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[bookmark: _88aanrr0492m][bookmark: _Toc236838815]1. Introduction 
The central concept of organisational structure constitutes the hierarchical breakdown of roles and responsibilities within an organisation. The purpose of the report is to determine the communication and management initiatives of Sainsbury are, emphasizing its importance and effectiveness. The relationship between structure and performance is that leaner structures with clear communication lines facilitate improved organisational performance. Similarly, structure is aligned with culture since a hierarchical culture leads to a formal structure. Sainsbury’s is one of the four largest retail firms across the UK and demonstrated retail sales growth by 3.1% and revenue worth £1,036m as of 2025 (Sainsbury’s, 2025). The contents of the report discuss common issues faced by Sainsbury’s regarding communication and the proposal of recommendations aimed to overcome stated issues. Therefore, the report assesses the communication measures within the firm and the initiatives aimed at improving it as per the recommendations provided within it.
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Figure 1: Sainsbury’s financial data
(Source: Sainsbury’s 2025)

[bookmark: _z6n9c0bt694e][bookmark: _Toc236838816]2. Communication and Methods 
Communication in context of Sainsbury’s 
Communication is defined as the exchange of messages between people and the transmission of intermediary knowledge between hosts. As per the views of Cornelissen (2023), corporate communication is bound towards the transmission of important operational directives to employees. The communication in context of Sainsbury’s includes the initiatives undertaken to communicate between executives, store workers and with customers respectively. Sainsbury’s is operating with over 180,000 employees and has used engagement campaigns to motivate the workforce respectively (Bluegoose, 2026). The communication approaches from Sainsbury’s context consist of internal communication campaigns, meetings, physical training sessions and staff engagement surveys. The effectiveness of communication within Sainsbury’s is that the firm maintains clear communication channels that enhance productivity of the firm. For example, effective communication among Sainsbury’s operational staff has led to 3.1% increase in retail sales growth (Sainsbury’s 2025). The importance of communication within Sainsbury’s is to enhance the productivity of its workforce and keep workers informed about their job roles. Similarly, communication within Sainsbury’s managers and staff is deemed important as it helps them align motivation of staff towards achievement of corporate objectives, improving service compliance.
Various communication methods 
Internal
The internal communications of Sainsbury’s is facilitated either through face-to-face meetings or via use of digital platforms that facilitate organisational communication. The firm also uses engagement surveys to assess the current rate of engagement within its workforce. For example, Sainsbury’s implements annual engagement surveys that are used to identify the emotional state of workers and update the wellbeing dashboard (Sainsbury’s, 2026). The firm’s communication methods demonstrate a mix of digital and physical communication measures as the data collected from engagement surveys are displayed on a digital dashboard within stores.


External
The external communications that Sainsbury’s facilitates with its customers is through social platforms and PR initiatives. For example, qualitative customer focus groups and consumer surveys are used to track engagement demographics and productivity outputs respectively (Sainsbury’s, 2026a). The firm’s initiatives of communication include the use of social media campaigns and marketing activities to engage with its audiences. The positive impact of the external communication methods is a higher rate of consumer loyalty and enhanced retention possibilities. Therefore, effective communication stipulates the organisation to improve communication efficacy, improve internal engagement, and create an engaging culture. 
The essential nature of managerial work and the role of leadership 
The essential nature of managerial work is to help employees meet productivity demands and handle the objectives of an organisation. The managers of Sainsbury (individual store managers) set out daily tasks for employees and develop objectives to enhance sales value within stores. In a similar manner, the role of leadership in an organisation is to manage individuals and facilitate their productive outcome according to firm compliance. Effective leadership has enabled Sainsbury’s to improve financial decision-making within the firm and ensure £531m worth of retail cash flow in 2025 (Sainsbury’s, 2025a). A leader within an organisation is tasked with improving teamwork and enhancing the quality of services offered by employees. 
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Prevalent communication challenges
Communication Automation Challenges
The automation of communication initiatives within businesses presents a challenge since authentic communication between human hosts is lost in the process. Sainsbury’s uses interactive voice responses to automate its customer calls and faces a challenge in maintaining external communication via this initiative. It has been reported that Sainsbury’s was losing around 15% of customer calls annually, as the automated responses were ineffective at resolving consumer queries (Engagehub, 2026). The problem posed by automated communication measures is that these operate on AI platforms and undergo a specific algorithm to answer. The consumer can find the lack of a human responder unauthentic and this can lead to a decrease in terms of brand engagement. Furthermore, the vocal dialect of consumers can sometimes be undecipherable by automation technologies that can further affect the quality of external communication. Therefore, it can be denoted that the challenge of poor communication within Sainsbury’s is evident and is affecting its consumer feedback procedure. 
Miscommunication
The challenge of miscommunication includes vague information or the creation of data silos that slow down operational efficiency of organisations. As per the views of Hankins et al. (2023), miscommunication includes the misalignment of goals and values that lead to information silos. Common reasons that miscommunication occurs is due to fragmentation of messages or passive listening wherein instructions are often misinterpreted. Miscommunication has been observed within Sainsbury’s since the firm’s rapid digitalisation has left employees struggling to cope with development of technological skills. For example, a customer in Sainsbury’s was ordered to leave the store after a face detection system wrongfully flagged the customer as a potential convict (Rawlinson, 2026). The incident led to miscommunication between managers, staff, and the lack of standardised operational procedures led to biased conviction against a customer. The challenge of miscommunication impacts the operational effectiveness of Sainsbury’s by limiting its operational efficiency respectively. Therefore, remediation of miscommunication is vital to improve the management initiatives within Sainsbury’s respectively.


Cultural barriers 
The cultural barrier occurs within communication wherein people from different cultures fail to find a common ground for interactions. The differences in cultural dynamics include shifts in traditions and engagement practices and this difference brings about issues in consistent communication. For example, Sainsbury has faced challenges regarding racism as a Christmas advert of the firm has faced severe criticism online (Skopeliti, 2020). The cultural barriers between employees from ethnic groups within the firm affected the concepts about cultural and racial prejudiced beliefs among employees. The issue details that employees of the firm have a shallow view of culture and their limited knowledge about other cultures is reflected in the marketing categories of Sainsbury’s. The impact of the issue has been evident as retail cash flow generated by Sainsbury’s was lower (£ 531 million) than that of previous year (£ 639 million) due to loss of loyal customers (Sainsbury’s, 2025a). Thus, the employees of Sainsbury’s need to be informed on relevant cultural practices and measures to improve stakeholder engagement respectively.




[bookmark: _ucrxcy3a5nuh][bookmark: _Toc236838818]4. Recommendations 
Cultural training 
Sainsbury’s can offer cultural training to its workforce, remedying the challenge of cultural barriers evident within the firm. For example, cultural competence training informs users about the different cultural perspectives prevalent within society and the diverse beliefs shaping practices (Chu et al. 2022). The training can be facilitated by utilising online training platforms or by using mentors that come from culturally diverse backgrounds.
Promotion of active listening among workforce
The issue of miscommunication within Sainsbury's can be remedied by promoting employees to adopt active listening skills. The skill can be promoted by adopting initiatives such as workplace workshops or enforcing employees to take active online courses. Active listening would enhance the communication engagement of the workforce and minimise any sort of miscommunication evident within the firm’s supply chain. 
Auditing of automated communication challenge
The automated communication platforms of Sainsbury need to be audited frequently and new consumer data should be used to re-train the platforms. The response algorithms of automated communication platforms need to be updated to allow customers specific answers to their questions instead of going through an arduous deduction process. Quarterly audits can be conducted that would aim to identify the initiatives and to train employees on engaging communication respectively.
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Summarising key insights and findings
The report identifies the communication measures used by Sainsbury’s to engage its external and internal stakeholders, denoting its managerial efficacy. Measures such as employee surveys, meetings, and social media communications are detailed to be relevant within Sainsbury’s. The problems evident in the business include challenges regarding maintenance of automated communication challenges, potential miscommunication, and cultural barriers between diverse employee groups. The communication process within the firm is shown to be aligned with both digital and verbal initiatives aimed to create a supportive firm culture. The recommendations, thus proposing Sainsbury’s to audit its technical communications platforms regularly, promote active listening and offer cultural training to employees.
Importance of effective communication in business context
Effective communication is important from a business context since it ensures heightened employee engagement and productivity. Effective communication also ensures that employees become aligned with corporate objectives, improving competitive growth of firms.
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