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A corrigendum on
 Understanding Chinese consumers' livestreaming impulsive buying: An stimulus-organism-response perspective and the mediating role of emotions and Zhong Yong tendency

by Gao, H., Chen, X., Gao, H., and Yu, B. (2022). Front. Psychol. 13:881294. doi: 10.3389/fpsyg.2022.881294




In the published article, there was an error. The Funding statement was excluded from the published article. The correct Funding statement appears below.


Funding

This study was funded by Innovation Project of Center for Language Education and Cooperation, Ministry of Education (21YH048CX5).

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.
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