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                                                            Abstract 

[bookmark: _GoBack]The Elaboration likelihood model (ELM) is a theory of persuasion develop by Petty and Cacioppo (1986). It was developed to explain inconsistencies in attitudes research (DiClemente et al., 2002). According to Simons (as cited in Chaiken and Trope, 1999), attitude is typically consider as a “relatively enduring predisposition to respond favourably or unfavourably” toward something (p. 80). Attitudes are not inherent but learned and changeable evaluations, which play role in one’s behavioral tendencies (Chaiken &Trope, 1999).  ‘’ Whereas past models tended to emphasize one effect of a given variable and one process by which that effect occurred, the ELM organized multiple persuasion processes into two routes to attitude change. ’’, central route and peripheral rout (DiClemente et al., 2002). This paper will attempt demonstrate how individuals attend, and respond to, persuasive messages, according to the (ELM).
 







According to Petty (as cited in Kruglanski and Thompson, 1999), ‘’there are two routes to persuasion that operate in different circumstances, and there are different consequences of each route to persuasion ... (hence, the ELM) focuses on different persuasion processes that can operate in different situations" (p. 84). 
Those routes types are referred to as central route and peripheral route .Out of the two the central route or elaborated route is consider to be more complex, due to its relines on cognitive processes such as attention and thought. The Central route heavy relies on the argument used by the persuader. They are three types of Elaborated Arguments: strong, neutral and weak. According to Petty and Cacioppo (as cited in Chaiken and Trope, 1999), “Strong arguments create a positive cognitive response in the minds of receivers while also positively aligning the receivers’ beliefs with those views of the persuader”. Strong arguments are most likely to create long term attitude change. Neutral arguments don’t lead to attitude change (Chaiken &Trope, 1999). Weak arguments produce a negative cognitive response those not only preventing attitude changes but also increasing the likelihood of expecting opposed arguments (Chaiken &Trope, 1999).
Still, no matter if the persuader delivers highly rational argument supported by a large amount of evidence and information, persuasion trough elaborated route depends also on how carefully and extensile individual thinks about the delivered message (Chaiken &Trope, 1999).  This is determined by two factors, their motivation and ability to process the presented massage.  For example during election campaigns political candidates tend to engage in extensive political debates and speeches, in order to reach out to potential voter. If the voter don’t engage in listening to the argument by candidate this suggests a lack of motivation from the side of the voter immediately eliminating the possibility for persuasion. Still, even in the presence of high levels of motivation and ability, if the manner of presenting the arguments is to complex the voter inability to understand it. The ELM states that if an individual lacks either motivation or ability, an elaborated message is of little value (Chaiken &Trope, 1999).



Even If the target audience lack of motivation and ability to engage with more complex argument prevents them of reaching of long-term attitude change, persuader can attempt to influence  the using the ‘’peripheral  route to persuasion’’ (Chaiken &Trope, 1999). ‘’ Peripheral messages rely on a receiver’s emotional involvement ’’ (Chaiken &Trope, 1999). In order to reach a wither range of demographics politicians often use simple massages such as unite and love. Still, using peripheral route can lead only to short-turn changes at best.  They are three types of peripheral messages positive, neutral and negative (Chaiken &Trope, 1999). Positive massages can result in weak, positive changes in attitude. Neutral massages don’t show any changes in attitude. Negative peripheral massages produces negative emotional response in the receiver (Chaiken &Trope, 1999).              

                                                             Conclusion 
The Elaboration likelihood model makes clear predictions abut how individuals attend, and respond to, persuasive messages (Chaiken &Trope, 1999). It predicts that long-term attitude changes can be stablished if the receiver displays significant motivation and ability towards the elaborated message, as well the ability of the persuader to establish coherent well formulated arguments. However, if the receiver is presented with a poorly established incoherent argument, the presentation of tends to have opposite effect may cause the receiver not only to reject elaborated massage, but also to assume an opposite view point. If the persuader determines that long-term attitude changes can’t be establish in to the target audience via elaborated rout, he should focus on emotional influence via peripheral messages. However, the chances of establishing anything more than short-term attitude changes is negligible. Ultimately, a persuader should always try to identify the type of audience his the targeting in order effectively determine which route will caries the best chances for establishing prolonged attitude change, with a minimal risk of undesirable backlashes. 
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