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The Impact of Global Content Experiences through OTT on Global
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Abstract In recent years, the rapid proliferation of domestic and global Over-The-Top (OTT) platforms, in
conjunction with the global pandemic, has substantially enhanced the accessibility of global contents. This trend
is expected to continue to strengthen. This study examines the extent to which domestic consumers experience
global contents through OTT platforms and its impact on individual consumers' global identity and the formation
of global brand attitudes. We conducted an empirical analysis based on a survey of university students, who
constitute the main consumer group for global contents through OTT platforms. The results show that as
exposure to global content s and diversity of those experiences through OTT increase, respondents exhibit higher
levels of global consumer orientation and global identity. This, in turn, has a positive influence on the
formation of global brand attitudes.
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