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[bookmark: _sfxf4hs6x22y]1. Introduction
The concept of globalisation refers to the rising rate of integration within global economies and the expansion of businesses on an international scale. As per the views of Rizvi et al. (2022), globalisation is concerned with the implementation of integrated business systems wherein global markets are being integrated. The relevance of globalisation to international business is to facilitate businesses to grow out of their home markets to a global scale. Globalisation is also relevant since it enables businesses to implement a global supply chain and lower costs associated with sourcing.   
The organisation analysed in this essay is Unilever, the most prominent FMCG brand operating in the UK that has become multinational amidst rapid expansion. Unilever has a customer base of more than 3.7 billion and is present in over 190 countries respectively (Unilever, 2026). Unilever is chosen for this essay as despite having capitalised on sustainability, the brand still faces challenges due to geopolitical tensions and sustainability directives. The purpose of the essay is to examine the influences of globalisation forces (AI, geopolitical tensions, and sustainability regulations) on the operations of Unilever.
Thesis Statement: Unilever’s multinational operations have facilitated rapid adoption of AI yet despite its sustainability; directives have faced challenges with waste management.


[bookmark: _ywf4bucj2nr3]2. Analysis
Opportunities and Challenges 
Rapid artificial intelligence is shaping business operations and strategies by facilitating automation and reducing production lead times for multinational businesses. The force of AI is beneficial for Unilever, as it has enabled the brand to enhance its operational scale and meet with the demands of its global supply chain. For example, Unilever has adopted AI powered content creation, utilising generative AI to create assets 30% faster and enhance visibility on social media by 22.5% respectively (Unilever, 2025). The example demonstrates that Unilever is utilising AI to assist in global marketing, enabling it to generate digital assets faster or even create complete campaigns respectively. The force of AI enhances the operations of Unilever by reducing lead times and introducing automation capabilities within its supply chain. On the contrary, the views of Chhibber et al. (2025) demonstrate that AI has raised concerns regarding job displacement in roles that involve repetitive or predictable tasks. Therefore, the benefits of AI such as automation and reduction in lead times need to be balanced by minimising job displacement.
The force tied to sustainability demonstrates the EU’s corporate sustainability reporting directive that mandates businesses to report their progress via sustainability reports. The force shapes business operations and strategies by making CSR mandatory and increasing the prominence of transparent reporting. Unilever is compliant with sustainability directives and is known to demonstrate rapid progress in its sustainability reports. For example, Unilever’s annual report 2025 demonstrates that it increased its use of recycled PCR plastic by 25% and was able to reduce Scope 1 and 2 GHG emissions by 77% respectively (Unilever, 2025). The example demonstrates that Unilever’s sustainability approach is tied to making CSR its competitive advantage to facilitate growth in the FMCG sector. The initiative enhances the operations of Unilever by making it compliant with CSR and sustainability reporting laws and generating goodwill for the business.


Multinational organisations such as Unilever face severe challenges during periods of geopolitical tensions as it affects the stability of their supply chain. For example, the Middle Eastern Conflict (Iran-US war) has led Unilever to pause its hiring within these regions temporarily (Bhaimiya, 2026). The example stated that geopolitical tensions create a challenge in hiring as the safety concerns of brands increases. Furthermore, the geopolitical conflict has led to Unilever’s supply chain disruption since the price of Crude oil has increased, making logistics expensive. The force (geopolitical tensions) affects the strategic decisions of Unilever by limiting its regional operations and affects its operational decisions regarding supply chain sourcing. The issue has become exasperated in nature since geopolitical issues affect the revenue streams of Unilever and impacts its sustainability directive. Therefore, it can be deduced that the contemporary issues shape internal business operations and strategies by limiting the geographic reach of a firm and making logistics difficult.
The force of mandatory sustainability regulations creates challenges regarding transparency within brands such as Unilever that can have a negative impact on its goodwill. For example, Greenpeace demonstrates that Unilever produced 53 billion unrecyclable plastic sachets in 2023 and is being targeted by CMA over its false sustainability claims (Greenpeace, 2026). The challenge details that despite claims of sustainability, Unilever’s transparency levels are minimal. The impact of the force on Unilever’s strategic decisions is the need to adopt effective auditing measures to remedy such issues. The impact of the force on operational decisions of Unilever is the implementation of stricter monitoring compliance on the firm’s CSR operations. Therefore, it can be denoted that the factors such as mandatory sustainability compliance and geopolitical disruptions affect the operational efficacy of Unilever.      


Impact on Organisation
Geopolitical tensions influence Unilever’s market positioning and competitiveness by reducing its effectiveness to maintain global supply chains. As per the views of Bednarski et al. (2025), the compounding disruptions caused by geopolitical tensions have led firms to reconsider their global supply chain design completely. The issue has had a negative impact on the firm’s talent management as the firm has stopped hiring in regions with high levels of political instability (Middle East). The innovation of Unilever has been impacted as a result since the limited number of employees reduces the potency of innovation respectively.  
AI deployment has had a positive influence and impact on Unilever’s innovation and talent management initiatives since it has facilitated enhancement of operational efficiency. For example, Unilever has implemented an AI powered candidate-screening tool to tackle the problem of manually filtering through 1.8 million applications annually (Bernard Marr, 2026). The automation of Unilever’s talent management has enhanced its innovation precedence, enabling the firm to improve its hiring process significantly. On the contrary, the market positioning and competitiveness of Unilever has declined on a global standard due to fears of job displacement amidst rapid AI adoption. Nestle and Proctor and Gamble are ranked the top FMCG brands globally in terms of revenue earned (Falcon Gallant, 2026). The fear of job displacement reduces the morale of Unilever’s workforce and limits the firm’s ability to maintain competitive growth in comparison to its competitors. Therefore, it can be denoted that AI has both positive and negative implications on Unilever and needs to be utilised in a moderate manner.	 
Sustainability compliance as per national laws or through EU’s reporting directive has impacted Unilever’s brand image positively as it has promoted its CSR programs to gain goodwill. For example, Unilever has reached over 2 million families with its humanitarian efforts, provided over 4 million meals, and donated 3,000 tonnes of products as part of its CSR efforts (Unilever, 2021). Compliance with sustainability laws and standards enhances Unilever’s market positioning and competitiveness significantly. The talent management initiatives of Unilever are impacted positively since employees are urged to participate in CSR programs frequently. Innovation of Unilever such as data analytics or AI is utilised to assess viable CSR investments that would enhance goodwill the most. On the contrary, the negative impact of the factor is that the firm’s heavy use of plastic packaging contradicts its sustainability directives. Moreover, the globalised operational scale of Unilever also increases its emissions, making sustainability management challenging.



Strategic Recommendations 
Unilever can be recommended to increase its buffer inventory by creating storage warehouses to limit the impact of geopolitical tensions on sourcing. Maintenance of a buffer inventory would be suitable as critical production components can be stored by the firm to be used during periods of emergencies, remedying geopolitical disruption. Unilever can respond to the fears of AI powered job displacement by offering employees technology training to increase their tentative skill levels. The recommendation would be suitable since the lack of apparent skill in the workforce and hesitance towards use of new technology is a major reason for displacement. Technological training would enhance the effectiveness of the skills of employees and enable them to work in unison with innovation within Unilever’s supply chain. The lack of transparency in Unilever’s sustainability compliance can be addressed by utilising external firm audits to conduct sustainability audits. Considering the fact that Unilever is one of the world’s largest plastic polluters, the firm can adopt bio-plastics that are eco-friendly in nature. Most bio plastics such as PLA or PHA are biodegradable in nature and enable a shift away from fossil fuels (Islam et al. 2024). Thus, the recommendations stated would enhance the global operations of Unilever and enable it to generate effective goodwill in the eyes of its global consumer base.


[bookmark: _ni5iozlfr74i]3. Conclusion 
The key insights from the essay are that Unilever has become a prominent global FMCG brand by capitalising on CSR as its competitive advantage. The factor of AI positively affects its supply chain by enabling its marketing initiatives whereas geopolitical instability disrupts its supply chain. The supply chain of Unilever lacks transparency and it has led to the firm being investigated by the CMA. Thus, the importance of understanding these global dynamics is to improve international business strategy and improve lead times for businesses that have a global supply chain.
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