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Globalization is related with trading across the national boarders so that significant functioning can be gained (Deepak and Jeyakumar, 2019). In the current era, there are various goals of businesses such as effective productivity and higher market share achieving which is exerted with help of globalizing its organizational practices. Present report is based on Unilever firm that operates at international scale by offering number of products of beauty, wellness, personal care, and many more.  
The recent study will emphasize on analysing and ascertaining global challenges faced by Unilever and mega trends that affects its marketing function post pandemic. The marketing strategies to have benefits of new developments & gaining competitive advantages and key stakeholders & their impact will be included in current study. The report will highlight the recommendations for making improvements of marketing strategies to get deeper knowledge. 

Globalisation challenges organization faces and mega trends which impacts marketing functions post Covid – 19 pandemic 
Globalization is defined as the process of interaction and interacting with the people, companies and government at large scale or worldwide. It is identified that there are many global challenges which impacts the organization structure and the other functions and processes at large scale. Unilever is one of the organization among many other there in the market (Ng and Stanton, 2023). Due to the global challenges being faced by Unilever, the company is unable to idealize and effective initiate the steps and processes which are being evolved around the structure and the processes which are being initiated within the management structure of Unilever. 
The global challenges and mega trends which the organization faces impacting the marketing functions post Covid – 19 pandemic are – 
The first major challenge which Unilever is facing and this is impacting the marketing functions post Covid – 19 pandemic is rise and changes taking place in the process of Digitalization. It is through this challenge that Unilever is unable to analyse and identify the perspectives related to facing this issue as this has impacted the brand and the usage of technology which is grown (Guerreiro, 2022).
Increasing Brand Awareness has also become a major issue or challenge which Unilever is currently facing and this has led to promoting and advertising the brand among the customers in the market. This has also become a global challenge for the company as it is the major marketing function which is being idealized in specified manner. It is necessary that Unilever choses specific strategies so that this challenge is handled in appropriate manner by following stepwise protocols post Covid – 19 restrictions if any. 
Millennials and Their Social Influence on Marketing is the another big challenges impacting the marketing function post Covid – 19 pandemic. There have been changes and changing trends as per the requirements of millennials and this has impacted the majority of the marketing functions being related to concerning and considering the other challenges at large scale (Sheng and et.al., 2021). It is through this that the perspectives related to analysing the concerns of social media influence is higher and this is also impacting the customers’ choice and preferences regarding the purchasing the products and services of Unilever.
Other global challenges and mega trends getting impacted on marketing functions which Unilever faces post Covid – 19 pandemic are – green marketing, cyber issues and its implications, development of artificial intelligence etc (Huang, Crăciun and de Wit, 2022). It is through appropriate analysis that the perspectives related to post Covid – 19 pandemic there have been major changes and this is being considered as important and significant to analyse and address the key perspectives through which the core marketing benefits are grabbed by Unilever so that the company is able to effectively endorse the brand along with its products and other services.
Post Covid – 19 pandemic, there have been major challenges which Unilever is facing currently. These challenges have been majorly impacting the marketing sequences and the overall functioning resulting to endorsement of the brand among the customers in the market at large scale (Tsiligkiris and Ilieva, 2022). The global challenges involving the social media functioning has played a big part in endorsing and promoting the products and services more on social media channels. It is through this that the company is able to handle the situation of marketing the products and services so well post Covid – 19 pandemic. By enabling and concerning the perspectives related to effective marketing functioning, it is necessary that Unilever aids the marketing functioning so well that the challenges are removed or discarded from the organizational structure or hence there are solutions or strategies framed for the challenges which have occurred post Covid – 19 pandemic.
Green marketing, cyber issues and its implications, development of artificial intelligence are also impacting the marketing functions and this also handles the perspectives related to how effectively the marketing functions are analysed and endorsed to remove the challenges specifically. Global challenges which Unilever is facing creates the segment to handle the mega trends so that the promotion and advertising of the brand is done in significant manner in the market (Nanda, Xu and Zhang, 2021). Unilever is facing major global challenges which addresses the perspectives related to concerning the issues to be solved. It is through this that the marketing functions are analysed to be addressed so that the perspectives related to post Covid – 19 pandemic changes, there are many changes and modifications which are to be managed and taken into consideration at large scale. By analysing and addressing the perspectives of global challenges Unilever is able to create value and major significance through which the steps and the modifications are analysed in specified manner. The mega trends have also impacted the marketing functions post Covid – 19 pandemic. It is by considering the perspectives as to how the management of marketing functions is handled in precise manner.
Mega trends and global challenges which are effectively idealized which have greater impact on the marketing functions are – rise of digitalization, increasing brand awareness, millennials and their social influence on marketing, green marketing, cyber issues and its implications, development of artificial intelligence are the major challenges which have been impacting Unilever’s marketing function at large scale. It is by considering the precise value and the information and details being carried out in such manner that Unilever is able to handle and reframe the marketing strategies so that the company is able to analyse and effectively evaluate the perspectives related to the management structure of the company at large scale in the market (Zhong and et.al., 2021). By addressing and evaluating the key points being engraved within the management structure, it is effectively idealized that the marketing of products and services of Unilever have suffered a lot due to the changing policies and marketing practices post Covid – 19 pandemic. With the help of creating the aspects and framing the strategies related to marketing, it is specified that the significant features of mega trends are identified to cover up the measures so that the impact of Covid – 19 pandemic is removed or discarded.
Modifications in the patterns of digitalization has become the perspective as to how the mag trend the global challenge is perceived and this has been the concern perspective being idealized to ensure global trends and challenges in specified manner. It is also analysed that the stages related to the Covid – 19 pandemic have been worse and the post Covid – 19 changes have diversified many ways through which Unilever could manage and identify the different perspectives related to the management structure in specified manner (Coll and Ruch, 2021). It is by addressing the measures through which the marketing strategies are formulated and this helps in indicating the perspectives through which the major concerns are effectively indicated as initiating the concerns of marketing. Global challenges have changed and modified the perspectives and the ways though which business of Unilever is to be carried out precisely. The concerns related to the mega trends which have been developed post Covid – 19 pandemic have impacted largely and this has effectively analysed the perspectives of handling the business at large scale with number of customers. There is higher level of social media influence which indicates the perspectives and the stages through which the majority of the customers and the people are diverted towards the latest changes and the mega trends which are floating all over the website. With the help of concerning the overall challenges and the global changes, it is idealized that the manner into which the progressive aspects are followed and evolved are handled by framework of marketing strategies and recommendations been made so that Unilever is able to cope up with the challenges and issues which the company is been facing at large scale (Zhang, Gao and Luqman, 2022). 
Global challenges and mega trends which the organization faces impacting the marketing functions post Covid – 19 pandemic are evaluated by concerning the perspectives through which there are major consequences and this also addresses the marketing steps which are to be taken into concern at large scale. By evaluating and significantly analysing the points taken into consideration, there is development and key concern being initiated and idealized to ensure that Unilever needs to take initiatives and concerns regarding the progress and the productivity which is related to the management structure of Unilever (Sorrentino, Leone and Caporuscio, 2022). By specifically analysing the impact on the marketing functions, it is critically evaluated that the changes and the framework related to the management structure is formulated to ensure that the post Covid – 19 changes and effects are determined for progressively evaluating the stages through which the global challenges can be more identified and that the company is able to target the customers in the market so that the promotion and branding are done in appropriate manner (Guerreiro, 2022). Post Covid – 19 pandemic, the marketing functions of the company have been changed and this has resulted into addressing and concerning overall changes and modifications which are required to initiate procedures at large scale in market structure. Thus, the global challenges and the mega trends are focused more post Covid – 19 pandemic.

Unilever’s marketing strategies to take advantage of new developments and gaining new competitive advantages 

One of the most successful multinational consumer goods company ‘Unilever’ is currently dealing in more than 190 countries around the world. A global company with global purpose of becoming most successful and demanding retail organization in the world (Advertising and marketing, 2023). The continuous success of Unilever indicate firm have utilized all measures of keeping a business innovative. However, the main reason behind such growth lies in effective marketing strategies considered by the Unilever, this global organization have tried almost all type of marketing strategy in order to achieve the competitive advantage. There are several types of derived marketing strategies considered by the Unilever. These are -
Brand Portfolio Diversification -
Unilever’s marketing strategy always remain diversified; this organization cater wide range of consumer needs. In order to meet emerging demand of consumer, Unilever partnered with more than 400 brands, these brands fall under large product portfolio of the company (Pride and Ferrell, 2019). For example, Unilever acquired Dollar Shave Club that helped brand to target men’s grooming market and sell the product in new segment within target market. The effectiveness of Unilever’s brand portfolio diversification marketing strategy lies in best performance of 400 brands who partnered with the firm and achieved the desired success in more than 190 countries and becoming leading retailer.
Emotional Branding -
Unilever have emotional branding as marketing strategy, this organization knows the value and power of emotions carried by each individual consumer. The power of emotion drive brand loyalty, Unilever invoke strong emotional connection with each consumer allowing them to advertise those products that match emotional behaviour of the consumer. For example, Dove’s Real Beauty advertising campaign achieved all level of success in targeting emotional connection with the consumer. This campaign aimed to break down beauty stereotypes allowing firm to target women. Additionally, Unilever utilize powerful keywords such as women empowerment to achieve the desired success and gain competitive advantage.
Sustainable Marketing Strategy -
Unilever is one of those organization that act according to the emerging topics within external business environment. After COVID-19 global pandemic impact, sustainability become emerging topic and gained consumer’s attention to improve lifestyle or quality of life with the help of sustainability (Grewal and Levy, 2021). Unilever utilize every emerging keyword; The Sustainable Living Plan is one of the best example of successful marketing campaign. Moreover, Unilever focus on purposeful marketing this allow them to perform advertising with a purpose and achieve new development outcome and to gain competitive advantage in the market. additionally, Unilever still continued to utilize keyword ‘Sustainability’.
Influencer Collaboration Marketing -
This marketing strategy is utilized by almost every successful brand, Unilever perform influencer collaborations marketing strategy to achieve the desired outcome. Unilever knows the power of influencers and celebrity who already have brand image and reputation and well known by the consumer. For example, in India, Unilever approach celebrity mainly female influencer to promote beauty products and gained consumer engagement. In which, both Unilever as well as influencer or celebrity utilize social media platforms to promote any brand or product in the market. additionally, Ben & Jerry’s partnership with Greta (Climate change activist) allowing Unilever to organize major climate change events.
Digital and Social Media Marketing -
Unilever’s successfulness lies in effective utilization of digital marketing campaign and social media platforms, this brand focus on effective use of social media platforms such as Instagram, Facebook, X (Formerly Twitter) and other media platforms such as YouTube. For example, Unilever’s popular brand ‘Magnum’ utilized social media story feature to perform advertising of the product and service (Ferrell, Hartline and Hochstein, 2021). Consumer engaged with products of Magnum utilized keywords and hashtags including #Releasethebeast, this helped Unilever to increase interact with the brand and achieve the content marketing features. Moreover, Unilever is resulting in achieving all level of success and gaining competitive advantage even in highly competitive market.
Cause Marketing -
This was one of the finest marketing strategy utilized by Unilever to gain new development plan or to gain competitive advantage in the market. Cause marketing is strategy in which brand target social cause or those emerging social topics that remain popular among consumer. For example, Domestic’s World Toilet Day initiate to improve sanitation and highlighting the importance of sanitation in the process. Unilever knows the value and importance of emerging social topics, utilize these social cause or emerging social topics to achieve the new development plan or to gain competitive advantage. Additionally, Unilever utilize sensitive topics as well.
Cultural Relevance Marketing Strategy -
Unilever is global brand, the main reason behind success of such organization lies in effective marketing strategy and utilization of those keywords or topics that remain important to the consumer. Cultural relevance was utilized by the Unilever to achieve the desired outcome and value those culture that have experienced disadvantages in the market. For example, Knorr’s cultural based campaign focused on highlighting the value and importance of cultural differences and reduction of the cultural barriers. However, Unilever avoid using culture in their marketing campaign because culture is one of the most sensitive topic to the consumer and might impact their emotion in negative manner.
Continuous Innovation Approach -
Unilever foster continuous innovation, it is an approach to keep improving marketing campaign while utilizing several important factors (Deepak and Jeyakumar, 2019). However, it is not a marketing strategy but more defined approach to achieve the success, continuous innovation is process in which Unilever try to match the requirement of latest technology and systems. For example, Lipton’s Magnificent Matcha campaign was one of the best example of continuous innovation approach, firm utilized virtual reality to create something different or an immersive experience that uniquely engage consumer with the brand. Additionally, marketing strategy embrace technologies allow Unilever to utilize latest and fastest technology achieving higher success in the competitive market.

Identifying stakeholders of the Unilever and their impact on marketing functions 
Unilever is one of the leading consumer goods company in the world, including major stakeholders who have significant impact on the performance as well as marketing of the firm (Engaging with stakeholders, 2023). Moreover, Unilever include several types of stakeholders who become key pillar of the organization that provide support in overall success of the firm. There are several types of stakeholders of Unilever and they have different types of impact on marketing functions adopted by the Unilever in the market. These are -
Consumers -
Consumers are some of the most important stakeholder of Unilever, 3.4 billion people consumer and utilize products of Unilever each day, indicating the value and importance of consumer as stakeholder providing support to the firm (Tien, 2019). However, consumer and their emerging needs have significant impact on marketing functions of the Unilever. For example, the product mix of Unilever is impacted due to emerging demand of consumer as stakeholder. For instance, Dove’s beauty product is continuously changing due to emerging demand of consumer to improve the quality of product and meet demand.
Shareholders/Investors -
These are some of the most important stakeholder of Unilever, investors are those individuals who invest their wealth in operations of the firm. Unilever is listed on London Stock Exchange and also listed in Bombay Stock Exchange of India with the name of Hindustan Unilever, allowing firm to raise investment from national stock exchange where investor can invest and achieve the desired outcome. Moreover, Unilever also invite wealthy individuals to direct invest in emerging operations of the firm and achieve the desired success with the Unilever in the emerging market.
Communities/NGOs -
These are another group of important stakeholders of Unilever, this organization actively engage with communities and NGOs to run social cause campaign in the market. Unilever’s Code of Business Principle allow firm to partnered with those NGO’s that are working for societal welfare and development (Reza, 2020). For example, in India, HUL (Hindustan Unilever) partnered with Rural development schemes of government of India and partnered with several individual rural development NGOs in which Unilever provided employment and also focused on several key issues such as women empowerment, sanitation & hygiene and education or education development.
Suppliers -
These are most important stakeholders of Unilever; it is very clear that Unilever is partnered with more than 400 brands allowing firm to gain access over all those suppliers who were partnered with these brands. In terms of supplier’s relationship, Unilever is one of the best example of developing and maintaining supplier’s welfare program. In which, Unilever target domestic small scale suppliers who need support from large scale organizations such as Unilever. Additionally, Unilever have different set of supplier in different countries operating in, suppliers gain continuous success with Unilever.
Governments & Authority -
Unilever partnered with several governments and national authorities to achieve advantage in societal development programs (Widyastuti and et.al., 2019). Unilever have followed the regulation of almost every country and have not fall under any controversy till now, allowing firm to achieve continuous success in the market. Moreover, Unilever work with government to reduce several national and economic problems. For example, Unilever provide employment to more than 1,49,000 people around the world, allowing firm to become one of the leading employment provider in the world and achieve the competitive advantage in the market accordingly.

Recommendations of some Marketing strategies for some of the challenges identified 
It is recommended to pay attention on conducting the market analysis so that appropriate information related with prevailing trends and challenges existing in market can become possible. The main reason behind this strategy is to get the deeper knowledge related with prevailing circumstances in turn suitable actions for attracting & retaining clients can be established. It can benefit in achieving appropriate level of growth & development by complying with market requirements in turn positive impact on business performance can be achieved (Katsikeas, Leonidou and Zeriti, 2020). 
This is advised to Unilever to focus on establishing feedback mechanism in order to have precise data concerned with customers’ views and experiences of utilized products & services can be gathered. It can allow to have the relevant ability to understand customers’ preferences so taking innovative practices to deliver them higher satisfaction to meet organizational objectives of higher profitability & sustainability in particular sector (Morgan and et.al., 2019). The main fact behind using this in marketing function is to create positive image among clients through building perception of belongingness so greater loyalty towards brand can be gained.
It is recommended to set certain crucial key performance indicators in turn proper criteria for conducting actions can be offered to staff. Using KPIs like bounce, conversion, customer satisfaction, etc. rates permit to have insights regarding the actual outcomes achieved which can be compared with benchmark established so that prevailing deviation can be identified to make sure that beneficial practice is applied to get favourable results. It offers clear path for conducting marketing approaches to have suitable results. 

Conclusion 
From the above report, it can be concluded that marketing strategies provide assistance in spreading awareness regarding products and services to clients which permits to have successful globalization. The recent investigation has emphasized on recognizing challenges such as continuous rise of digitalization, increasing brand awareness, millennials and their social influence on marketing etc. that affects its marketing functioning after the pandemic. The evolving actions in deriving in marketing approaches to have competitive edges are mentioned in study. Key stakeholders and their significant impact on marketing functioning are involved in report to achieve deeper insights. Recommendations such as proper market analysis, establishing feedback mechanism, etc. are comprised to conduct effective marketing approach.
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