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[bookmark: _Toc199001275]Introduction
Communication and motivation are all effective ways to make an organisation successful, especially in large and complex entities such as Tesco Plc. Operating as the largest multinational retailer based in the UK, Tesco operates in an environment where strategic communication and an engaged workforce are important for keeping employees satisfied, customers loyal, and operations running efficiently. Communication and interaction in integrated supply chains (ISCs) play a significant role in providing goods or services that are accurate and complete, free from errors, devoid of mistrust and demotivation that create deteriorating performance and competitive advantage (Guzzo et al., 2021; Huda 2024).
This report critically examines the communication frameworks and motivational strategies Tesco follows. By using foundational communication theories (Shannon and Weaver, Schramm, Berlo’s SMCR and Transactional Model), I analyse how Tesco has effectively communicated with its stakeholders. Based on these, we have a theoretical basis through which various parameters of assessing clarity, direction and responsiveness of organisational communication flows could be made (Musheke and Phiri, 2021; Petronio et al., 2021).
The report also examines the motivation theories applicable to Tesco’s practices and how employee engagement and its respective organisational objectives are linked. The report takes stock of strengths and weaknesses by measuring formal and informal verbal and written communication methods. It concludes with a self-reflection on communication competencies and a Personal Development Plan (PDP) to improve the future efficiency of the manager.

[bookmark: _Toc199001276]Communication Theories and Models
It is important to understand established communication models as these help discuss the effectiveness of exchanging information in an organisation, such as Tesco Plc. These models are useful for considering the transmission, processing, and response to messages in terms of structures and barriers and enabling factors of organisational communication.
[bookmark: _Toc199001277]Shannon and Weaver model.
According to the Shannon and Weaver Model (1949), communication is seen as a linear process of a Sender, Encoder, Channel, Decoder and Receiver. Any interference that adds distortion to the message is called noise. While foundational, this model is criticised because it does not emphasise feedback and human interaction (Musheke and Phiri, 2021). However, such linearity is not sufficient for Tesco in its fast-paced retail environment when taking into account employee feedback and real-time customer service communication, which necessitate reciprocal dialogue.
[bookmark: _Toc199001278]Schramm's Model
Schramm's Model brings in shared fields of experience. This facilitates feedback, essential to our communications and further contributes to mutual understanding. In this model, Tesco reflects this in the company's engagement in digital communication platforms and CRM systems, where messages are mutually perceived and targeted to various audiences (Berestetska et al., 2023). For example, store employees' training programmes are tailored to the level of their experience to meet its clarity and receptivity.
[bookmark: _Toc199001279]Berlo’s SMCR Model
Berlo's SMCR Model breaks down communication into Source, Message, Channel and Receiver, and they depend upon each component's communication skills, attitude and knowledge. This internal communication model is suited well to Tesco's existing internal communication, especially via structured channels, team briefings and newsletters, which consider roles and literacy levels (Setiawan, Hansen and Fujiono, 2021). ICT systems at Tesco are also used to provide the correct and timely delivery of messages. (Ceci and Razzaq, 2023).
[bookmark: _Toc199001280]Transactional Model
The most realistic dynamic organisational setting is considered the Transactional Model. Communication is perceived as two-way: the sender also functions as the receiver and vice versa. They are context, feedback and noise. Tesco's use of this model in their communication management during times of crisis, such as the COVID-19 crisis, can be observed. To ensure morale and trust, the company brought the employees together through interactive digital tools and transparent communication practises (Guzzo et al., 2021; Wodak, 2021). This model is supported by Tesco’s use of internal social media and feedback mechanisms in that such mechanisms trigger dialogue and engagement (Verčič et al., 2024).
[bookmark: _Toc199001281]Application to Tesco Plc
Of the four, the Transactional Model best reflects Tesco's communication environment, typified by the flow of information in both directions and real-time communication with multitudes of customers and stakeholders. For example, in Tesco's organisational change initiatives, staff are encouraged to be part of such an initiative by giving examples such as using regular town halls and feedback surveys (Guzzo et al., 2021; Huda, 2024). In addition, leadership communication is critical and a charismatic communication style is utilised to instil a sense of vision and trust (Men, Qin and Mitson, 2021).
Further, in essence, Tesco's communication strategy brings together various theories to formulate, in an all-encompassing fashion, a welcoming and responsive communication environment. With the combination of these models, the company can still facilitate effective information exchange even if there are outside and internal complexity disruptions.

[bookmark: _Toc199001282]Communication Practices at Tesco
Tesco Plc's effective communication is achieved by a strategic combination of modes, styles and channels suitable for its broad spectrum of workforce and complex operations. The types of communication methods chosen are subject to context, purpose, and audience so that the information delivered is clear and efficient between departments.
[bookmark: _Toc199001283]Modes and Styles of Communication
In Tesco's operations, formal and informal communication ensures smooth operations and improves employee engagement. Formal communication usually happens in structured channels, including memos, reports and team meetings. For example, during morning briefings, store managers use formal scripts while getting team members on the same page with daily targets and safety protocols (Berestetska et al., 2023). In operations like logistics or retail, these are essential to maintaining consistency.
However, Tesco's collaborative culture means informal communication thrives because of team chats, peer discussions, and digital workplace platforms like Yammer. Informal interactions create relationships, encourage group morale, are more flexible, and solve daily problems (Verčič et al., 2024). Depending on peer-to-peer communication to quickly service customer queries, frontline employees use informal modes most frequently.
Language, tone, content, and structure change based on purpose and audience. HR generally sends internal emails in a few words to office-based teams that are concise, informative, and formally structured to reflect policy/procedural updates. At the same time, the communications may be more motivational and use simpler language to encourage retail staff to take action and keep their morale high. For example, during peak periods, Tesco used "Thank You" messages from senior management that mix recognition and operational reminders (Ceci and Razzaq, 2023).
From there, it is clear that Tesco uses various audience communication styles in departmental communication. For instance, the HR department uses structured presentations or reports to share policy changes to conform to laws and be clear. At the same time, frontline retail teams get noticed visually and verbally as part of a high-speed environment requiring rapid understanding. By taking an audience-centric approach such as this, communication becomes much more effective within an organisation, regardless of how many levels they are at (Guzzo et al., 2021).
[bookmark: _Toc199001284]Verbal vs Written Communication at Tesco
Both verbal and written communication are strategically employed at Tesco. The table below compares their application and effectiveness:
Verbal Communication at Tesco
	Method
	Advantages
	Disadvantages
	Example from Tesco

	Team Meetings
	Encourages collaboration, allows immediate clarification, builds relationships
	May exclude quieter staff; interpretation can vary
	Daily team huddles to discuss targets, health safety, and customer feedback

	Briefings
	Quick dissemination of key messages, energising before shifts
	Risk of miscommunication if rushed
	Shift briefings to update staff on promotions and customer issues

	Training Sessions
	Interactive learning enables questions and demonstrations
	Time-intensive consistency may vary by trainer
	Induction training for new hires on customer service and operations



Written Communication at Tesco
	Method
	Advantages
	Disadvantages
	Example from Tesco

	Emails
	Traceable, detailed, can reach large audiences instantly
	Impersonal tone, delayed responses
	HR sends policy updates and procedural changes to managers

	Memos & Reports
	Formal, standardised, suited for complex or sensitive topics
	It can be lengthy and ignored
	Internal audit reports and financial updates circulated to relevant departments.

	Noticeboards
	Visible to all, simple messaging for operational updates
	Risk of being outdated or overlooked
	Staff rotas and shift changes displayed in break rooms

	Newsletters
	Engaging and informative, it supports company culture
	It may not be read thoroughly
	Monthly Tesco employee newsletter, including recognition and business updates



Verbal communication can be very effective with the employees during training sessions and briefings as managers can observe if those being trained understand what is being discussed and answer questions on the spot. Setiawan, Hansen and Fujiono (2021) employ this in their induction programmes by trainers explaining procedures interactively so that it enriches learning outcomes.
However, there is permanence and consistency in written communication. For example, Tesco sends identical emails to all stores, for instance, whether they are two standardised emails sent out to implement policy changes or COVID-19 safety protocols (Wodak, 2021). Other methods to reinforce messages or remind staff regularly are displayed on noticeboards and posters in staff rooms.
Tesco could practise micro-learning sessions and recorded briefings to enhance verbal communication among workers as shift workers can access the needed information at their convenience. This would help reduce our dependency on synchronous meetings and accommodate the flexibility accompanying work patterns.
Such simplification of language and the use of visual aids (including but not limited to infographics) can make written communication clear and help non-native English speakers. Besides that, the unification of communication through a unified intranet system creates the space for consolidating information, guaranteeing instant, organised and centralised communication of updates to all staff (Musheke and Phiri, 2021).
In general, Tesco uses different communication methods strategically to support operational efficiency, but further improvement can be advanced through periodic adaptation and technological integration.

[bookmark: _Toc199001285]Barriers to Communication and Solutions 
Although it has an excellent communication system, like any other big company, Tesco Plc faces many barriers that hinder the organisation from effectively communicating. They faced challenges in technological limitations, cultural and language diversity, emotional barriers and hierarchical structure of the organisations.
For example, stores can be hampered by technological issues like poor connectivity or outdated systems that prevent them from being able to communicate with the head office promptly. In other instances, shift workers can be off day and not have access to email or intranet platforms, so they miss updates (Guzzo et al., 2021).
Communication clarity is also affected by cultural and language differences. Linguistic differences make it hard for all of Tesco’s diverse workforce to understand complex written instructions or formal announcements, Verčič et al. (2024). Moreover, stress or low morale can also be an emotional barrier preventing employees from participating readily with managers.
Hierarchical structures may inhibit upward communication. In top-down environments where communication is unidirectional, it can sometimes be common practice that junior staff feel uneasy in expressing concerns (Ceci and Razzaq, 2023).
To overcome these barriers, Tesco can adopt several strategies:
· Feedback loops: Encourage open dialogue through regular check-ins and anonymous surveys to ensure employees feel heard.
· Inclusive language training: Offer communication skills training tailored for multicultural teams to reduce misunderstandings.
· Better tech infrastructure: Upgrade digital platforms and provide frontline staff mobile access to key communication tools.
· Flattening hierarchies: Promote a culture of openness by training managers in empathetic leadership and active listening (Men, Qin and Mitson, 2021).
Addressing these barriers proactively will significantly enhance Tesco's communication flow and employee engagement.

[bookmark: _Toc199001286]Motivation Theories and Workplace Application
Workplace motivation is the term used to describe the forces inside or outside a person that encourage him to strive to achieve targets, accomplish tasks, and suppress drive. Intrinsic, which means motivation is driven by internal satisfaction, or extrinsic, which is the result of being motivated by rewards or consequences (Armstrong and Taylor, 2020). Several motivational theories explain employee behaviour and direct practices of management.
Maslow (1943) suggested that people are motivated by a successive series of needs; at the bottom of the hierarchy are physiological, safety, love, and esteem needs, and the pinnacle is the need for self-actualisation. The model is widely accepted, but it assumes a fixed progression that may not be typical of individuals or their cultural context (Robbins and Judge, 2019).
According to Herzberg's Two Factor Theory, hygiene factors (e.g. salary, job security) which prevent dissatisfaction, are distinct from motivators (e.g. recognition, achievement) which foster satisfaction (Herzberg, 1968). Critics of this theory say that it oversimplifies the complexity of job satisfaction and has some value in workplaces, but for this reason, this theory has room for future modification.
Theory X and Y are McGregor's two different sets of managerial assumptions, Theory X being that employees are inherently lazy and must be controlled, and Theory Y drawing the assumption that people are self-motivated and succeed under their autonomy (McGregor, 1960). The model is useful for leadership style but has no real-world evidence to prove or disapprove of such binary categorisations (Schermerhorn et al., 2020).
Accordingly, McClelland’s Needs Theory (or Three Basic Needs Theory) is based on three basic human motivators: achievement, affiliation and power. This implies that people have dominant needs governing their workplace behaviour (McClelland 1987). Assessing leadership potential and team dynamics is particularly useful with this theory but is often criticised as difficult to measure in practice.
This analysis centres around the Two-Factor Theory to observe whether Tesco's employee engagement strategies conform to that model. According to CIPD (2023), competitive pay, good and bad conditions of work, and structured job roles as part of a job are some of the hygiene factors that commonly minimise dissatisfaction at Tesco. What makes Tesco special, however, is its emphasis on the motivators of recognition, career development and job enrichment.
For example, Tesco has the internal 'Values Awards' that reward employees for standing out in ways that directly motivate employees through acknowledgement. In addition, Tesco provides career growth routes through leadership development programmes for employees to realise their long-term career dreams (Berestetska et al., 2023).
Additionally, Tesco broadens its responsibilities by allowing workers to participate in its process enhancements plan, the 'Colleague Voice.' It increases efficiency, and employees become more independent and serve purpose – says Herzberg.
However, the effectiveness of these practices is spotty. However, a survey of many office-based and long-term staff indicates high job satisfaction. However, some frontline retail workers feel underappreciated and can feel marginalised, especially during periods of high pressure, such as holiday periods (Guzzo et al., 2021). At shop floor level, rather than personalised motivators, there is evidence of a need to localise motivation strategies better.
More frequent peer-to-peer recognition schemes and greater team leader autonomy for smaller local rewards are the best ways to motivate better performance. Those measures would sustain high motivating levels in virtually all categories of staff and support Herzberg's theory in practice.

[bookmark: _Toc199001287]Evaluation of Own Communication Skills
Effective communication among professionals can be gauged through certain criteria like clarity, tone, listening ability, body language and responsiveness towards feedback. (Hackman and Johnson, 2018). I used my communication skills by completing a self-assessment questionnaire and gathering informal peer feedback about verbal and written communication.
Based on this, my strengths include clearly and organizedly providing verbal instructions in meetings, actively giving my attention and using active listening techniques such as paraphrasing and nodding. My colleagues particularly comment that I am skilled in getting others to clarify their thoughts and help facilitate team discussions towards collaborative outcomes. Aligned with Goleman's (1998) theory of emotional intelligence, which is his theory of empathy and social skills, these behaviours are exhibited.
I have strong organisational skills and can write reports and emails in a logical order, with relevant headings and bullet points so they can be easily read—I have strong audience awareness (I use formal yet approachable language) as a writer.
As a result, several areas for improvement were found. When talking to a non-specialist staff, I sometimes use too much technical jargon, thus overclouding the message. I also sometimes come off in my tone of email as overly direct, particularly under time pressure, which could be read incorrectly. In light of this, it seems necessary for written communication to be approached with more emotionally intelligent means (Burrus and Volpe, 2018).
I realise, too, that I need to be more aware of nonverbal cues (facial expressions, body posture, etc.) that may unintentionally give the impression of disinterest or disagreement. From the feedback I get, I look disengaged during virtual meetings, and there is a good reason: multitasking.
These findings can be related to Shannon and Weaver's (1949) transmission model of communication, which shows that in verbal and written channels, I must decrease noise —whether through confusing word choice or inattentive sound —to increase message clarity and feedback accuracy.
On the whole, I have solid core communications capabilities, but I am ready to develop in the area of tone sensitivity, consistency of non-verbal signals and audience adjustment, which will be addressed in my Personal Development Plan.

[bookmark: _Toc199001288]Personal Development Plan (PDP)
	Objective
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	1. Improve clarity in written communication
	Use Grammarly and peer reviews to refine tone and reduce jargon in emails and reports
	Apply to all written outputs and track Grammarly scores
	Yes, tools and peer feedback are accessible
	Enhances clarity and professionalism in written communication
	Within 3 months

	2. Enhance active listening skills
	Attend a workshop and apply techniques such as paraphrasing and asking clarifying questions.
	Completion of training and feedback from the team
	Yes, relevant workshops are available online
	Strengthens verbal communication and team engagement
	By the end of next quarter

	3. Monitor and adjust non-verbal communication
	Record and review virtual presentations; collect peer feedback
	Two reviews and two feedback reports per month
	Yes, using existing tools and colleagues’ support
	Increases self-awareness in non-verbal cues for virtual communication
	Within 6 weeks

	4. Develop emotionally intelligent responses
	Practise pausing and reflecting before responding in difficult conversations; maintain a journal
	Weekly journaling and mentor review
	Yes, with commitment and reflection
	Builds emotional regulation and response control in challenging communication
	3-month period

	5. Deliver a confident cross-functional presentation
	Prepare and deliver a structured presentation using inclusive language and confident body language
	Completion of one high-level presentation
	Yes, with improved communication and preparation
	Demonstrates development in leadership-level communication and presentation delivery
	By the end of the year




[bookmark: _Toc199001289]Conclusion
This report critically evaluated communication and motivation in Tesco Plc using different theories and workplace examples. Also, from her views, motivation theories like Herzberg's Two Factor theory give valuable frameworks for proposing employee satisfaction and providing the best strategies in an organisation, while Tesco's communication practises show deliberate use of formal and informal verbal and written communication tools tailored for different positions.
However, communication barriers still exist, though further solutions like inclusive language and feedback loops stress Tesco's continuous improvement. Personal reflection shows the importance of emotional intelligence and adaptability in communication, strengthening the bridge between theory and practice.
Communication and motivation are critical not only for operational success but also for inclusive high-performing teams. These competencies are key to managers engaging, innovating, and sustaining the business long-term.
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