Discussing the Elaboration Likelihood Model of Persuasion
Individuals can portray a magnitude of different attitudes throughout their lifetime, which can range from being kind and thoughtful, to possibly selfish and harmful. Attitudes can manifest and alter due to a number of various factors. Many studies have been conducted over the past several decades in an attempt to better understand what influences people’s attitudes, how individuals are persuaded and what causes attitudes to change. Below, we will be investigating these issues and paying particular attention to the ‘Elaboration likelihood model of persuasion’ (ELM), (Petty & Cacioppo, 1986). 
According to Hogg and Vaughan (2005), an attitude is ‘a relatively enduring organisation of beliefs, feelings, and behavioural tendencies towards socially significant objects, groups, events or symbols’. These attitudes often create a positive or negative emotion towards something, however these attitudes can sometimes be uncertain and result in you having mixed emotions about an individual or issue. Researchers suggest that our attitudes are made up of several different components, and these can be explained in the ABC model of attitude. ‘A’ represents the affective component which relates to how an issue, individual or event is making you feel; ‘B’ represents the behavioural component and relates to how the attitude influences our behaviour; and finally ‘C’ represents the cognitive component which relates to an individuals belief or knowledge of an attitude subject (Chaiklin, 2011).
 As stated above, our attitude towards things can often be manipulated by our experience towards an issue. For example, if a car salesman tries to sell you a car by using assertive techniques, your attitude towards them will either be positive (you like what they say so you buy the car), or negative (you find them too aggressive and walk away). This can be described as ‘attitude change’. 
Although attitudes can have an influential impact on our behaviour, they are not necessarily set in stone. The exact factors that influenced our attitudes in the first place, can also change them. Tesser (1993) suggested that our attitudes could be influenced by our genetics. Classical condition could be used to manipulate emotional reactions towards issues, individuals or events in either a positive or negative way. This could be done by associating positive or negative feelings with the related object or issue, as seen in the ‘Little Albert Experiment’ (Watson & Rayner, 1920). Childrens attitudes towards issues and other people can also be influenced by their parents. Infants are likely to replicate the way their parents feel and act towards other individuals, religions, cultures etc (Bandura, 1961). People of high power or status can often persuade people and influence their attitudes towards things simply because of them being part of an authority or hierarchy. 
A very influential theory related to attitude and persuasion, is the Elaboration Likelihood Model of Persuasion, otherwise known as ELM (Petty & Cacioppo, 1986). This model helps to explain the thinking process involved with attitude change and how it can be influenced by communication, the effects that persuasion variables have, and the strength of our judgements as a result of the attitude change. The ELM suggests that the elaboration an individual does regarding a message or issue, can fluctuate from low to high along an ‘elaboration continuum’. Wagner and Petty (2011) proposed that individuals can think in different capacities e.g. very little, moderately or very much, and depending on the capacity of thinking an individual partakes in, it can be used to explain how people will be persuaded. 
The position an individual finds themselves on the ‘elaboration continuum’ depends on the their motivation and capacity to fully interpret the message being portrayed to them. An individual’s motivation can be impacted by many variables such as the relevance and importance of the issue to them, enjoyment in thinking and the responsibility on the individual to process the message. For example, if someone is responsible for passing on vital information to another person, they are much more likely to be motivated to engage with the message and process it. Several factors can impact an individuals ability to understand a message. These can include things such as intelligence, knowledge, time, distractions in the environment and message repetitions. Research suggests that increased message repetitions result in individuals better comprehending, scrutinising and recalling arguments portrayed in the message (Rucker & Petty, 2006; Wagner & Petty, 2011). Influencing factors to an individual’s motivation and ability can be a result of the message content or personal to the individual. When an individual’s motivation and ability to think are high, they are more likely to follow the ‘central route to persuasion’, however when motivation and ability is low, they’re likely to find themselves taking the ‘peripheral route to persuasion’. 
Individuals who follow the central route to persuasion, will often scrutinise the elements of the message in order to be able to identify whether it makes sense and will benefit them in some way, www.behaviourworksaustralia.org (2017). This route focuses on the message arguments and how strong they are. These are the fragments of information within the message, with the aim to support the communicators point of view. Strong arguments will help engage individuals and will likely create favourable thoughts in response to their message. It will also likely result in an attitude change in the direction favoured by the communicator due to more favourable thoughts being created than negative ones. In contrast to this, if the message arguments are weak, this may result in motivated and able individuals forming unfavourable thoughts in response to the message. This could result in either no attitude changes at all, or a change to an unfavoured direction for the communicator. 
Scrutinising a message in great detail does not guarantee that the individual will process arguments in a non-biased way, as various factors can influence how the message arguments are interpreted. For example, if an individual has a pre-existing attitude towards an argument, it will be very difficult to alter that opinion. Current emotion can also impact the evaluation of an argument. Studies have shown that high elaboration individuals are more likely to evaluate arguments in a favourable manner when in a happy mood compared to a neutral state (Wagner & Petty, 2011). 
[bookmark: _GoBack]The peripheral route to persuasion is often used when individuals lack the ability or motivation to carefully scrutinise a message in the same way required for the central route. However, attitude change can take place due to little consideration of the message argument being required for the persuasion process. Within the ELM, processes such as this involve individuals using simple cues or mental shortcuts in order to fully process and understand the message. An example of a simple cue might be an emotional state such as happiness, that becomes connected to the message position in a positive way www.behaviourworksaustralia.org (2017) . An individual may also agree with a message with no scrutinization of the argument, due to the message being delivered by an adjudged expert. This would trigger a mental shortcut where the belief is ‘an expert is always right’. An example of this would be the usual acceptance of advice from a dentist, based on the fact that they are the expert in their field. Another shortcut people may make is observe the responses of other individuals when subjected to the same message; this witnessed scenario will then be used as a natural trigger to how the majority of people respond. Regarding the peripheral route, message arguments and their strength can be of little effect towards creating an attitude or changing its direction. Although thoughtful consideration of the message isn’t involved in these shortcuts, the peripheral route still impacts and influences attitudes and behaviour, temporarily at least (Petty, Barden, et al., 2009).
The Elaboration Likelihood Model provides two routes of persuasion (the central route and peripheral route) for two contrasting types of message. This theory helps us understand that when targeting an individual with high motivation or ability, the message must be informative and direct. In contrast to this however, the peripheral route has the ability to persuade individuals who have no understanding or interest in the message whatsoever. The Elaboration Likelihood Model may be a fairly new principle, but it does identify the types of message suitable for specific individuals. This has been influential in modern day advertising and marketing and is evident that if used appropriately and wisely, the ELM can be a very efficient and useful tool to help with persuasion. 
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