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GLOBALISATION AND THE FORCES SHAPING THE GLOBAL BUSINESS ENVIRONMENT OF UNILEVER

INTRODUCTION
Globalisation is the process in which countries, peoples, economies and markets are becoming connected around the world through trade, capital investing, science and technology and the movement of people. It has revolutionised the way business function, allowing organisations to grow across national boundaries and compete in global markets. Globalisation offers both growth opportunities and great challenges for multinational enterprises which necessitate strategic adjustment to adapt themselves. This essay critically examines the impact of globalisation on Unilever, a UK-based multinational company specialising in consumer goods such as food, beverages, personal care, and cleaning products. Operating in over 190 countries, Unilever is a prime example of a global business shaped by international forces. A review of both the advantages and disadvantages of globalisation in the context of Unilever is therefore presented in the essay, and it is followed by assessment of key international forces which impact its operations.
GLOBALISATION’S DUAL IMPACT ON UNILEVER
BENEFITS OF GLOBALISATION
Market expansion is arguably the biggest benefit of globalisation for Unilever. International operations enable Unilever to reach a wide array of customers in emerging and developed economies. For instance, its significant footprint in nations like India and Brazil has enabled the company to generate substantial revenue growth (Unilever, 2023). Globalisation enables Unilever to gain from economies of scale too. Mass production of products in lots of places cuts down production costs and maximizes productivity. This allows the firm to be competitive price wise, yet to be cost effective (Hill, 2021). Access to international talent and innovation is another key benefit. Unilever engages employees from all over the world, not only to create value, also a good employee base, but also improves their creativity and innovation. For example, the company’s global R&D centres also support the design of environmentally sustainable products specific to individual markets. At the same time globalisation also permits supply chain optimisation. Unilever draws materials for production from all parts of the world, which enables it to be cost-efficient and flexible in this regard. This worldwide network allows production to continue irrespective of any disruptions which may take place in one part of the world.



CHALLENGES OF GLOBALISATION
However, globalisation has not come without challenges, as well as benefits for Unilever. One of those is supply chain vulnerability. The company’s global work exposes it to disruptions caused by geopolitical crises of any kind — pandemics or natural disasters. A globalised situation is affected by massive supply chains that are impacted greatly by the COVID-19 pandemic causing delays and cost increases (Gereffi, 2020). Another challenge is regulation. If you are a participant in more than one country the law, trading rules and environmental requirements may vary from place to place. This results in higher operational costs, needing to be kept on top of and adjusted for. Globalisation increases competition as well. Unilever also competes vigorously with other global firms such as Procter & Gamble and Nestlé. And so the company has to continuously innovate, develop its own product or service and spend on marketing, to sustain the edge. In addition, cultural differences are a challenge in developing product and marketing them. Consumer preferences vary significantly across regions, and hence Unilever needs to be sensitive to local consumer needs but at the same time, able to maintain its products based on global brand image in that region.
ANALYSIS OF GLOBAL FORCES AFFECTING UNILEVER
TECHNOLOGICAL ADVANCEMENTS
Technology is one of the biggest global forces that are impacting Unilever’s business. The company’s digital transformation has supported the company in becoming increasingly efficient, enhancing customer engagement, and expanding e-commerce channels. Unilever has for instance poured a lot of money into data analytics and artificial intelligence to know about consumer behaviour and tailor marketing strategies. Yet technological change is also one in which firms must consistently invest and adapt. The companies that cannot adapt to innovation are at risk of falling behind (Porter, 2008). For Unilever, maintaining technological leadership is essential for long-term success.

GLOBAL CONFLICTS AND POLITICAL INSTABILITY
Tensions and clashes in the geopolitical environment globally affect business and have also been a major factor in a global business perspective. Supply chains can be interrupted in the face of trade wars, sanctions, political instability, and geopolitical uncertainties. For example, UK-based companies such as Unilever faced uncertainty regarding trade relations and regulatory environments due to Brexit (Dhingra et al., 2017). Conflicts in major regions can also restrict market access and disrupt activities. This needs Unilever to adapt tactics to suit the local market and spread its risks.
ECONOMIC INEQUALITY

Economic inequality is another key global force. Though wealth has been accrued by globalisation, it has widened income gaps in many parts of the world. This has implications for consumer buying power and product demand. There are opportunities and challenges for Unilever: emerging markets are one such area of high potential for growth due to rising middle-class populations. Meanwhile, the company must balance the demand of low-income consumers for products at lower prices against quality.
CULTURAL DIVERSITY
Cultural diversity has been an important feature of Unilever’s global strategy. Cultures have their own likes and dislikes, ethics, and consumption habits. For example, food products must be localized, while marketing methods must match cultural norms. Cultural diversity can help drive innovation and create new possibilities, but it also must be carefully managed. A clear misunderstanding of cultural differences can result in marketing that fails or damage to a company's reputation (Hofstede, 2011).




TALENT MANAGEMENT CHALLENGES
Globalisation has driven competition for more skilled human labour. Now Unilever should recruit and retain talent from various areas and manage a multitude of teams across regions. This includes employee engagement, cultural integration and leadership development. The remote working revolution and digital transformation of work have also transformed the nature of work further and necessitated new skills and management styles. Good talent management is key to staying productive & innovative.
IMPLICATIONS FOR UNILEVER’S STRATEGY AND OPERATIONS

Unilever's business strategies are affected by the global forces discussed earlier. For one, the company must adopt a very flexible and quick strategic response to change worldwide. This includes supply chain diversification, investment in digital technologies as well as entering new markets. The second is that Unilever is a company of innovation, sustainability: It’s a strategy at the centre. The company aims to balance a less impactful corporate footprint with more social value through its Sustainable Living Plan. This is in line with worldwide movements toward sustainability and ethical consumption. As another point, Unilever needs to implement the localisation policies. But they keep a global brand, customizing the products and marketing for specific local markets. This method assists catering to the different consumers’ wants thereby increasing competitive edge. Finally, good risk management is crucial. For Unilever to continue to operate, they must keep an eye on global risks such as political unrest, fluctuations in business and environmental conditions.

STRATEGIC RECOMMENDATIONS
Unilever should adopt a strategic perspective that emphasises progress towards a future, resilient globalisation if they are to take full advantage of the global opportunities but minimize risks as well. For one thing, supply chain resilience should remain a priority. To that end, diversification of sourcing geographical territories and investment in localised production networks can allow the corporation to react to global disruptions (Gereffi, 2020). Second, it must keep investing in digital transformation. This is essential, as these are some of the technologies that are used to enable decision-making processes, as well as optimize processes, increase consumer engagement and drive better outcomes in the digital marketplace, through AI, data analytics and other advanced technologies (Porter, 2008). In addition, sustainability must be firmly grounded in Unilever’s strategic plan for the long term. Expanding initiatives on carbon reduction, circular economy processes and ethical sourcing not only fulfil regulatory requirements but also contribute to solidifying the brand reputation with environmentally conscious consumers (Kolk, 2016). Moreover, through more localised approaches, Unilever can better respond to differences in values and preferences by market, based on culture and preferences (Hofstede, 2011). Finally, talent development investments and inclusive leadership will be crucial in nurturing innovation and retaining a competitive advantage in the dynamic global market (Hill, 2021).
CONCLUSION
In conclsuion ,  worldwide integration of economies, industries, markets, cultures and people under the humanity-shared system is beneficial for Uniliver business. However, it also has challenges. As a firm becomes more global, it becomes more complex, requiring a more sophisticated structure. Consequently, global operations which are complex create challenges on occasion. A company like Unilever can access more markets than ever. But, it will also face challenges in those markets. In the same way, while globalisation allow a firm access to lower-priced raw materials, they also face a supply shortage.
Different forces such as technology, economy, politics and culture governs the business activities of a company like Unilever. Technological globalisation implies the firm must be flexible with products and production methods. Unilever doesn’t put all their eggs in one basket. Businesses are forced to continuously innovate as their product may become obsolete very quickly due to force. The production of goods also consists of constant innovations.
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