Discuss the Elaboration Likelihood Model of Persuasion

Attitudes can influence many things including persuasion. Attitude change is defined as “Any significant modification of an individual’s attitude”, (Hogg & Vaughan, 2014). Changing the attitudes of an individual involves a communicator, the type of communication and how the information is used. When looking at persuasion it is defined as many things by different people. Perloff (2010), defines persuasion as “a symbolic process in which communicators try to convince other people to change their attitudes or behaviours regarding an issue through the transmission of a message in an atmosphere of free choice”. With persuasive communication the                                                                                                                                                                                                                                                    intention is to communicate a message which will inevitably change a person’s attitude and behaviour towards a certain subject which may help the communicator. There are many different ways that people can be persuaded, such as an individual of high authority, mass media seen during the war with propaganda posts, celebrities and social media. Previous studies such as the Yale attitude change programme (Hovland, Janis & Kelley, 1953) looked at how people understand and accept the information by, as stated earlier, three key ideas. These being the communicator (who) which brings the ideas of the source being an expert and how attractive the communicator is. The communication (what) which looks at the message factors such as perceived manipulation meaning we are persuaded more easily when we do not think that a message is there to purposely change our views. Also they focused on the audience (whom) which focuses on self-esteem and distraction. They also identified four steps which include attention, comprehension, acceptance and retention of information. From looking at this model, it is clear to see that these ideas influenced Richard Petty and John Cacioppo’s Elaboration Likelihood Model 1986 which will be discussed throughout the following essay.
The Elaboration Likelihood Model created by Richard E. Petty and John Cacioppo (1986), focuses on a dual processing theory which aims to describe the change of attitudes due to persuasive messages. It is a cognitive model and is a structure for forming and understanding the basic ideas that underlie the effectiveness of the persuasive communications. It tries to combine different findings from studies and pool them together as seen in the Yale programme (1953). According to the model, when people receive the specific message of persuasion they think about the arguments and the validity behind the actual message. 
Motivation plays a huge role when dealing with the argument as elaboration results occur. The word elaboration refers to how much effort a person puts in to gain knowledge of the topic, give it time to process and evaluate the message to remember it and then decide whether to accept or reject it. The individual may not think accurately and in detail of the topic presented as they only fully process things that have a meaning to them. 
From looking at different types of persuasion from the past to the present, the model looks at different processes and categorises them into 2 routes of attitude change. One being the central route and one being the peripheral route. These two routes are both ends of a spectrum which ranges from thoughtful processing and non-thoughtful processing. As there is a clear difference between these two routes, it is helpful to look at the 3 factors which undermine persuasion seen in the Yale programme which include the communicator, the message and the audience. With regard to these 3 ideas, motivation of an individual and the level of elaboration will determine which process they will go through. If there is a high level of elaboration, then the central route will be used and if there is a low amount the peripheral will be used. 

The central route of persuasion is made from a person’s thoughts and consideration of specific messages or ideas which are being presented. As an individual we extract information which will meet our needs and consider the other arguments on that topic and if we disagree with them. Within the central route, the information being given must be convincing to an individual for them to accurately think about how they will respond to the argument given. In some cases, an individual may not be motivated if they do not have enough knowledge of the information given and may not have the time to understand and analyse the topic. Therefore, an individual from this perspective can only be persuaded by an argument they pay full attention to and are critical and thoughtful of every aspect of the message to retain the information for later use. 
The peripheral route to persuasion is used when motivation and the ability to pay attention to the argument presented is low. This route consists of an individual deciding to agree or disagree to the messages presented due to a small cue which does not show the actual values of the information given but brings change. This is not based on relevant thinking and does not rely on systematic processing. When using this route, a person is more likely to prefer a product from an advert with something that catches their eye such as an attractive model or a brightly coloured holiday advert. The peripheral route can also come into use when a person is persuaded because they notice that a message has many arguments. For example, with the communicator a person will look at how valid the information is, by looking at who the information is from,  such as an expert and if its backed by statistics rather than what the argument is made of. So, someone may decide to agree with a message if the information appears to be from an expert who has strong knowledge of a subject or is attractive.
In a subliminal advertisement study by James Vicary (1957), he had the phrase “drink coca cola” and “hungry, eat popcorn” flashed randomly on a cinema screen through a film and people were found to go and buy the items and sales increased. The cues were the items being shown as the idea of coca cola and popcorn catch someone’s attention due to the reputation they have and therefore, were attracted to the product. This is an example of how a small message conveyed for a short amount of time can persuade a person to do something.
Another study which shows how the model works in relation to the 3 factors of persuasion is Milgram’s Study of Obedience (1963). Ideas from the ELM suggest that a person is more likely to be persuaded by someone who seems to know what they are talking about and of higher authority. During this study the experimenter was viewed as a high authority figure as findings show that of the 40 participants used, 100% of them shocked the confederate and reached 300 volts. This shows that those participants who took part believed that the experimenter knew what he was talking about when he gave messages such as, ‘Although the shocks may be painful they are not harmful’.  Participants who wanted to stop giving shocks were persuaded by the communicator to carry on.
However, regarding the type of route to take, what happens if there is an issue with a cue not being responded to correctly, and how behaviours are predicted from this, was looked at by Obermiller and Bitner (1984) in a pilot study. They looked at how atmosphere is a crucial peripheral cue for evaluating products within the location of a purchase (shopping or browsing), causing different levels of motivation. The results showed that a pleasant environment improves product evaluations when in a low state of motivation (browsing), but the environment has no effect on these evaluations when the participants are highly motivated (shopping) which is predicted by the model. Even though the study does not look at the actually issue of how to know in advance that the environment will act as a peripheral cue, it does add to the knowledge of how and when it may be used as a cue to influence the attitude we have towards products. 
In contrast, there are benefits regarding marketing, and there are different variables such as person, product category and situational variables which can be used to explain responses (Punji and Stewart 1983). But these variables then contradict the means of the model. For example, according to Cacioppo, Petty and Morris (1983) they suggest that people who have a “high need for cognition” may enjoy thinking and therefore will be more open to central cues with no relation to the situation. With situational factors these include time pressure and irreversibility of the decision. With product categories these may influence the model as some people may not be able to evaluate central cues as they find it difficult to understand. Examples of this include professional services, as peripheral cues such as office surroundings may be looked at. Therefore, businesses such as law firms will not be able to comprehend with the central cues as an individual would already have a cue for that setting.
In conclusion, many studies support the Elaboration Likelihood model but there are also limitations seen regarding the different routes. The study related to product evaluations show the issue of the peripheral route but also support the working of the model. However, there are still issues regarding the other processes which are used in conjunction to the model as this doesn’t support the model working independently. Nevertheless, there are many ways in which both cues are seen to have worked and have supported previous research including the 3 factors which underpin persuasion identified by Hovland, Janis & Kelley (1953). Therefore, the Model can work with regards to persuasion changing a person’s attitude towards a certain argument. The model overall is a very influential model as it does help advertisers when selling products.

References
Bitner, M., & Obermiller, C. (2018). The Elaboration Likelihood Model: Limitations and Extensions in Marketing. Acrwebsite.org. Retrieved 19 March 2018, from https://www.acrwebsite.org/volumes/6427/volumes/v12/NA-12
DiClemente, R., Crosby, R., & Kegler, M. (Eds). (2013). Emerging theories in health promotion practice and research (2nd ed., pp. 187-188). San Francisco, Calif.: Jossey-Bass.
Elaboration Likelihood Model. (2018). Cios.org. Retrieved 13 March 2018, from http://www.cios.org/encyclopedia/persuasion/Helaboration_2routes.htm
Elaboration Likelihood Model Theory – Using ELM to Get inside the User’s Mind. (2018). The Interaction Design Foundation. Retrieved 14 March 2018, from https://www.interaction-design.org/literature/article/elaboration-likelihood-model-theory-using-elm-to-get-inside-the-user-s-mind
Hogg, M., & Vaughan, G. (2014). Social psychology (7th ed.) Harlow: Pearson.
James Vicary: Experiment & Overview | Study.com. Study.com. Retrieved 13 March 2018, from https://study.com/academy/lesson/james-vicary-experiment-lesson-quiz.html
Perloff, R. (2010). The dynamics of persuasion (4th ed., p. 12). New York: Routledge.
THE ELABORATION LIKELIHOOD MODEL OF PERSUASION. (2011). Uni-muenster.de. Retrieved 13 March 2018, from https://www.uni-muenster.de/imperia/md/content/psyifp/aeechterhoff/wintersemester2011-12/vorlesungkommperskonflikt/petty_cacioppo_elm_advaexpsocpsy_buchkapitel1986.pdf
[bookmark: _GoBack]Yocco, V. (2018). Persuasion: Applying the Elaboration Likelihood Model to Design. Alistapart.com. Retrieved 13 March 2018, from https://alistapart.com/article/persuasion-applying-the-elaboration-likelihood-model-to-design
