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In the originally published version of this article, Figure 1 was incorrect. The version
published online omitted the labels T1, T2, and T3 from the figure. This has now been

corrected and the correct Figure 1 is:

Populist ad Populist ad
exposure (T1) exposure (T2)

Trust in Trust in
democracy (T1) democracy (T2)

Figure 1. Visual overview of the hypothesized model.
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