Discuss the Elaboration Likelihood Model of Persuasion

The aim of this assignment is to understand and discuss what is meant by the Elaboration Likelihood model and how individuals attend and respond to the use persuasive messages. 
	Persuasion is the area known that addresses the attitude change as a result of processing information, this would be in response to the messages about the attitude objects. Petty and Cacioppo (1981) suggest that “the theories of persuasion can be ordered according to the amount of cognitive effort involved in the change processes that they focus on”. (Cited in (Hewstone, 2001, p. 249). 
	Research has been carried out between the relationship of persuasive communication and attitude change. This is most associated with advertising. Schwerin and Newell (1981) believe that without attitude change taking place then behavioural change cannot occur. For a long time, social psychologists have shown a great interest in the nature of successful and unsuccessful persuasion. However, although persuasive messages play a large role in determining human social behaviour, it has only been within the last thirty or so years that social scientists studies that make persuasive messages effective. (Cited in (Hogg, 1998).
	Since the 1980s, most persuasion research has been based on a dual process model. This could either by the elaboration likelihood model or the heuristic-systematic model. Both these models show comprehensive frameworks of persuasion. Both the elaboration likelihood model and the heuristic-systematic model incorporate that the assumption of cognitive response is about active and effortful processing, but also it addresses persuasion that is based on effortless processing. (Cited in (Hewstone, 2001).
	After the second world war Carl Hovland spent his time in Yale University where he conducted the first coordinated research program that was dealing with the social psychology of persuasion. They suggested that to understand why people would attend to, understand, remember and accept a persuasive message was to understand and study the characteristics of the person delivering the message, the contents of the message and also the characteristics of the person receiving the message. Hovland along with his colleagues, identified that there were four steps in the persuasion process. These steps were attention, comprehension, acceptance and retention. Not all findings that were found during the early years of the Yale research have lasted. (Cited in (Hogg, 1998).
	Baumeister and Covington (1985) found that people with high self-esteem were as easily persuaded as people with low self-esteem, but they are less likely to admit it. When persuasion does happen, people are willing to deny that it has taken place. Bem and McConnell (1970) found that when people are persuaded then they conveniently fail to remember their original opinion. People are not oblivious to persuasion attempts. (Cited in (Hogg, 1998). 
	This assignment will focus on the elaboration likelihood model which was developed by Petty and Cacioppo (1986). They would use this model to analyse the cognitive response to persuasive communication. Petty and Cacioppo suggested that people would, under some circumstances, be motivated enough that they would engage in the consideration of the pros and cons of an argument. However, under other conditions people would draw their own conclusions from peripheral cues that would be associated to the communication but irrelevant to the actual argument. These would include the attractiveness and prestige of the source or the pleasantness of the context. This for example can be a beautiful woman or handsome man smoking an advertised brand of cigarette, or this could be a physically fit man or woman advertising a wellbeing product or fitness centre. Petty and Cacioppo drew conclusions between central routes and peripheral routes to persuasion. Detailed information processing, reviewing and evaluation of arguments can characterize the central route of persuasion.  (Cited in (Taylor, 2000). 
	It is believed that people draw superficial peripheral cues from thoughtlessness considerations of the importance of the arguments when they chose to use the peripheral route of persuasion. Shelly Chaiken (1980, 1987) distinguished that systematic processing involves careful consideration and reviews of arguments from heuristic processing which involved simple decision making. The dual processing has distinction between the central and peripheral processing that can be used in attitude change research. It plays an important part as it bears directly on the question of how people rationally respond to persuasion attempts.  (Cited in (Taylor, 2000).
	Within the ELM, people who receive persuasive messages think about the arguments that they make but not necessarily deeply or carefully. This would be because it requires significant cognitive effort which is only likely to be expanded if the issue is recognised as important. Persuasion follows from either of two different processes and that one that it selected depends upon the amount of elaboration or scrutiny required. The central route of persuasion is used if the argument is closely followed. Also if the central route is going to be used then the message needs to be convincingly put as considerable cognitive effort will be expended. For example, if you are told by a doctor that you need a major surgical operation then you are more likely to take a considerable amount of time to be convinced that this is the right thing. This would be because you listen carefully to what the doctor has said, read the information that has been given to you, seek another medical opinion. However, when an argument is not well attended to then a peripheral route is followed. By following peripheral cues, people act in a less diligent manner. This could be by viewing an advertising or promotions. People are more likely to be persuaded if the product that is being advertised is used by an attractive model. (Cited in (Hogg, 1998). 
As people have limited time and resources then they cannot elaborate on the details of every persuasive message they receive. Petty and Cacioppo (1986a,b) suggest that there are two modes within the ELM, these are the peripheral route and the central route. They believe that people who use the central route use effortful scrutiny of message arguments and other relevant information and people who use the peripheral route use a variety of low-effort mechanisms such as conditioning, social identification and the use of heuristics. A person’s motivation and ability to process a given message determines the elaboration likelihood. (Cited in (Hewstone, 2001).
	 Cognitive response theory (Greenwald, 1968; Petty, Ostrom, & Brock, 1981) pursues to understand attitudes and attitude change processes by understanding the thoughts that people generate in response to persuasive communications. This theory assumes that people will react to various aspects of a particular position with either positive or negative thoughts or cognitive responses. Romero, Agnew, & Insko (1996) believe that to determine whether or not the individual will support the position will rely upon these thoughts. (Cited in (Taylor, 2000). 
	Cognitive response theory predicts that a person’s attitude change depends on how much and what kind of counterarguing a message triggers. If messages produce a strong and effective counterarguing, then resistance to change will follow. Conversely, persuasion can be produced by interfering with the counterarguing process. People are more likely to accept the communication if they cannot think of any good counterarguments or they can be distracted from thinking about them when listening to a message. (Cited in (Taylor, 2000). 
	In conclusion, the elaboration likelihood model of persuasion can be used to help when sending persuasive messages. However, the route that is taken is completely dependable on the individual that is receiving or how they receive the message that are being given to them. They could either use the central route or the peripheral route to make their decisions but it will be completely dependent on how they interpret the messages. This could also be down to the communicator and how they deliver the persuasive message and if it has any real impact on a person’s decision. There are many different elements that contribute to persuasion and how people respond to persuasive messages. These elements can range from communicator, expertise, credibility and trustworthiness. 
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