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In the published article, Antecedents of consumer-brand engagement: The mediating role of brand satisfaction, there was a mistake in FIGURE 1: Conceptual framework as published. Brand satisfaction and CBE were labelled as self-expressive brand.

Instead of:
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It should be:
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The authors apologises for this error. The correction does not change the study’s findings of significance or overall interpretation of the study’s results or the scientific conclusions of the article in any way.
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FIGURE 1: Conceptual framework.
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FIGURE 1: Conceptual framework.





