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Introduction
Globalisation is the growing interconnectedness of economies, markets, and businesses that span national boundaries through trade, investment, technology, information, and labour flows. Globalisation in the modern business world has enabled businesses to internationalise, gain new markets, and enjoy global supply chains (Alkharafi and Alsabah, 2025). Simultaneously, it subjects organisations to fast technological change, geopolitical uncertainties, and changed regulatory requirements. Consequently, multinational companies have to continually adjust their strategies to remain competitive in the globalised economy, where economic, technological, and political changes in a given region can have a profound impact on business activities in other parts of the world.
Unilever is a UK-based British multinational consumer goods company. It has operations in over 190 countries and a vast array of globally recognisable brands in food, personal care, and household products, such as Dove, Lipton, and Ben & Jerry's. Unilever has a daily usage of 3.7 billion, and in 2025 the company had a turnover of €50.5 billion, of which 59 percent of revenue was attributed to emerging markets (Unilever, 2025). Unilever depends on global supply chains, technological innovations, and sustainable business practices due to its large operations across many countries. The firm enjoys good global presence and is, as such, a good case study of how multinational organisations can adjust to changing economic, technological and regulatory forces in the world.
This essay aims to critically examine how significant world forces impact Unilever in terms of international strategy and operations: the embrace of artificial intelligence. These geopolitical contexts of tension have an impact on the sustainability controls and the supply chain. It will also explain the strengths and weaknesses of these forces and evaluate the impact of these forces on the competitiveness, innovation, and strategic decision-making of the company in the global market.
Global Business Environment and Analytical Framework
Unilever's business environment has been characterised by a set of external forces that shape the organisational strategy and performance within the business environment globally. One of the most used tools of studying external forces is the PESTEL Analysis, which analyzes political, economic, social, technological, environmental, and legal forces that impact businesses. Geopolitically, it could cause political uncertainties and trade interruptions that could affect the global supply chain and access to markets (Cheng, 2021). Inflation and unstable prices of commodities affect the price of production and the purchasing power of consumers. Marketing, production, and logistics are changing with technological advances, especially those driven by artificial intelligence. Social and environmental issues are also becoming more important, with governments introducing tougher sustainability and reporting policies (Unilever, 2025). All of these are shaping the environment in which multinational companies operate and how they must change their international strategies to fit in.
Besides knowledge of the external environment, the business must understand the industry's competitive landscape to remain competitive in the market. One of the most popular frameworks for achieving this goal is Porter's Five Forces, which analyses competitive pressure, suppliers' and buyers' bargaining power, the threat of substitution, and the threat of new entrants (Cheng, 2021). Unilever operates in a highly competitive environment in the global consumer goods market alongside other large multinational companies such as Procter & Gamble, Nestle, and Colgate-Palmolive (Chang, 2025). These companies compete in the same product lines such as personal care, food and household products. Stiff competition drives unremitting innovation, robust branding initiatives, and effective supply chain management. 
Opportunities and Challenges
The existing forces in the world offer Unilever several advantages, including improved efficiency, innovation, and global competitiveness. One of its benefits is the implementation of the artificial intelligence, which will allow the company to handle large volumes of consumer data and improve decision-making. For example, Unilever employs AI-based marketing technologies and industrial twin in factories to streamline manufacturing and predict customer demand, thus reducing operational costs and maximising product supply (Unilever, 2026). Globalisation is also contributing to the growth of the company into new emerging economies like India and Indonesia, where consumer goods are highly demanded. Moreover, the increasing environmental awareness and sustainability strategies have further improved the image of Unilever as a socially responsible company by promoting activities like its Sustainable Living Plan (Leelawati et al., 2025). This environmental sustainability leadership will attract the interest of environmentally-conscious consumers and investors, as well as increase brand loyalty and market growth in the long term.
Even though these are the primary advantages, global forces also pose significant threats to Unilever, which affect its strategic and operational decision-making. One of the most significant challenges is that of geopolitical tension and disruption of supply chains. The problems with security in the regions around the Red Sea, including unrest, make the transportation of raw materials to the factories producing the vast majority of Unilever products more challenging (Cheng, 2021). Such upheavals compel the company to re-evaluate its sourcing approaches and invest in more robust supply chains. The other concern is the compliance with the sustainability legislation, including the Corporate Sustainability Reporting Directive, requiring firms to report in detail both on environmental and social performance (Leelawati et al., 2025). Although sustainability enhances brand reputation, the financial cost of undertaking greener production processes and supervising the supply chains is high. Moreover, the use of new and innovative technologies, including artificial intelligence, is linked to expensive infrastructure and trained professionals, which may include the strategic long-term planning of Unilever.
Impact on the Organisation
The adoption of AI, geopolitical tensions, and sustainability regulations are global forces that have strongly influenced Unilever's market positioning and innovation strategy. The concept of sustainability has become a core part of the company's brand, as seen in the Unilever Sustainable Living Plan, which encourages the use of environmentally friendly products and ethical sourcing (Hong, 2025). The sustainability plan of Unilever is evidenced by the fact that the Scope 1 and Scope 2 emissions have decreased by 30% to 0.49 MtCO 2 e and Scope 3 from 47.21 MtCO 2 e, and the amount of virgin plastic used has been reduced by 29%, whereby more than 95% of sourcing is deforestation (Unilever Annual Report, 2025). Nevertheless, these numbers also indicate great vulnerability to value chain risks and the impossibility of complete decarbonisation, as more than 60% of the emissions are by the suppliers. This commitment has increased consumer confidence and competitive advantage over competitors, as Unilever has been able to maintain premium status in its market, where consumer are ESG-conscious. Technology, particularly AI, has helped in making the operations more efficient and innovative; AI-analytics allows the company to anticipate consumer preferences, increase the effectiveness of marketing campaigns, and streamline supply chain logistics (Hasa, 2024). However, these have obstacles related to them. Tough sustainability regulations, including the EU Corporate Sustainability Reporting Directive (CSRD) increase operational expenses, but AI utilization demands considerable financial investments in technology infrastructure and cybersecurity.
Talent management and competitiveness in general are also significantly affected by these global forces. The digitalisation and AI trend imply that Unilever will be forced to invest in the upskilling of its staff, such as data analytics skills, AI systems management skills, and sustainability skills (Hu, 2023). A digital learning program like Unilever's allows the organisation to become more nimble, and the capacity to innovate is also enhanced by the ability of employees to adjust to new technologies. In addition, the geopolitical tensions, such as the Red Sea or uncertainty in the China-Taiwan trade, have exposed Unilever to supply chain vulnerability because it can disrupt the supply and increase costs, considering that Unilever is a global company (Webadmin, 2026). Planning of strategic contingency plans and diversification of suppliers are needed to mitigate these risks. Overall, even though AI, sustainability, and globalisation help Unilever become more competitive and innovative in the market, the company must always balance investing in technology, staff development, and regulatory compliance, and the operational and financial risks of the global forces that are too complicated to predict.
Strategic Recommendations
Unilever is recommended to have several strategic actions in order to effectively respond to the forces of the global environment that are affecting the business. To begin with, the firm ought to diversify its supply chains to avoid reliance on particular areas or suppliers (Hu and Zeng, 2024). This will enable the company to improve the resilience of its supply chain through creating regional manufacturing and sourcing networks and mitigating the impacts of geopolitical disruptions.
Second, Unilever should continue investing in artificial intelligence; however, it should be done in a responsible manner (Cheng, 2021). This includes improving cybersecurity, ethical guidelines in the use of AI, and training the staff on digital technologies.
Third, to become a more sustainable organisation, the organisation can increase its sustainable sourcing and invest in sustainable production processes. Open reporting and vigorous compliance with environmental policies will help to gain the trust of consumers, investors, and regulators.
Finally, Unilever must invest in talent development by developing digital skills and sustaining sustainability knowledge and global leadership skills through training programmes (Ahmed, 2024). There will be a need to have a talented and flexible workforce to manage changes in technology and regulations in the future.
Conclusion
In conclusion, the presence of global forces such as artificial intelligence, geopolitical conflicts, and sustainability policies radically impacts the activities and global strategy of Unilever. AI helps to enhance operational efficiency, innovation, and responsiveness to consumer trends, and sustainability initiatives enhance the brand image and market positioning. On the other hand, the supply chains are threatened by geopolitical tensions, which increase their costs and create uncertainty in their operations. All these forces have an impact on the management of talent, which needs to invest in digital skills, the ability to be flexible, and innovation. Such dynamics play a key role in ensuring the survival of competitiveness in the rapidly evolving global market, which can only be comprehended and responded to. In multinational companies like Unilever, it is paramount that technological innovation, regulatory compliance, and risk management are balanced in the strategic decision-making process to ensure long-term success in global business.
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