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Introduction 


Globalisation has changed the way businesses operate by increasing the movement of goods, services, capital, technology and information across international borders. In an era of increased interconnectedness of markets, organisations need to be flexible to the fast-paced technological developments, geopolitical uncertainties and changing regulatory demands for remaining competitive (Hill, 2023; Cavusgil et al., 2024). Globalisation offers companies opportunities to expand into new markets, improve operational efficiency and access global talent; while exposing them to complex risks such as supply chain disruptions, political instability and changing sustainability expectations in today’s international business environment (World Economic Forum, 2024). Unilever Private Limited is a global consumer goods company based in the United Kingdom, with products available in over 190 countries. Unilever owns globally recognised brands in food, personal care, home care and nutrition, including Dove, Hellmann’s, Rexona and Ben & Jerry’s (Unilever, 2025a). Unilever’s large international operations and complex global supply chain make the company highly exposed to ongoing global developments such as the rapid integration of artificial intelligence (AI), geopolitical tensions affecting international trade, and new sustainability regulations such as the European Union’s Corporate Sustainable Reporting Directive (CSRD) (Unilever, 2025a; European Union, 2022).

This essay will serve the purpose of critically analysing how these global forces provide Unilever with opportunities as well as challenges. The discussion will consider their impact on the company’s international strategy, operations, innovation, competitiveness and talent management and will provide concrete recommendations for improving its long-term global success.

Opportunities and Challenges

Opportunities
Artificial intelligence (AI) is one of the main drivers of business revolution across the globe. (Hill, 2023); (Maslej et al., 2024). State that AI allows businesses to save money, make better decisions and run their operation more efficiently by automating and analysing data. Unilever has taken up these and other technologies to improve its supply chain, anticipate customer demand and devise more effective marketing tactics based on data about consumers.

For example, Unilever (2025a) uses AI-based predictive analytics to predict shifts in consumer demand and to improve inventory management, thereby reducing waste and ensuring product availability in all international markets. Artificial intelligence has also improved the recruitment processes, which has enabled Unilever to hire competent employees in a highly competitive global labour market by reducing the time taken to hire and identifying the eligible candidates more efficiently (Unilever, 2025a).
The other huge opportunity is the increasing global focus on sustainability. The growing consumer awareness of environmental and social issues has motivated firms to adopt more sustainable business practices (Porter and Kramer, 2019). Unilever has incorporated sustainability into its corporate strategy by adopting initiatives to improve the recyclability of packaging, reduce carbon emissions and promote responsible procurement of raw materials (Unilever, 2025a). The company can take the opportunity to improve transparency and increase confidence among investors by applying the EU’s Corporate Sustainability Reporting Directive (CSRD) (European Union, 2022).
Unilever strengthens its long-term competitive edge by showcasing responsible environmental, social and governance (ESG) performance that improves its image with consumers, investors and other stakeholders (Eccles and Klimenko, 2019).

However, such prospects also posted significant challenges. The persistent uncertainty in the China-Taiwan relations and the disruption of the Red Sea shipping lane from attacks on commercial ships have posed serious risks to the global supply chain, especially in the context of geopolitical tensions (World Economic Forum, 2024). Unilever’s business model relies on the procurement of raw materials and the delivery of products to a variety of international markets. 
Delays in transportation will lead to higher costs of logistics and lower efficiency of operations.
Longer delivery times may lead to product unavailability in some markets which can affect consumer satisfaction and business performance (Unilever, 2025a).

The rules that global companies must follow are becoming ever more complicated and exacting. 
Sustainability reporting does play a role in corporate responsibility, but it is not without cost. 
These extra costs can affect companies' profitability, as they have to deal with inflation, rising energy prices and increasing labour costs simultaneously (World Economic Forum, 2024). Thus, it is expected that Unilever will continue to strike a balance between its financial performance and its sustainability commitments (Unilever, 2025a).

Effects of Organisation

The forces of the modern world have greatly impacted the market positioning of Unilever. Unilever’s commitment to sustainability and innovation has strengthened its reputation as a responsible global brand, appealing to environmentally conscious consumers and socially responsible investors (Unilever, 2025a). This differentiation provides Unilever with a competitive advantage over the organisations that have been slow to incorporate sustainability into their business models (Porter, 1985). However, competition for highly trained individuals in such fields as artificial intelligence, digital transformation and sustainability is growing (World Economic Forum, 2024). 
Globalisation has also altered the talent management in the organisation.
The company Unilever leverages the diversity of its international workforce by hiring qualified employees from different locations and promoting collaboration among global teams (Cavusgil et al., 2024). Digital technology and hybrid working practices have further improved the organisation's communication and flexibility (Unilever, 2025a). 
However, competition for highly trained individuals in such fields as artificial intelligence, digital transformation and sustainability is growing (World Economic Forum, 2024). An inclusive organisational culture and investment in employee well-being, career development and training are therefore critical to retaining talented employees.

Ultimately these global forces have made Unilever more competitive through innovativeness, efficiency and better stakeholder relations ... but also technological risks, regulatory complexity, disruptions to supply chains and political instability (Hill, 2023; World Economic Forum, 2024). Unilever’s long-term success will depend on its capacity to be agile, invest in digital capabilities, build a more resilient supply chain, and embed sustainability into its global business strategy (Unilever, 2025a).

Strategic Recommendations

As AI is becoming more and more integrated into company processes, Unilever should extend its governance rules to cover cybersecurity, data protection and the responsible use of AI in line with international norms (OECD, 2024).
We will continue to focus on enhancing the resilience of the company’s global supply chain. The recent events in the Red Sea and the ongoing geopolitical tensions between China and Taiwan have demonstrated the fragility of international supply networks (World Economic Forum, 2024). Unilever can mitigate these risks by sourcing from different suppliers, developing close relationships with regional suppliers and maintaining strategic stock of key products.
Furthermore, investing in digital supply chain technology would enable the organisation to monitor disruptions in real-time and react more efficiently to unexpected events (Hill, 2023). And Unilever also should be seeing sustainability as more than just meeting regulatory criteria. “Further investment in renewable energy, sustainable packaging and responsible sourcing will help the company to enhance its reputation, build stakeholder trust and create long-term value, responding to increasing consumer and investor expectations.
The organisation should see the Corporate Sustainability Reporting Directive (CSRD) as a legal obligation and not simply as a way of gaining competitive advantage, improving stakeholder confidence and encouraging transparency (European Union, 2022).
There is a growing trend towards sustainable goods, and to respond to this and environmental objectives in the long term, it is important to continue to invest in renewable energy, circular packaging solutions and responsible sourcing (Unilever, 2025a; Eccles and Klimenko, 2019).

Finally, it’s critical to invest in staff development initiatives to sustain a competitive advantage. As the digital transformation picks up pace, Unilever needs to expand its training programmes to cover artificial intelligence and digital skills, sustainability and leadership skills. Opportunities for continuous learning, diversity and inclusiveness and support for employee well-being will help attract and retain highly capable workers in the highly competitive global labour market (Cavusoglu et al., 2024).

Conclusion

Globalisation is changing the world business environment and is offering huge opportunities and complex challenges to multinational corporations (Hill, 2023). The article pointed out that global factors such as artificial intelligence, geopolitical disputes and sustainability demands are having a huge impact on Unilever’s global strategy and business activities. Improved efficiency, innovation and decision-making have come from artificial intelligence, while sustainability initiatives have enhanced the company’s competitiveness and reputation (Unilever, 2025a). However, operational risks and financial challenges have been introduced by supply chain disruptions, geopolitical uncertainties, and increased regulatory requirements (World Economic Forum, 2024; European Union, 2022).

The study says companies have to be proactive and flexible if they are to survive in today’s global market. Unilever’s long-term viability will depend on building a capable workforce, increasing the resilience of the supply chain, investing in sustainability, and finding a sweet spot between responsible governance and technical innovation (Brynjolfsson and McAfee, 2024; Unilever, 2025a).
These steps will position the company better to respond to increasing global economic uncertainty.
International commerce is unique, and organisations operating internationally need to know this. Companies need to be proactive in predicting external changes, adjusting their strategies and combining innovation and sustainable business practices to compete in the global market (Hill, 2023; Caviglia et al., 2024).
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