LERASS Vincent Coppola 
email: vincent.coppola@iut-tarbes.fr
  
Fabien Girandola 
  
  
When increasing the strength of the argument becomes counterproductive

Keywords: persuasion, reactance, argumentative markers, pragmatics, health communication

the rationale of this study is that by stressing the argumentative force of the message, and thus orientating its processing, scalar adverbs are likely to be processed as an attempt to influence the decision making as regard the message advocacy and consequently trigger some aversive reactions in the recipients. To support this claim, an experiment is conducted in a context of a (campus) health promotion program dealing with HIV infection.

It shows that the introduction of such adverbs in an epidemiological information report increases the cognitive and affective outcomes dealing with psychological reactance, and decreases the message acceptability and the behavioral intentions. It also shows that for the affective component of psychological reactance and message acceptability, these effects occur especially when the source of the message is perceived as authoritative. The persuasiveness of such linguistic items in the context of health communication is addressed in the conclusion of the study.

Public health campaigns sometimes fail to reach their objectives because they are subjected to a set of resistance strategies elicited by the individuals they try to influence (Crossley, 2002). Indeed, it has been largely showed that in some cases, people may respond defensively to personally relevant health message, and sometimes, are likely to adopt a contrary behavior than the one they are asked to espouse [START_REF] Van't Riet | Defensive reactions to health-promoting information: An overview and implications for future research[END_REF].

Originally theorized in 1960s, [START_REF] Brehm | A theory of psychological reactance[END_REF] and [START_REF] Brehm | Psychological reactance: A theory of freedom and control[END_REF] psychological reactance process has been offered as an important cause for these unfortunate outcomes and remains a relevant theoretical framework for research on persuasive health communication [START_REF] Dillard | On the nature of reactance and its role in persuasive health communication[END_REF][START_REF] Erceg-Hurn | Does exposure to cigarette health warnings elicit psychological reactance in smokers[END_REF][START_REF] Quick | The use of gain-or loss-frame messages and efficacy appeals to dissuade excessive alcohol consumption among college students: A test of psychological reactance theory[END_REF][START_REF] Wagner | Effects of subtle and explicit health messages on food choice[END_REF][START_REF] Wong | Reactance and public health The unintended dangers of anti-tobacco PSAs[END_REF].

Broadly speaking, studies on reactance have shown that the way the promotional health message is linguistically featured is of a critical importance, so that some kinds of words and expressions should be avoided given their damaging and hazardous consequences [START_REF] Burgoon | Revisiting the theory of psychological reactance: Communicating threats to attitudinal freedom[END_REF][START_REF] Quick | Reactance theory and persuasion[END_REF]. Built on this reactance inducing language area of research, the current study aims at investigating the reactance effects of some particular adverbs defined as "scalar adverbs" and it is designed as follows. First, a brief overview of the "Psychological Reactance Theory" is presented with a focus on some message features which served in the past research to define the construct of "controlling language". Second, built on some tenets of the theory of the "Argumentation within Language", the rationale of the study is presented which amounts to addressing the role of some scalar adverbs in the "reactance effect". Third, along with this first research question, a second one is presented and consists in asking whether these "reactance effects" could be moderated by some source features. Fourth, a study in the context of a (campus) health promotion program dealing with HIV infection is offered as the empirical core of this contribution in response to these research questions.

Reactance Theory within health communication area: An overview Broadly speaking, reactance theory is concerned with individuals' responses to influence attempts and emanates from the major assumption that people strongly cherish their right to choose what to do and what to think without external influence and interference, and consequently are prone to aversive reactions in front of what they perceive as a threat on their freedom to decide autonomously [START_REF] Brehm | A theory of psychological reactance[END_REF][START_REF] Brehm | Psychological reactance: A theory of freedom and control[END_REF][START_REF] Wicklund | Freedom and reactance[END_REF]. Specifically, whenever people feel that their decision-making freedom is encroached and their autonomy is constrained in any way, they experience reactance, a motivational state aimed at reaffirming and reestablishing this sense of self determination, by rejecting this attempt of influence and acting in the opposite way, even when it is against their best interest [START_REF] Brehm | Effect of importance of freedom and attraction to group members on influence produced by group pressure[END_REF][START_REF] Sensening | Attitude change from an implied threat to attitudinal freedom[END_REF].

Given what they are intended to do, it is not surprising that educative campaigns and health care interventions are plagued with psychological reactance [START_REF] Rains | Psychological reactance and persuasive health communication: A test and extension of the intertwined model[END_REF][START_REF] Richards | Inoculating against reactance to persuasive health messages[END_REF]. In a context of "health resistance" [START_REF] Crossley | Resistance' and promotion[END_REF], messages are highly likely to be seen as "trying too hard" to urge recipients to take the advocated position, and it is close for some message features to make the persuasive intent too obvious and further generate reactance, since it has largely been demonstrated that the perceived intent to persuade produces outcomes that are consistent with the theoretical predictions of reactance theory [START_REF] Benoit | Forewarning and persuasion[END_REF][START_REF] Heller | The interactive effects of intent and threat on boomerang attitude change[END_REF].

In this area of research, the most common way of increasing pressure in the persuasive message and enhancing its freedom-threatening character has consisted in manipulating the way it is worded and phrased [START_REF] Miller | Persuasion and psychological reactance: The effects of explicit, highcontrolling language[END_REF]. Scholars referred to this language feature with sometimes different labels, such as "controlling language" [START_REF] Miller | Psychological reactance and promotional health messages: The effects of controlling language, lexical concreteness, and the restoration of freedom[END_REF], "forceful language" [START_REF] Dillard | On the nature of reactance and its role in persuasive health communication[END_REF][START_REF] Quick | Examining the use of forceful language when designing exercise persuasive messages for adults: A test of conceptualizing reactance arousal as a two-step process[END_REF], "dogmatic language" [START_REF] Quick | Examining the role of trait reactance and sensation seeking on perceived threat, state reactance, and reactance restoration[END_REF]Shen, 2014), "explicit language" (Quick & Stephenson, 2007a;[START_REF] Wagner | Effects of subtle and explicit health messages on food choice[END_REF], "domineering language" (Dillard, 2014;[START_REF] Quick | Reactance theory and persuasion[END_REF], and "assertive language" [START_REF] Baek | When environmental messages should be assertive: Examining the moderating role of effort investment[END_REF][START_REF] Kronrod | Go green! Should environmental messages be so assertive[END_REF].

As far as we know, this type of reactance-inducing message until now has been operationalized with a set of authoritative wordings pertaining to imperatives and absolute allegations such as "You simply have to do it (Quick & Considine, 2008, p. 491). 1 Furthermore, psychological reactance theory has been advanced to explain why language intensity sometimes could decrease persuasion [START_REF] Buller | Impact of behavioral intention on effectiveness of message features. Evidence from the family sun safety project[END_REF]Burgoon & King, 1974;[START_REF] Smith | The effects of threats to attitudinal freedom as a function of message quality and initial receiver attitude[END_REF] and as [START_REF] Shen | Mitigating psychological reactance: The role of message-induced empathy in persuasion[END_REF] noted: "most communication scholars have mainly focused on linguistic and lexical features that tend to induce psychological reactance, such as language intensity" (p. 397). This [START_REF] Shen | Mitigating psychological reactance: The role of message-induced empathy in persuasion[END_REF] assertion is particularly relevant in the context of the current study because it suggests that other linguistic features could be investigated in order to see whether they could work as "threat-to-choice language" and make the message processed as a "freedom-limiting message". The following section will address this question by focusing on a particular class of adverbs referred to as "scalar adverbs" in linguistics.

Scalar adverbs as argumentative markers: A new insight into the reactance-inducing language

Scholars in linguistics interested in the persuasiveness of language investigated "scalar adverbs" such as "already" [START_REF] Apotheloz | Déjà en emploi justificatif[END_REF][START_REF] Michaelis | On the use and meaning of already[END_REF], "almost" [START_REF] Jarvella | Scales in the interpretation of words, sentences, and texts[END_REF][START_REF] Van Gerrevink | On the optimal use of almost and barely in argumentation[END_REF][START_REF] Winterstein | Relevance and utility in an argumentative framework: An application to the accommodation of discourse topics[END_REF], "even" [START_REF] Kay | [END_REF][START_REF] Snoeck-Henkemans | Anyway' and 'even' as indicators of complex argumentation[END_REF], "only" and "more than" [START_REF] Fahnestock | Accommodating science: The rhetorical life of scientific facts[END_REF][START_REF] Jarvella | On judging quantities in text without expert knowledge[END_REF] and claimed that, given the rhetorical use which can be made of them, they make of the statements into which they are integrated, better candidates for the role of argument, increasing the persuasiveness of a piece of writing [START_REF] Jayez | Presque and almost: How argumentation derives from comparative meanings[END_REF].

For instance, [START_REF] Van Gerrevink | On the optimal use of almost and barely in argumentation[END_REF] argued that: "given a situation where reality does not support a certain point he wants to make, the speaker can use a formulation with almost to make a statement that twists reality in such a way that it does support the conclusion" (p. 233).

However, in the area of pragmatics, and particularly in sight of Anscombre andDucrot's (1976, 1983) "Argumentation Theory", it has been largely claimed that scalar adverbs such as almost, only, even, at least, already, also direct the interlocutor for the recovering of the argumentative orientation of the utterance in which they occur, and thus the underlying communicative intention reflected by that utterance (Champaud & Bassano, 1987;[START_REF] Fraser | What are discourse markers?[END_REF][START_REF] Holtgraves | Automatic intention recognition in conversation processing[END_REF]. [START_REF] Anscombre | L'argumentation dans la langue[END_REF] argued that: "the presence of some morphemes (nearly for instance) in some sentences gives an intrinsic argumentative orientation to these sentences, predisposing them to be used in some types of conclusions rather than others (p. 149). Similarly, Defrise and Nirenburg (1990, p. 219) claimed that: "texts have a well-defined argumentative structure which reflects the producer's current goals […] The argumentative structure of a text is realized (or, in text understanding, detected) through linguistic means such as the use of scalar adverbs ("only", "even", "almost", etc.)". This "meaning is orienting" view of the language in the Anscombre and [START_REF] Anscombre | L'argumentation dans la langue[END_REF] framework lies in its conceptualization of meaning as a set of instructions and directions linguistically embedded in the sentence, and as such reflecting its argumentative orientation. [START_REF] Ducrot | Topoi et formes topiques[END_REF] claimed that: "The meaning of an utterance includes, as an integral, constitutive part of it, the form of influence called argumentative force. Meaning, for an utterance, is orienting" (p. 3). Within this instructional approach, scalar adverbs are defined as "argumentative operators" whose primary function is to constrain the recipient's processing of the utterance, which amounts to saying that for the speaker or message producer, to make use of them consists in directing the addressee toward a given conclusion (Foolen, 1996;[START_REF] Moeschler | Argumentation and connectives. How do discourse connectives constrain argumentation and utterance interpretations[END_REF][START_REF] Plantin | Argumentation studies and discourse analysis: The French situation and global perspectives[END_REF][START_REF] Verhagen | Intersubjectivity and the architecture of the language system[END_REF].

Given these rationales, it was reasoned that, by stressing the argumentative orientation of the message, and thus constraining the reasoning, these linguistic items could be processed by the recipient as a clear attempt to influence his decision making as regard the message advocacy and consequently could trigger some cognitive and affective outcomes dealing with psychological reactance. It was thus hypothesized that:

Hypothesis 1: The presence of scalar adverbs within an epidemiological information message will have the effect of increasing the perceived threat to choice.

Hypothesis 2: The presence of scalar adverbs within an epidemiological information message will have the effect of increasing the psychological reactance.

Hypothesis 3: The presence of scalar adverbs within an epidemiological information message will have the effect of decreasing the message acceptability.

Hypothesis 4: The presence of scalar adverbs within an epidemiological message will have the effect of decreasing the agreement with the message advocacy.

Hypothesis 5: The presence of scalar adverbs within an epidemiological message will have the effect of decreasing the intention to comply with the message advocacy.

When the use of expertise backfires: The aversive effect of the authoritative figure

In the area of persuasion, source's characteristics matter (Brinol & Petty, 2009;[START_REF] Pornpitakpan | The persuasiveness of source credibility: A critical review of five decades' evidence[END_REF]. Although "perceived expertise" has been stated as an important factor for persuasion, a large amount of research on message source effects also focused on "perceived similarity" and demonstrated that in some circumstances a perceivably similar layperson peer source could have a relatively stronger impact than an expert one [START_REF] Paek | Peer or expert? The persuasive impact of You Tube public service announcement producers[END_REF]. Researchers also demonstrated that these source's characteristics are not without consequences on the outcomes dealing with psychological reactance. For instance, it has been shown that expert and authoritative sources are likely to elicit more reactance than non-expert or non-authoritative sources [START_REF] Bushman | Forbidden fruit versus tainted fruit: Effects of warning labels on attraction to television violence[END_REF][START_REF] Pennebaker | American graffiti: Effects of authority and reactance arousal[END_REF][START_REF] Wicklund | Freedom and reactance[END_REF]. In an early study by [START_REF] Brehm | Psychological reactance: A theory of freedom and control[END_REF], participants were less likely to agree with a message strongly advocating teaching machines when it was attributed to a prominent professor than when it was attributed to a high school student. [START_REF] Silvia | Deflecting reactance: The role of similarity in increasing compliance and educing resistance[END_REF] found that perceived interpersonal similarity with a communicator reduced reactance by reducing the level of perceived threat from a controlling message.

Studying this particular topic in a health communication context, [START_REF] Pavey | Reactance, autonomy and paths to persuasion: Examining perceptions of threats to freedom and informational value[END_REF] found that a credible identified source, compared to an anonymous one, increased highly reactant individuals' perceptions of threat to decision-making freedom and therefore lead to less acceptance of the risk information message. [START_REF] Bushman | Effects of warning and information labels on consumption of full-fat, reduced-fat, and no-fat products[END_REF] found that warnings about fatty food from authoritative sources were more likely to draw consumers than to repel them and Snyder and Blood (1992) found similar results in their alcohol warning study with young adults. In the [START_REF] Gans | The politics of HPV vaccination advocacy: Effects of source expertise on effectiveness of a pro-vaccine message[END_REF] study about HPV vaccination, findings supported the choice of a non-expert young girl rather than a serious-looking authoritative expert as the spokesperson to deliver the message. Interested in the persuasive effects of entertainment-education messages, Moyer-Gusé (2008, p. 415) argued that "using peers to deliver persuasive risk messages can be an effective persuasive strategy because peers are seen as less authoritative and controlling […] thus arousing less reactance" and a similar assumption originated the [START_REF] Crano | Overcoming adolescents' resistance to anti-inhalant appeals[END_REF] study dealing with antiinhalant appeals. Similarly, [START_REF] Ahn | The persuasive effects of anti-binge drinking public service advertising on college students' binge drinking: The effectiveness of message sources, message appeals and their interactions[END_REF] found that a controlling message with a peer source (i.e. similarity) versus doctor source (i.e. expertise) was more effective in terms of attitudes towards the PSA (more favorable), heavy drinking (less favorable) and intention not to drink heavily.

Consequently, based on this past research, along with the issue related to the role of scalar adverbs in the psychological reactance outcomes, it was also reasoned that the use of such an adverbial marking could be even more damaging if the message was delivered by an authoritative source. Thus it was predicted that the effects of scalar adverbs on the perceived threat to choice (see H1), psychological reactance (see H2), message acceptability (see H3), attitude toward the message advocacy (see H4), and behavioral intention (see H5) would occur, especially as the message would result from an authoritative source. Thus, whether this set of "reactance effects" related to the linguistic factor could be moderated by the source's factor was also a research question in the current study.

Method

Independent variables

In a text presented as an epidemiological report, adverbial marking (i.e. linguistic factor) was manipulated in order to create two versions as follow: a version that contained no scalar adverb ("low marking" condition) and a version whose some statements contained a scalar adverb ("high marking" condition). For instance, in the "low marking" version, it was stated that: "HIV contaminates 6000 new persons per year […] 3500 HIV infections have been registered from January to June […] 200 new cases occurred during the last six months for the 18 to 25-year-old peoples. Including the number of peoples who still do not know that they are positive, this number is superior to 200", whereas in the "high marking" condition, the same information was stated as follow: "HIV contaminates up to 6000 new persons per year […] Already 3500 HIV infections have been registered just for the period from January to June […] Almost 200 new cases occurred during the last six months for the 18 to 25-year-old peoples, and even more than 200, by including the number of peoples who still do not know that they are positive".

As regards the communicator presented in this study as the author of the message (i.e. source factor), one was described as being "Professor Dr. Tom Markus", identified as a physician about whom it was stated that he was "the director of the Preventive Medicine and Health Promotion Department from the same university", responsible for providing services and information to students about their health ("high authoritative" source condition), whereas the other was presented as being "Tom Markus", identified as "a student" from the same age group about whom it was stated that he was "the coordinator of the Health and Wellness Club", namely a students' association from the same college, whose the purpose was described as in the high authoritative condition ("low authoritative" source condition).

Dependent variables

Perceived source authority. Participants were asked to indicate on a scale from 1 "no, not at all" to 7 "yes, absolutely" to what extent they considered the communicator as: "qualified to give his opinion on the message issue", "well trained to talk about the message issue" and "well informed on this topic". 2 Participants' responses to these three Likert-type scale items were averaged to obtain a general index of the perceived source authority (Cronbach's α = .93).

Perceived threat to freedom to choose. Participants were asked to indicate on a scale from 1 "no, not at all" to 7 "yes, absolutely" to what extent they were agree with the following statements: "The message threatened my freedom to choose", "The message tried to make a decision for me", "The message tried to manipulate me", and "The message tried to pressure me". Participants' responses to these four Likert-type scale items were averaged to obtain a general index of the perceived threat to freedom (Cronbach's α = .97).

Anger arousal. Participants indicated on a scale from 1 "no, not at all" to 7 "yes, absolutely" how "irritated", "angry" and "annoyed they felt while reading the message". These three items were combined into a single overall measure of anger arousal (Cronbach's α = .94).

Message acceptability. Participants indicated on a scale from 1 "no, not at all" to 7 "yes, absolutely" how "interesting", "helpful" and "relevant" was the message. Participants' responses to these three items were averaged to create a general index of the message acceptability (Cronbach's α = .96).

Attitude toward the message advocacy. Participants were asked to indicate on a scale from 1 "no, not at all" to 7 "yes, absolutely" to what extent they were agree with the following statements: "I agree with what the message recommends", "I endorse the claim made in the message", "Having safer sex is necessary", and "Having safer sex is wise". These four items were combined into a single overall measure of attitude toward the message advocacy (Cronbach's α = .98).

Behavioral intention. Participants indicated on a scale from 1 "no, not at all" to 7 "yes, absolutely" to what extent they agree with the following items: "Right now, I am determined to use a condom when having sexual intercourse with a casual partner", "Right now, I am motivated to use a condom when having sexual intercourse with a casual partner", and "Right now, I am inspired to use a condom when having sexual intercourse with a casual partner". For this measure, alpha reliability was .98

Cognitive response. Participants were provided with a paper sheet with 10 boxes and instructed as follows: "we are now interested in what you were thinking about as you were reading the message. Simply write down the first thought and idea that came to your mind in the first box, the second idea in the second box, etc. Please put only one idea or thought per box. You should try to record only those ideas that you were thinking while you were reading the message. You will have three minutes to list all of these thoughts and ideas.

Please, be completely honest and list all of the thoughts you have had" (adapted from Petty and Cacioppo, 1977, p. 648).

Two coders, blind to the experimental hypotheses, were instructed to evaluate whether these reported thoughts were relevant to the message issue ("HIV/AIDS is now controlled", "The disease is still dangerous", "To get informed about HIV/AIDS is important", "To be infected is not as serious as before", "I am not afraid about HIV/AIDS", "Condom sometimes is not necessary", "Even to my worst enemy, I would recommend to use condom", etc.) or not ("I feel very tired at the moment", "Maybe I will success the next exam", "I feel nervous and I have to control myself", etc.). Intercoder agreement for this first step was on 92% of the collected thoughts and discussions between coders and the experimenter served to resolve the disagreements.

The same coders were asked to consider the remaining data and judge whether, as regards the message argumentativeness, the message advocacy and the source of the message, they were supportive thoughts ("This message has to be considered", "This appeal is of a critical importance for young adults", "The condom remains the solution to promote among populations at risk", "Peoples less than 20 years have to be informed by such an appeal"), neutral thoughts ("HIV/AID is a sexual transmitted infection", "The last time I talked about HIV/AIDS, it was with a friend", "HIV/AIDS appears thirty years ago", etc.), or negative thoughts ("Condom use should remain a private and personal decision", "Money spent in these campaigns should be used to solve the unemployment problem", "The cancer disease is a far worse than AIDS", "This kind of appeal only serve to scare the naive peoples", etc.). Again, intercoder agreement was on 83% of the remaining thoughts with disagreements resolved by discussions between the experimenter and the coders. Finally, the total number of unfavorable thoughts was used in the subsequent data analyses as the cognitive component of state reactance.

Procedure

All the participants (N = 187) were 18-21 years old and recruited at the University Institute of Technology of Tarbes in the Department of Corporate and Administrative Management. The study was conducted during the courses where they were around 30 per class, so that for each session, it was possible to randomly assign the participants to one of the four conditions corresponding to the 2 (adverbial marking) X 2 (source authority) betweensubjects design described before.

The experimental session began with an introductory speech of about 15 minutes during which participants were told that the academic staff of their university was initiating a "Student Health Program & Plan" so that once a month, a session would be organized to inform them about certain risks to which the young adults aged 20-25 years are frequently exposed. This was designed to justify the introduction of the first booklet containing the information message stimulus within which the experimental design was embedded. To justify the presentation of the dependent variables booklet for this "first" session, participants were also told that a group discussion would be organized at the end of this session, so that it was necessary to collect some of their opinion by means of an anonymous questionnaire.

On the first page of the message stimulus booklet, the source factor was manipulated as follows. In the "high authoritative source" condition, the "Preventive Medicine and Health Promotion Department" was presented by means of a letter drafted by its "director, Professor Dr. Tom Markus, whose researches on contagious diseases were world-famous"; whereas in the "low authoritative source" condition, the "Health and Wellness Club" was similarly described by its "coordinator, Tom Markus, a student" from the same college as the participants. Phone numbers, staff and hours of duty office were indicated so that the participants could take an appointment if they wished. On the second page of the same booklet was manipulated the message stimulus. At the top, the message topic appeared by means of the following phrasing:"HIV/AIDS: Let's take stock of the situation and then let's decide". Then the experimental message was delivered and it consisted of twelve statements describing the current epidemiological situation of HIV infection (i.e. prevalence and incidence of HIV). The linguistic manipulation was embedded in some statements, in such a manner that in the "adverbial high marking" condition, five statements contained scalar adverbs whereas in the "adverbial low marking", they did not. The final sentence of the message concluded as follow: "Now, you know. Please protect yourself" and was the same in each experimental condition.

Participants were instructed to read the first booklet and to fill the second one. No time constraint was imposed during the session but to make the participants engaged in an effortful processing of the information, we informed them that they needed to pay attention to the message content in order to participate to the latter group discussion. Once all the questionnaires were collected, subjects were invited to discuss about HIV transmission, and then they were thanked and dismissed. The debriefing took place during a class where all the students were gathered in a lecture theatre, after all the experimental sessions were performed.

Results

Perceived source authority (manipulation check)

The authoritativeness of the source was evaluated as higher when she was identified as an institutional authority figure than as a college student peer. An independent sample t-test revealed that subjects in the high authoritative source condition judged the source of the appeal as more authoritative than subjects in the low authoritative source condition (Mhigh = 4.59 vs. Mlow = 3.20, t = 13.02, df = 185, p < .0001). This result indicates that participants perceived source authoritativeness as intended in the study design and suggests that the operationalization of the source authority factor was relevant.

Perceived threat to attitudinal freedom (see Table 1)

A 2 X 2 factorial ANOVA revealed that the participants who were exposed to the adverbial high marking version found the message to be more threatening as regards their freedom to choose than participants who received the adverbial low marking version [M = 3.82 vs. 2.84, F (1,185) = 26.10, p < .0001, ƞ 2 = 0.123]. The same ANOVA also showed that participants who received the message from the high authoritative source judged the message to be more controlling than participants who were exposed to the low authoritative source [M = 3.52 vs. Table 1 near here Anger arousal (see Table 1) Similar statistical analyses showed that participants dealing with adverbial high marking version reported having experienced more negative feeling while they were processing the message than did their counterparts in the adverbial low marking condition [M = 2.89 vs. 

Message acceptability (see Table 2)

The statistical analyses indicated that the message in the adverbial high marking condition was subject to a significantly lesser acceptance than the one in the adverbial low marking condition [M = 3.15 vs. 3.96, F (1,185) = 20.33, p < .0001, ƞ 2 = 0.099]. When the author of the message was identified as a high authoritative source, the message was also lower valued as regards its relevance than when he was perceived as a low authoritative source, but the statistical analysis failed to reach conventional significance [M = 3.42 vs. 3.72 Attitude toward the message advocacy (see Table 2)

Participants who processed the message featured with an adverbial high marking were significantly less in agree with the message advocacy than participants who processed the 

Table 2 near here

Behavioral intention (see Table 2)

The willingness to comply with the message advocacy, namely to use a condom when having sexual intercourse with a new or casual partner, was lower in the adverbial high marking Cognitive responses (see Table 3)

Table 3 near here

The number of negative thoughts listed by the participants (i.e. thought-listing task) was higher in the adverbial high marking condition than in the adverbial low marking one [M = 1.58 vs. 1.07, F (1,185) = 9.02, p < .01, ƞ 2 = 0.046], but did not differ significantly between the source conditions [M = 1.39 vs. 1.24, F < 1]. No significant interaction appeared (F = 1.31, p = .25).

Discussion

The rationale for this study was to investigate the effects of some particular linguistic and lexical features referred to as "scalar adverbs" on a set of (persuasive) outcomes dealing with psychological reactance theory. 3 It was assumed that, disseminated within a persuasive message (in the context of a health promotion program dealing with HIV infection and condom use), these adverbs would increase the argumentative orientation the message so that they would reinforce in the recipient the feeling that he has been pressured to accept the advocated conclusion (i.e. the health recommendation). Said differently, it was reasoned that by enhancing the message argumentative force by means of these particular adverbs, the recipient would perceive that his autonomy to decide has been curtailed and thus, would react in an aversive manner with a blend of emotional and cognitive processes dealing with psychological reactance (i.e. the first set of hypotheses H1, H2, H3, H4, H5).

Given the empirical data of the study, one can consider that these hypotheses are supported. It was also predicted that these aversive outcomes associated with an adverbial high marking would be more pronounced when the author of the message would be identified as an authoritative source. This interaction hypothesis was clearly supported by the statistical analyses, except for the perceived threat to attitudinal freedom and the cognitive component of the psychological reactance (i.e. number of negative thoughts).

However, one limitation of this study is the possible confusion between "authoritativeness" and "perceived similarity", given the way the source considered as "low authoritative" was portrayed. A lot of scholars have shown that source-receiver similarity facilitates persuasion and intentions to adopt a specific health behavior [START_REF] Phua | The effects of similarity, parasocial identification, and source credibility in obesity public service announcement (PSAs) on diet and exercise self-efficacy[END_REF][START_REF] Salmon | Using media campaigns for health promotion[END_REF]Shiron Lu, 2013), and in the particular context of HIV interventions, a metaanalysis found that demographic and behavioral similarity between the source and recipients resulted in more positive behavior change (Durantini, Albarracin, Mitchell, Earl, & Gillette, 2006). Other studies have demonstrated that the perceived interpersonal similarity was also a decisive moderator of reactance [START_REF] Silvia | Deflecting reactance: The role of similarity in increasing compliance and educing resistance[END_REF]. Consequently, it cannot be excluded that it is the perceived similarity that underlies the manipulation of the source factor in this study and is responsible for the observed patterns of results.

As far as we know, no study until now has addressed whether scalar adverbs could elicit psychological reactance so that the current study can be seen as a contribution to the reactance-inducing messages-related issue in the persuasive health communication area.

However, in most of the previous studies on reactance, the construct of "controlling" or "forceful language" was operationalized by means of an increased use of imperative forms and absolute allegations such as "ought", "must" and "should", "have to", "do not", which explicitly and clearly stated how to think and what to do and leaved little doubt as to the source's intentions (for a review, see [START_REF] Miller | Persuasion and psychological reactance: The effects of explicit, highcontrolling language[END_REF][START_REF] Rains | The nature of psychological reactance revisited: A meta-analytic review[END_REF]). Yet, it should be noted that in the current study, such an authoritative wording style was not used in the appeal and the health recommendation was not stated by means of a peremptory formulation. 4 So, even if scalar adverbs seem to make the message linguistically less explicit as regards its persuasive aim and maybe reflect a more disguised persuasive attempt, the fact remains that they entailed reactance processes in the context of the current study.

Whether scalar adverbs pertain to "controlling" and "forceful language" obviously remains a question to investigate in the future research on language and persuasion. And this is all the more necessary as these particular adverbs have been also considered as useful devices likely to increase the persuasiveness of their hosts [START_REF] Jayez | Presque and almost: How argumentation derives from comparative meanings[END_REF]. Whether the effects reported in this study are contingent upon a sufficient number of reactanceinducing adverbs being presented is an important issue which could help to understand why sometimes scalar adverbs are effective, as asserted in the rhetorician's perspective [START_REF] Fahnestock | Accommodating science: The rhetorical life of scientific facts[END_REF], and why sometimes they are not, as reported in this study. It could be hypothesized that they are effective provided that they are used with parsimony, but overused within the message, they could trigger reactance responses. So whether the quantity of scalar adverbs is of a critical importance could stimulate a future research and a curvilinear relationship between the number of adverbs and the attitude change could be anticipated.

much any particular adverb considered in this study contributed to the reactance effects reported here is also an important issue. It cannot be ruled out that some scalar adverbs are more likely to strengthen the argumentative force of the message and consequently to trigger some reactance responses than others. For instance, [START_REF] Bassano | Opérateurs et connecteurs argumentatifs : Une approche psycholinguistique[END_REF] characterized "almost" as a "privileged and basic argumentative marker" (p. 152), and similarly, [START_REF] Michaelis | Aspect and the semantics-pragmatics interface: The case of already[END_REF] stated that "a given variety of already-style temporal precedence has an argumentative force insofar as assertions invoking it exploit the capacity of the addressee to derive from the already-bearing proposition a certain type of conclusion (p. 337). In sum, future studies should examine the effects, both individually and in combination, of these scalar adverbs, as it has been suggested by some scholars interested in the powerful vs. powerless speech styles area of research (Hosman, 1989). 5 Given that the study was realized in the context of a (campus) Hiv/Aids prevention intervention and safer sex promotion, it raises the question of whether the pattern of results reported here may owe something to the particular choice of topic. 6 Indeed, one tenet of the [START_REF] Brehm | A theory of psychological reactance[END_REF] theory of psychological reactance is that the magnitude of the reactance experienced by the individual is directly related to the perceived importance of the behavior for which the freedom to choose is threatened. Studies have shown that for adolescents and young adults, sexual activity is considered as a private matter and refers to a behavioral dimension for which the freedom to choose is essential, so that some scholars recommended a choice and autonomy based education policy [START_REF] Allen | Young people and sexuality education[END_REF]Goldfarb & Constantine 2011;[START_REF] Mckenzie | Sex education: Challenges and choices[END_REF]. So it is reasonable to assume that the experimental message under study was particularly perceived as intrusive. In a future study, this dimension could be measured by asking to the participants to what extent they expect to have the freedom to decide when, where, how, and with whom to have sexual intercourses, and could be treated as a moderating variable. In relation to the issue raised above, it could be also examined whether a similar pattern of results would appear if the health message referred to a behavior or a practice for which the freedom to choose is less prominent.

Would these linguistic items make the threat to freedom salient and thus induce reactance if the health topic was a new one, in respect of which the individuals have no knowledge and receive information for the first time. Maybe the perception of intrusiveness in reaction to this adverbial marking could be softened insofar as the subjects could perceive that in such a case, the message is legitimated and is in their best interest. Again it has been contended that if a justification or an explanation for the threatened or lost freedom was perceived by the individual, psychological reactance was tempered [START_REF] Brehm | A theory of psychological reactance[END_REF].

Another study could examine whether the effects of this adverbial (high) marking could be moderated by the recipient's health orientation, defined as an intrinsic motivation to engage in healthy attitudes and behavior [START_REF] Dutta-Bergman | Psychographic profiling of fruit and vegetable consumption: the role of health orientation[END_REF]. It could be hypothesized that these effects would occur to a lesser extent, or even be completely reversed, in peoples who are highly oriented toward their health. In a similar way, another study could cross this linguistic factor with trait reactance proneness [START_REF] Hong | Hong's psychological reactance scale: A further factor analytic validation[END_REF] and hypothesizes that peoples high in trait reactance would react aversively in response to this adverbial marking, considering that their autonomy to decide is clearly threatened, whereas peoples low in trait reactance would accept the message and comply with its advocacy, considering that the message is made of strong arguments. 7 It could also be interesting to examine how this adverbial marking factor could interact with the need for cognitive closure, defined as a personality-based tendency to

prefer "an answer on a given topic, any answer, as compared to confusion and ambiguity " (Kruglanski, 1990, p.337, italics in original). Since these linguistic cues are used in a given sentence with the primary function of bringing to the recipient's attention (and directing him toward) a particular kind of conclusion [START_REF] Verhagen | Intersubjectivity and the architecture of the language system[END_REF], they could be of a high relevance for people high in need for cognitive closure, hypothesized to prefer order and predictability, to "seize" upon early information and quickly "freeze" on judgements it implies, and to be hastened to arrive at a clear-cut conclusion [START_REF] Webster | Cognitive and social consequences of the Need for Cognitive Closure[END_REF], but not for people low in need for cognitive closure, who could process them as threat-to-choice language components. As a result, the former could react positively to the message (i.e. acceptance and compliance), while the latter could be reactant (i.e. boomerang effect). 8 The future studies suggested here are aimed at examining some factors that might exacerbate or dissipate reactance and as such are related to a current call for more research on potential moderators of psychological reactance [START_REF] Rains | The nature of psychological reactance revisited: A meta-analytic review[END_REF]Shen, 2014).

Conclusion

Undoubtedly, the theory of psychological reactance has been a useful framework to explain why prevention efforts sometimes fail to produce the desired effects [START_REF] Burgoon | Revisiting the theory of psychological reactance: Communicating threats to attitudinal freedom[END_REF][START_REF] Dillard | On the nature of reactance and its role in persuasive health communication[END_REF], and it is expected to be advanced in the near future since several scholars recently called for further researches on message features that would arouse as well as mitigate psychological reactance [START_REF] Quick | Reactance theory and persuasion[END_REF]Steindl, Jonas, Sittenthaler, Traut-Mattaush, & Greenberg, 2015). By investigating the aversive effects of some linguistic cues referred to as "scalar adverbs", the current study echoes this claim and thus could provide prevention planners with some guidelines regarding how to design persuasive health messages without arousing reactance processes.

As noted in the theoretical backgrounds of this study, scalar adverbs have been viewed as powerful devices from a rhetorician's standpoint [START_REF] Fahnestock | Accommodating science: The rhetorical life of scientific facts[END_REF], but the rationale of this contribution was that they also could work as controlling language and make the message a freedom-limiting message, given their argumentative orientation marking function [START_REF] Anscombre | L'argumentation dans la langue[END_REF]. Thus, this research could inspire the health message designers who could resort to these scalar adverbs as a powerful message feature, providing that a strategy likely to soften the perception of intrusiveness they conveyed is also planned. In a worldwide context of "HIV prevention fatigue" 9 associated with risky behavior [START_REF] Fruchter | Colorado looks for new way to educate, avoid "Safer sex burnout[END_REF][START_REF] Godinho | Illicit drug policies and their impact on the HIV epidemic in Europe[END_REF][START_REF] Plattner | HIV and AIDS "fatigue" and sexual risk behavior among university students in Bostwana[END_REF]Ritter, 2000;[START_REF] Stockman | HIV prevention fatigue among high-risk populations in San Francisco[END_REF], maybe the current study will be of some interest as regard its practical implications in the broader context of public health campaigns.

  […] Do it because you have to […] Stop the denial […] Drink responsibly […] There is really no choice […] No other conclusion makes any sense […] Any reasonable person has to agree that […] You cannot deny that" (Dillard & Shen 2005, pp. 152-153) or "It is impossible to deny […] Any reasonable person absolutely has to agree that […] You must start right now"

  3.10, F (1,185) = 4.26, p = .04, ƞ 2 = 0.02]. Although the interaction between the two factors did not reach statistical significance [F (1, 183) = 2.66, p = .104], further analyses revealed that the adverbial high marking (vs. low marking) enhanced the perceived threat to attitudinal freedom in a greater extent when the communicator was a high authoritative source [Mhigh marking = 4.19 vs. Mlow marking = 2.90, F (1,183) = 23.81, p < .0001, ƞ 2 = 0.115] than a low authoritative source [Mhigh marking = 3.44 vs. Mlow marking = 2.77, F (1,183) = 6.14, p < .02, ƞ 2 = 0.032],

  1.98, F (1,185) = 33.37, p < .0001, ƞ 2 = 0.153]. This was also the case with a reliable trend toward significance for the participants exposed to the high authoritative source compared with those who were leading to identify the communicator as a low authoritative source [M = 2.58 vs. 2.26, F (1,185) = 3.68, p = .056, ƞ 2 = 0.019]. A significant interaction effect was also observed between the two factors [F (1, 183) = 5.25, p = .023, ƞ 2 = 0.028]. Again planned contrasts were performed to further explore the hypothesized moderating role of source authority factor. As for the perceived threat to attitudinal freedom, the stronger anger experienced by the participants in reaction to the adverbial high marking version (vs. low adverbial marking) was mitigated in the low authoritative source condition [Mhigh marking = 2.54 vs. Mlow marking = 1.98, F (1,183) = 6.25, p < .02, ƞ 2 = 0.033], compared to the high authoritative source condition [Mhigh marking = 3.24 vs. Mlow marking = 1.96, F (1,183) = 34.23, p < .0001, ƞ 2 = 0.157].

  , F (1,185) = 2.53, p = .113, ƞ 2 = 0.013]. Again a significant interaction effect was observed between the two factors [F (1, 183) = 4.27, p = .04, ƞ 2 = 0.023]. As regards the moderating role of source factor on adverbial marking effects, similar patterns of results emerged. Planned comparisons showed that the adverbial high marking (vs. low marking) lowered the message acceptability in a greater extent when the source of the message was a high authoritative source [Mhigh marking = 2.82 vs. Mlow marking = 3.98, F (1,183) = 22.43, p < .0001, ƞ 2 = 0.109] than a low authoritative source [Mhigh marking = 3.50 vs. Mlow marking = 3.94, F (1,183) = 2.99, p = .085, ƞ 2 = 0.016].

  message without such a marking [M = 3.44 vs. 4.56, F (1,185) = 24.68, p < .0001, ƞ 2 = 0.117]. This agreement was also lower in the high authoritative source condition than in the low authoritative source condition [M = 3.76 vs. 4.28, F (1,185) = 4.91, p = .028, ƞ 2 = 0.026]. A discrete interaction effect was also revealed by the statistical analysis [F (1, 183) = 3.11, p = .079, ƞ 2 = 0.017] and the planned contrasts indicated that the detrimental effect of the adverbial high marking (vs. low marking) on attitude toward the message advocacy was more important when the communicator was a high authoritative source [Mhigh marking = 2.98 vs. Mlow marking = 4.48, F (1,183) = 23.84, p < .0001, ƞ 2 = 0.115] than a low authoritative source [Mhigh marking = 3.92 vs. Mlow marking = 4.64, F (1,183) = 5.27, p < .03, ƞ 2 = 0.028].

  condition than in the adverbial low marking one [M = 3.25 vs. 4.43, F (1,185) = 31.50, p < .0001, ƞ 2 = 0.145]. This behavioral intention was also expressed with a lesser extent by the participants in the high authoritative source condition compared with the participants in the low authoritative source condition [M = 3.62 vs. 4.10, F (1,185) = 4.57, p = .034, ƞ 2 = 0.024]. Again, a near-significant interaction effect was indicated by statistical analyses [F (1, 183) = 3.07, p = .082, ƞ 2 = 0.016] and the same pattern of results emerged from the planned contrasts, the damaging effect of the adverbial high marking (vs. low marking) being more important in the high authoritative source condition [Mhigh marking = 2.82 vs. Mlow marking = 4.36, F (1,183) = 28.54, p < .0001, ƞ 2 = 0.135] than in the low authoritative condition [Mhigh marking = 3.69 vs. Mlow marking = 4.50, F (1,183) = 7.62, p < .01, ƞ 2 = 0.040].
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The author(s) received no financial support for the research, authorship, and/or publication of this article. Notes 1. Sample quotes illustrating the way of phrasing the threat to freedom as part of a broader persuasive appeal are reported in Rains's (2013, p. 54-57) meta-analytic review.

2. These items were adapted from [START_REF] Mccroskey | Scales for the measurement of ethos[END_REF] measurement of source authoritativeness 3. It needs to be clarified that these adverbs have been characterized as "argumentative markers" by psycholinguists interested in the [START_REF] Anscombre | L'argumentation dans la langue[END_REF] theory of argumentation [START_REF] Bassano | Opérateurs et connecteurs argumentatifs : Une approche psycholinguistique[END_REF]Bassano & Champaud, 1987).

4. Let's remind that the health recommendation was stated as follow "Now, you know.

Please protect yourself" and was rigorously the same for all conditions. 5. The fact that the study employed "generic" high-and low-adverbial marking could be considered as a methodological flaw insofar as it leaves unclear how much each of the adverbs under study contributed to the reactance effects. It must be clarified that the study did not aim at determining whether the linguistic items constituting the "adverbial marking" equally induce reactance but aimed at showing that when the "argumentative force" is increased, it may result in reactance effects. At the conceptual level, the message feature under consideration was the "argumentative force" or "argumentative orientation" [START_REF] Anscombre | L'argumentation dans la langue[END_REF][START_REF] Anscombre | L'argumentation dans la langue[END_REF], and the use of the scalar adverbs was intended to increase this "force". Maybe the characterization of the message factor in terms of "argumentative force" instead of "adverbial marking" would have better reflected the rationale of this study.

6. The choice of a campus Hiv/Aids-prevention intervention and safer sex promotion as context for this study was motivated by the fact that a relaxation of preventive behaviors has been observed during the last years in peoples under 25 years old. Between 2007 and 2013, the proportion of these peoples in the number of new infections increased by 24% [START_REF] Lot | Découvertes de séropositivité VIH chez les jeunes en France, 2003-2013[END_REF]. Of course, this decision limits the generalization of the findings reported here, since it has been shown that reactant levels may vary based on age [START_REF] Hong | Psychological reactance: Effects of age and gender[END_REF][START_REF] Woller | Psychological reactance: Examination across age, ethnicity, and gender[END_REF]. Nevertheless, an importance was attached to the potential practical implications of this research given the epidemiological context at the time it was carried out.

In some studies, HIV/AIDS prevention and condom promotion served as context for an application of Psychological Reactance Theory [START_REF] Haynes | Reversing the boomerang effect in persuasive health communication: Reducing psychological reactance to self-persuasion using inoculation and restoration treatments[END_REF]Quick & Stephenson, 2007b). 7. Although reactance was initially conceived as situation specific [START_REF] Brehm | A theory of psychological reactance[END_REF], several scholars stated that it could be also considered as an individual difference variable and developed scales to measure person's transituational propensity to experience reactance (for a measure of trait reactance, see [START_REF] Hong | Hong's psychological reactance scale: A further factor analytic validation[END_REF][START_REF] Hong | Refinement of the Hong psychological reactance scale[END_REF]. In the current study, participants' trait reactance proneness was not measured and it could be one of this study.

8. This interaction hypothesis is suggested in light of the extensive research on persuasion that examined the matching between messages features and individual differences (for a review, see [START_REF] Brinõl | Individual differences in attitude change[END_REF]. 9. Maybe it would have been cautious to control for this "HIV prevention fatigue". One cannot rule out the possibility that some participants experienced a sense of weariness in reaction to the HIV prevention message and that such a feeling exacerbated psychological reactance process, in addition to a perception of intrusiveness given the adverbial marking.
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