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Discuss the Elaboration Likelihood Model of Persuasion

Attitude can be described in a variety different ways and attitudes can vary from person to person. It can be described as a person’s evaluation of an object or person and the reaction that person has to an object or person. These reactions can be positive, negative or mixed and can vary in strength. Attitudes are made up of a number of components such as Affective, Behavioural and Cognitive. These are the feeling someone has associated with an attitude, whether a person acts towards an object based on an attitude and what people’s beliefs, facts and knowledge on an object associated with an attitude respectively. Sanbonmatsu and Fazio (1990) state that attitudes enable people to quickly make their own decisions as they provide relevant information to make a choice. Attitudes are important in reference to persuasion as attitudes can be changed. Persuasion can be seen as an attempt to influence or change a behaviour or attitude. Both of these concepts are important and they are both ingrained into society and we see examples of both every day. Examples of persuasion include advertisements on the television or candidates asking for votes during an election. Persuasion is also used to bring about attitude changes. These topics have inspired a vast amount of research and many theories have been developed. This essay will aim to discuss the Elaboration Likelihood Model of Persuasion (ELM) and will look at how the model works.
Many other models have been used to explain how persuasion and attitude changes take place. One such Model is the Yale Attitude Change Model. This model was influenced by the Elaboration Likelihood Model. This model was developed by Carl Hovland in the late 1940’s and early 1950’s at Yale University. The model aims to explain what conditions, due to persuasion, are need for attitude changes to occur. This model states that a number of factors influence attitude change such as the credibility and attractiveness of a source the quality of the given messages and it will also depend upon the attentiveness, age and the intelligence of the people receiving the information. This model has influenced much more research into attitudes and persuasion and even influenced the Elaboration Likelihood Model developers to research their ideas even further and develop their model. According to this model the exact nature of the message being given will have an impact on the attitude change if it seems that the message is not directed at the audience receiving the message. This model links with the ELM as they both look at persuasion but this model focusses more on how persuasion leads to attitude changes. 

[bookmark: _GoBack]The Elaboration Likelihood Model of Persuasion was developed by Petty and Cacioppo in 1986 based on their earlier research ideas and theories. Elaboration is defined as, in Social Psychology by Kassin, Fein and Markus (2010), the process of thinking about an argument, and scrutinising it, in a persuasive communication. This dual-process model has been supported by over 100 studies, as found in a review conducted by Petty and Cacioppo in 1986. The model relies on the fact that people are motivated and able to cognitively process information. This means that they will more likely take the central route to persuasion. If an individual is not motivated and don’t process information they have received then they will more likely use the peripheral route to persuasion. One of the predictions of this model peripheral cues are used when listening to any argument. This means that the characteristics of a source will impact on how people will process any information given to them. This links with the Yale model as both models state that the source of information will impact on whether persuasion will be effective. Petty and Wegner in 1998 have stated that this model is a good structure that allows people to see and understand what factors will lead to persuasion. According to this model there are two route that can lead to persuasion. These routes are the Central route and the Peripheral route. The Central route requires that individuals thinks about a message they have heard and the influence of it will depend on the strength of the argument.   On the other, the Peripheral route is when an individual who receives a message does not think carefully about it and instead base any influence on superficial cues. These cues as mentioned before can include the attractiveness or expertise of a source. 

While people are more likely to take one route than the other to persuasion, there are a few more factors that influence which route they will select. Petty and Cacioppo identified that route selection will depend upon 3 different factor such as the source, the message and the audience. For example, if there is a speaker confidently giving a strong, passionate message that allows the audience to process it, they will take the central route. However, if the speaker is dull and gives a weak, boring message the audience is more likely to stop paying attention to them and make a decision based on, as stated above, peripheral cues and will take the peripheral route to persuasion.

While the Elaboration Likelihood Model is useful in explaining persuasion, it can be seen that there are some downfalls and limitations to the theory. For example, the central route to persuasion can not always guarantee that if individuals think about a message they my not be objective and my also not seek the amount of truth to the message. Another potential limitation could be how relevant the Elaboration Likelihood model is today. The model is over 20 years old so questions can be raised on how this model can apply to everyday life now. Perhaps further contemporary research into this topic will further solidify the relevance of this model and may promote even further research into this topic. However, there has been extensive research into this topic in a variety of different contexts such as Counselling. In a research study by Heesacker (1986), he studied college student and counselling pre-treatment. He found that student who were facing career concerns listened to two different counsellors who promoted either a strong argument for counselling pre-treatment or a very weak argument. He found that if there was a weak argument from a low credible counsellor an unfavourable attitude would be presented by the students. He also found that if the attitude was still unfavourable and a weak argument but form a high credible counsellor, student had a more positive attitude than compared to the other counsellor. This result shows to support the ELM. On the other hand, Heesacker also found that when students where presented with a strong argument for counselling pre-treatment they were more likely to have a favourable attitude but they would more likely listen to the low credible counsellor over the high credible counsellor. This result contradicts the ELM as it goes against what the model predicts should happen.

In conclusion, the Elaboration Likelihood Model can be considered to be one of the most effective and most used models at explaining and understanding persuasion, with a possibility of a few downfalls. None the less it has provoked a multitude of research in to the topic areas of persuasion and attitude changes. As seen in the information above there are a range of factors that will influence whether a person can be persuaded and whether an attitude they hold about an issue or object can change. This allows for model such as this one to be further researched and made increasingly credible and valid. This model can explain and has been used in many applications in every day life, such as advertising, which cause us to buy or listen to think we might not need or necessarily care about. This model has been utilized by companies around the world to influence the public to buy or donate etc to things we don’t need but want regardless. However, there is still room for improvement in this model as there have been many findings that both support and contradict the model, as discussed above, however it seems that there is much more evidence to support it. 
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