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Comparison of online video(OTT) content production
technology based on artificial intelligence customized
recommendation service
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Abstract In addition to the OTT video production service represented by Nexflix and YouTube, a
personalized recommendation system for content with artificial intelligence has become common.
YouTube's personalized recommendation service system consists of two neural networks, one neural
network consisting of a recommendation candidate generation model and the other consisting of a
ranking network. Netflix's video recommendation system consists of two data classification systems,
divided into content-based filtering and collaborative filtering. As the online platform-led content
production is activated by the Corona Pandemic, the field of virtual influencers using artificial
intelligence is emerging. Virtual influencers are produced with GAN (Generative Adversarial Networks)
artificial intelligence, and are unsupervised learning algorithms in which two opposing systems compete
with each other. This study also researched the possibility of developing Al platform based on individual

recommendation and virtual influencer (metabus) as a core content of OTT in the future.
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