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In this corrigendum, the paper's authorship was corrected to reflect its original author listing prior to revisions.

DOI of original article: https://doi.org/10.1016/j.intmar.2019.01.001.
* Corresponding author.
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aikaterini.makri@wu.ac.at (K. Makri), Bodo.Schlegelmilch@wu.ac.at
(B.B. Schlegelmilch), mhouston@umn.edu (M.J. Houston).
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