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A Corrigendum on
 “You Win, You Buy”—How Continuous Win Effect Influence Consumers' Price Perception: An ERP Study

by Ma, Q., Zhang, L., and Wang, M. (2018). Front. Neurosci. 12:691. doi: 10.3389/fnins.2018.00691



There is an error in the Funding statement. The correct number for the “National Project” is “AWS14J011”.

The authors apologize for this error and state that this does not change the scientific conclusions of the article in any way. The original article has been updated.

Copyright © 2019 Ma, Zhang and Wang. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.
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