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Persuasion is a powerful force that has the ability to influence a person’s attitudes and core beliefs, which can result in behaviour change. Tesser (1993) suggested that a person’s attitude or beliefs are innate, and are a result of a person’s sensory, cognitive and personality traits. On the contrary, LaPiere (1934) did not find a link between a person’s attitude and their behaviour, whilst later studies contradict this and suggest that attitudes can, indeed, predict future behaviours of a person (Glasman as cited in Kassin et al, 2011). It could be suggested that a person’s behaviour is not solely based on a person’s attitude; it is also influenced by their core beliefs and how they believe others expect them to behave. Social pressure can also influence behaviour (Kassin et al, 2011). In accordance with the theory of planned behaviour (Ajzen and Fishbein, 2005) there are three factors which can occur to change a person’s behaviour. This theory suggests that one’s attitude towards the behaviour, their subjective norms and their perceived behavioural control all contribute to the intended behaviour, which then results in behaviour. For behaviour change to occur, Perloff (2003) attributes persuasion as an attempt by others to change the attitude, belief or behaviour of another individual or group through pervasive communication or messages. Persuasion is an act of communication, whether it be verbal, non-verbal, via mass media, for example adverts, or even through online use. The message may be reasonable, emotional, factual or even unreasonable, and persuasive messages communicated may be through an argument based on factual information or a simple cue, for example music. Whilst persuasion does not automatically happen, there must be a message communicated. 
There are many theories and explanations suggesting how and why persuasion occurs. By the 1970’s attitude change had become a popular topic of interest (Petty & Brinol). One systematic attempt to explore persuasion was the Yale communication and attitude change approach by Hovland et al (1953), which suggested that people need to learn the main body of the message and be motivated to accept it in order to be persuaded by the message. Hoyland et al (1953) also suggested that people who seemed creditable, for example a person with a good occupation, or attractive speakers would be more persuasive. This theory built the foundation for the Elaboration Likelihood Model by Petty & Cacioppo (1986), which will form the basis of discussion for this paper.
Petty and Cacioppo’s (1986) Elaboration Likelihood Model of persuasion is a dual cognitive process theory. This model suggests that a person may be influenced by information or cues accessing two different routes to change a person’s core beliefs, attitude towards something and then, as a result, behaviour.
The Elaboration Likelihood Model suggests that, when the persuasive message is presented, it can take one of two routes, the central route or the peripheral route. This does, however, depend on a number of variables, including how, who, or when the message is given, for example, the elaboration being high or low will influence which route it will take (Petty & Cacioppo, 1986). The message will be processed by the individual, thought about critically or not, then the belief or attitude will change. Depending on the strength of the message, cue or argument, behaviour change will occur, which is described within the model as elaboration, or vice versa, depending on which route it has taken. 
When a person is presented with persuasive communication and at the high end of the elaboration continuum, the person will process the information. If the individual is paying attention, motivated and able to logically think and question the message given, the central route to persuasion will be taken in accordance with the model, compared to someone who may be less informed about the topic being delivered; that way the peripheral route to persuasion will likely be taken. Although it could be argued that people who are better informed are more likely to learn the message but are less likely to change their attitude or belief about the topic resulting in a behaviour change (Rhodes & Wood, 1992), compared to those who may be distracted or uninterested (Festinger and Maccoby, 1964). In order for the persuasive communication to take the central route, other factors may contribute, such as the reliability of the source, for example what are the facts and figures based around the argument, can they relate to this topic being portrayed, and can that person make an informed and rational decision. 
When the persuasive message has taken the central route of persuasion and changed one’s attitude, a behaviour change may occur, although the basis of research undertaken by Petty, Cacioppo and Schumann 1983 (cited in Kassin et al, 2011) focuses on the theory that the central or the peripheral route alone can change attitude. 
[bookmark: _GoBack] The second route that the Elaboration Likelihood Model suggests is the peripheral route of persuasion. Stroebe 2000 suggested that attitudes that are changed by the peripheral route will be less stable and easily changed by strong counterarguments or cues. This is in comparison to logically based attitude change by the central route. The peripheral route is used when at the low end of the continuum, when the person has little knowledge, interest in the topic or a person is not paying full or any attention, and has not taken in all of the information or message being delivered. During the peripheral route it is suggested that it takes little processing and relies on mainly general impressions, such as the origin of the message. Chaiken, (1987) suggests that the Heuristics – Systematic Model of Persuasion, which discusses mental shortcuts used during the peripheral route of persuasion, provides evidence for the aforementioned ‘general impressions and message origins’, providing examples such as considering whether the person relaying the information is of high status, or someone seen as powerful or well educated, will lead one to assume that their message is correct (Priester & Petty, 1995). Another example used as a heuristic-mental short cut, especially within social influence of mass media advertising, are celebrities, being figures of emotional effect and  influence. In accordance with the model, this changes the belief of the individual, which in turn influences the behaviour, resulting in an attitude change. This is in direct contrast to how the central route changes behaviour. The peripheral route, as suggest by Shavitt et al (2004), is not simply a route for cognitive based attitude changes; it is also used by emotional appeals of pervasive communication, and these are known as affectively based attitude changes. 
 In contrast, a limitation of this model is that these studies were undertaken during the 1980’s, whereas today, within the 21st century, advertisement is very much within everyday life, with the introduction of the world wide web and an increase in television and radio adverts and, enhanced knowledge and research surrounding persuasion. Advertising is, undoubtedly, a powerful force of persuasion which can affect a significant number of people on mass, known as mass media. With mass media comes strong social influence. Lodish et al (1995) conducted in-market experiments between 1982 -1988 and suggested that 60% of adverts for new products lead to sales, which is a clear indicator of the strength of advertisement within everyday life. 
To conclude this discussion, whilst the Elaboration Model discusses how different types of pervasive communication take different routes in persuading a person to change their attitude towards something which influences behaviour change, it is clear, that whichever route the message may take the output of behaviour change remains the same. It is important to note, however, this model does not consider everyday life situations, and seems to focus solely on the impact of advertisement which is set out to purposely persuade a person. This reflects the fact that the original study was based around consumer behaviour and marketing and not day to day situations, however, to build on this model and to incorporate everyday life situations, a future study could be conducted to strengthen the model. 
Whilst it is important not to discount the limitations of the study, and ways in which future research could be strengthened, it is undoubtable that the Elaboration Likelihood Model has contributed significantly to psychologists’ understanding of the effects persuasion. This is supported by O’Keefe (2002), who states that the notions that variations in character and variables of persuasion have profound effects on the process of persuasion, as outlined within the model, act to appease conflictions regarding the ‘role played by various factors in influencing persuasive effects’ within the evidence. This, states O’Keefe (2002), highlights the Elaboration Likelihood Method as ‘an important step forward in the understanding of persuasion’. 
 


