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Correction to: Quantitative Marketing and Economics (2019) 17:215–255
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The table below should replace Table 1. The related text in section 3.3 needs also be
corrected and should read:

Table 1 presents category specific information about the advertising, media men-
tions, and WOM mentions data. This table communicates the large variation across
categories in the use of the different types of advertising and in the number of media
mentions. Looking across all brands, the highest spender on TV ads is AT&T, the
highest spender on Internet display ads is TD AmeriTrade, and the brand with the
highest number of news mentions is Facebook. The average number of total mentions
for a brand in the sample is 15.8 (equivalent to 36 million mentions in the population),
the brand with the highest total WOM is Coca Cola, and the brand with the highest
online WOM is Facebook. In Web Appendix 1, we present time series plots for four
representative brands as well as descriptive statistics and correlations for the data.
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