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For the success of any organisation, communication is important because it implements strategies into action, builds culture, and manages relationships with stakeholders. Effective communication is becoming increasingly important in today’s business world as companies face different stakeholder needs and complex problems. This report looks at how communication works at J Sainsbury plc, the second largest food retailer in the UK. The company has about 140,000 employees and runs over 600 supermarkets and 885 convenience stores (Sainsbury’s, 2026). This report examines Sainsbury's current goals and working conditions. It inspects how the company communicates, highlights any common issues, and offers helpful suggestions. The study found that communication is necessary for large retail businesses, where it's essential for floor workers to carry out plans that align with the company's goals.
[bookmark: _Toc235735245][bookmark: _Toc235801312][bookmark: _Toc235801379]Communication and Methods
Quttainah (2025) explained that effective communication in a company refers to messages being sent and received clearly and on time, so everyone understands the purpose. Communication happens inside a company between employees and outside with stakeholders, which include suppliers and customers. In any organisation, if employees communicate successfully, it results in achieving organisational goals (Sagrim et al., 2026). Effective communication has a positive impact on organisational performance. For Sainsbury's, effective communication is very important to help the company achieve its main goal of "making good food joyful, accessible and affordable for everyone, every day." 
Due to its size and complication, Sainsbury's uses many different ways to communicate. Studies show that technology helps organisations make data-driven decisions and enables faster, better, and cheaper communication. As a result, digital communication tools are gaining importance for organisations (Omula et al., 2024). Sainsbury's uses its Nectar reward program to connect with customers by offering special deals and prices just for them (Sainsbury’s, 2025a). Customers can receive tailored offers because the platform allows two-way communication, which also helps Sainsbury's make better decisions.
Sainsbury’s uses different ways to communicate inside the company. They send emails, use their intranet, and have meetings. They also have informal ways to help everyone work together every day. Written communication, like email and texting, creates a record you can look at later. On the other hand, talking in meetings lets you respond quickly and ask questions (Harris and Nelson, 2007). For a retail business with stores in different locations, video calls and online teamwork tools are now essential for connecting support staff at the office with workers in the stores (Steinbrinck, 2025). Sainsbury’s has invested in signs, digital screens, and banners in its stores to show important messages clearly in every location.
Sainsbury's uses different communication methods to spread information and connect with interested audiences. The company’s website shares its goals, plans, and performance with investors and the public, while social media connects the brand with customers (Sainsbury's 2025b). In April 2025, Chief Executive Simon Roberts spoke to shareholders and analysts about the company’s performance and future plans during the Preliminary Results announcement. This is an excellent example of how the company shares important information with others. This different way of communicating demonstrates that effective communication means choosing the right methods based on the audience, situation, and message needs (Cornelissen 2020).
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Sainsbury's has some usual communication problems that many large retail companies face, even though they have good communication systems in place. According to Omula et al. (2024), Big problems with effective communication in companies include misunderstandings, cultural differences, low employee involvement, and uneven communication methods. These problems appear at Sainsbury's and quickly impact the execution of its plans and operations.
Making sure that the strategic plans match with frontline execution is one of the major challenges. According to research on retail communication, the main office staff thinks they understand everyday store operations well; however, the managers who work directly at the stores feel that the main office does not understand these operations very well (Roggeveen et al., 2023). Because of this difference, important plans might be communicated well to higher-ups, but they might not provide useful advice for store employees. According to a report from Zipline (2026), 70% of store managers feel they don't have a clear way to share their problems with the main office. This lack of communication is a big problem for Sainsbury's, which has over 1,400 stores that need to always stick to central strategies.
Information overload can happen when a big retail company shares too much messages that are complicated. A Forbes survey found that more than 38% of workers in the US are stressed by emails, which could make them want to leave their jobs (Segal, 2021). Even though this information is from the US, stores in the UK are likely experiencing similar trends. Sainsbury's staff get information in different ways, like through email, the company website, team meetings, and digital screens. This could lead to messages that don't match, are confusing, or are overlooked. If frontline workers often struggle to handle information and deal with customers at the same time, this makes managers spend more time managing communication rather than leading their teams (Steinbrinck, 2025).
Sainsbury's has a large team of over 140,000 employees from different backgrounds, which can make communication more challenging (Sainsbury's 2025). Language barriers make it hard to communicate properly because in a workplace with many different cultures, language differences and communication styles can lead to misunderstandings and reduce participation (Hofstede et al., 2010). To communicate effectively between different languages, cultures, and age groups, it is important to make messages clear and choose the right ways to share them (Harris and Nelson, 2007).
Sainsbury's success is also affected by problems in external communication. Poor communication with partners like distributors, wholesalers, and retailers can significantly affect customer satisfaction and teamwork in the fast-moving consumer goods (FMCG) industry. To keep strong partnerships, Sainsbury's large network of suppliers and complex distribution systems require clear and ongoing communication. Weak communication can make it harder for channel members to work towards their goals. For example, Sainsbury's goals might not completely match those of its partners, leading to less teamwork and problems in running operations (Loury Okoumba and Mafini, 2018).
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Specific plans to improve communication at all levels to address Sainsbury's communication problems are needed. First, it's important to create dependable ways to receive feedback. Setting up clear channels for workers to share their concerns would help them raise problems before they get worse. Nearly 70% of store leaders report there isn't an easy way to communicate issues to the main office (Zipline 2026). Some examples of this include regular listening sessions, online feedback systems, and clear steps to raise important issues, all of which help store information shape decisions made at headquarters. These processes match research showing that improving communication skills and having open communication can make organisations work better (Sagrim et al., 2026).
Second, Sainsbury's should use AI to make its messages more efficient and tailored to customers. Most retailers (97%) use AI to interact with customers, but there can be problems because of the "silicon ceiling" this occurs when CEOs use AI, but the employees who work directly with customers don't have access to the necessary AI tools (Zipline, 2026). To reduce noise and help achieve its goals, Sainsbury's should ensure that AI technology addresses everyday work problems by providing clearer and more useful information. Also, AI communication tools can help customise messages so that team members receive information relevant to their specific jobs and locations.
Third, cross-channel communication needs to be improved. According to Steinbrinck (2025), only a small number of retail stores have fully connected communication systems; this integration problem is a major obstacle. To keep things clear and reduce information overload, Sainsbury's should create a communication plan that brings together messages across all types of communication, both inside and outside the company, as well as online and offline. To make it easier to share information, communication tools need to be connected with systems that manage things like stock and employees (Cornelissen 2020).
Fourth, it’s important to help co-workers improve their communication skills by providing training and development. According to Work Competence Theory, employees who are skilled and communicate well do better at their job (Sagrim et al., 2026). Sainsbury's should keep its commitment of being a welcoming workplace where employees feel proud and supported. They can do this by providing communication skills training for different jobs, like teaching managers how to communicate well and helping other staff learn active listening and clear writing (Sainsbury’s 2025b).
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This report analysed the importance of communication in business, using the example of J Sainsbury plc. It pointed out that effective communication is essential to how well an organization works, linking big goals with everyday tasks. Sainsbury’s uses different ways, like online tools and in-person discussions, to communicate with its 140,000 workers and many customers. However, problems like differences between the main office and the workers, too much information, and cultural differences make communication less effective. The results revealed that communication should be a planned skill, not just a basic job. It requires continuous investment. To improve communication, Sainsbury's should improve feedback methods, use AI technology, integrate different communication methods, and help employees develop their skills. This will help the company become stronger in the market and reach its goals.
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