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[bookmark: _Toc238542790]1. Introduction 
Organisational communication is understood as the process through which people from within and outside an organisation exchange information and feedback with each other. Organisational communication is essential because it facilitates coordination, decision making, participation of employees, and good relations between organisations and their stakeholders. Various studies have found out that successful internal communication can help in increasing the engagement of employees with the organisation and the feeling of organisational support in them, highlighting the importance of communication (Tkalac Verčič, 2021). Tesco PLC is a good example of an organisation where effective business communication is needed due to the extensive activities of its retail department, which means continuous communication between managers, colleagues from stores, workers from the distribution department, customers and other stakeholders. Tesco PLC applies tools like Every Voice Matters and Colleague Contribution Panels for receiving employees' feedback and improving communication (Tesco PLC, 2025).
[bookmark: _Toc238542791]2. Communication and Methods
Communication in a business context implies various procedures of exchange of information, instructions, opinions and feedback between employees, managers and other parties. The effectiveness of communication implies that information is accurate, comprehensible, timely and conveyed via the proper medium. This is especially important as employees need accurate information to understand objectives of an organisation and coordinate their work. Communication within an organisation can also affect employees’ attitudes to their workplace because organisational commitment is related to satisfaction with internal communication (Tkalac Verčič and Men, 2023). For Tesco communication is especially critical as organizing activities of many employees in various stores, distribution centres and organisational units’ needs good flow of information vertically and horizontally.
The main modes of communication in Tesco are verbal and face to face communication. The managers can communicate with other members of the staff through team briefings, meetings and workplace communication. The main advantage of face-to-face communication is immediate feedback, when employees can ask questions and manager can provide additional clarifications in case of misunderstanding. Informal communication also plays positive role in making employees feel informed, committed and satisfied with their work (Koch and Denner, 2022). Verbal communication in Tesco stores can prove to be efficient for communicating about operational priorities, distributing responsibilities and solving customer service issues. However, verbal communication can become less reliable when information is transferred through several organisational levels as the original message can be interpreted or conveyed inaccurately by different individuals.
Face-to-face and written/digital communications serve as alternate means of delivering messages effectively to Tesco colleagues. They may include such forms of communication as emails, written policies, reports, notices, and digital communication channels. The latter prove particularly useful for large corporations because information may be delivered quickly to colleagues working in different geographical areas. The use of technology has transformed internal organisational communication by providing more means of communication to employees and managers (Tkalac Verčič and Špoljarić, 2024). For example, Tesco uses News & Views website as part of the strategy for communicating with and engaging colleagues (Tesco PLC, 2025). Digital communication is difficult in case of information overload of the employee or absence of nonverbal cues in the message sent via digital communication channels as opposed to face-to-face communication. Tesco needs to use the communication channel based on the complexity and urgency of the message and not use digital communication too often.
Two-way communication is also important as the process of communication in organisations needs to give employees opportunities for communicating with the manager and not only follow his instructions.
For instance, Tesco uses Every Voice Matters survey to receive colleagues' feedback on their experience and conducts Colleague Contribution Panels where the views of employees can be heard regarding workplace issues (Tesco PLC, 2025). Employee voice processes can help develop organisational relationships when employees believe that their views have been heard and considered. Internal communication in organisations thus implies not only delivering information but also listening to colleagues since employee participation in organisations increases their trust and engagement (Men et al., 2022).
[bookmark: _Toc238542792]3. Common Communication Issues
Despite the variety of available channels for communication, miscommunication remains one of the major issues that are faced by the large corporations like Tesco. Miscommunication is caused by the fact that the message may be not clear, incomplete, delayed, or interpreted in a different way by the employees. Tesco comprises an organisation with various hierarchical levels such as the organisation’s senior management, store managers, supervisors, and colleagues. Since there are several organisational levels in Tesco, the result is that information gets distorted when it passes through the various levels. Miscommunication hinders coordination among employees receiving conflicting information from different managers. There have been findings showing that there exists a strong relationship between the quality of communication and employee perceptions about the management’s decisions and willingness to engage in organisational tasks (Einwiller et al., 2021). In turn, Tesco must communicate important information consistently and give employees a chance to seek clarification on the information received from the company before taking any action.
Information overload is one more issue related to communication. The digital communication technologies allow Tesco to send information fast through emails, online platforms, notifications, and other channels of communication. However, more opportunities for communication do not always guarantee more efficient communication as employees may find difficult to differentiate important information from other less significant messages. According to the research on digital internal communication, digitalisation offers numerous possibilities for organisational communication as well as challenges associated with choice of channels, accessibility, and employees' experience (Tkalac Verčič and Špoljarić, 2024). In the stores of Tesco where many colleagues perform under significant time pressure, long digital messages may not receive much attention from employees.
Language and cultural differences might also create barriers in terms of communication as Tesco employs people from various social, cultural, and linguistic backgrounds. People of such a variety will interpret language use, tone of voice, nonverbal behaviour, and instructions by a manager in their unique ways depending on their previous experiences and cultural background. This is particularly important for situations when employees work together and have to quickly communicate with colleagues or customers. In such a case, organisations need to recognize the importance of diversity and understand that there is no universally successful approach to communication that would be effective with all employees. There are even some pieces of evidence demonstrating that cultural intelligence might help in communicating and collaborating with diverse organisational members (Azevedo and Shane, 2021). Therefore, Tesco needs to use simple and understandable language and ensure that its managers can communicate with people of different backgrounds adequately.
Another type of a barrier in terms of communication refers to the fact that digital communication might negatively affect the process of communicating in the workplace. Even though such digital channels as News & Views website might facilitate information dissemination, digital communication could make it difficult to observe body language, tone of voice, and emotional reactions of the people receiving messages. Digital communication could lead to the situation when employees would not be able to understand the real meaning of a message, especially if it relates to some sensitive issues in the workplace. Moreover, communication via technology affects how people feel their connection with their co-workers and the organisation in general as it is not only a technological but also relational process (Van Zoonen et al., 2023). For this reason, Tesco needs to be cautious in replacing face-to-face communication with digital one and consider discussing complex issues with the help of written information.
Finally, there could be challenges in communicating if employees would think that the management listens to their opinions and feedback but does not take any actions because of this. One of the strengths of Tesco's communication strategy is the ability of the company to ask its employees for their opinion using Every Voice Matters survey and Colleague Contribution Panels (Tesco PLC, 2025). However, it is necessary that employees see how their ideas affect the decision-making process in the organisation to be more engaged. Research has shown that internal communication and organisational listening may improve relationships between employees if communication is reciprocal and not one-sided (Men et al., 2022). Thus, in addition to letting the employees know that their opinions have been taken into consideration, Tesco should communicate the outcomes of that as well.
[bookmark: _Toc238542793]4. Recommendations
The company should also find a way of integrating its communication efforts to enable the organisation to use digital communication in addition to personal contact. The managers must make use of clear language to communicate vital information while ensuring that the employees can seek clarifications. In addition, the firm should develop the necessary skills among managers to be able to communicate effectively with emphasis on listening skills, intercultural communication, and constructive feedback because communication skills could improve the relationship between people from different cultural backgrounds (Azevedo and Shane, 2021). The firm should further find ways of reducing information overload by prioritizing vital information in digital communication and use of appropriate communication channels depending on the urgency and complexity of the information (Tkalac Verčič and Špoljarić, 2024). Lastly, the management should also enhance the feedback loop of Every Voice Matters initiative by informing employees of the steps that have been taken to respond to their feedback. This will indicate that their views shape organisational decisions (Men et al., 2022).
[bookmark: _Toc238542794]Conclusion
To conclude, effective communication is essential for Tesco since it has a big and diverse workforce that requires constant coordination and exchange of information. There are several advantages offered by face-to-face, written, digital and two-way communication; however, not all these types of communication will be suitable in any circumstance (Tkalac Verčič and Men, 2023). Some of the key barriers to communication that were found in the analysis include miscommunication, information overload, cultural differences, drawbacks of digital communication, and lack of effective feedback loops. Tesco can tackle these barriers through better management communication skills, integrating digital and interpersonal communication and showing how employees' feedback shapes the decisions made by the organisation (Tesco PLC, 2025).
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