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[bookmark: _heading=h.m34njuzdfgfm]Introduction
The enhancing integration of economies, businesses and marketplaces via technological progression, global trade and cross-border investments is understood as globalisation (Malaviya, 2023). It allows Multinational corporations in accessing global marketplaces, responding to shifting consumer demands, and expanding operations, which makes it a vital aspect of contemporary global business. Unilever is a business that is one of the most popular FMCG businesses and functions in over 190 nations via a diverse home care, food and personal care brands (Unilever, 2021). The following essay will be focused on examining the way geopolitical supply chain disruptions, AI, and sustainability regulations shape the operational activities of Unilever. It also assesses the challenges, opportunities, organisational impacts and strategic responses supporting prolonged global competitiveness.

[bookmark: _heading=h.g47gs6td6vds]Main Body
The modern global business environment is highly influenced by geopolitical uncertainty, technological advancement and sustainability regulations. PESTLE Analysis is an important tool which helps explain such external elements, assessing the way political, technological, economic, legal, and environmental and social elements shape business operations and strategy (Yüksel, 2012). From a technological viewpoint, significant integration of AI (Artificial Intelligence) offers numerous opportunities for Unilever when it comes to enhancing competitiveness and efficiency. AI-oriented demand forecasting allows the business to project customers' buying patterns more precisely which reduces product shortages and minimises the costs of inventory (Yüksel, 2012). Artificial Intelligence is additionally embedded into the marketing initiatives via customer analytics and digital advertisements, enabling the business to devise targeted campaigns for various global markets. Additionally, AI-oriented R&D further improves product innovation through the analysis of market trends and consumer preferences, assisting the business to launch its goods and services faster than the rivals.
Other factors include legal and environmental factors, presenting strategic opportunities via sustainability-based practices. The introduction of CSRD (Corporate Sustainability Reporting Directive) of the European Union promotes businesses to enhance environmental accountability and transparency (Martinčević, Primorac and Dorić, 2024). Concerning Unilever, adherence underpins its long-established sustainability approach by improving trust among stakeholders and reinforcing its business reputation in eco-conscious marketplaces. Improved transparency concerning responsible sourcing, carbon emissions, and environmental performance enhances relationships with customers, regulators, and investors who favour sustainable businesses highly. Hence, opportunities for competitive differentiation are created through sustainability regulations alongside strengthening the positioning of Unilever as a responsible multinational corporation.
Nevertheless, there are certain challenges emerging from these elements, like Political factors include geopolitical tensions. Uncertainty around China-Taiwan relations and Red Sea Shipping route disruptions, have comprehensively impacted international supply chains (Hamed, 2025). Unilever increasingly depends on multifaceted global sourcing networks for raw materials, product distribution, and packaging. Growing freight costs, shipping delays, and supply shortages enhance the expenses in operations at the same time, minimising reliability in supply chains. Such disruptions need the business to enhance the levels of inventory, diversify suppliers and redesign the networks of logistics, which together include strategic decision-making and substantial financial investment.
Technological factors also pose challenges as even with the benefits of AI, it needs significant investments in cybersecurity protection, advanced analytics systems, and digital infrastructure (Saeed et al., 2023). Operations throughout various global markets additionally creates issues to keep up consistent quality of data and adhering to various digital regulations. Additionally, workforce requirements are changed through automation by enhancing demand for digital capabilities by minimising dependency on the activities of routine administration. As a result, the focus of Unilever needs to be on constant change management and workforce training for guaranteeing successful technological adoption at the same time keeping up employee engagement. 
Likewise, the challenges are also posed by social, environmental and legal elements. Continuous societal expectations and changes in social trends continuously necessitate Unilever to change their tactics and adopt distinctive strategies to satisfy customers and improve their experience. Extensive data gathering, disclosure and verification throughout global supply chains and operations are needed for meeting CSRD reporting requirements (Martinčević, Primorac and Dorić, 2024). As Unilever functions within various nations with distinct regulatory settings, gathering precise sustainability data from supply providers becomes both administratively complex and resource-intensive. The cost of compliance enhances as the business invests in supplier audits, sustainability reporting technologies and monitoring systems. 
The unified influence of AI integration, sustainability regulations and geopolitical disruptions impacts the innovation capability, talent management, marketing positioning, and overall competitiveness of Unilever. Porte’s five forces is a relevant tool in this context. These global forces help reshaping the innovation, talent management, market positioning, and overall performance of the business through the variation in altering the supplier relationship, rivalry intensity, consumer expectation, substitute’s risks and barriers to entry.
Firstly, the competitive identity for Unilever has been intensified as sustainability and AI have been major differentiators in competition. Artificial Intelligence allows Unilever to personalise marketing campaigns, enhance demand forecasting, and boost product innovation, enabling the business to be responsive more quickly to shifting consumer preferences than rivals (Goyal, 2020). Sustainability practices, like adherence to CSRD (Corporate Sustainability Reporting Directive), additionally reinforce the brand reputation of Unilever by showcasing ecological responsibility. Such capabilities enhance customer loyalty and market positioning. Nevertheless, rivals like Nestle and P&G engage in making similar investments in sustainable businesses and AI which enhances competitive pressure and minimises the uniqueness of such capabilities.
Suppliers' bargaining power has enhanced because of the geopolitical tensions, specifically the Red Sea shipping route disruptions and uncertain situations around Taiwan-China trade. Such events have impacted the raw material availability, and transportation which enhances the risks of operations, freight costs and procurement costs (Khandare, 2024). Consequently, Unilever has been focused on diversifying suppliers alongside reinforcing the strategies of regional sourcing to minimise reliance on individual suppliers and enhance the resilience in the supply chain. Even though such strategic decisions improve prolonged supplier diversification, operational stability, and the requirements of sustainable sourcing enhance operating costs and procurement complexity which places pressure on profitability.
The customers’ bargaining power has additionally strengthened as buyers highly look for sustainable, innovative and affordable products. Artificial Intelligence provides support to Unilever to analyse consumer behaviours and deliver the strategies of personalised marketing which allows the business to reinforce brand loyalty and enhance customer engagement. In a similar manner, transparent sustainability reporting improves the trust of customers and strengthens the reputation of Unilever in eco-conscious marketplaces (Gupta et al., 2026). However, Buyers are able to easily compare goods and replace to rivals providing identical quality, robust sustainability credentials and minimise prices. As a result, Unilever needs to regularly invest in consumer experience and product improvement to keep up its position in the market.
New entrants’ threats also present challenges and opportunities. AI technologies have reduced the barriers to entry for small-scale digital-first enterprises by enhancing customer insights and marketing efficiency. Nevertheless, Unilever’s globally popular brands, economies of scale, distribution networks and well-formed sustainability reputation presents major obstacles, resulting in discouraging new rivals (Petrou Hadjipetrou, 2026). Consistent investment in sustainability and AI, henceforth reinforces the competitive positioning of Unilever at the same time, enhancing the resources needed for preserving such advantages gradually.
Threats of substitutes has enhanced as buyers highly demand for eco-friendly, ethically-sourced and healthier products. Sustainability regulations promote Unilever for the development of low-carbon manufacturing procedures, recyclable packaging and responsible sourcing initiatives, minimising the risks of substitution and allowing product differentiation (Abatan et al., 2024). In contrast, failing to innovate quickly promotes buyers to replace the products of Unilever with other sustainable businesses, minimising their share in the market.
The elements of Porte’s Five Forces additionally shape talent management. AI adoption necessitates workers with advanced analytical digital and technological capabilities. At the same time, sustainability practices enhance demand for specialisation in regulatory compliance, responsible sourcing and ESG reporting (Shabir and Khalid, 2025). Hence, the focus of Unilever needs to remain on consistently investing in continuous learning and workforce upskilling to support strategic decision-making and innovation.
As recommendations, to strengthen its global success, the focus of Unilever needs to be on the continuous expansion of investing in AI (Artificial Intelligence) throughout its international value chain. Improvement in the AI-focused predictive analytics, demand forecasting, and supply chain monitoring can reduce disruptions, enhance operational efficiency and underpin quicker strategic decision-making in the times of geopolitical ambiguity (Rungta, 2025). Simultaneously, Unilever needs to improve the programmes of workforce training in terms of developing digital capabilities alongside guaranteeing the workforce to efficiently use evolving technologies. 
[bookmark: _heading=h.cb1j5e4guuxd]Further, the business must also concentrate on strengthening resilience in the supply chain through the diversification of suppliers throughout various geographical regions and enhancing regional or nearshoring sourcing wherever feasible (Fonseca, Tsolakis and Kumar, 2026). Such an approach can minimise reliance on high-risk trade pathways and enhance the continuity of business in the times of geopolitical disturbance. Lastly, accelerating sustainability strategy is further essential for Unilever by surpassing minimum CSRD requirements via enhanced investments in renewable energy, transparent supplier monitoring and circular packaging (Celli, Arduini and Beck, 2024). Partnering closely with the supply providers to enhance ESG reporting and environmental standards will minimise prolonged regulatory risks, enhance brand reputation and reinforce stakeholder trust.

Conclusion
To conclude, the global elements like geopolitical disruptions, AI, and sustainability regulations pose both challenges alongside presenting opportunities for brands like Unilever. Despite the improvement in innovation and operational efficiency with the use of AI, increased investment and transparency is needed for sustainability regulations and geopolitical uncertainty enhances risks in the supply chain. The application of both Porter’s Five Forces and PESTLE Analysis have been utilised which showcases the way external elements shape the market positioning, strategic decision-making and competitiveness of the business. The strategic recommendations are also outlined for Unilever to remain successful in the global markets, like establishing resilience in supply chains, strengthening digital capabilities, and boosting sustainable corporate initiatives. Insights into such global dynamics is fundamental for the development of efficient global business initiatives supporting prolonged resilience,  competitive advantage and growth in global landscapes.
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