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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:
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publication of this article. The authors acknowledge the research fund sponsorship by “the
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The original version of this article has been updated.
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