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Discuss the Elaboration Likelihood Model of Persuasion
 The elaboration likelihood model (ELM) of persuasion is a dual process theory developed to describe how attitudes change through persuasion developed by Petty and Cacioppo (1986). The Oxford Dictionary of Psychology (Coleman, 2009) defines persuasion as “The process by which “attitude change” is brought about” and defines attitude as “An enduring pattern of evaluative responses towards a person, object or issue” and this is the definition maintained throughout this essay. 
 Though the ELM is today the most widely used, there have been other Models of persuasion developed. These include the Yale approach to communication and persuasion (Hovland, Janis & Kelley, 1953, cited in Vaughan & Hogg, 2011) and the Heuristic-Systematic Model of persuasion (HSM) (Chaiken, 1987, cited in Darke, Chaiken & Freedman, 1995).  The Yale model was developed around the idea that persuasion is all about who says what and to whom. Within the “who, what and whom” framework of the Yale model the researchers found that popular and attractive speakers are more persuasive than unattractive speakers, a message delivered with confidence is more persuasive than one delivered in a hesitant or nervous manner, and that people with low self-esteem were persuaded more easily than those with high self-esteem. The ELM works from the basis of these findings within the Yale approach, but includes factors of perhaps both an attractive presenter with a weak argument and a less attractive presenter with a strong argument. The ELM gives more of an explanation of persuasion at an individual and situational level than the Yale approach. The HSM is similar to the ELM in that it uses a dual process. However, where the ELM is able to identify motivations for attitude change, the HSM is not. The HSM focuses on "validity seeking" persuasion and people's motivations within the social environment. 
  The ELM is mainly used by businesses for marketing and creating advertisements, to ensure that they are reaching their target audience with their message and using the right cues to attract attention and persuade people to use their product. Another field in which marketing in this way is important is within Health Psychology, in order for health campaigns to be effective, they must be persuasive enough to the people they are trying to target. Research by Shadel, Niaura & Abrams (2001) into the way adolescents processed smoking and anti-smoking adverts. They found that the ELM provided the best explanation of why some adverts were more effective and longer lasting than others, both in encouraging and preventing teenagers in taking up smoking. In the paper, the researchers predicted that teenagers are more likely to use peripheral route processing when viewing both types of advert, potentially leaving them vulnerable to pro-smoking advertising. The ELM has also been used to enact positive change in people. A study by Ernst & Heesacker (1993) used the ELM within a study of college students to try to encourage them to utilise assertiveness training they have received in their everyday life. The test group received an ELM-based workshop, whereas the control group received standard training. Following each workshop, each group was asked to fill out a post-test survey on how they viewed their own ability to assert themselves. After two weeks the participants were followed up, and the researchers found that the test group reported they were using the skills they had learned far more often, and to more perceived effect than the control group. 
  The ELM was developed with the intention of creating a framework to simplify and understand the basic processes that underlie the effectiveness of persuasive communications. They found upon reviewing literature on attitude persistence, that many findings could be simplified into two distinct routes to persuasion. The first of which most likely results from an individual’s careful and close consideration of the information given to them, this is referred to as the central route.  The second route is where persuasion occurs through a cue (e.g. an attractive source) rather than any real scrutiny of the information presented. This is known as the peripheral route. 
  Central route processing requires thoughtful consideration and evaluation of the source; Therefore, it requires the person being persuaded (the receiver) to have the ability and motivation to be able to do this. The receiver needs to have active involvement with the source material in order for the central route to be utilised. If the receiver is not interested or distracted, they will not be able to employ central route processing, meaning persuasion will not take place or will be much more difficult. 
  If central route processing is active, then peripheral route processing is passive. The peripheral route is employed when the receiver is persuaded by the source based on cues other than the ideas or strength of the argument in the information they are given. These cues could be anything that “catches” the listeners attention, this could be that they perceive the speaker to be an expert, or that the speaker is attractive to the listener. Peripheral route processing can also be used when the listener notices that the information contains numerous arguments, but lacks the ability and/or motivation to think about them critically. The purpose of the peripheral route is to be “shortcut” to persuasion. It relies on the listener having little interest in the actual subject, and being swayed by the appearance of the source or content to make a decision. 
  Petty and Cacioppo considered central route processing to be the more effective of the two. They found that changing attitude via central route processing meant the change was longer lasting, and the person was less likely to change their mind again. This has been supported by further research, including a study by Haugtvedt & Petty (1992) in which they investigated the levels of endurance of cognitive processing. In the study, participants were categorised into High Need for Cognition (High-NC) for those who used central route processing and Low Need for Cognition (Low-NC) for those who used peripheral route processing. As a control, participants were shown an advertisement and were asked to fill in a questionnaire about it. Two days later, the participants were given the questionnaire again. As expected, the High-NC group’s opinions on the subject of the advert had not changed. Following this, both groups were again shown an advert, and filled in a questionnaire on their opinions, but this time they are also shown a “counter-advertisement” to what they had just viewed. The findings of the study showed that following the counter-advert, the Low-NC group showed differing responses to what they had initially given, whereas the High-NC group remained relatively the same in their attitudes. This finding would support Petty and Cacioppo’s findings that the central route is more effective when trying to change a person’s attitude.
 The ELM suggests that as the central route results in more effective, longer lasting attitude change, then it overshadows the peripheral route. This caused some disagreement in the community of researchers investigating attitude change, with those who believed that the peripheral route was just as significant. Petty and Cacioppo also imply that the central route is evidence-led, while the peripheral route is more emotion-led. To investigate this, Morris, Woo & Singh (2005) carried out a study using two groups, cognitive elaborators (central) and cognitive misers (peripheral) and asked them to watch a video advertisement and recorded the participant’s responses. The researchers found that the cognitive elaborators showed more of an emotional response to the advert than the cognitive misers. This would suggest that the dual process theory of ELM is not as “black and white” as it seems. Despite this, there is very little literature to criticise the ELM and studies investigating its effectiveness have been largely agreeable. 
  In conclusion, though some research has been made into the effects of persuasion made via the peripheral route, these are still in the minority. More research would need to be conducted into the endurance of the peripheral route before it would be viewed to have the same endurance as persuasion via central route processing. A dual process approach does seem to be able to cover most situations where attempts at persuasion may be used, in more depth than the Yale approach, and in a more quantifiable, definite way than the HSM. Investigation into the topic shows that there is exhaustive evidence to support the significance of the Elaboration Likelihood Model in everyday life.
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