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The global business environment is defined by the external environment and other factors which influence the business strategic decision making (Purwanti, Judijanto and Thalib, 2023). This essay will provide insights through the lens of Unilever, which is one of the global businesses, with a UK-based headquarter. The business has a strong presence in the FMCG businesses providing a wide range of products and services to the customer (Unilever, 2026). 
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Among all the political concerns, geopolitical tensions, including China-Taiwan uncertainties and Red Sea shipping disruption, are significantly impacting the global trade routes and also increasing the global supply chain vulnerability across the Fast-Moving Consumer Goods (FMCG) (Spinck, 2022). This industry wide disruption has led to the increasing transportation cost, sourcing uncertainties and delays, which are ultimately forcing businesses to reconsider the global strategy and also shifting towards the regionalisation of a business.
Economic factors like, fluctuating inflation rate and supply chain volatility have significantly impacted on the FMCG sector, increasing distribution and production cost. The current inflation rate is around 3%, which creates low purchasing power for the customer (Tradingeconomics, 2026). For UK based businesses, this creates more pressure on the profit margin and also price competitiveness level (Wilkins and Ireland, 2022). 
Further, the changing customer behaviour is an important social factor, especially in the European and UK markets, that reflects on the increasing sensitivity of customers towards the value and price because of an economic uncertainty level (Brands, 2023). 
At the FMCG business AI technology helps in enabling reduction of cost, better management of inventory and forecasting (Khalid, Ahmad and Ali, 2025). The current internet penetration rate in the world is around 73.2 %, which enables businesses like Unilever to reach or expand their global presence (Tila, 2025). 
The UK tends to follow their own ESG and reporting system, while EU positions follow CSRD (Kudinov, 2025). Laws like Companies Act 2006 are required to be followed by the business for operating ethically in the UK (Legislation, 2026). 
Modern Businesses are also expected to strictly follow the environmental standards by each country where they are operating, such as Environmental Act 2021 UK (Luo et al., 2024). 
Based on the above PESTLE analysis, for a global company like Unilever operating in over 189 countries, political risks can significantly affect operational efficiency (Unilever, 2026). The organisation must diversify the suppliers, adopt risk medication techniques and increase their inventory buffers for maintaining proper supply chain continuity. Evidence has suggested that a global supply chain disruption and a geopolitical risk are some of the major challenges (Roscoe et al., 2022). Unilever must improve the localisation and resilience techniques. Though, this increases an opportunity for developing a robust supply network, it also helps in increasing the cost and also reducing the efficiency level and also challenging profitability of business. Unilever has expanded both the value-based and premium product lines for catering to the different segments of income (Telakowiec, 2024). This segmentation helps in increasing the market coverage and allows business to maintain a sales volume despite the reduction in the customer purchasing power. 
Social trends have also created some opportunities for the business i.e. increasing demand for sustainable and affordable products, this is providing opportunity for businesses to develop an eco-conscious brand position. Customers are increasingly valuing ethical sourcing and valuing transparency, which enable businesses to leverage their sustainable commitment for developing trust and long-term sustainability (Agu et al., 2024). For instance, Unilever has expanded their plant-based goods and eco-friendly product line (Sörensson and Ghannad, 2025). This also aligns with Porter’s Five Forces, where differentiation can reduce the threat of substitutes despite higher prices. Technological developments have created some major opportunities for the business in the FMCG sector. AI driven techniques have transformed the economy of the sector. For instance, Unilever has been using AI technology supply chain development and have delivered around £1.3 billion through reduced inventory and increasing efficiency levels (Unilever, 2025). 
From the environmental and legal point of view, the regulatory frameworks, such as sustainability reporting, is the requirement for creating more opportunities to improve the corporate reputation. By complying with the evolving standards, such as UK ESG standards and the CSRD in EU, which enable the business for operating and sustaining for a longer period of time in the global business (Kudinov, 2025). This automatically has increased the confidence level of investors and customers towards the business. Furthermore, the global supply chain disruption like red sea disruptions has motivated a strategic transformation (Spinck, 2022). Unilever has been increasingly focusing on diversification of a supply chain and also regional sourcing. This has reduced the dependency on the single suppliers and also mitigating the risk, which are related to the geopolitical instability (Shaoping, 2023). 
Though the global forces have created some opportunities for the business, there are also challenges, which impacts their operations. Economic factors remain one of the major factors, the increasing cost and transportation, created pressure on Unilever for balancing the profit margin. The current inflation rate is a sound 3%, which means, customers have some lower purchasing power due to which organisations cannot generate more revenue from the market (Tradingeconomics, 2026). Further, due to increasing pressure from the supply chain issues because of global issues like Red Sea disruptions and China-Taiwan issues, organisations have to increase their price of different products and services (Spinck, 2022). Such issues impacted on the increasing shipping times and logistic cost. This aligns with the findings from Porter’s Five Forces, where buyer power intensifies and customers become more price sensitive. It also motivates the customers to switch to cheaper alternatives or other private label items. 
The legal and regulatory presses have also created some major challenges. Compliance with the sustainability reporting required for some extra investing in the auditing process, data system and a governance structure.  Unilever needs to comply with the different rules and regulations, like CSRD by managing around 1000 ESG information points (PWC, 2025). It is reported that the large business can require £249000 for the compliance cost (Nuttall, 2025). Although it can be beneficial for the long-term business, these requirements can increase administrative burdens and short-term financial burdens. 
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Drawing upon the information from Porter’s five forces, these forces reshape how the organisation competes with FMCG industry. In terms of the marketing positioning, Unilever has improved dual techniques of offering both affordable and premium products. The pressure created by the economic factors, especially inflation, have reduced the household purchasing power, motivating customers to seek more value for the money (Shaoping, 2023). This has also pushed Unilever for adjusting pricing techniques and also expanding the value-based offering for maintaining market share (Telakowiec, 2024). Though it has a positive impact on the business, such as increasing the customer base. Nevertheless, it also risks diluting premium business recognition and also intensifying competition with a private label business. 
Further, regarding innovation the global pressure has accelerated the requirement for sustainable product development and is cost-efficient. Unilever has also invested in reformulating the products and improving a packaging system for meeting the requirements expectations and compliances with different regulations, such as Extended Producer Responsibility (EPR) 2025 (Manzoor and Jaffar, 2026). For example, sustainability initiatives like reducing plastic waste, improve the brand image and also align with the regulatory demand (Unilever, 2025). Additionally, organisations have also adopted AI technology for their business operation. For instance, AI technology has enabled Unilever to respond quickly to the changing preferences of customers by personalising the buying and selling process (Unilever, 2025). However, integration of the AI technology increases the financial requirement and can create a short-term cost pressure and challenges in implementation. 
Talent management in the business also has been affected by the forces. The increasing complexity of regulatory compliance and a global operation requires much more skilful work, especially in areas like supply chain management and sustainable reporting (Igwe et al., 2024). Unilever focuses more on training and development of the employees working in the organisation. For instance, organisations have implemented a large-scale digital upskilling programme like U work for equipping employees with a range of skills and attributes (Unilever, 2026). This has ultimately increased capabilities of that organisation and a long-term resiliency of the organisation. 
Further, competitiveness of the organisation has also been affected by the global forces like rivalry in the market and economic pressure. It has also been found that UK grocery inflation has placed some significant pressure on the household and motivated a value-driven purchasing behaviour (Econostrum, 2024). Unilever had to justify their product pricing through differentiation and brand value. Global events like Red Sea disruption can create some challenges, such as reducing the profit margin and increasing the power of suppliers.
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Unilever must emphasise much more on the mutli-dimenstional techniques, which are aligned properly with the current global forces. Organisations need to develop their strong supply chain, so that any issues in the global market do not impact much more on the supply chain of the business (Moradlou et al., 2025). Supply chains are vulnerable to the cost, acculturation and disruption, with the trade changes and price of raw material (Investegate, 2019). They can simply expand their regional sourcing and also invest more on the supplier diversification for mitigating the geopolitical disruption. Unilever can also invest more on AI technology, which can help in increasing efficiency. The annual report of the organisation demonstrated that AI adoption increased the operational efficiency, customer information and productivity (Unilever, 2026). AI technology helps in improving the demand forecasting, this will enable business for managing warehouses and fulfilling the needs of customers (Nweje and Taiwo, 2025). 


[bookmark: _heading=h.p29yp7etd72r][bookmark: _Toc227929416]Conclusion 
The present essay has highlighted that the global business environment has a major factor on the business operation. This business environment can create opportunities and challenges both for the business. Business must need to be adapted to different situations based on the requirement. Understanding, through Unilever, has provided valuable information for understanding the importance of the global business environment. 
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