


To discuss the elaboration likelihood model of persuasion, it would be prudent to firstly, look at how psychologists define the words ‘persuasion’, ‘elaboration’ and the term ‘attitude change’. Secondly, the assignment will discuss Petty & Cacioppo’s (1986) elaboration likelihood model of persuasion, looking at what it is, its origination, the model’s key points, route determination of the model, the role of the argument(s) in attitude change, some of the fundamental processes within the elaboration likelihood model and finally, the four main constructs within the elaboration likelihood model.
There are some words in common use that have a different definition in a psychological dictionary compared to a standard English language dictionary. So, what do we mean by persuasion? Persuasion is where an attitude change takes place after being presented with information pertaining to or against our beliefs and attitudes of a certain subject, person or issue (Colman, 2015). Elaboration is level at which the processing of information takes place and how that information is processed in relation to the individual’s belief or knowledge (Colman, 2015), and attitude change is where an individual’s attitude towards an issue, subject or person is changed due to persuasive messages (Colman, 2015). These terms being defined now will enable easier understanding of the assignment.
So, what exactly is the elaboration likelihood model of persuasion? And how did it come about? According, Petty & Cacioppo (1986), the elaboration likelihood model deals with persuasion and describes changes of attitudes. The elaboration likelihood model, is a dual process theory, in that it has both a ‘systematic route’ (Baron, Branscombe, & Byrne, 2008, p. 169) and a ‘heuristic route’ (Baron, Branscombe, & Byrne, 2008, p. 169) to deal with persuasive messages and communications. The elaboration likelihood model will determine which route an individual will use by looking at the individual’s motivation and their cognitive ability to process and evaluate the presented argument. The model was derived after a meta-analysis of previous studies into how persuasive messages worked, by Petty & Cacioppo (1986), there had been a rich vein of work previously done, and as there was no one underlying theory, things went quiet, and the main model being used was the Hovland-Yale model (Hovland, Janis, & Kelley, 1953), which placed an emphasis on three prominent factors, the source, that an expert in a field will be more readily listened to than a ley person in Source Credibility theory (Bochner & Insko, 1966), the message, as later established that what is said and especially from a two-sided argument will work better (O'Keefe, 2005) and finally the audience it is aimed at, McGuire & Papageorgis (1961) found more intelligent audiences would be more persuaded by valid arguments and their attentions span and understanding is better.
The ‘systematic’ or ‘central route’ is used when the elaboration of a message is high, and thoughtful consideration of a given argument or message that leads to persuasion, and the attitude change caused by this would be enduring and resistant due to the cognitive effort used by the individual.
The ‘heuristic’ or ‘peripheral route’ the cues received under the peripheral route are generally unrelated to the quality of logic of the stimulus, and persuasion results from the individual’s associations with the cues either positively or negatively. These cues that are used include varying factors such as the speakers’ credibility, for example, a person in authority, or attractiveness, for example, using attractive people in adverts or does the message sound too good.
The elaboration likelihood model explains that cues fall into six basic categories, that are: the reciprocation cue, for example, ‘you owe me’;  the consistency cue, for example, ‘things have always been done in this way’; the social proof cue, for example’ everyone else is doing it so why not; the liking cue, for example, ‘you love me, so go on love my idea or product’; the authority cue, for example, ‘because I am the boss and I said to’; and lastly the scarcity cue, for example ‘buy now, limited supply, once gone, they are gone’
The key points of the elaboration likelihood model are; firstly, that same variables, can be processed either as an argument or as a cue, dependent on the amount of cognition used, according to Fiske & Taylor (1991), people are cognitive misers. Secondly, that any variable within the content could induce an attitude change any time through multiple processes. Thirdly, if the stimulus encourages the individual to think, then those variables (source, message, recipient or context) could impart some bias in the cognitive process, thus affecting different processes and attitudes at various times. Though in addition to serving as cues and arguments, these variables can also influence the amount of cognition involved through persuasion. 
So therefore, what exactly is it that determines the route used in the elaboration likelihood model? This is based on the individual that is receiving the message, such as the motivation, attitudes and personal relevance of that individual, for example, they wish to buy a car, a beer advert will do nothing. Then there is the need for cognition, does the individual have the cognitive ability to gain a balanced understanding, as there are individuals with impaired cognitive ability, would they understand the message in the same way as a person with a high intelligence quotient. There must also be taken into consideration whether there are any distractions and if there is familiarity with the relevant subject, for example, listening to a lecture in a noisy lecture hall will impede gaining knowledge, especially if no prior knowledge of the subject. Another point is that of how strong the argument is and what is its role? Whether it for or against the individual’s beliefs. Also, persistence of the message over time can effect change, or if the individual can resist the counter persuasion. If on the other hand the argument is a weak one the ‘boomerang effect’ (Hovland, Janis, & Kelley, 1953) where if the argument starts to change the opinion of an individual and the message loses focus or power then the original attitude will come back.
	The four main constructs built within the elaboration likelihood model are that it; primarily, argues that when a person encounters some form of communication they can process this with varying levels of elaboration from a low degree of elaboration to a high degree. Secondly, the elaboration likelihood model predicts that there are a variety of psychological processes of change that operate in varying degrees, dependent upon the individual’s elaboration functionality. Thirdly, the elaboration likelihood model predicts that any given variables within a persuasive message can have multiple roles, for example, as a cue to judgement or an influence on thought direction, of the message, and that the role of the variable is determined by the elaboration the individual applies to it. Finally, the elaboration likelihood model predicts that the degree of cognition used in the persuasion context determines the outcome of the attitude to change or ‘boomerang’ (Hovland, Janis, & Kelley, 1953).
To summarise, this paper has looked at psychological definitions of words, prior to discussing the elaboration likelihood model of persuasion; looking in order at what it is; the key points of the model, how routes within the model are determined, what the role of arguments is in attitude change. The paper then proceeded to discuss the fundamental processes and finally looked at the four main constructs within the elaboration likelihood model.
Thus, in conclusion, if an individual is intent on forming a long-lasting belief of a topic, then it would be advantageous to use the central route, as this is where all sides and opinions of an argument will be scrutinised to form a balanced opinion. This does take considerable time, energy and cognitive ability, it is not worthwhile in all communications received as there may not be the time, knowledge or opportunity to assess a proposal for full merit. For those times there is the peripheral route, which saves time and cognitive energy if only a limited amount of time is available, and as previously stated individuals are cognitive misers (Fiske & Taylor, 1991).
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