THE ELABORATION LIKELIHOOD MODEL 

AND PRINT ADVERTISEMENTS

5 POINTS 

Due: On or before Tuesday 11/24/09 (No late papers will be accepted)
The objective of this project is to apply the Elaboration Likelihood Model (ELM) of persuasion to print advertisements.

Procedure:

· Review the relevant work on the Elaboration Likelihood Model (ELM) as presented in the text and in class.

· Select from magazines (or newspapers or other print media) two ads.  One ad should be a good example of the central route and one ad should be a good example of the peripheral route to persuasion.  For example, one car ad may only have a picture of the car with an attractive and/or famous person in front (peripheral route), whereas another car ad may primarily list all the safety features, reliability, gas mileage, price, etc. (central route).

· Attach the two ads with your paper.  You may attach a legible photocopy of an ad if you can’t take it out of magazine (for example if you find an ad in a magazine at the library).

· After you have selected the two ads, please type your answers to the following questions.

1. Describe the two ads: Where did you find them and who is the intended audience? Describe how the two ads you selected are examples of the central route or the peripheral route.

2. Based on the ELM, describe why you think the ads would or would not be (are) persuasive for the audience(s) they were intended?  Make sure you use aspects of the theory in explaining your answer.

