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Globalisation is a process of growing economic, political and technological integration of national economies via trade, investment, free movement of capital and exchange of information (Alkharafi and Alsabah, 2025). Whereas globalisation allows a firm to expand internationally and enjoy global economies of scale, it is also increasing competition, regulatory oversight and systemic risk. To multinational enterprises (MNEs), globalisation is not just an opportunity but a structural condition that transforms strategic decision-making.
This essay critically analyses how globalisation has impacted Unilever, a UK-based multinational fast-moving consumer goods (FMCG) firm that has operations in more than 190 countries and its brands include Dove, Lifebuoy and Magnum (Binti Tsuraya et al., 2023). Instead of outlining the impact of globalisation, the analysis assesses the influence of the global forces on the Unilever strategy through major frameworks such as PESTLE analysis, Porter's Five Forces, Institutional Theory and the Resource-Based View (RBV). The essay presents the argument that despite the fact that globalisation improves the size of Unilever, its innovation ability, and market accessibility, it also structurally exposes it to geopolitical risks, costs of regulation and competitive pressures.
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According to RBV, globalisation enhances the competitive advantage of Unilever by enabling it to exploit valuable, rare and hard-to-imitate resources in markets. Its worldwide brand portfolio, supply chain and research and development skills are strategic resources that create economies of scale (Gangele and Kumar, 2025). The use of centralised procurement and global sourcing minimises the cost of inputs, which increases the cost leadership in price-sensitive FMCG markets (Shaoping, 2023). Nevertheless, economies of scale are not necessarily sustainable; they have to be secured against imitation and disruption of supply.
Market access is also increased through globalisation. More than 50% of the revenues of Unilever are based on emerging markets, which proves the dependency of the company on the global integration (Unilever PLC, 2026). This is the rationale of international trade involvement, as companies want to expand beyond the already congested domestic markets. But at the same time, market growth brings about vulnerability to political and economic instability.
Based on the global integration vs. local responsiveness framework by Bartlett and Ghoshal, Unilever has a transnational strategy: it keeps the global brand but localises its products to suit local tastes. The examples of this include the cultural localisation of Dove in its Real Beauty campaign, which has not become watered down in terms of brand identity (Prabhakar, 2025). This balancing exercise shows that globalisation does not erase the local differences, but it demands strategic hybridity. The inability to handle this tension would undermine brand equity.
The efficiency of operations is also improved by technological globalisation. AI-based predictive analytics and forecasting enhance demand planning and supply chain optimisation (Kagalwala et al., 2025). Customer experience and operational precision are boosted with the help of automation (Gavrila Gavrila et al., 2023). Nevertheless, technological integration is also a vulnerability and a facilitator because digital transformation increases capital expenditure and cybersecurity risks.
PESTLE analysis shows that globalisation entrenches Unilever in the intricate political, economic, social, technological, legal and environmental forces. Geopolitically, supply chains are disrupted by political tussles. The conflict between Russia and Ukraine caused the volatility of commodity prices and the instability of food supplies (Jagtap et al., 2022; Bullock, Lakkakula and Wilson, 2023). In the case of Unilever, this is how political shocks are directly passed on to the cost of operations. Diversified sourcing reduces and not removes this systemic exposure.
Consumer purchasing power has been decreased economically by inflation and disparate recovery after the pandemic (Macqueen et al., 2022). Volatility of exchange rates has an impact on earnings repatriation and profitability (Tahir et al., 2025). In markets where the price elasticity is high, an increase in the cost of inputs squeezes the margins. Moosa (2024) argues that the crisis of the cost-of-living changes consumer preference to less expensive options, which increases competition in the Five Forces model. Therefore, globalisation enhances the level of competition instead of ensuring growth.
Regulatory divergence is complicated by the law and the environment. The costs of compliance and increased transparency are imposed by the EU sustainability reporting requirements (Hummel and Jobst, 2024). Carbon policies and environmental taxation are other policies that increase the operational cost (Green, 2021). According to the Institutional Theory, companies have to adapt to the norms of the host country to achieve legitimacy (Risi et al., 2023). In the case of Unilever, sustainability is a reputational resource and a regulatory requirement.
Strategy is also formed by social and cultural forces. The existence of economic inequality in the emerging markets implies the need to adopt differentiated pricing models, e.g., sachet packaging among low-income consumers (Sharma and Gupta, 2021). Inclusive pricing is better than exclusive pricing as it increases accessibility, but it can water down high premium brand positioning. Likewise, workforce diversity contributes to innovation and employer branding (Confetto et al., 2023; Sahoo, Mishra and Rout, 2024), but cross-cultural misfit causes a bad reputation in the highly visible digital markets.
The use of Five Forces by Porter emphasises the fact that globalisation is increasing the intensity of competition. Digital platforms in the world reduce the entry barrier, allowing agile competitors to grow fast (Weng et al., 2024). The power of retailers like Amazon and Alibaba has gone downstream, and the bargaining power of these companies is higher. The inflationary pressures have increased buyer sensitivity to price (Moosa, 2024). The power of suppliers is also subject to change in response to commodity shocks due to the geopolitical conflict (Bullock, Lakkakula and Wilson, 2023).
Therefore, the global size of Unilever does not remove the competition but rather puts the company in the context of a very competitive international market. Lasting benefit relies on brand distinction and innovation, and not cost efficiency.
The technological progress increases the accuracy of forecasting and precision in marketing (Kagalwala et al., 2025). But the speed of innovation demands more capital, and it can become technologically obsolete. According to RBV, the digital capabilities need to be integrated into organisational routines to create a sustainable advantage. Unless incorporated in strategic decision-making, digital investments will not be a value driver but a sunk cost.
The main focus of innovation and competitiveness is strategic human capital (Jain, Saini and Shiwani, 2026). International talent mobility improves the transfer of knowledge but raises competition in the field of digital and sustainability expertise. Salary disparities and labour regulations make workforce management in cross-jurisdictions difficult. Lack of talent is thus a structural limitation of the globalised environment.
The main focus of innovation and competitiveness is strategic human capital (Jain, Saini and Shiwani, 2026). International talent mobility improves the transfer of knowledge but raises competition in the field of digital and sustainability expertise. Salary disparities and labour regulations make workforce management in cross-jurisdictions difficult. Lack of talent is thus a structural limitation of the globalised environment.
Unilever needs to be more strategic and match its strategy with the identified global risks instead of depending on scale advantages to enhance resilience.
Cost Control Supply Chain Regionalisation:  Geopolitical risk can also be minimised through diversification and nearshoring (Celestin et al., 2025). Regional production can, however, raise unit costs. Unilever can deal with this trade-off by implementing a dual sourcing approach that uses global suppliers with low costs and regional back-up capacity. This is a compromise between resilience and efficiency.
Digital Capability Integration: Unilever should not increase digital investments blindly but should instead incorporate AI systems in the strategic planning processes. Digital transformation needs to provide better dynamic capabilities, and not automation of operations. Systemic digital risk ought to be addressed by enhancing cybersecurity frameworks.
Portfolio Diversification in Income Segments: Unilever needs to have a tiered approach to product innovation, with premium innovation in higher-income markets and value-engineered products in price-sensitive markets to counter economic inequality and inflation. Nevertheless, brand architecture should avoid cannibalisation and watering down of premium equity.
Sustainability and Alignment of Institution: Sustainability must shift away from value creation and toward compliance. Unilever can change regulatory pressure into competitive differentiation by integrating the principles of the circular economy into the design of its products. Capital allocation should, however, be disciplined to prevent overextension.
Strategic Talent Development: Digital and sustainability-related skills should be invested in at the company level to limit reliance on unstable international labour markets. The development of leadership programmes should be able to increase cross-cultural intelligence to facilitate transnational coordination.
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Unilever has a strategic environment that has been greatly influenced by globalisation. It facilitates economies of scale, international brand leverage and technological integration, which increase competitiveness and market penetration. But it also places the company in unstable geopolitical structures, inflationary forces, regulatory complexity and heightened competition.
Applying theories like PESTLE, Porter's Five Forces, the Institutional Theory, and the RBV proves that globalisation is not necessarily a good thing, nor is it necessarily a disruptive one. Rather, it generates structural interdependence. The future competitiveness of Unilever is not about expansion but resilience, adaptive capability and strategic balance between global efficiency and local responsiveness.
Finally, globalisation is still an overall opportunity to Unilever- but only when handled critically, with the knowledge of the systemic risk and the long-term uncertainty. Companies that view globalisation as a consistent source of growth are exposed to strategic overexposure, whilst those that incorporate resilience into global strategy have a higher chance of maintaining competitive advantage in an ever more uncertain business world.
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