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Abstract : As the wearable device market matures, smart glasses are confronted with challenges such as low market
penetration and ambiguous consumer perceptions. College students, as digital natives and future key
consumers, exhibit consumption characteristics that hold significant implications for product positioning.
Based on a questionnaire survey and in—depth interviews conducted with 682 college students across
the country from March to May 2025, this paper systematically analyzes the consumption characteristics
of smart glasses among college students. Using Danyang Tianlu Glasses as a case study, it diagnoses
the company's marketing issues by applying the 4P theory and proposes targeted marketing strategies.
The study reveals that college students are in a "high—interest, low—awareness, and highly rational phase
regarding smart glasses, with needs characterized by functional scenario—based preferences, high price
sensitivity, and integrated purchasing channels. Based on these findings, it is recommended that Tianlu
Glasses optimize its marketing strategies in four aspects: product differentiation, flexible pricing, channel
integration, and brand precision. This paper provides empirical evidence and practical references for the
intelligent transformation of regional glasses enterprises.
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