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Rhetorical analysis on the Mouthwash brand ‘Listerine’
My rhetorical analysis focuses on the Mouthwash brand ‘Listerine’. Listerine is the world's largest and the oldest best-selling consumer health care brand (Batey, 2015). Since the business was sold to Johnson and Johnson in 2006. Kamran Shahzad is US marketing manager, takes the credit for the excellent job he has been doing to keep the organization's flag high worldwide, and Katie Martin Decker, the global president of Johnson and Johnson essential health division. The company has improved in its advertisement methods which modernized it to the current modern demands. It is the only one that carries American endorsement from the American Dental Association. It is the world's biggest selling because it controls 37% of the entire world market. Such achievement is impossible unless an okay advertisement method is put in place. 
 	They used a priest with lousy breath to show how vital a clean mouth is very strategical and creative. A big picture of a priest giving a sermon, with a view of their product on the audience, and the audience covering the noise due to the priest's bad breath is very bright and draws a lot of attention. They used a used caption, 'Choose Your Solution for Bad Breath: All LISTERINE® mouth washes kill bad-breath germs and freshen breath to get your whole mouth clean’ ( Routledge, et al. 2011). In modern society, people rely heavily on Christianity for identity; therefore, using religion in the advertisement gained interest and attention. In advertising, it's a matter of playing with people's psychology and convincing them why they should consider your product at the expense of other companies. To do this, you first need to draw the consumer's attention because they cannot choose what they are unaware of. Among all the companies that produce mouthwash products, none of them considered it such a brilliant idea. 
This tremendous advertisement caught my attention, and my decision to analyze it is worthwhile, not only for the paper but event for the future creative advertisement of my own. 
Listerine listens to the opinion of its customers. They use alcohol to activate breath-freshening oils, and this caused a tingling sensation. Some consumers disliked this ingredient and showed their dissatisfaction. Listerine listened and, in turn, responded by making less intense favors as well as alcohol-free products (Tebbe‐Grossman, et al 2011). It is not like many companies to consider their consumer's complaints. This makes Listerine keeps on building on the back of continuous innovative spin-off products. They have extended their brand to another part of the oral care system worldwide. Its approximate sales worldwide are $1.9 billion. 
Listerine's main competitors are P&G's Crest, scope, and Oral -B variants (Ries et al. 2017). I think Listerine still emerge to be the best because apart from its excellent advertising formula, historically, the company was named in honor of Sir Joseph Lister, the English physician. He was among the pioneers to develop the revolutionary theory that airborne germs spread infection. When people who are historically informed saw Lister's name, other products apart from Listerine’s will fall out of favor. 
Reaching many customers throughout the world has been achieved by Listerine. They use the functionality to persuade customers. In 2014, they sponsored the FIFA World Cup. It was the first time they did that. After doing so, they did not stop. They turned to Twitter to tweet and give updates about the game minute by minute. They broadly involved Uruguay and Brazilian football teams to use their channels to enhance their information's deliverance. This helped them to reach out to many people worldwide since football is one of the most followed activities in the entire globe. They also sent direct mails and embossed letters to medical professionals to encourage dental professionals to try Tartar control and then recommend regular use to the patients. To be practical, dentists have never seen something like this before. The letter was embossed in pure white font, indicating the importance of keeping your mouth white and how hard the dentists work to achieve this. The mail was sent to 25 404 Dental professionals with a target of 8% response, but they received 172% over the target; these lead to multiple recommendations of Listerine products to the patients by the professionals for these reasons. I considered Listerine in my analysis, and I will always use it in my personal use.
Almost everything is done online in the current world. Listerine has also used the opportunity buy creating online channels where people place their orders, and delivery agencies handle the rest with a lot of decency and accountability, building a lot of admiration from the general population.
The objectives of Listerine have always been being aggressive in advertisement and still being at the top of the world's market (Reeves, 2017) . Mouthwash promotions have made the organization very popular. For example, India grabbed the pioneer's advantage during its advertisements, and now, India is leveraging its market shares, reputation, and synonymy with the mouthwash category.
In a nutshell, more modern competition is very vigorous and unethical in a way. To survive against all odds, one has to develop a better advertising strategy and more ethical public publicity. This is the exert behavior that Listerine has shown and proved over the decades. It was making them the world's largest and the oldest bestselling consumer health care brand.
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