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Negative emotions and pro-social persuasion: the role of anxiety toward death in charities' campaigns success.

Charities's shocking campaigns are still growing in our mediatic landscape. They are intended to elicit negative emotions (e.g. fear, sadness, tension, guilt…), whose positive effect on helping behaviors and charitable attitudes has been repeatedly pointed out [START_REF] Bagozzi | Public service advertisements: Emotions and empathy guide prosocial behavior[END_REF]Small & Verrochi, 2010). The common principle in these appeals is to evoke and/or represent -often through hard pictures -the suffering and the agony the victims, in a raw and ostentatious way. This evocation of death in ad and charitable appeals was studied in terms of taboo transgression, vividness, statistical framing, or succumbing versus coping condition [START_REF] Adler | Fundraising portrayal of people with disabilities: donations and attitudes[END_REF][START_REF] Chang | Effects of message framing, vividness congruency and statistical framing on responses to charity advertising[END_REF][START_REF] Sabri | Consumer perception of taboo in Ads[END_REF]. But it remains an underexplored perspective: the relationship that the individual exposed to the appeals has with his own death. In this way, we can invoke the Terror Management Theory (TMT), which establishes a relationship between death anxiety and involvement in helping behaviors. Although several studies support that campaigns which emphasize dying people are inefficient, the contributions of TMT suggest that the salience of death inherent to such campaigns could enhance charitable reactions. But this theory has not been applied to humanitarian advertising context, whereas death is omnipresent in these campaigns. This represents one of the contributions of this study. From a managerial point of view, the evocation of the death of the benefactor (not of the beneficiary) is not a secondary aspect of nonprofit communication, and can be the main aim. Currently in France, a radio advertising from "Médecins du Monde" is diffused on major national stations to encourage donation by bequest, and uses the words « Death is complicated, people often prefer silence. Yet the bequest is the best way to help those who do not have access to medical care. So no, one bequest is not an end, it is the continuation of life ». Based on the theoretical field of TMT, this research aims (1) to explore the effect of death anxiety on the reactions generated by a shocking charity's campaign and (2) to understand how this effect occurs.

Theoretical background

Death anxiety and death saliency

Death anxiety can be considered as a state (situational) or as a trait (dispositional). Indeed, the conscious and non-conscious ideas about the disappearance of self -and more generally about the death -lead to a state of anxiety which is manifested through a set of unpleasant emotional reactions [START_REF] Neimeyer | Cognitive structure and death anxiety[END_REF][START_REF] Urien | L'anxiété face à la mort et son influence sur le comportement du consommateur[END_REF]. In this case, reference is made to a transitory emotional state related to the situation that caused it [START_REF] Greenberg | Evidence for terror management theory II: the effects of mortality salience on reactions to those who threaten or bolster the cultural worldview[END_REF]. But death anxiety can also take the form of a relatively stable personality trait [START_REF] Dickstein | Death concern: measurement and correlate[END_REF][START_REF] Neimeyer | Death anxiey handbook[END_REF], resulting in the fact that some individuals imagine their own death in a more negative, worrying and horrific way than others. This is the approach on which we are focusing here. In both cases, this negative and anxious attitude towards our own finitude can be activated by conscious factors (e.g. consider a will) but also non-conscious. The latter case refers to a situation of "death saliency" [START_REF] Greenberg | Evidence for terror management theory II: the effects of mortality salience on reactions to those who threaten or bolster the cultural worldview[END_REF][START_REF] Pyszczynski | Whistling in the dark: exaggerated consensus estimates of social in response to accidental reminders of mortality[END_REF], in which perceptions related to subjects' death remain preconscious and are not at the center of their attention. In contrast with public health campaigns (e.g. breast cancer), the main objective of charitable appeals is not to get people to think about their own mortality. Nevertheless, shocking campaigns depict very crudely the threatening plagues, the suffering and the death of target populations. They can then constitute a situation of death saliency able to activate, among exposed subjects, conscious or preconscious thoughts about their own death. [START_REF] Mandel | Terror management and marketing: he who dies with the most toys wins[END_REF] suggest for example that morbid films can activate anxiety about death.

Death anxiety is associated with a set of responses to deal with these emotions or these thoughts about the loss of self. These responses are adaptive strategies and are described by the Terror Management Theory (TMT) [START_REF] Solomon | A terror management theory of social behavior: the psychological functions of self-esteem and cultural worldviews[END_REF].

TMT and helping behavior

Individuals implement various coping strategies to handle and manage their death anxiety, divided into two groups according to the TMT. The first group, said "direct mechanisms", include the adoption of health care behaviors, but also the focus on other sources of attention. The second group corresponds to indirect coping strategies, said "symbolic", manifested in two forms: (1) increased adherence to the values of the group's culture and/or (2) an increase in self-esteem. In Both cases, the adoption of helping behaviors plays an important role. In the first case, the group's culture is considered as a stable framework that provides a vision and some values. Comply with its requirements not only allows individuals to be part of a permanent, controlled and meaningful environment, but also to feel united with others in a community, which reduces their death anxiety [START_REF] Greenberg | Terror management theory of self-esteem and cultural worldviews: Empirical assessments and conceptual refinements[END_REF][START_REF] Rosenblatt | Evidence for terror management theory: I. The effects of mortality salience on reactions to those who violate or uphold cultural values[END_REF]. Highly valued in most cultures, helping behaviors could reduce death anxiety by joining the social consensus. This form of symbolic immortality is also strongly promoted through encouragement to charity provided by many religions [START_REF] Jonas | The Scrooge effect: Evidence that mortality salience increases prosocial attitudes and behavior[END_REF]. In the second case, the TMT considers three traditional ways in which people can improve their self-esteem and overcome their death anxiety. These alternatives include the adoption of risky behaviors (e.g. [START_REF] Jessop | Fear appeals and binge drinking: a terror management theory perspective[END_REF] and the accumulation of wealth and material goods [START_REF] Kasser | Of wealth and death: materialism, mortality salience and consumption behaviour[END_REF][START_REF] Mandel | Terror management and marketing: he who dies with the most toys wins[END_REF]. If these two options do not facilitate the generosity toward others, the third option in contrast is to engage in prosocial behaviors. Several empirical studies have validated the relationship between anxiety generated by a situation of death salience and various helping behaviors. It appears that respondents interviewed near a burial chamber (death saliency condition) show higher intentions to give and better attitudes towards different charities than subjects questioned further, who could not know the nature of the institution [START_REF] Jonas | The Scrooge effect: Evidence that mortality salience increases prosocial attitudes and behavior[END_REF][START_REF] Pyszczynski | Whistling in the dark: exaggerated consensus estimates of social in response to accidental reminders of mortality[END_REF]. [START_REF] Ferraro | Let us eat and drink, for tomorrow we shall die: effects of mortality salience and self-Esteem on self-Regulation in consumer choice[END_REF] also show that a situation of death saliency (previously induced by asking questions about subjects' own death) led to higher amounts of donations.

Objectives and hypothesis

To enlighten the positive effect of death anxiety is a primary objective of this study. But beyond the nature of this effect, it is important to understand how it operates. Two competing hypothesis are thus proposed.

H1moderation hypothesis : Campaigns with strong emotional content depict very explicitly the agony of the people, and the evocation of death is all the more emphasized. We can then support that the effect of the emotional degree of the ad on the activation of negative emotions is reinforced among subjects who are very anxious about their own death, which are indeed more likely to develop a negative emotional state when exposed to morbid considerations. In addition, the TMT states that individuals can engage in prosocial behaviors to overcome an uncomfortable emotional state caused by the mention of death. When charitable appeals generates negative emotions, individuals characterized by an high death anxiety should be more motivated to restore emotional balance by providing support than those who are less anxious about their finitude. This lead to (H1a) : The effect of the emotional degree of the ad on negative emotions elicited is higher (vs. lower) among people with high (vs. low) death anxiety, and (H1b): The positive effect of negative emotions on Ad effectiveness is higher (vs. lower) among people with high (vs. low) death anxiety.

H2direct effect hypothesis:

The previous moderation hypothesis (H1) attributed to death anxiety a conditional role which affects the strength of the effect of the independent variable on the dependent one. But death anxiety could have a direct effect on negative responses generated by a campaign, as well as charitable for individuals exposed. We thus propose that the death anxiety has a direct and positive effect on the negative emotions (H2a) and on the persuasive effect of the campaign (H2b). This proposal allows to consider that the effect of death anxiety on persuasion occurs through the negative emotions generated, which then mediate this relationship (H2c).

Methodology

A between-subject experimentation has been conducted with three charity's appeals for donation about fight against hunger, in which the emotional degree is increasing through three levels (low, medium and high). Following previous procedures [START_REF] Chang | Effects of message framing, vividness congruency and statistical framing on responses to charity advertising[END_REF][START_REF] Dahl | Does it pay to shock? Reactions to shocking and nonshocking advertising content among university students[END_REF], the manipulation of the emotionnal degree of the ad (EDA) is based on modification of the photography and headline, especially in terms of vividness (e.g. "malnutrition threatens lives / Hunger kills / Hunger kills every for seconds"). The sample represents 600 respondents (n=200 for each emotional condition), recruted online (36% men; 31% students; age from 16 to 71). The questionnaire provides one of the three appeals, manipulation checks, and various questions including the measure of for negative emotions commonly mobilized in our research area (i.e. fear, guilt, sadness and shock). The persuasive effect of the ad is then assessed through three indicators: attitude toward the Ad, attitude toward the cause and intention to give. The measure of death anxiety appears at the end of the questionnaire to avoid biasing the measurement of emotions generated by the campaign [START_REF] Urien | L'anxiété face à la mort et son influence sur le comportement du consommateur[END_REF]. Each measurement scales (7 point likert scales) come from literature and were tested using exploratory and confirmatory factorial analysis. Death anxiety is measured by a four-item scale from the Death Concern Scale [START_REF] Dickstein | Death concern: measurement and correlate[END_REF], which has been used in marketing regarding ecological behaviors: I am afraid to die; the prospect of my own death depresses me; the prospect of my own death arouses anxiety; I envision my own death as a painful, nightmarish experience (α=0,914; ρ= 0,915; ρvc = 0,725; var.expl= 79,64%). The success of the manipulation of EDA is verified by an ANOVA and a Tukey's post-hoc test, which show that the highly emotional ad is significantly perceived as more emotional (M=6,21) than the medium (M=5,52) and the low (M=3,65) conditions (F[2;599]=210,33; p˂,000). In addition, it was very important to check that the increasing emotional degree of the ads does not cause a situational death anxiety. An ANOVA confirms that the EDA has no significant effect on death anxiety (F[2 ; 599] = 0,406 ; p<,666). A test of independence of observations confirms that the level of subjects' death anxiety level did not differ significantly across the three emotional conditions (χ2 = 560.073, p ˂, 308).

Results

The negative emotions has been analysed in two ways: the four emotions (i.e. fear, sadness, guilt and shock) has been considered separately and they were also aggregated into a higher order factor which represents a broad negative affective state elicited by the ad (called "negative affect").

Moderation hypothesis

 We first verify if anxiety about death interacts with the emotional degree of the ad (EDA) to enhance the negative emotional reactions induced by the campaign. A Chow test (table 1)

shows that the interaction effects are not significant, both for the negative emotional reaction (Neg-affect) and for each emotion considered separately. The level of anxiety about death of respondents does not moderate the relationship between emotional level of the campaign and the negative emotional reactions it generates (H1a is not validated). Anxdeath 1,080 ,340 0,008 ,992 0,362 ,696 0,351 ,704 0,060 ,942 Tab 1. Moderation effect on the relationship between EDA and negative emotions  The moderation hypothesis also suggested that the influence of emotional reactions on the persuasive impact of the campaign is reinforced among individuals with high death anxiety. We conducted multiple regressions with the moderator, the dependent variable and their interaction. The t-test associated with the estimates of the interaction term is used as index of significance (Table 2). The interaction of death anxiety with (1) the broad negative emotional reaction and (2) each negative emotion has no significant effect on the three indicators of persuasion. Anxiety about death does not moderate the relationship between emotional responses and persuasive effectiveness of the campaign (H1b is not validated). 

Direct effect hypothesis

 To investigate this competing hypothesis, we first explore the direct effect of death anxiety on the emotional reactions generated by the campaign. The results (table 3) show that anxiety about death influenced significantly and positively (1) the broad negative affective reaction and (2) the reactions of fear, guilt, sadness and shock. Whatever the emotional level of a charitable appeal, people more anxious about death develop stronger negative emotional reactions than less anxious people. Tab 3. Effect of death anxiety on the negative emotions and on the broad negative affective reaction  Then, we analyze the direct effect of death anxiety on charitable reactions of people exposed to the campaign. A series of regressions (Table 4) on persuasion indicators shows that death anxiety has a direct, significant and positive effect the three indicators of persuasive effectiveness of the campaign. Tab 5. Mediating effect of the negative affective reaction on three relationships

Conclusion

Our results suggest that the intervention of death anxiety in the emotion-based social persuasion could be apprehended as an antecedent role and not as a conditional explanation. This personality trait directly affects the level of emotional reactions of subjects exposed to a charitable appeal, whatever the emotional degree of the campaign and even when it is weak.

In addition, the more people are anxious about their death, the more they are likely to respond favourably to the charitable solicitation. These conclusions can be enlightened by the insights from the Terror Management Theory, since it support that performing charitable behavior is a coping strategy especially effective in reducing death anxiety. Our study provides evidences through a social advertising context, which remained under considerations despite its implications for Charities. Regarding specifically the attitude toward the ad, our conclusions contrast with the findings of [START_REF] Sabri-Zaaraoui | Le tabou en communication publicitaire[END_REF], which show that people develop more negative attitude toward morbid stimuli when they are more anxious about their own death.

The exploited stimuli however deal with a perfume brand, and could be thus associated to a lower opportunity to reduce anxiety. It may also mean that among the various coping strategies suggested by the TMT, considering prosocial behaviors may be more effective than the acquisition of material and luxury goods. Nevertheless, the hierarchy of strategies intended to reduce death anxiety has not been considered in previous academic researches. Future work could be envisaged to support this interpretation. Finally, the mediating effect of negative emotions raises an important issue for studies which investigate the role of emotions in helping behaviors. Are they always emotion focused on the victims depicted (e.g. to be afraid that the starved baby would die) or are they self-oriented emotions (e.g. reactivated fear of our own death)? This issue could be a theoretical and methodological point underestimated in such studies.

  Finally, we consider the mediating role of negative emotions on the relationship between death anxiety and the ad's effectiveness. Following the recommendations ofZhao et al. (2010), the test of mediation is based on (1) the Sobel test which provides the significance of the indirect effect and (2) a bootstrap which give the confidence interval of this indirect effect. The results (table5) show that the negative affective reaction mediates the effect of death anxiety on attitudes and intention to give. The results are similar regarding fear, guilt, sadness and shock (these estimates are not included in table 5, but can be obtained from the author).
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