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Feasibility Study of Elaboration Likelihood Model(ELM) on Interactive Marketing Communication : through measures
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Feasibility Study of Elaboration Likelihood Model(ELM)
on Interactive Marketing Communication;

. through measures using the Eye—Tracker and surveys with the Twitter.
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Abstract According to the emergence of social networks (social network service: SNS) and
development of social media such as smart—phone, the influence of the SNS in the field of
marketing communications is growing more and more . In this study, we would like to research the
Elaboration Likelihood Model (ELM) proposed by Petty & Cacioppo about 30 years ago and how it
can be applied to wuser's behavior and attitude in interactive social network marketing
communication. In the same condition of Twitter, we were tracking subjects’ eye movement by
using the eyetracker. In order to measure the effectiveness of social network marketing, we also
surveyed the degree of subjects' involvement and ad attitude, brand attitude and intention to
purchase about the products used in the experiments (computers, cars, cosmetics). Through this
investigation, we would like to research what kinds of elements in social network marketing
process can attract consumer's attention. Because of the nature of the Twitter, the experiments
were divided by two parts, the company's twitter screen that the subjects follow (Experiment 1)
and consumer's personal twitter screen that the subject receives diverse information including
activities of each company's marketing and communication with other twitter members (Experiment
2). From the experiments and surveys, we could conclude that the ELM can have some limitation
to adopt into the current social media environment that focuses on interaction between participants
in social network communication activities. In conclusion, we could know that the two central and
peripheral routes of the ELM are not dividedly but interactively affect to the formation of
consumers' attitude in interactive social network marketing communication environment.
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