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Globalisation and Major Forces Shaping the Global Business Environment: A Case Study on Unilever
Introduction
Globalisation is a term that has been used to refer to the growing inter-dependency of the worldwide economies, industries, and markets. It promotes breakthroughs in technologies, commercialisation rules, cross-border investing, and digital interaction (Hill et al., 2022). Global integration allows businesses to migrate their activities beyond their borders, access new customer markets, and enjoy cross continental supply chain and labour resources.
Globalisation is one very important force in the modern business environment, which affects the way companies plan, compete, and grow. It enables companies to become innovative at a quicker pace, expand operations globally, and minimise the cost of production by acquiring varied resources. But it also leads to problematic issues, like cultural diversity, political vulnerability, chain complexity and international competition.
The essay will carry out a critical analysis of globalisation impact on Unilever which is a multinational consumer goods company based on the UK. This discussion shall discuss the advantages and challenges of the company being a global operator, besides discussing the external global forces that influence its strategy. Business models that are applicable will also be used to aid the analysis and strategic recommendations in the essay will also be given at the end to help Unilever become globally competitive.

Globalisation’s Dual Impact on the Organisation
Benefits of Globalisation
Globalisation has greatly brought an impact in the growth and long-term growth of multinational organisations like Unilever. The possibility of the Unilever companies operating in a global connected economy has enabled it to tap new markets, minimize operations because of the ability to get an affordable international sourcing and ensure that business risk is cubed across different regions. Such opportunities are due to better transport, communication and reduction in barriers regarding trade (Gandhi et al., 2024).
Existence of the international markets has enabled Unilever to establish a solid international presence. Consequently, the company is currently operating in more than 190 countries in the world generating most of its revenue out of the UK (Statista, 2024). Such international presence makes it less vulnerable to local economic downturns and enables it to maintain consistency in finances in varying business cycles. In addition, it helps the business derive the economy of scale as the cost of production lowers along with output since international demand is rather high.
Example – Sourcing from Developing Countries
The supply chain strategy by Unilever that depends on much is sourcing raw materials in the third world is one of the best indications of how the company anticipated globalisation to its advantage (Shaoping, 2023). Some of the main ingredients supplied in the company are palm oil, tea, cocoa, which are obtained in such countries as Indonesia, Kenya, and Ghana, respectively. This international purchasing not only leads Unilever to cut down manufacturing expenses but it also helps to develop the local agriculture industry. Unilever has a sustainable sourcing programme and by doing this, it establishes long term supplier relationships and enhances quality and promotes ethical standards.

Challenges of Globalisation
Although globalisation is a favourable concept associated with various significant advantages, it is also coupled with a number of operational and tactical issues to multinational corporations such as Unilever. Among the primary challenges is the existence of the various aspects of difference in regulations between countries. Every country possesses legal norms connected to advertising, environment protection practices, health issues, and consumer rights. Responding to these local demands causes more administrative overheads and possible delay in product releases.
Political instability is also one of the key problems in specific areas. Unilever has other emerging markets in which the government policies are subject to change at any given time. The company can be faced with political unrest, civil strife, or unforeseen restriction of trade thereby impeding the capacity to deliver goods or retain supply agreements. They increase the difficulty of long-term investment and strategic planning of management in unstable regions (Todd Price, 2016).
Supply chain vulnerabilities are also as a result of globalisation. Unilever relies on raw materials and production plants in various regions, which implies that even a single incident like closure of ports, pandemics, and fuel defiance may cause the production to halt. Such difficulties manifested themselves quite acutely during the COVID-19 pandemic when the vulnerabilities of the global logistical chain and access to raw materials were revealed.
Example – Brexit and Supply Chain Disruption
The Unilever has impounded border charges, customs and logistical difficulties and the additional expenses of transport between the UK and the EU following the departure of the UK out of the European Union. This has upset its regional supply chains, and the business needed to reconsider its distribution approaches such as hoarding and transfer of warehouses in order to prevent any future disruption.

Analysis of Global Forces
Positive and Negative Global Forces
Powerful external forces characterise the nature of the competition, innovation and risk management in global operations of Unilever. Some world forces present opportunities to grow and develop, whereas the others pose meaningful strategic and operational difficulties.
Technological Advancements – Enabling Innovation and Efficiency
Technological development is one of the most optimistic factors that promote the growth of Unilever, in particular on the level of automaniac, artificial intelligence (AI), and digital data systems. Unilever has implemented AI to enhance forecasting of demand, prevention of waste of inventory, and increasing customer insights. This will enable the company to be able to make quicker informed decisions and make swift responses to the changes in the market.
Automation used in the manufacturing process of Unilever has also improved its production. As an example, Unilever has its so-called smart factory in Dubai, which produces advanced analytics and automation tools to monitor the current production level, cut down on energy consumption, and limit the number of product defects (Unilever, 2023). 
Political Instability – Threatening Continuity and Reputation
Political instabilities and conflicts are also a major challenge to Unilever especially in areas that are politically at high risk. The vivid example is the case of Russia and Ukraine that provided a disruption to the Unilever distribution work and caused a lot of criticism of the company as it still kept offering essential products to Russia (Vassiliki Bamiatzi et al., 2024). The company lowered the level of its activities, but the negative effect was on the image which is damaged in the eyes of the population, and Unilever lost its holistic image in the whole world.
Besides, trade tensions e.g. trade war between the US and China have led to higher tariffs on raw materials and packaging leading Unilever to look elsewhere and reconsider its sourcing strategy. Such political risks bring about uncertainty, increased costs and lowered flexibility of business in different markets.
Economic Inequality – Influencing Market Demand
The problem of inequality between the economies of various regions may be regarded as a common issue and thus it has a direct impact on the consumer behaviour and purchasing power (Velandia-Morales, Rodríguez-Bailón and Martínez, 2022). The situation in lower-income countries with low disposable income might require a decrease in demand of goods of premium or branded nature. This makes companies such as Unilever to change their product and price strategy to become competitive.
As an example, in India and some parts of Sub-Saharan Africa Unilever distributes smaller low-priced packs ( including sachets of shampoo or detergent) to attract low-income customers. Although the approach enables the company to serve more customers, this decreases the profit margin, and the company has to sell in large quantities to be profitable.
Cultural Diversity – Shaping Marketing and HR Practices
Working with more than 190 countries implies that Unilever has to deal with a highly diversified clientele and employee base. There are cultural differences which influence consumer target, mode of advertisement and even product composition. This heterogeneity requires localisation of the brands and close market studies (Unilever, 2021).
Indicatively, Unilever changed the name of its skin lightening brand, Fair & Lovely, in India following its defamation on being a negative stereotype creator. The current name of the product is “Glow & Lovely” which is also so as the company tries to embrace cultural sensitivity and social responsibility.
Inclusion of HR policies and cultural awareness training is also needed at workplace to ensure that multicultural workforce is also managed without miscommunication and in accordance with equality.
Talent Management Challenges – Recruiting Skilled Global Labour
The other important force that will impact Unilever is the worldwide war against both good and skilled talent. With the increasing aims of digital transformation and sustainability, the company needs particular skills in such aspects as artificial intelligence, supply chain analysis, and environmental science (Unilever PLC, 2025).
But this does not mean that getting talent with the requisite skills is easily accessible in all regions. The problem of shortage and lack of skills in the emerging markets may hamper the process of innovation and expansion. To combat this Unilever has invested in internal development programmes and their global graduate schemes in order to create talent pipelines, which does however take time to mature, and the investment is more in the long term.

Impact on Strategy & Operations
Unilever is greatly influenced by the international pressures as mentioned in the former section in the formation of its strategic priorities and normal operations. All these external forces have their effects in the way the company is able to take up a good market position, the innovations, the talents, and the capability to be a competitive company in the world.
Market Positioning: Unilever will position its products to the diverse economic and cultural settings through offering low priced sachet in low-income areas. This makes it more accessible, and brands penetrated but the downside is that it is usually only able to offer limited pricing flexibility (Reza, 2020).
Innovation and R&D: Unilever has been committed to sustainability and innovation due to technological development and social demands of its sophistication, e.g. along the transformation of plant products and eco-friendly packaging within global research and development centres (Nwabekee et al., 2024).
Dynamic Labor: As an international, multicultural workforce becomes diverse, HR practices must become inclusive. A shortage of skills in certain areas has even prompted the company to devote an investment in training and graduate schemes.
Global Competitiveness: Unilever has adopted its global strategy, which is based on achieving local responsiveness and global efficiency. Nevertheless, the company should always be ready to adjust to changes related to the levels of regulations, economic, and political factors, to stay competitive (Cheng, 2021).

Use of Business Models
Porter Diamond: Unilever competitively thrives due to the availability of high consumer expectations of the customers in the UK which is coupled with advanced infrastructure and effective human resource. Such situations compel the business to innovate and come up with quality products (Chappelow, 2022).
Porter Five Forces: the hyper-competitiveness and the buyer power leave Unilever with no option than to centre its attention on differentiation and innovation. The frustration of supplier power, though moderately, would be diversification of supply chain (Gratton, 2025).


Economic Analysis
Inflation and the interest rates in the world are macroeconomic factors that impact the cost of production and the demand of consumers (Oner, 2023b). As an illustration, increased costs of the raw materials during inflationary times affect the margin.
There are microeconomic factors such as market structure which affect pricing strategies of Unilever. The company in markets with monopolistic competition compared to prices competes based on brands and provision of value-added features.

Strategic Recommendations
In order to meet the challenges of globalisation and adjust to the changing global forces, Unilever may undertake some key strategic steps to enable it to be resilient, innovative and global (Unilever, 2025).
Invest in Local Talent Development
Unilever also needs to enhance its internal training programme and graduate schemes, specifically in growth markets, so that it can rely less on outsourcing its talents and can develop skilled local staff. Through such synergies of education investment and other efforts of digital upskilling, the company can build sustainable talent that drives innovation, supply chain management and even culturally aware marketing. This will also enhance retention and positive relationship with the community.
Diversify and Digitise Global Supply Chains
In order to ensure that political instabilities and longitudinal disruptions are reduced to a minimum, Unilever is recommended to keep diversifying its base and suppliers in different regions (Akram et al., 2024). Moreover, the investment in the digital tools of supply chain, including tracking, real-time tracking, predictive analytics, will enhance the visibility and enable faster responses to the disruption. This will assist in ensuring a continuous production, less delay and low costs in unpredictable environments.
Enhance Intercultural Communication and Market Adaptation
Unilever ought to increase its investment on intercultural awareness and inclusive advertising education. The insertion of campaigns and products according to local values and local customs will enhance brand image and consumer trust particularly in culturally diverse or sensitive markets. The cultural training alleviates cross purposes and assists in management of teams.
Conclusion
As discussed in this essay, globalisation has a twin effect on Unilever, as it facilitates the organisation to grow in new markets, achieve efficiency as well as access talent in other areas. Meanwhile the globalisation presents some serious challenges that include complexity of regulation, supply chain interruption, political uncertainty and risks of currencies. Analysis of global forces technology, economic inequality and cultural diversity helped to identify that these external forces have a great impact on the strategy, innovation as well as the competitiveness of Unilever in the global market.
The use of appropriate model such as Porter Diamond and Five Forces assisted in explaining the position of Unilever in the global market. More so, macroeconomic and microeconomic forces influence demand behaviour, prices and operational strategies.
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