The Elaboration Likelihood Model of Persuasion

The topic of persuasion has been a great interest in psychology for many years, one of the questions regarding this was whether attitudes and attitude changes were able to predict or influence behaviour, the elaboration likelihood model (ELM) according to Petty and Cacioppo means for people to listen to persuading information and analyse their arguments. (Hogg A, M. & Vaughan M, G. 2005). Influence comes from two routes and depending on how the messages are being received, either thinking into the information in a great deal or too little, depends on their likelihood on being persuaded. Researching persuasion in psychology observes the central and peripheral routes, the 'central' example indicates the elaboration likelihood model to be high and in comparison, the 'peripheral' example would be lower. (Petty E, J. & Cacioppo T, J. 1984). The peripheral route is also known in regard to classical and operant conditioning, as well as attitude changes and persuasion. Research proposes that attitudes could also impact the measure of persuasion by performing as information processors (Dillard P, J. & Pfau, M. 2002). The effect that mood has on people’s judgement has been researched and suggests that mood can be considered an information process that controls a person’s behaviour.
Several psychologists believed that if attitudes did not impact an individual’s behaviour then their theory must be disregarded. (Petty E, J. & Cacioppo T, J. 1986). A potential cause of human behaviour could be social influence, as stated in the ‘Social Impact Theory’ (Jackson J, M. 1987). (Latané, 1981; Latané & Nida, 1980). This theory defines how social impact can push people to behave or think in a certain way. Another belief about the ‘Social Impact Theory’ is that social force is where the persuasion to do things is based off a pressure, within this theory there are three elements. The strength would determine how much ability or power you consider the individual influencing you has, the immediacy would depend on how relevant or important the influence is to you at the time. Then lastly, the number of people pressuring you to do something, the more social impact it'll have. (Jackson J, M. 1987). 
One psychological perspective when looking into persuasion could be pro-social behaviour, this term is used when the behaviour of an individual intends to help another. (Dunfield A, K. 2014). Hypothesizing socialization to be a key factor in persuasion has caused some difficulty as fundamental personalities traits and individual differences are not easy to evaluate. Although, within pro-social behaviour three factors are thought to be obligatory when helping another individual in a negative time of need, such as the ability to view another individual’s situation and recognize if they are in need, the ability to resolve the issue that person is facing and the impulse to assist that person. An example of this would be noticing somebody intoxicated on the street and depending on whether other witnesses intervene would impact a person’s persuasion to join in and help, or depending on that individual's mood at the time and whether they would receive any personal benefits for getting involved. These elements in pro-social behaviour can massively influence a person’s ability to be persuaded into a certain behaviour as their mood is the determining factor of whether or not to intervene (Dunfield A, K. 2014).
Social psychology also has new prospects regarding persuasion, these move concentration towards the definition of persuasion in more modern societies through media. The main influences in modern society for matter of persuasion are not only changes of attitude but communication, social influence and group processes. Most issues regarding research are studied through social psychological processes although it is more commonly approached through multiple perspectives. (Marková, I. 2008). Documentation in social psychology supports the idea that varied processes are involved in high-low elaboration likelihood conditions. An example of this would be, the stronger the argument or message the larger impact of persuasion it would have in higher circumstances compared to lower involvement. (Petty E, R. & Cacioppo T, J. 1984). Within social psychology, if an individual has a strong independent character then that person is less likely to be persuaded by social norms or society, this would mean they are able to determine correct and incorrect behaviour themselves and social influences would not be relevant. (Hogg A, M. & Vaughan M, G. 2005).
Within cognitive responses of persuasion, when a person receives persuading messages, they will try to associate any new communication to their own collection of thoughts. With this, the individual could be expected to acknowledge a reasonable amount of emotional situations besides communication alone. Cognitive reactions of persuasion indicate that for some individual’s, their own responses are more persuasive that the arguments that another is trying to make. (Petty E, R. 1977).
Regarding the ‘Elaboration Likelihood Model’, it discusses how an individual’s motive and competence to elaborate on information could decide on whether that person would participate in either central or peripheral processing. (Dillard P, J. & Pfau M. 2002.). ‘The Elaboration Likelihood Model’ suggest that individuals are often provided with several different types of persuasive communication that it is near enough impossible to examine which attempt of persuasion was the most effective. Depending on the person’s capability to expand on information, if it is high then the central processing of the information will arise, which means the person would be able to critically evaluate the information more and depends on the quality of arguments (Hogg A, M. & Vaughan M, G. 2005). However if the individual’s ability to elaborate on the information is lower, then they would be less likely to evaluate that information, thus following the peripheral route process which means to depend on the existence of persuasion arguments. (Dillard P, J. & Pfau M. 2002.)
In comparison to the ‘Elaboration Likelihood Model’ where people evaluate persuasive arguments, Chaiken’s 1987 ‘Heuristic-systematic Model’ believes that the longer the argument, the stronger the argument. Like cognition in reasoning the importance of how persuasive information is handled expands on elements such as mood, which explains how feeling positive could change the way people interpret information, which is displayed across both theories. According to Chaiken’s theory, judging the validity of the persuasive message could include the length of the argument and along with the number of facts in the argument, as well as the individual presenting the argument and their level of expertise and attractiveness. The result of these would then depend on the listeners and their mood, positive or negative affecting their information processing. (Zanna P, M. & Olson M, J. & Herman P, C. 2014). As an example this would mean the person presenting the information, relying on their level of expertise and their attractiveness would result in the listener possibly agreeing more because they are happier or people tend to agree more when the person presenting the argument is likable themselves. Also, for the listeners, they may believe that if a substantial amount of others agree with the information then it must be valid.
 To conclude the differences and similarities between the ‘Elaboration Likelihood Model’ and the ‘Heuristic-systematic Model’, depending on the individual’s mood during participation and motivation to accept the information being presented to them then they may consider it more effectively. The individuals would then be using their central route processing as reported by the ‘Elaboration Likelihood Model’ or using their systematic processing approach as stated by ‘Heuristic-systematic Model’. However, when there appears to be an attention deficit when retrieving information the individuals would resort to the peripheral route according to Petty and Cacioppo due to laziness. Although according to Chaiken, people would resort to heuristics out of laziness and they are referred to as simple decision rules. 
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