Simulated Influence, Real Impacts- Ethical and Cultural Perceptions of Virtual Influencers Across Diverse Contexts
Appendix C: Participant Overview Tables
The study involved four culturally and geographically distinct focus groups. While a majority of participants were of Myanmar origin, all had resided in the country of the focus group for at least five years (and up to 23 years), allowing for meaningful immersion in local media ecologies and cultural contexts. The following tables provide detailed demographic profiles for each group.

Focus Group 1 – Myanmar
	Participant ID
	Gender
	Age
	Occupation
	Nationality
	Years in Country

	MM1
	Female
	26
	Business Owner
	Myanmar
	Since birth

	MM2
	Male
	28
	Working Professional
	Myanmar
	Since birth

	MM3
	Female
	30
	Student
	Myanmar
	Since birth

	MM4
	Female
	32
	Working Professional
	Myanmar
	Since birth

	MM5
	Female
	27
	Business Owner
	Myanmar
	Since birth



Focus Group 2 – Singapore
	Participant ID
	Gender
	Age
	Occupation
	Nationality
	Years in Country

	SG1
	Female
	29
	Working Professional
	Myanmar
	5

	SG2
	Male
	35
	Working Professional
	Myanmar
	10

	SG3
	Male
	32
	Working Professional
	Myanmar
	18

	SG4
	Male
	44
	Working Professional
	Myanmar
	17

	SG5
	Female
	26
	Working Professional
	Myanmar
	7



Focus Group 3 – South Korea
	Participant ID
	Gender
	Age
	Occupation
	Nationality
	Years in Country

	KR1
	Female
	25
	Student
	Myanmar
	5

	KR2
	Male
	26
	Student
	Korean
	Since birth

	KR3
	Male
	27
	Student
	Myanmar
	23

	KR4
	Male
	26
	Working Professional
	Myanmar
	15



Focus Group 4 – United States
	Participant ID
	Gender
	Age
	Occupation
	Nationality
	Years in Country

	US1
	Male
	28
	Student
	Myanmar
	6

	US2
	Female
	41
	Business Owner
	Vietnamese
	10

	US3
	Female
	35
	Working Professional
	American
	Since birth

	US4
	Female
	23
	Student
	Myanmar
	8

	US5
	Female
	26
	Student
	Myanmar
	7



