A discussion on The Elaboration Likelihood Model of Persuasion. Petty & Cacioppo 1886.

        We are all susceptible to persuasion, our views opinions beliefs all differ to varying degrees and are important to ourselves and others. Much can be gained by persuading us to adhere to, covert to, or subscribe to the opinions and values of others, and all areas of our life can be marketed. Whether it be to buy a certain product and so increase the fortunes of others, or to subscribe to views politics policies of a candidate or political party, and so enhance someone’s career or position of power. The world seeks our endorsement and has many ways to persuade us to its way of thinking. However, the discernment we employ in our use of the information we receive, and how we process it will fluctuate depending on the nature of the information seeking to persuade us and the level of involvement and interest or existing knowledge we already hold. For many decades the elaboration likelihood model of persuasion (Petty & Cacioppo 1983, 1986) has been one of the most influential and widely used model of persuasion. we will examine its premises alongside other models of persuasion and consider whether in todays digital society new criteria are emerging.



          One way that change is affected is by systematically processing the persuasive information we receive, this is the central route to processing, Mcguire (1969 & 1985 cited in Hewstone, Stroebe & Jonas 2008 p136) proposed a framework around the stages he believed were involved in this process, it suggests five steps occur, attention, comprehension, yielding, retention, and behaviour. Summed up we receive the information and then choose whether to accept and act on it or reject and discard it.  (reception & acceptance). This argument however does not explain the link between understanding an argument or how this then progresses to prompts us into acting on it. 

 
            The Cognitive Response Model (CRM) developed by Greenwald 1968 and Petty, Ostrom & Brock in 1981 (cited in Hewstone, Stroebe & Jonas 2008 P137), suggests it is not only the receipt of and acceptance of information that is required but we must also respond cognitively when our thoughts are stimulated by the argument. It is necessary that we engage and participate in adding the new information to our existing knowledge and so form our own unique opinion. If then our responses are favourable it is this that then leads to a change in our belief and actions. A system to measure the cognitive responses was also developed by the researchers and this incorporated thought-listing by the recipient, which could later be categorized into favourable and unfavourable thoughts.  The effect of distraction was also a factor the researchers incorporated in the CRM. 



        Is there then another way to influence and persuade people that does not involve strong argument? The success of advertising over the years would indicate yes, most definitely.  Through classical conditioning we see change in our opinions and attitudes effected via a non- systematic process (Hewstone, Stroebe & Jonas (4) (2008) The heuristic systemic model of Chaiken ,Liberman & Eagly 1989,  Chen & Chaiken 1999 (cited by Hewstone, Stroebe & Jones 2008 P139), indicates persuasive information can be delivered through two channels, systematic as previously discussed, but also heuristic or the peripheral route to processing whereby the individual subject displays low motivation or involvement
. 

            The (ELM) Elaboration-Likelihood Model of Petty & Cacioppo, & Schumann 1983, Petty & Cacioppo 1986 and Petty et al 2005 also subscribes to the dual processing theory. The lengthy and in-depth studies were undertaken to test develop and explore the application of the ELM, which became the most cited area of research into advertising and carried huge influence. (Kerr, Schulz, Kitchen, Mulhern, & Beede2015) It supports the theory that systematic processing is the central route to persuasion. We require a high level of motivation to fully engage in systematic processing as it necessitates us incorporating our existing knowledge base, to invest time effort and careful consideration before making any decision, judgement or accepting any change of belief. The Factors that contribute to our high involvement would be the importance or significance or relevance of the topic to us personally which would determine the amount of time and effort we are prepared to invest in our deliberation. The quality and strength therefore of the argument presented is crucial if a change of attitude or opinion is to be successful. Furthermore, It was also found that decisions made via this route were more long lasting and enduring.

         The alternative route of persuasion, peripheral processing as defined in the ELM occurs if we are unable to engage in systematic processing or the central route because either we are not motivated or interested or possibly we do not have the ability or knowledge to fully engage with the persuasive information presented, so we instead adopt a peripheral processing mechanism. The subject reacts via mental shortcuts, and persuasive cues, and are influenced by what they see and how the message makes them feel. Often a level of trust is evoked by the person delivering the message or information, portraying a level of confidence and authority in the message and the person receiving the message is persuaded to think the message must therefore be correct. Through these mental shortcuts, we make our decision in a much shorter space of time. Even the attractiveness or celebrity status of the subject can have a bearing on the persuasiveness of an argument as we already have a liking or even fondness for many celebrities. The original study undertaken in 1983 by petty Cacioppo and Schumann incorporated famous sports personalities.( as cited in Kerr, Schulz, Kitchen, Mulhern, & Beede 2015).

        
        This is the preferred route sought by advertisers, politicians or retailers as changing attitudes and effecting change is easier to achieve in people engaging in this manner of processing. (Baron, Branscombe 2014). In summary messages deemed of high importance to the receiver will require careful processing through the central route and any change in attitude will depend on the strength or argument presented. Meanwhile less important messages will be dealt with on a peripheral level and rely on the presentation of persuasive cues that will in turn trigger a heuristic model of processing.



          In the last two decades society has seen a technological revolution as significant and far ranging in its effect as the industrial revolution of the 19th century. In this still changing social media climate do the findings of the ELM still hold true. A study undertaken by Kerr, Schulz, Kitchen, Mulhern, & Beede in 2015 sought to establish if traditional advertising still holds true and question the relevance of the ELM in today’s digital society. Not only has a large portion of retail shifted to online shopping but also large amounts of advertising budgets have shifted from the traditional mass media to digital channels and online.  All aspects of the original Petty and Cacioppo 1983 study were replicated as best as was possible to test whether the theory of the ELM still addresses and provides a sound model of persuasion to the public in the current world climate. The results however reveal significant differences to the original study and suggest much has changed. A great deal of information was obtained to offer support for current academic debate and indicate a new direction for subsequent studies into research of advertising practice.

        Another consideration in the online market of today is the phenomenon of consumers looking to the reviews section to form an opinion on the product that interests them. A study designed and conducted by Sher & Lee 2009 sought to establish the level of scepticism surrounding online reviews. It became apparent that people with high scepticism to shopping online did not follow the central route for changing attitude as the ELM would predict. Rather they tended to be biased and disbelieving preferring to base their attitudes on their own intrinsic beliefs. Low scepticism shoppers however tended to follow the peripheral route being more persuaded by the number of online reviews, quantity giving the perception of a better and more popular product. In this manner they mirror consumers who are persuaded by peripheral cues and behave in similar ways to people who display a low need of understanding, preferring to rely on the opinions of experts when dealing with complicated issues and decisions.
 

       In conclusion The Elaboration Likelihood Model has been hugely influential in the field of marketing and advertising for many decades being frequently cited in research. Recent studies however would suggest that consumers in today’s ever changing digital society may no longer process information through the established routes of central or peripheral processing. It would seem conventional advertising theory may now need to be challenged and further studies undertaken. (Kerr, Schulz, Kitchen, Mulhern, & Beede  2015).
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