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A Correction on

Assessing the impact of Amazon's marketing strategies on consumer
behavior in the food sector

by Hassan, S. Liu, A, Niazi, R, Ahmed, M. A, Hassan, E., Anyango, O. S. Ayoub,

A., Moustafa, M. A, Ali, A, and Eliw, M. (2025). Front. Sustain. Food Syst. 9:1594613.
doi: 10.3389/fsufs.2025.1594613

Author Esraa Hassan was erroneously spelled as Esraa. A. Aali.

The correct funding statement reads:

The author(s) declare that financial support was received for the research and/or
publication of this article. The authors acknowledge the research fund sponsorship by “the
Fundamental Research Funds for the Central Universities, grant numbers SKGL2025006
and KKYGL2023021, “Philosophy and Social Science Laboratories of Jiangsu Higher
Education Institutions - Intelligent Laboratory for Big Food Security Governance and
Policy, Nanjing Agricultural University,” “Jiangsu University Philosophy and Social Science
Foundation, grant number 2021SJZDA 028, “A Specialized Research Project on Scientific
Research Integrity (Scientific Research Ethics) of Jiangsu Provincial Social Science Applied
Research program, grant number 23SLB-01,” and “Graduate Teaching Program of Nanjing
Agricultural University, grant number 8.”

The original version of this article has been updated.
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