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The term ‘attitude’ can be defined by many different characteristics, whether it involves opinions, behaviours, etc. Social psychology also takes these viewpoints as it suggests that our attitude is an intrinsic component of our personality, that our very attitudes affect how we interpret the world around us and how we respond to it (Maio & Haddock, 2009). To provide further clarity on this concept, attitude is defined as “A psychological tendency that is expressed by evaluating a particular entity with some degree of favour or disfavour” (Eagly & Chaiken, 1993, cited in Maio & Haddock, 2009). Taking this information into consideration, it is possible to change an individual’s attitude through various means such as advertisements, conversations and even political speeches (Kassin, Fein & Markus, 2010). This is done through a variety of ways involving the method of ‘persuasion’, which a psychological definition of persuasion would be “The process by which attitudes are changed” (Kassin, Fein & Markus, 2010). Various social psychologists have created several different models to explain the concept of persuasion and its effects on an individual’s attitude (Maio & Haddock, 2009). These consist of eight theories, examples including the Yale Model of Persuasion (Hovland, Janis & Kelly, 1953, as cited in Kassin, Fein & Markus, 2010), Information Processing Model (McGuire, 1968, as cited in Kassin, Fein & Markus, 2010), Cognition-in-persuasion Model (Albarracin, 2002, as cited in Kassin, Fein & Markus), etc. However, focus will be placed upon one of these models, this being the ‘Elaboration Likelihood Model’ (ELM). This model focuses upon two routes of interpreting persuasive messages, taking many different factors into account (Petty & Wegener, cited in Kassin, Fein & Markus, 2010), however, these two routes which will be provided further detail at a later point. This model has proven to be of great significance in social psychology’s gradual understanding of persuasive messages (Petty & Wegner, 1998, cited in Kassin, Fein & Markus, 2010). For this essay, there will a discussion of the Elaboration Likelihood model. This will include information relating to the model itself as well as providing detail for its explanations on the various ways in which individuals respond to persuasive messages. This essay will also include a discussion of the strengths and weaknesses this model presents, which will then be followed with an evaluation of this information which will determine the overall effectiveness/usefulness of the model.

As is common in the field of psychology, psychologists have sought to understand these means of persuasive messages, particularly in the case of Petty and Cacioppo’s (1986) theory, known as the ‘Elaboration Likelihood Model’. This consists of, as mentioned earlier, two paths of persuasion, including the ‘central’ and ‘peripheral’ route which describes the means in which an individual may process persuasive messages, as it differs depending upon whether or not the individual is engaged with the message (Petty & Wegner, 1998, cited in Kassin, Fein & Markus, 2010). 

Petty and Cacioppo (1986) suggest that when they refer to the term ‘elaboration’, this would involve a process in which the individual thinks about the content of the message and to what extent they will think about it. For instance, elaboration is likely to be high if the individual thinks about the strength of the messages presented to them, this involving the use of relevant information, the recall ability of previous experiences to inform their current thinking, etc. (Petty & Cacioppo, 1986). If the individual is likely to engage in these various steps, they follow what is referred to as the ‘central route’, this route has been suggested many times by previous studies and researchers. An example of the central route would include a study by Boyce and Kuijer (2014) in which ELM has been used to measure women’s body image in restrained eaters. Results from this study had shown that after participants had completed a computer and recall task, they had then been exposed to central routes of persuasion in media through the focus of imagery of thin women or controlled objects such as furniture, in which they had been requested to focus upon the images on a slideshow, the participants who had been rated highly for their attention level, had begun to eat the food, suggesting that the restrained eaters had focused on thin women’s bodies in comparison to their own, this suggests concentrated means of persuasion are likely to affect an individual’s attitude (Boyce & Kuijer, 2014). However, Hovland (1949, 1953, cited in Kassin, Fein & Markus, 2010) suggests that people are only to be persuaded if they are capable of placing attention on the message, comprehend it and are then able to retain and recall this message at a later point, securing its longevity for the individual (Hovland, 1948, 1953, as cited in Kassin, Fein & Markus, 2010), this possesses many of the same concepts as ELM. However, as these models rely upon the concept that for one to be persuaded, they must be attentive to the information they are provided, this does not account for situations in which the individual may passively accept the information, without placing significant thought into the process. ELM takes these situations into consideration with the ‘peripheral route’ (Oliver, 2009),

The peripheral route suggests that not all people provide much thought into the messages they perceive and may base their decision making on less reliable means (Kassin, Fein & Markus, 2010). This would suggest that people may make no attempts at critically assessing the message and thinking about the strength of the content in the message, they instead, provide focus upon peripheral factors such as the reputation of the persuader or how the persuader speaks as these factors do not require the individual think critically about the information. (Priester & Petty, 1995, cited in Kassin, Fein & Markus, 2010). Giner-Sorolla and Chaiken (1997, as cited in Kassin, Fein & Markus) also suggest that people are more likely to accept a message as being correct if it appears to be supported by numerous arguments, if the consensus for the message is high or if the message is supported by other experts. An example of a peripheral cue would involve reference to Qualter (1962, cited in Kassin, Fein & Markus, 2010) in which there was a discussion about the persuasion techniques employed by Hitler during World War II. Qualter (1962, cited in Kassin, Fein & Markus, 2010) had suggested that Hitler believed that human beings in general, were not adept in the ways in which they process various pieces of information. With this belief in mind, Hitler had used propaganda with slogans, uniforms, various symbols, swastika-flags as well as many other methods, to sway people to his cause. This use of propaganda serves to be a peripheral cue as the use of propaganda had been used to distract his people from the message he had presented and draw upon the emotions of his audience, as it had been suggested “meetings were not just occasions to make speeches…lighting, background, music and the timing of entrances were devised to maximise the emotional fervour of an audience” (Qualter, 1962, cited in Kassin, Fein & Markus, 2010). Overall, peripheral processing involves using superficial means of persuasion, without focus upon the message itself whereas central processing involves critical thought of the message itself, without factors such as attraction, reputation, etc. affecting the decision-making process.

As demonstrated, this model encompasses a wide spectrum of means in which an individual may be persuaded, however, to fully understand whether this theory is valid and applicable to various situations, it must withstand the potential scrutiny that may come its way. To start with the strengths of the model, this can begin with a critique by Kitchen et al (2014) in which it is suggested that before the introduction of ELM, there had been no clear framework on explanations of attitude change (Petty and Cacioppo, 1983, cited in Kitchen et al., 2014). This suggests that the creation of the model provided a tangible means in which to understand the various processes of persuasive message, serving to be a positive model in which to base future research on the concept of cognitive elaboration. This is also perpetuated by the significant literature in which the study has been applied, consisting of more than 125 articles for marketing and advertisements since the conception of the model in 1981 (Schumann et al., 2012, cited in Kitchen et al., 2014). In extension to this, the model is clear in its understanding and provides significant description of the cognitive elaboration process, possessing potential to be applied to a plethora of different situations (Pasadeos et al., 2008, cited in Kitchen et al., 2010). Overall, the model presents descriptive reasoning for cognitive elaboration, providing reliable groundwork for our understanding of persuasive messages and is significantly backed by numerous amounts of research over the course 30 years.

When looking at the limitations of this model, there are several factors to that must be considered. One prominent criticism would include the suggestion that those who in marketing who may use the model when planning their various advertisements, may possess a dated perspective on the various means of persuasion as the model had been created during the 1980’s which does not consider the various technological advancements that have influenced society’s means of advertisement, which has occurred over the past 30 years (Kitchen, personal correspondence with Petty, 2013; Kitchen, 2010; 2013, cited in Kitchen et al., 2014). Debate has also been raised over the broad spectrum of peripheral processing as it had been considered to not be specific in the variables that are classified as peripheral processing, near the time of the model’s conception (Bitner and Obermiller, 1985, cited in Kitchen et al., 2014). However, Petty and Cacioppo (1986, cited in Kitchen et al., 2014) had revised this section and made appropriate changes to address this. This demonstrates that there are criticisms that may be applied to the model and that while it is used consistently in various studies, is not infallible
With this information in mind, it is important to evaluate the overall effectiveness of ELM upon our understanding and application to studies. Judging from the information presented here, the model provides many different benefits to our understanding of cognitive processes. Including the clear and descriptive means in which the model provides its information as indicated by Pasadeos et al. (2008, cited in Kitchen et al., 2014), as well as the implication by Boyce and Kuijer (2014) that if restrained eaters had been encouraged to pay less attention and by extension, reduce their cognitive elaboration on the subject, they are less likely to consume more food, as what had happened in the study, reducing weight dissatisfaction as a result. However, it had been suggested that the model may be outdated due to the different time in which it had been created and may not account for more modern means of advertisement (Kitchen, personal correspondence with Petty, 2013; Kitchen, 2010; 2013, cited in Kitchen et al., 2014). Overall, ELM serves to be highly useful in its application to various studies in understanding the process behind persuasive messages. However, the notion that the model may be outdated may serve to hinder its effectiveness. To this end, a revision of the model may be required to account for modern day contexts regarding persuasive messages and ensure it remains relevant in these discussions. 
Word Count: 1,529
In conclusion, this essay has provided detail for the significant amount of information on how we are affected by persuasive messages. This essay has also looked at the various strengths and weaknesses that may be present with a model such as this as well as providing an evaluation of the model, suggesting that while the model has proven to be effective numerous times, the model may require revision for it to take modern means of persuasion into account. 
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