Corrigendum: Exploring
brand attitude in
e-commerce using the
S-0-R model: the role of
information quantity,
information quality and
source credibility

It has come to the attention of the publisher that the article,
Blanco-Encomienda, F.J. and Rosillo-Diaz E. (2025),
“Exploring brand attitude in e-commerce using the S-O-R
model: the role of information quantity, information quality
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and source credibility”, Fournal of Product & Brand
Management, Vol. 34 No. 7, pp. 1041-1055. https:/
d0i.10.1108/JPBM-04-2024-5095, omitted part of the
funding information.

The full funding information is “This study was supported
via a grant from the Spanish Ministry of Science, Innovation
and Universities (grant number FPU17/03002). Funding for
open access charge: Universidad de Granada/CBUA.”

The publisher asks that funding information be entered
correctly at submission and confirmed at article proofing
stage.
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