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Persuasion is influenced by many things including attitude change. According to (Hogg & Vaughan, 2008) attitude change is "any significant modification of an individual’s attitude, in a persuasion processes this involves the communicator, the communication, the medium used and the characteristics of the audience" which links to persuasion. Persuasion is a long process. It consists of several steps, takes time and dynamically involves the receiver of the message, although does not always succeed. Persuasion is defined as ‘the principles and processes by which people's attitudes, beliefs, and behaviours are formed, modified, or resist change in the face of others' attempts at influence’ therefore, people are influenced by other individual’s messages, otherwise known as persuasion. (Ledgerwood, Chaiken, Gruenfeld, & Judd, 2006). Persuasive messages are aimed to clearly change an attitude and behaviour of an audience. 
Effects such as media and advertising are a massive influence within persuasion. For instance, when advertising, a persuasive message will need to be repeated several times to be understood and remembered by an individual. Media and advertising can also introduce fear to their advertisements in order to influence and achieve an attitude change. 
Different models have been applied to persuasion and attitude. This includes an early model called the Yale attitude change model (YALE). Hovland, Janis, & Kelley (1953) created this theory and suggests that there are key elements to understanding why individuals would appear to, recognise, remember and accept persuasive messages. The main elements are the communicator (who), the source (what) and the audience (to whom). With relation to the communicator they look at the relationship between how reliable the information is, and the arguments stated. This then progresses to the message and examines whether the individual can determine what the message is trying to portray and finally moves on to the audience which looks at whether the individual has the right characteristics to process the information. An example of this is Adolf Hitler in the 1930’s and 1940’s, he was a man that had a great deal of influence on people which resulted in persuasive communication turning into a leadership role.  This model has a great influence on the Elaboration likelihood model of persuasion which will be discussed throughout this essay. It will also be focusing on attitude changes of an individual and how they attend and respond to persuasive messages, what the different types of persuasive messages are and will be exploring the two main routes to persuasion- the central and peripheral routes.
 	The elaboration likelihood model (ELM) was created by Petty and Cacioppo (1986) and presumes that individuals understand persuasive messages in two route causes: central and peripheral. 
They state that the central route to persuasion consists of an individual being motivated and having ability to pay attention or having a connection to different discussions in communication. For instance, having the ability to understand the ideas and content of the message. This relates back to the YALE model (1953) and how the individual portrays and understands the message. When a receiver of information is undertaking central processing, they are effectively being part of a process of persuasion. If individuals use the central route of persuasion this results in people being more probable to expand on messages and experiences available in the memory which enables them to conduct an overall evaluation of the messages. 
The peripheral route to persuasion occurs when the receiver of information is not focused on the message itself. Instead, the receiver may choose to agree with a message because of them being persuaded by external characteristics from the provider, such as attractiveness, similarity or likability. This route to persuasion occurs when the listener decides whether to agree with the message based on other cues besides the strength of the arguments or ideas in the message, such as taking a fondness to someone’s voice. The route also takes place when the receiver is persuaded by information that has many impacts but then lacks the motivation to think about the impacts individually. Therefore, the peripheral routes are more of a short-cut to persuasion. 
A variety of factors influence persuasive outcomes depending on which process is activated. Regarding the central and peripheral routes, the message will be read, will undergo cognitive processing and consideration which leads to the elaboration being high and an individual will experience the central route of persuasion, but when messages are ignored or not processed this results in the elaboration being low and the peripheral route experienced. Although, it is seen that personal characteristics determine the effectiveness of both the central and peripheral routes. 
	For instance, an early study conducted by Leventhal, Watts and Pagano (1967) investigated if fearful communication might persuade individuals to stop smoking. There were two fear conditions involved including a moderate fear condition where the participants had to listen to a talk with charts that had a link to death from lung cancer and the rate in which cigarettes were used and a high fear condition, where participants were shown an explicit film about an operation on a patient with lung cancer. When the results were conducted, the high fear participants appeared to have a great willingness to stop smoking than the moderate fear participants. This study shows the more a person can understand what is being presented and they are able to cognitively process it, the more likely a person is going to be persuaded by the outcome.
According to (Priester, Wegener, Petty, & Fabrigar, 1999), there are several variables that would have an impact on individual’s persuasion, including their mood, distraction and their thoughts process. Again, this links back to the ELM and can be used to recognise how external or internal variables can impact some good/bad or likely/unlikely judgement within an individual’s actions and thoughts.
To briefly consider links to the Elaboration likelihood model (1986) Chaiken, (1987) heuristic systematic model deals with persuasion but with slight different concepts, this consists of a person undertaking systematic processing or heuristic processing routes. Alike the ELM’s central route, systematic occurs when individuals scan and consider an argument, whereas heuristic occurs when an individual uses their cognitive thoughts to process certain information already in memory, such as, seeing a longer message and automatically assuming they are more persuasive than shorter ones or assuming that experts are always right. Heuristics are the mental shortcuts and like peripheral routes in the ELM, they will normally be used if an individuals attention is low- simple decision making.  
In conclusion to this essay, the elaboration likelihood model of persuasion gives a clear explanation of how individuals use their thoughts process to persuade and be persuaded through the central and peripheral routes. It shows how some individuals can process information and clearly see the arguments in those messages taking them on to the central route of persuasion. And how other individuals can be swayed by surface characteristics and not have the ability to process the information, elaborate on the information and see the arguments involved, taking them to the peripheral route of persuasion.
Stated in this essay are many early and recent studies on persuasion which link to the ELM. The Yale model links to the ELM but assumes that persuasion only occurs when receivers of information learn a message or certain information, whereas the ELM states that the individual must have ability to understand the information being presented to take the central route or alternatively take the peripheral route if they don’t have the ability to understand, resulting in them being swayed by other characteristics leading to persuasion.
As with many theories there are strengths and weaknesses, in this case, the strengths range from advertising markets making money from persuading people to purchase their stock to persuading people to give up smoking through a fear factor. 
The central and peripheral routes also have strengths and weaknesses, for instance, If a person is thinking down the peripheral route, it can aid a person in having more time, energy and mental capacity however it is more likely they will make mistakes as the information hasn’t been properly processed whereas individuals thinking down the central route will avoid mistakes as they have analysed the information for a longer period of time, although can result in more time being wasted, using up more energy and mental capacity. 
Overall, the ELM is an effective theory to persuasion and provides an outline for further studies on persuasion and attitude change.
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