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Introduction
Globalisation is the growth of economic, political, social and technological interdependence between nations and the impact of this on the strategy, resources and competition of multinational enterprises. Globalisation is taking place through the worldwide flow of capital, technology, information and regulation (Gygli et al. 2019) but it also brings risks to businesses. In the global context artificial intelligence, geopolitics, supply chain disruption, and sustainability regulation are restructuring competitive advantage, and organizations must adapt to this uncertainty and change (Meyer et al., 2020).
As Unilever's headquarters are in London, the company is part of one of the largest consumer goods groups in the world, with over 400 brands in over 190 countries. As such, the technology, laws, consumer attitudes and relationships between countries can influence everything from supply chains to innovation and markets (Unilever, 2024).  This essay discusses the global trends and the opportunities and threats they present for Unilever.
Opportunities and Challenges Shaped by Global Forces
· Artificial Intelligence and Digital Transformation
AI is currently one of the most disruptive components of the global business ecosystem, transforming value creation through automation, predictive analytics, and decision augmentation (Shrestha et al., 2021). For Unilever, AI allows it to improve demand forecasting, new product development and marketing personalisation. The company uses machine learning-based algorithms to analyse consumer behaviour in its international markets to carry out targeted advertising and disseminate information more quickly. For example, the company's AI-powered platform, the "People Data Centres", supports real-time knowledge extraction allowing companies to rapidly respond to changing consumer demand (Unilever, 2023).
The same technology creates new organisational requirements related to high quality data governance, cybersecurity protection and specialist digital expertise. As discussed in Raisch and Krakowski's competitive dynamics of AI transformation research (2021), organisations face new challenges in developing adequate new organisational routines and hybrid human-machines organisation forms, making it difficult to arrive at a common view regarding decision rights, work design and culture. Unilever faces increasing pressure to build digital capabilities globally, especially in markets where digital connectivity is lacking. Unilever also risks its reputation when algorithms are biased and when data is not private in jurisdictions that expect privacy and protection.
· Geopolitics and Global Supply Chain Disruptions
Geopolitical risk and supply chain disruptions are major forces upon multinational corporations. Geopolitical events for example the Russia-Ukraine war, conflicts in the Middle East, post-Brexit trade negotiations and deteriorating Western-Chinese relations are reshaping global supply chains and trade routes. According to Gereffi (2020), global value chains reconfigure with resilience, regionalisation and multi-sourcing.
Unilever views supply chain resilience with meaningful opportunity. Its investment in digital capabilities, diversified sourcing and localised manufacturing means the company is more agile, making it less exposed to any localised shocks in one market. For example, Unilever invested in local factories in Asia and Africa to provide rapid access to the local market and reduce reliance on transcontinental logistics, and to access large emerging markets (Unilever, 2024).
Simultaneously, geopolitical complexity, including disruptions of global shipping and trade resulting in higher transportation costs and changes in product procurement and formulation, is increasing the cost (Dolgui and Ivanov, 2021). Research also suggests such uncertainty impairs supply chain optimization while increasing the need for planned safety stock (Dolgui and Ivanov, 2021). For Unilever's raw materials such as palm oil, dairy ingredients, packaging and chemicals, prices fluctuate. Political action such as sanctions, tariffs and local content legislation affect market access, and in some cases may require a shift in either production or research and development capacity.
· Sustainability Regulation and the Corporate Sustainability Reporting Directive (CSRD)
Sustainability drives international business as one of the most important factors. For example, the EU passed the Corporate Sustainability Reporting Directive (CSRD). The directive requires large multinational businesses to disclose the ESG performance of their value chains. The directive also covers how they are managing the risk of climate change. Furthermore, Van der Lugt et al. (2023) say that sustainability regulation can help companies to better internalise environmental externalities, report with transparency, and include sustainability when they plan decisions.
For Unilever, the largest opportunities of CSRD are building consumer, investor and regulatory trust. Strong sustainability credentials provide Unilever with a differentiator against competitors in markets where demand for sustainable products and services is growing. Unilever's Sustainability Plan answers heightened global expectations on waste, practices regenerative agriculture, and nets zero, attracting investors with ESG mandates, and reinforces Unilever's reputation as a global brand.
But at a practical level, complying with regulations like the CSRD challenges people because they need to gather data from entire value chains, including international suppliers with complex locations. Adams and Abhayawansa (2022) argue that sustainability reporting increases costs to track emissions, social impacts and resource use across complex supply chains. For Unilever, this involves managing smallholder farmers, packaging suppliers and distribution partners with varying governance in multiple regulatory environments. Sustainability targets may also temporarily increase costs of operations through investment in green technology, circular packaging or renewable energy sources. 
Impact on Unilever’s Market Positioning, Innovation, Talent Management, and Competitiveness
· Market Positioning
Unilever seeks to remain competitive by attending to global trends and utilising AI for precision marketing and segmentation. Such Unilever advantages will help improve market share in crowded areas of the FMCG markets, and especially in digital-first countries. Choi et al. (2023) further show that digital capabilities improve market agility and product-market fit (PMF) in the consumer goods sector.
Unilever's competitiveness can also be affected by geopolitical risks by location. For example, supply blockages can cause the firm's shelf share to decline compared to firms with supply bases in one location. Meanwhile, sustainability regulation generally has a positive effect on brand equity but imposes costs compared to less-regulated rivals, especially in developing countries where sustainability enforcement evolves gradually.
· Innovation Capabilities
AI is speeding Unilever's product development process through rapid experimentation, auto-formulation, and auto-trend forecasting, reducing product cycle times and developing products better suited for the local markets. Unilever is also using digital twins and predictive modelling to optimise product standardisation and reduce wastage. This supports Jarrahi's (2019) argument that artificial intelligence augments human creativity when it is part of a collaborative innovation ecosystem.
· Talent Management
Talent is a meaningful component of Unilever's global strategy. The rise of Artificial Intelligence has also increased the demand for data scientists, digital marketers, automation experts, and ethical Artificial Intelligence professionals. According to Min et al. (2021), digital transformation changes skills required for the workforce, causing a need for reskilling programs on adaptability. Unilever's digital skilling programs allow employees to work on AI tools and address the global shortage of digital talent.
Purpose-driven careers are increasingly sought by younger employees, and strong environmental, social and governance (ESG) commitments create more attractive organizations. Meeting sustainability commitments will require new capabilities, like climate reporting, regenerative agriculture and life-cycle assessment, increasing recruiting and upskilling requirements.
· Overall Competitiveness
Alongside AI, geopolitics and sustainability, Unilever's competitive advantage is multi-fold: AI increases productivity and accelerates innovation; sustainability improves brand equity and improves long-term survival; and supply chain resilience strengthens the continuity of business and the responsiveness of its different departments to regional markets. However, these forces also imply higher costs, greater capabilities, and more complexity in strategy overall.
Strategic Recommendations
1. Deepen AI Integration Through Ethical and Scalable Systems
Unilever can benefit from embedding appropriate AI governance in its value chain. This could include processes that improve due to predictive analytics during supply chain planning, systems that manufacture for quality-control due to AI-based automation and personalization that improves because of ethical AI-based data models. Collaborating alongside universities and academic institutions can help Unilever innovate responsibly and attract digital talent, as integrated human–AI collaboration enhances decision quality and accelerates innovation processes (Shrestha et al. 2021). 
2. Build a Multi-Regional “Resilient-by-Design” Supply Chain
Unilever can reduce vulnerabilities to supply disruptions through supplier base and location diversification, supply chain mapping, blockchain traceability use, and smart inventory management, among other actions. Dolgui and Ivanov (2021) argue that resilience capabilities reduce vulnerability thereby improving competitive advantage. Expanding supplier development programs in Africa, Latin America and South Asia would increase local anchoring and decrease logistics risk for long-distance procurement.
3. Accelerate Sustainability Integration Through Value Chain Transparency
To meet upcoming CSRD requirements and consumer expectations, Unilever could improve sustainability data reporting with Tier-2 and Tier-3 suppliers and introduce digitalized ESG dashboards, satellite monitoring to track agricultural inputs, and climate risk analytics. Long-term calculated cooperation with suppliers on regenerative agriculture and circular models reduces compliance costs and enables co-development. According to Van der Lugt et al. (2023), stronger ESG integration supports long-term organisational profitability and improves investor trust in the long run.
4. Strengthen Global Talent Capability Through Strategic Reskilling
Unilever should continuously reskill people in digital, sustainability and intercultural leadership competencies like AI ethics, climate reporting, data science and other areas. It should collaborate with leading global business schools and technology partners. Min et al. (2021) suggests this can improve organisational agility with resilience and better attract then retain high-value talent in competitive labor markets.
Conclusion
The essay explored themes that reshape Unilever's operational and calculated context. AI promises to analyse, innovate, and effect change in areas, but poses difficulties in data governance and in attracting talent. Geopolitical shifts show that resilient, diversified supply chains are important again these chains cost more and are more uncertain. When regulations support sustainability, regulations provide long-term brand equity and accountability because they substantially invest in operational reporting.
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