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When someone tries to persuade or influence another to think something, a process takes place. When the information receiver processes the information, and decides what the message or idea is, they then decide if they wish to go with the idea or not. However, sometimes people merely follow the consensus, or do not process the information properly. The Elaboration Likelihood Model (ELM) discusses how persuasion, the information presented and what order the facts are given, influences the way someone will respond to and accept or reject an idea.

The topic of discussion will be the elaboration likelihood model of persuasion, this was developed by Petty and Cacioppo, in 1986.  This model main factor is the “elaboration continuum,” this is a scale in which low elaboration to high elaboration or low thought process to high thought process is known and is called the peripheral route or central route. Before Cacioppo and Petty designed the ELM model of persuasion, Carl Hovland et al (1949, 1953) stated that attitude change can only happen if the person is, present, receptive to the message, and motivated to accept it. It was then added that, the recipient’s intelligence and self-esteem did not necessarily influence the outcome of persuasion, stating that higher intelligent people were better able to process the argument and may not accept the theory, however, contradictory to this, lower intelligence persons or low self-esteem may not understand the argument and reject it anyway, so neither were more susceptible. The ELM aims to explain different ways of processing information and how that influences the change of attitude within the receiver. It is an important model to understand relating to issues regarding attitudes and persuasion and is a theory to explain why the consistency between attitudes and behaviours, sometimes do not concur and persuasion takes place.

[bookmark: _GoBack]Each of us has a positive or negative reaction towards something, a person, or an object. These reactions are called attitudes (Albarracin, Johnson, & Zanna, 2005, cited in Kassin, 2011). An Attitude has three components, affective, cognitive and behavioural, (Ajzen, 2001), Affective is the emotional reaction towards an object or idea, cognitive is the thoughts and beliefs towards an idea or object and behavioural is the action carried out towards the object or idea. It is however important to note that attitudes do not simply fall into positive or negative categories. They differ in strength scaling from positive all the way through to negative affect, along with ambivalence or indifference and mixed emotions (Cacioppo et al., 1997 cited in Kassin, 2011). Most people routinely form judgements on objects, people or places and ideas, this process is usually instant, very much like a reflex reaction (Cunningham et al., 2003 cited in Kassin, 2011). So why is it important for humans to form judgements on things, places, people and objects instantaneously? It helps us to decide if something is positive or negative, helpful or a hinderance, safe or dangerous, and these alter our behaviour (Maio & Olson, 2000, cited in Kessin, 2011). One of the problems that can occur with this is that pre-existing ideas and attitudes or closemindedness, limits the way in which people interpret or receive information, this makes them resistant to change (Fazio, 2000, cited in Kassin, 2011). And these are important when looking at persuassion and affecting people’s behaviour.

Attitudes affect behaviour; however, behaviours do not always correlate to the attitude, Cognitive dissonance.  A study conducted by LaPiere (1934) was first to notice and provide evidence that attitudes and behaviours do not always correlate. However, in contrast to that, studies provided by Glasman and Alberrain (2006) provide evidence that attitudes can in fact determine our behaviour. Ajzen (1991) theory of planned behaviour limits this to four aspects, behaviour is influenced by general attitudes rather than by attitudes towards a specific behaviour. Secondly, it is influenced by what people perceive others think about them. Thirdly, attitudes only give rise to a behaviour when we feel we have the confidence to engage in the behaviour and fourthly, even though we know what we should do or intend to commit to that behaviour, we often cannot follow through with our intention. There are several factors that affect the strength of an attitude, and its effect on behaviour, as mentioned above, this is where persuassion can influence an attitude, but how we persuade someone can take different routes. 

The two routes of persuassion discussed within the ELM are the peripheral route and the central route, both routes begin the same, they require attention and comprehension, but then they differ, the peripheral route is what people defer to if they use low thought process, or little attention, they are more inclined to look for heuristics or cues (Chaiken, 1987). Its less cognitive, this is followed by behaviour change and attitude change, if someone has not fully understood the message, or has limited information to make a judgement, this route is more inclined to be used, however it is more easily swayed, or needs constant reinforcement to keep the attitude and behaviour change. Its also influenced by how credible the person is, people then tend to think less critically about the message being delivered (Preiser & Petty, 1995). Also, people tend to assume with this route that if the argument is in depth or seems selfless, contains statistics, is the majority vote, or seems familiar, they are more likely to be influenced (Giner-Sorolla & Chaiken, 1997, cited in Kesser, 2011). However, an interesting factor and an example of this route is, is a study on body movement, (Wells & Petty, 1980). They found that just by simply nodding in agreement or shaking your head in disagreement whilst listening to argument or idea, can influence the amount of agreeance to an argument. The Central route of persuasion is more cognitive, uses higher attention and is more rational, the person listens, evaluates the argument and then decides whether to accept or reject the idea, and the critical element of elaboration occurs. Then the belief and attitude change occur, followed by the behaviour change, this type of change in attitude is more resilient, this was also supported by Greenwald, (1968, cited in Kesser, 2011). An example of this is a study by (Cohen, 2003), College students who politically supported conservative or liberal, tended to agree more with a social policy on welfare, if it supported conservative or liberal attitudes, than by the policy content its self. Another study by Darke & Chaiken, (2005) showed that students were less likely to support college tuition increases, if they were implemented in a year’s time, as opposed to eight years’ time, as this would directly affect them. They had listened to the contents and directly realised that it would personally affect them showing evidence of cognitive evaluation. Each of these factors mentioned above influences persuasive communication and route selection. We witness this in our everyday lives, on tv, radios, posters, and products, famous people increasing the desirability of the product, or influencing which party we vote into government, believing a psychology journal over a newspaper article, even though the content is essentially the same, the outcome, or route selection just depends on how much cognitive availability is available (Schumann et al. , 2011, cited in Kitchen, 2014) along with the other factors mentioned.

The elm fails to account for any middle ground within the elaboration continuum, as with positive and negative attitudes, the range continuum scales right the way through from one to the other, further investigation needs to take place to evaluate when the shift from central route processing transfers to peripheral route processing, allowing for better continuum understanding and some middle ground (Petty et al. , 2003, cited in Kitchen, 2014) (Choi and Salmon, 2003, cited in Kitchen, 2014). In addition, the model has never been able to be falsified, and scientists trying to replicate the outcomes of the model often failed, unless they were close colleagues of Petty and Cacioppo (Mongeau and Williams, 1996, cited in Kitchen, 2014). The limited use of participants cannot give it a general view of the population (Te'eni-Harari et al., 2007 cited in Kitchen, 2014), and the advancement of technology and the introduction of the internet may render the model outdated, the way people now process advertisements online has changed advertising (Evanschitzky et al., 2007, cited in Kitchen, 2014). As discussed, there are many different factors that affect attitudes and make us susceptible to persuassion, and the ELM provides us with two routes in which this process occurs.

In Conclusion, even though Petty and Cacioppo’s study stemmed from previous research such as (Hovland et al., 1949, 1953) and later McGuire (1968), the elm is evidently a prominent piece of literature and widely used throughout multiple other studies since its publication. One important reason is because it provides a simple model of explanation of persuasion, under one theoretical umbrella, and it is most commonly used by advertising researchers to study influence and attitudinal change. However, one critique of this paper is that it was produced within the era of the 1980’s, (Kitchen, 2014) and it may be argued that this models influence on marketing, persuassion and attitudes, may not be very relative to the current day advances of technology, along with the models lack of study on the change of central route processing to peripheral, due to emotions . The ELM process depends on whether the recipient has the knowledge and capacity to take the central route or is having to rely on cues instead, and use the peripheral route, this would explain why so many people do not make judgements and display behaviour in accordance to their beliefs or attitudes. Whilst there are three main factors that influence this choice, who is delivering the message, what the message is and to what audience, these things help us to form judgements and attitudes every day to decide if something is to be accepted or rejected, and essentially implement changes in behaviour. 
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