aimed at
increasing the sales volume of e-commerce marketing and
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promoting the orderly, healthy, and steady development of the
economy.

2. E-Commerce Interactive Marketing

2.1. The Meaning of Mobile E-Commerce Interactive
Marketing. The interactive marketing of e-commerce is an
interactive behavior between consumers and enterprises, dif-
ferent from mobile e-commerce interactive marketing.
Through mobile smart terminals as the carrier, it conducts
interactive marketing through 5G communication. In
addition, the consumer’s own autonomy and enthusiasm
cannot be ignored, which is the autonomous behavior of e-
commerce according to one’s own needs.

However, it cannot be ignored that due to the difference
from traditional Internet e-commerce, e-commerce on
mobile terminals is usually different from e-commerce in
equipment, network, and application scenarios. Mobile e-
commerce can more reflect immediacy, interactivity, and
personalization in an interactive marketing mode. It empha-
sizes the characteristics of accuracy, orientation, and mass
decentralization. In particular, it also has the timeliness of
the information brought about by push, the low cost, and
the wide audience, such as Pinduoduo and other new types
of interactive mobile and e-commerce [12–15].

2.2. Prerequisites for Successful Implementation and
Principles for Success. First is the prerequisite for successful
implementation. Mobile e-commerce needs to be recognized
by both consumers and enterprises, and meanwhile, prod-
ucts need to reach a certain quality, so that enterprises can
communicate with consumers well and ensure that con-
sumers have a better e-commerce shopping experience [16,
17]. In addition, interactive marketing activities need to be
recognized by consumers, rather than passively accepted.

Second is the corresponding principles for success. In the
mobile commerce environment, if interactive marketing
activities are required, it is necessary to clarify the principles
and acceptance methods of individualization according to
different users, instead of interacting in the form of bundled
sales, which is extremely easy to cause disgust [18, 19].

3. Mobile Ad Hoc Network
Distributed Algorithm

For the mobile ad hoc network distributed algorithm, it is
first necessary to set up an acentric multihop network.
Because the time reference of each network node is not uni-
form, the initial time of the specific node state cannot be
measured by time, and the time correction cannot be per-
formed. Each node can only obtain the time deviation of
neighboring nodes around it, to correct its own time by such
method.

Specifically, as shown in Figure 1, taking node 5 as an
example, it can only sense the reference time deviation of
neighboring nodes and realize the time correction of neigh-
boring nodes through the nodes, specifically as shown in

εs nð Þ =w55 ⋅ 0 +w53Δt53 nð Þ +w56Δt56 nð Þ +w59Δt59 nð Þ:
ð1Þ

In the formula, w55 +w53 +w56 +w59 =w.
Based on the calculation of formula (1), adjust your own

reference time according to the corresponding time, as
shown in

t5 n + 1ð Þ = t5 nð Þ − ε5 nð Þ: ð2Þ

In order to further analyze the algorithm, the time cor-
rection can be averaged, and the specific calculation can be
carried out by

εi nð Þ = 〠
N

k=1
wkΔtik nð Þ: ð3Þ

Among them, the number of network nodes is denoted
by N , and the deviation of neighboring nodes is averaged
as a time correction, specifically as shown in

wij =

1
di + 1 , when node i and node j are connected,

1
di + 1 , i = j,

0, when node i and node j are not connected,

8>>>>><
>>>>>:

ð4Þ

where di is the connectivity of node i.
Use this weighted average εi to correct the local reference

time base, as shown in

ti n + 1ð Þ = ti nð Þ − εi nð Þ: ð5Þ

In the ad hoc network, because there is no unified time
reference, relative to the fixed virtual time, the correspond-
ing time state can be set, as shown in Figure 2.
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Figure 1: The mutual synchronization process of nodes.
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Formula (6) can be used for calculation:

Δtij nð Þ = ti nð Þ − t j nð Þ: ð6Þ

The reference time base after the nth revision of node i is
calculated by

ti n + 1ð Þ = ti nð Þ − εi nð Þ = ti nð Þ − 〠
N

j=1
wijΔtij nð Þ

= ti nð Þ − 〠
N

j=1
wij ti nð Þ − t j nð Þ� �

= 〠
N

j=1
wijt j nð Þ:

ð7Þ

In the formula, ∑N
j=1wij = 1.

Assume

T nð Þ =

t1 nð Þ
t2 nð Þ
⋮

ti nð Þ
⋮

tN nð Þ

2
666666666664

3
777777777775
,

W =

w11 w12 ⋯ w1j ⋯ w1N

w21 w22 ⋯ w2j ⋯ w2N

⋮ ⋮ ⋯ ⋮ ⋯ ⋮

wi1 wi2 ⋯ wij ⋯ wiN

⋮ ⋮ ⋯ ⋮ ⋯ ⋮

wN1 wN2 ⋯ wNj ⋯ wNN

2
666666666664

3
777777777775
:

ð8Þ

Then,

T n + 1ð Þ =W ⋅ T nð Þ =Wk+1 ⋅ T 0ð Þ: ð9Þ

The weight relationship between each node can be repre-
sented by a directed graph.

Lemma 1. The necessary and sufficient condition for directed
graph G to be a strongly connected graph is that the adjacency
matrix of graph G is the primitive matrix.

Lemma 2. The necessary and sufficient condition for a non-
negative matrix A to be a primitive matrix is that there is
at least one positive integer m such that Am > 0.

Theorem 3. For a fully connected network, there is always
an integer m greater than 0, so any element in W is greater
than 0.

Proof. For a fully connected network, there is always a path
from any node i to any node j ði ≠ jÞ in the network. In the
weighted directed graph corresponding to the network, any
two vertices are also reachable; that is, the weighted directed
graph corresponding to the fully connected network is a
strongly connected graph. From Lemma 1, we can see that
the adjacency matrix W corresponding to the weighted
directed graph is a primitive matrix.

And because the weight matrix W is a nonnegative
matrix, from Lemma 2, there is a positive integer m, which
makes Wm > 0.

The geometric meaning of m is the minimum number of
hops between any two nodes in the network. We call m the
minimum number of hops in the network. Obviously, m ≤
N − 1, N is the number of nodes in the network.

Theorem 4. In a network of N (N is a positive integer and
N ≥ 2) nodes, each node i corrects its own time reference with
the weighted average of the time reference deviation Δtij of its
neighboring node j; then finally, the network-wide time refer-
ence converges to the same value.

Proof. Let the initial time reference set of the nodes of the
entire network be

t1 0ð Þ, t2 0ð Þ,⋯,tN 0ð Þf g, ti ≥ 0: ð10Þ

After the nth iteration,

a nð Þ =min t1 nð Þ, t2 nð Þ,⋯,tN nð Þf g,
b nð Þ =max t1 nð Þ, t2 nð Þ,⋯,tN nð Þf g:

ð11Þ

Obviously,

a nð Þ ≤ b nð Þ: ð12Þ

Time slot i+1Time slot i

Time slot i Time slot i+1

tj

tj

ΔTij

Figure 2: Time slot deviation of two nodes.
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After weighted average, we can get

ti n + 1ð Þ = 〠
N

j=1
wijt j nð Þ ≥ 〠

N

j=1
wija nð Þ = a nð Þ: ð13Þ

It holds for all i, including the maximum value aðn + 1Þ
of tiðn + 1Þ, so

a n + 1ð Þ ≥ a nð Þ: ð14Þ

It shows that the minimum value increases with the
increase of n. In the same way, it can be proved that the
maximum value decreases with n increases:

ti n + 1ð Þ = 〠
N

j=1
wijt j nð Þ ≤ 〠

N

j=1
wijb nð Þ = b nð Þ,

b n + 1ð Þ ≤ b nð Þ:
ð15Þ

Since both aðnÞ and bðnÞ are bounded sequences, when
n⟶∞, both aðnÞ and bðnÞ tend to their limits. Next,
prove that these two sequences tend to the same limit.

(1) If m = 1

Suppose that after n iterations, tpðmÞ reaches minimum
value aðnÞ, and tqðnÞ reaches the maximum value bðnÞ. After
n + 1 iterations, trðn + 1Þ reaches the minimum value aðn
+ 1Þ, and tsðn + 1Þ reaches the maximum value bðn + 1Þ.
Specifically, it can be calculated by

a n + 1ð Þ = tr n + 1ð Þ = 〠
N

k=1
wrk ⋅ tk nð Þ

= ε ⋅ tq nð Þ + wrq − ε
� �

⋅ tq nð Þ + 〠
N

k=1,k≠q
wrk ⋅ tk nð Þ:

ð16Þ

Because wij > 0, there is always an arbitrarily small posi-
tive real number ε; it can be calculated by

wrq − ε
� �

> 0: ð17Þ

So, it can be calculated by

a n + 1ð Þ ≥ ε ⋅ b nð Þ + wrq − ε + 〠
N

k=1,k≠q
wrk

 !
⋅ a nð Þ

= ε ⋅ b nð Þ + 1 − εð Þ ⋅ a nð Þ:
ð18Þ

In a similar way, it can be calculated by

b n + 1ð Þ = ts n + 1ð Þ = 〠
N

k=1
wsk ⋅ tk nð Þ

= ε ⋅ a nð Þ + wsp − ε
� �

⋅ tp nð Þ + 〠
N

k=1,k≠p
wsk ⋅ sk nð Þ

≤ ε ⋅ a nð Þ + wsp − ε + 〠
N

k=1,k≠p
wsk

 !
⋅ b nð Þ

= ε ⋅ a nð Þ + 1 − εð Þ ⋅ b nð Þ:
ð19Þ

Based on subtracting the two formulas from each other,
it can be obtained as shown in

b n + 1ð Þ − a n + 1ð Þ = 1 − 2εð Þ ⋅ b nð Þ − a nð Þ½ �
= 1 − 2εð Þn+1 ⋅ b 0ð Þ − a 0ð Þ½ �:

ð20Þ

Therefore, when n⟶∞, ½bðn + 1Þ − aðn + 1Þ�⟶ 0;
that is, aðnÞ and bðnÞ tend to the same limit.

Therefore, when n⟶∞, tðnÞ⟶ t∗.

(2) If m > 1

Wm represents the power of m of W, and wðmÞ
ij repre-

sents the elements in row i and column j of Wm.

(i) If n = km

t nð Þ = t kmð Þ = 〠
N

j=1
w mð Þ

ij t j k − 1ð Þmð Þ: ð21Þ

Same as (1), when k⟶∞, tðnÞ = tðkmÞ⟶ t∗.
Namely, n⟶∞时, tðnÞ⟶ t∗.

(ii) If n ≠ km

Suppose s = 1, 2, 3,⋯,m − 1, n = km + s, then

t nð Þ = t km + sð Þ = 〠
N

j=1
w sð Þ

ij t j kmð Þ: ð22Þ

When, k⟶∞; therefore, tðnÞ = tðkmÞ⟶ t∗,

t nð Þ = 〠
N

j=1
w sð Þ

ij t
∗ = t∗: ð23Þ

Namely, n⟶∞, tðnÞ⟶ t∗.
Proof is completed.

After n iterations, all tiðnÞ converge to neighborhoods
with the same fixed value.

In theory, each node sends a data packet in its own initial
reference time slot. After receiving this data packet, other
nodes compare with the local reference time slot benchmark
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to calculate the reference time slot deviation of the two
nodes. However, since wireless signals propagate in free
space through electromagnetic waves, there is a time delay,
so the time delay deviation calculated in this way includes
the transmission time delay of the signal in the wireless
channel. The calculation method of time slot deviation to
eliminate signal propagation delay is discussed below.

In a symmetrical channel network, it is assumed that any
two nodes i and j in the network have an initial reference
time base; the reference time base deviation is Δt; without
loss of generality, it is assumed that the reference time base
of node i is ahead of node j (Δtij = −Δt ji = −Δt), the propaga-
tion delay between the two nodes is ΔT , and each node
sends a piece of data on its own reference time basis.

Assuming that the time slot period is Ts, the relationship
between the reference time deviation Δtij and the propaga-
tion time delay ΔT is shown in

δij mod Tsð Þ = ΔT + Δtij = ΔT − Δt: ð24Þ

Node j also sends a data packet according to its own ref-
erence time base, and the time delay value δji is shown in

δji mod Tsð Þ = ΔT + Δt ji = ΔT + Δt: ð25Þ

Calculate the reference time deviation Δt between the
two nodes, as shown in

Δtij =
δij − δji
� �

mod Tsð Þ
2 ,

Δt ji =
δji − δij
� �

mod Tsð Þ
2 :

ð26Þ

4. Mobile E-Commerce Interactive
Marketing Model

4.1. Main Mode. At present, there are many mobile e-
commerce interactive marketing modes, which can mainly
include two-dimensional code, short message, mobile friend
circle, search, Bluetooth push, wireless network, mobile
community section, Weibo, and other new media [20].

4.1.1. Mobile QR Code. The mobile QR code is a way to
recognize images. It is based on new media, but unlike tra-
ditional print media, it achieves integration and intercom-
munication with network media. This method greatly
facilitates direct communication between consumers and
enterprises, improves the interaction between enterprises
and audiences, breaks through traditional restrictions,
and truly realizes real-time interaction between consumers
and enterprises.

4.1.2. SMS URL. The corresponding short message is used to
push the URL, and the mobile terminal is used for WAP
access. Enterprises can display products online through the
website, and users can query online according to their needs.
The combination and integration can effectively connect
enterprises and consumers, reduce the cost of advertising

and publicity of enterprises, and provide enterprises with
more opportunities for market development and product
promotion.

4.1.3. Mobile Commercial Circle. The mobile business circle
is a large-scale movement. In this mode of operation, ordi-
nary users, businesses, operators, etc., can be integrated.
On the one hand, merchants can achieve the convergence
and important play of brand influence; on the other hand,
they can also provide precise services for users.

4.1.4. Mobile Search. Mobile search means that consumers
use mobile phones and other participating terminal devices
to search through multiple access methods such as short
messages, wireless application protocols, and interactive
voice responses to obtain website information, mobile
value-added service content, and local service data. It can
provide personalized, regional, and intelligent information
search based on the needs and characteristics of mobile
users.

Mobile search can be displayed according to the location
of the user’s terminal, and through close integration with
mobile positioning services, it can provide users with more
targeted products. In the search method, several methods
such as WAP search, SMS search, and voice search are
mainly used. WAP search supports WEB browsing on
advanced terminals. Therefore, this method has a better user
experience. SMS search is not conducive to user experience.
Voice search is a combination of voice recognition technol-
ogy and mobile phone search. It is in line with user habits
and is convenient and quick to use, but the technology is still
not mature enough. The interactive mode of mobile search
mainly refers to that when consumers use mobile terminals
to conduct related searches, they can obtain WEB and
WAP site information, enter the enterprise site, and com-
plete the interaction with the enterprise.

4.1.5. Bluetooth Interaction. Bluetooth technology can be
used to form an interaction between merchants and con-
sumers, shorten the spatial distance between the two, and
shorten the time period of marketing methods and purchase
behavior.

4.1.6. Wireless Website. Wireless websites are also called
mobile websites, which mainly refer to WAP websites built
by enterprises (including mobile websites with .mobi
domain names) and WAP websites created by well-known
companies (such as Monternet). Enterprises can use their
own WAP websites to interact with consumers, but con-
sumers are reluctant to enter the wireless address in the
mobile browser because the domain name of the wireless
address is difficult to remember. And companies use WAP
websites created by well-known companies; through WAP
push technology, the company’s information will be actively
pushed to consumers’ mobile phones, to achieve interactive
communication with consumers. Many well-known brand
companies around the world have created mobile websites
with .mobi domain names, successfully providing customers
with a more intuitive mobile experience.
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Many new interactive marketing application models
based on mobile e-commerce technology and platforms,
such as mobile communities and mobile microblogs, have
also emerged. The mechanism of these new forms of interac-
tive processes has not fundamentally changed, and they are
leading the continuous innovation of enterprise mobile e-
commerce interactive marketing application models.

4.2. Application of Mobile E-Commerce Interactive
Marketing Model in Different Industries

4.2.1. Education and Training Industry. The application of
mobile e-commerce in the education industry is different
from other mobile e-commerce activities, and its activities
must follow the laws of the education industry. Therefore,
mobile e-commerce applications in the education industry
have limited their business content, which is to provide
content services for the education industry and provide
value added for consumers who want to learn or receive
education.

4.2.2. Tourism Industry. Travel marketing based on mobile
e-commerce is the fastest marketing method, which can pro-
vide the fastest and most extensive personalized, self-service
travel services and finally realize a series of innovative travel
marketing activities.

4.2.3. Agriculture. The application of the mobile e-commerce
interactive marketing model in agriculture not only makes
the spread of agricultural product development and agricul-
tural product supply and marketing information wider and
provides better services but also brings better opportunities
for the production and sales of agricultural products in var-
ious regions. Among them, in the agricultural product
mobile e-commerce application, other service items such as
information service, map query, and agricultural product
voice service can be added.

4.2.4. Catering Service Industry. Using the mobile e-
commerce interactive marketing platform, through the inte-
gration of mobile Internet media and other media, it can
provide the most interactive solutions for restaurant chains,
catering services, gourmet operations, catering group pur-
chases, and food orderers.

4.2.5. Financial Industry. At present, there are more and
more companies in the market that use mobile terminals
to engage in stock trading and insurance business. For exam-
ple, securities companies provide customers with mobile
stock trading services and use mobile e-commerce interac-
tive marketing platforms to provide customers with real-
time information and order transactions, which is greatly
convenient. By improving customers, customer satisfaction
can be increased, so that the number of customer groups
can be expanded, the scope of business can be expanded,
and performance can be improved.

4.2.6. Publication. A mobile multimedia publishing platform
based on QR codes built by traditional publishing companies
and network media has emerged. The integration of advan-
tages of traditional publishing and online publishing is the

general trend and will be accelerated. QR code is becoming
the “intermediary” force in this round of integration and
publishing with its advantages of convenience, large amount
of information, and market monitoring, a new weapon in
the development of industry marketing.

With the maturity and development of mobile e-
commerce technology and platforms, interactive marketing
models under the mobile Internet environment will continue
to innovate, and their applications in the market will also
continue to expand.

5. Simulation Analysis

Randomly located nodes are generated in a circle with a
radius of R, and each node has a one-hop transmission dis-
tance of r, forming a network with a random topological
structure, and there are no isolated nodes in the network.
The initial time slot reference datum of each node is uni-
formly distributed in the interval ½0, Ts�. Ts is a time slot
period. According to the parameters, the simulation is per-
formed 150 times, and the algorithm is iterated 150 times
in one simulation, and the normalized maximum time slot
reference deviation value and the average value of the nor-
malized maximum time slot adjustment value in the 150
simulations are calculated. The normalized maximum time
slot deviation value is defined as the maximum time slot
deviation value divided by a time slot period; the normalized
maximum time slot adjustment is defined as the maximum
time slot adjustment amount divided by a time slot period;
the normalized coverage radius is defined as dividing the
effective transmission distance of a node by R.

25 network nodes are set up; the normalized coverage
radius of each e-commerce interaction is 0.5, compared with
mobile ad hoc distributed algorithms: other algorithm 1 and
other algorithm 2. The relationship between specific average
time slot deviation and the number of iterations is shown in
Figure 3.

From the results in Figure 3, the maximum time slot
deviation value tends to decrease as the number of iterations
increases. Therefore, it can be considered that the algorithm
tends to converge. Meanwhile, by comparison, the conver-
gence speed of the mobile ad hoc distributed algorithms in
this paper is relatively faster.
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Figure 3: The relationship between the normalized time slot
deviation and the number of iterations.
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The number of iterations and average number of itera-
tions for each simulation are further calculated, as shown
in Figure 4.

It can be seen from the results in Figure 4 that the maxi-
mum time slot deviation can be reached after 37 iterations of
the algorithm, and it tends to converge. According to the
transmission relationship between the average number of iter-
ations after the simulation and the normalization, as shown in
Figure 5, it can be seen from the results in Figure 5 that the
higher the radius of the coverage node, the larger the connec-
tivity of each e-commerce interactive marketing, the smaller
the maximum number of hops in the network, so the conver-
gence speed is relatively improved.

When the mobile ad hoc distributed algorithms are
simulated for 300 iterations, the relationship between the
number of e-commerce interactive marketing nodes and
the average number of iterations is shown in Figure 6.

It can be seen from the results that within the specific
scope limit, the node coverage radius of e-commerce interac-
tive marketing remains unchanged, and the maximum
number of network hops hardly changes. As the degree of
connectivity continues to increase, the speed of convergence
has also increased.

In the 100 simulations of the algorithm, in the e-
commerce interactive marketing model, the relationship
between the average value of the maximum time slot deviation
and the running time of the iterations is shown in Figure 7.

From the results in Figure 7, it can be seen that in the
case of node movement in the e-commerce interactive mar-
keting model, the time slot deviation and number of adjust-
ments decrease with the increase of the number of iterations,
the algorithm gradually converges, the interactive marketing
becomes more and more accurate, and the nodes gradually
synchronize; the simulation experiment proved the effective-
ness of the mobile ad hoc network distributed algorithm.

6. Application of Mobile E-Commerce
Interactive Marketing Model in
Different Industries

6.1. Education and Training Industry. The application of
mobile e-commerce in the education industry is different

from other mobile e-commerce activities. Its activities must
follow the laws of the education industry and provide added
value for consumers who want to learn or receive education.

6.2. Tourism Industry. Travel marketing based on mobile e-
commerce is the fastest marketing method, which can
provide the fastest and most extensive personalized and
self-service travel services.

6.3. Agriculture. The application of the mobile e-commerce
interactive marketing model in agriculture not only makes
the spread of agricultural product development and agricul-
tural product supply and marketing information wider and
better service and but also brings better opportunities for
the production and sales of agricultural products in various
regions.

6.4. Catering Service Industry. The mobile e-commerce inter-
active marketing platform can be used to provide the most
interactive solutions for restaurant chains, catering services,
gourmet operations, catering group purchases, and food
orders.
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6.5. Publication. Publishing houses use QR codes to upgrade
from traditional print media to a new multimedia platform
to achieve cross-media marketing and precision marketing;
readers use QR codes to increase new channels for obtaining
book information and generating purchase behavior and to
achieve interaction with the publishing house.

7. Conclusions

With the continuous development of mobile smart terminals
and Internet technology, e-commerce has gradually become
one of the popular ways of consumption, but how to effec-
tively and accurately conduct e-commerce transactions and
obtain high-quality products with genuine products is a
problem worthy of attention. The mobile ad hoc network
distributed algorithm is introduced in this paper, through
sorting out the process and methods of e-commerce interac-
tive marketing, including mobile two-dimensional code,
SMS address, and Weibo new media; conducting the elec-
tronic marketing in agriculture, tourism, and other many
industries; further elaborating the effectiveness and necessity
of e-commerce interactive marketing; and conducting simu-
lation experiments. The experimental results show that the
mobile ad hoc network distributed algorithm is effective
and can satisfy the application of the e-commerce interactive
marketing model.
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