









[bookmark: _Hlk509238234]Discuss the Elaboration Likelihood Model of persuasion

















[bookmark: _Hlk509250444]    Persuasion is the process of influencing an individual or groups view or attitude towards something.  Without realising it, we are the target of various attempts at persuasion on a regular basis. It may be an attempt to motivate us to vote for a particular political party, or something as simple encouraging us to eat at a certain fast-food restaurant.  Persuasion is at its most effective when it is able to successfully change our attitudes, and ultimately our beliefs and behaviours.   Attitudes have long been an area of interest for psychologists. Rokeach (1968) defined attitudes as ‘a learned orientation, or disposition, toward an object or situation, which provides a tendency to respond favourably or unfavourably to the object or situation.’  How attitudes are formed, how they can influence society and indeed how they can be changed, are questions that have long fascinated those who study the human mind and behaviour.  Attitude change can be influenced in a number of ways, and explained along the lines of various psychological persuasion models.  One such model of persuasion is the ‘Elaboration Likelihood Model.’ This essay will aim to discuss this particular model of persuasion. 
[bookmark: _Hlk509225174]      The Elaboration Likelihood Model (ELM), a theory developed by Petty and Cacioppo (1986), is a dual-process model of persuasion. Like other similar models, it suggests that there is more than one theoretical part to the persuasion process. These are known as the Central and Peripheral routes of persuasion. The first being the detailed and considered way of reaching a judgment through considering the message being put forward. With the latter not being as detailed and is often determined by factors or influences external to the message itself. The idea of this model of persuasion is that neither the Central route or the Peripheral route can individually account for attitude change. Rather, it tells us when it is more likely when either of the routes is to be followed.
[bookmark: _Hlk509151669]      The Central route is when a person or group focuses their attention on the content of the message being put forward. Essentially, the strengths and weaknesses of the information, and the context it is in. It has a high level of cognition. Through this persuasion route, information is processed with careful consideration. This is done by using prior knowledge we have previously gained about a subject, along with logical thinking. For example, assessing a well-structured political campaign speech. From this, the quality of the argument put forward can be assessed. Attitude change as a result of this process will only occur, depending on the merit of the message put forward, and if the quality of the argument is thought to good enough. As the Central route is more likely to be well-thought out and more thoroughly considered, any attitude change that may occur as a result of this model of persuasion is thought to be longer lasting.  Also, the very fact that information has been considered and thought through in this way, means that it is often more personally important to us.
[bookmark: _Hlk509250538]      Alternatively, the Peripheral route is when a group or individual concentrates their attention on factors and characteristics external to the content of the message itself. Through this route, information is not as carefully processed as it would be via the central persuasion route. Attitude tends to be formed by factors such as the attractiveness of the message or indeed messenger, emotions attached to it such as fear or anger. For example, buying a product after a physically attractive or famous person tells us to do so in an advertisement. This route has a low level of cognition. It is said that we often follow this route as an avoidance of meaningful or critical thinking. Effectively, taking a cognitive short-cut.  This often occurs as we as human beings are cognitive misers, meaning we will regularly look for the easiest route available to us when reaching a decision (Fiske and Taylor 1991).  The use of this persuasion model means often completely ignoring the message itself and failing to assess the quality of the information. Attitude change from this persuasion route will depend on the presence of persuasive cues. As this route is less thought provoking and contains low levels of cognitive processing, if there are any attitude changes as a result of it, it tends to be less permanent and more likely to change again. Furthermore, the message may be less personal to us due to the lack logical thinking and reasoning which has gone into the decision-making process. 
[bookmark: _Hlk509233855]      Although the Elaboration-Likelihood Model is a more than plausible explanation for persuasion, it has its fair share of limitations.   Firstly, although the central route and the Peripheral route are put forward as alternative routes of persuasion, are they in fact more directly linked than first thought? It could be argued that if the central route is followed first and foremost, then there would arguably be no peripheral processing. However, if it is in fact the peripheral route that is followed first, could that not in turn lead to central route being followed and more cognitive processing of the message a person is receiving?  
     Secondly, when considering the central route, as thoughtful as a person may be and as much as they would like to analyse any persuasive message they may receive, what if there is no information available to help them to make a decision? Surely then a person would have no choice than to rely on external information when making a decision.
     When thinking about the peripheral route, is there really such a thing as a cognitive short cut? For example, if we are presented with an image of someone promoting something who is not physically attractive and is in fact considered repulsive, is the negative effect of their appearance instead just a basic affective response?  Alternatively, other less cognitive responses to a persuasive message may come from things such as classical condition and familiarity (Zajonc 1968.) 
Finally, when reflecting on the Elaboration-Likelihood Model as a whole, we are aware of central and peripheral routes, but exactly what information will be processed by each route and why? For example, someone may notice the background music on a television advert and process it centrally, whereas some one else may hear a speaker’s message but may process it peripherally.  The Elaboration-Likelihood Model is at present able to describe the persuasive process, but it is unable to forecast the motivational state of a person for them to be stimulated enough to process information in a certain way. 
[bookmark: _Hlk509250595]However, it has been proven to be correct in a real-life situation. Vidrine et al (2006) used a smoking awareness campaign when studying the need for cognition when making a decision.  In this study, participants were shown fact-based information and emotional based information related to the affects of smoking. It was found that those who needed a high level of cognitive thought were more persuaded by the fact-based information, whereas those who only needed a low level of cognition were more persuaded by the emotional based information. 
[bookmark: _Hlk509239883][bookmark: _Hlk509251053]      In conclusion, the Elaboration-Likelihood Model is in the main a good, effective and proven model of persuasion. Although it has some limitations it does have proven success in real life situations. It is also understandable why it is a real asset in the world of advertising and marketing. As through the use of the Elaboration-Likelihood Model, companies are able to put across persuasive messages to us on different levels, catering for various levels of cognition.  However, when studying the field of models of persuasion, we must not forget others such as the Hovland-Yale Model (Kenton 1989), which considers more factors related to possible attitude change, such as credibility of a source and the audience it is being presented to.  Similarly, another dual-process theory, is that of Heuristics (Gross 2015), which is essentially an un-written rule. For example, an audience may be persuaded to agree on a point being put forward by an expert in that particular field rather than someone who is not. Likewise, being inclined to follow the crowd with in the belief that the greater number of people who think something, the more likely it is to be true.  Going forward, a way of potentially enhancing the Elaboration-Likelihood Model, is researching what specific persuasive cues are processed central and peripherally, and whether certain audiences are more susceptible to them than others. Also, further research could be undertaken to establish if there are any particular conditions that influences that influence this. 
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