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[bookmark: _Toc138358818]Introduction 
Known for selling consumer goods, All Seasons Supplies Incorporated (ASSI) has solidified its position as one of the top four companies in the sector. ASSI has been providing services to clients in the UK for more than a century, with a rich history that dates back to 1910. ASSI is a strong opponent because it now holds a commanding 43% market share as a leading force in the industry. ASSI has established a solid reputation among customers thanks to its broad selection of products and top-notch customer service. With its unwavering dedication to quality and innovation, ASSI has been successful in the constantly changing retail environment.

[bookmark: _Toc138358819]Explain Profit Maximisation Theory
We must move right away to solve this problem considering ASSI's diminishing profits. As the Business Planning Manager, I suggest the following actions to boost the output. First, a thorough analysis of our product line is required to find areas where costs can be reduced without sacrificing quality. To grow the consumer base and into new regions, look at strategic alliances with other merchants (Junankar and Junankar, 2016). Also, be able to participate in the expanding e-commerce industry by making technological investments and improving our online presence. Put the interests of our clients first by offering superb service and tailored encounters. During the meeting set by Jesse Zole for mid-July it was described how Over the past five years, ASSI has been under pressure to grow and increase profitability. Jesse Zole, the company's largest shareholder, has inherited a third-generational 37% stake in ASSI. Jesse Zole stated his displeasure over the earnings drop after taking into account ASSI's performance for the fiscal year that concluded on May 31, 2023. He reportedly said, 
“… our primary objective is to maximise profits. We are the leading retailer with the largest retail shop network, and nothing should stop us from maximizing profits. In any case, profit maximization was always my grandfather’s (the founder) primary objective when he was running the business. I was told he increased prices. I suggest we increase prices, especially our brands since they are exclusive to us. Nothing must change and nothing can stop us...”

Profit Maximisation Theory 
According to the profit maximization principle, businesses should try to make a profit in order to achieve the main goal of financial success (Khan, 2017). The theory is often associated with the neoclassical economic viewpoint, which assumes that firms behave in a way that maximizes their profits. While not every company's primary goal, making a profit is still an important asset for many businesses.
According to the theory, firms produce at a level where marginal revenue (MR) equals marginal cost (MC) in order to maximize their profits (Kumar, Lahiri, & Dogan, 2018). Marginal cost is the extra payment made to produce more units, while profit margin is the extra money you get for selling more goods.
Market Demand:  The level of production at which the company maximizes its profits is influenced by the market's demand for a particular good or service. Generally speaking, traders can raise prices when demand is high and still maintain selling levels. They can increase their income by producing more products (Victor, 2018). On the other hand, in a competitive market where demand is low, companies need to lower prices to increase sales and hold stock (Fanti and Buccella, 2017).
Cost Structure: A company's cost structure has a direct impact on its efforts to maximise profits. Companies must carefully examine all of their production expenses, including both fixed and variable costs (costs that change depending on output). Firms can identify the output level at which they can reduce their costs and increase their profits by analysing these costs.
Competition: A firm's efforts to maximise profits are influenced by the level of market competition. Businesses must take their competitors' pricing methods into account in a competitive market. To stay competitive and take a sizable market share, they might need to modify their prices and output levels, the ability of a company to maximise its earnings might be impacted by the presence of entry obstacles like patents or expensive capital needs.
It's critical to remember that maximising profits does not need immoral or exploitative behaviour. It means maximising financial gains while staying within moral and ethical bounds (Sutherland and Jarrahi, 2018). The interests of stakeholders, like employees, clients, and society at large, are expected to be taken into account by businesses as they conduct their operations within the bounds of the law.
Profit maximisation theory is criticised for ignoring other crucial factors such as corporate social responsibility, environmental sustainability, and long-term business viability. These critics contend that a limited focus on maximising profits can have unfavorable effects, such as resource exploitation, contempt for the welfare of employees, and indifference to social and environmental concerns.
Alternative theories, such as corporate social responsibility and stakeholder theory, have developed in response to these worries. These theories support a broader viewpoint that considers the objectives of numerous stakeholders in addition to those of shareholders and owners. They contend that companies should take into account how their actions will affect society as a whole and strive towards sustainable and responsible practices.
In the principle of profit maximisation, businesses should produce at a level where marginal revenue equals marginal cost to maximise their profits. According to this notion, businesses make decisions based on how to maximise their bottom line. Profit maximisation is not often the main goal of businesses, but it is still a fundamental principle for many of them. However, there is ongoing discussion regarding the shortcomings of this theory and the necessity of taking sustainability and the interests of more diverse stakeholders into account when making business decisions (Raj, Biswas, and Srivastava, 2018). 
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Demand and supply theory application is essential for comprehending and analysing the business environment, business goals, and market structure. These theories shed light on how companies’ function, make choices, and engage with clients and rivals. In this talk, we'll look at how these theories might be applied to illuminate different facets of the corporate world.
Demand is the amount of a good or service that people are willing and able to buy at a specific price and moment (Becker, 2017). According to the law of demand, customers' desire for a product reduces, ceteris paribus, as its price rises. A downward-sloping demand curve can be used to depict the relationship between price and quantity desired.
To set prices and predict consumer behavior, firms must have a solid understanding of demand. Businesses can determine the best price by analyzing the need to increase sales and profits. For example, if a firm lowers the price of a product, its price can be expected to increase due to the purchasing power of consumers (Ekins, 2017). On the other hand, if the company raises the price of its product, it will predict that demand will fall because customers find the product less attractive.
For example, if the price of a key product rises, companies will see a decline as their production costs rise. On the other hand, if raw material prices decrease, firms will increase production.
Business objectives are the targets and goals that organisations set to get the results they want. Economic theories are essential for assisting firms in formulating and achieving their goals. For instance, companies seek to maximise profits by balancing quantity and pricing through the analysis of supply and demand. Businesses may also want to increase their market share, satisfy their customers, innovate, or be more sustainable, all of which can be influenced by economic theories and circumstances. The term "business environment" refers to many factors that affect the way business is run and decisions are made. These changes include the economy, government policies, culture and traditions, technological developments and business dynamics. For example, needs and wants provide the basis for analyzing and predicting customers' behavior, market conditions and competitive advantage, which helps businesses in this difficult situation.
Market Structures and organisation, such as the number of customers and sellers, the degree of rivalry, and the entry and exit obstacles, are referred to as market structure (Broséus, 2016).  Different market structures, such as oligopoly, monopoly, monopolistic competition, and perfect competition, have different effects on output levels, pricing, and market behaviour. To comprehend and negotiate these market systems, organisations can use economic theories to inform their strategic decisions. For instance, in a market with perfect competition, companies must adjust their output to the equilibrium price set by supply and demand (Brim, 2017).  In contrast, a monopoly allows a single company to autonomously control prices and quantity. Demand and supply theories are useful tools for organisations functioning in various market settings and structures. These ideas shed light on market dynamics, output levels, pricing choices, and consumer behavior.
Management at ASSI should take a variety of factors into account when making decisions that could affect the organization's success and the welfare of its stakeholders. Here are some important things to consider:
Financial considerations: Management must weigh the costs and benefits of their choices. Analysing expenses, revenue expectations, financial limits, and potential returns on investment are all part of this process. The viability of the business and the satisfaction of stakeholders like investors, creditors, and employees depend on the company's financial health (Bhatia, 2018). 
Decisions should be made under the long-term strategic objectives of the organisation. Management should assess how a particular choice contributes to the organization's broader vision, mission, and goals. This makes it easier to ensure that choices assist the business expand and gain a competitive advantage (Cohn and Hira, 2020).  
Risk assessment: When making decisions, potential risks and uncertainties are considered. A decision's risks should be identified, evaluated, and solutions to reduce them should be developed by management. This involves taking into account factors including market turbulence, legal compliance, operational risk, and reputational risk. The interests of stakeholders are safeguarded by management through proactive risk management.
Ethics in Decision-Making: Keeping stakeholders' confidence and respect requires ethical decision-making. Management should examine aspects including justice, transparency, social responsibility, and environmental effect when assessing the ethical consequences of their choices. Maintaining moral standards improves stakeholder relations and protects the organization's brand.
Legal and Regulatory Compliance: It's critical to follow laws, rules, and industry standards to stay out of trouble with the law and any penalties. Management should make sure that choices take into account the effects of regulatory changes as well as legal requirements. Failure to comply may have negative effects on the business's reputation as well as financial and legal repercussions.
Impact on Human Resources and Organisation: Choices can have a big impact on personnel and the whole company. Management should consider the effects on the workforce, taking into account elements like employee engagement, morale, and development possibilities. To get their opinions and handle potential problems, it's crucial to involve essential stakeholders in the decision-making process, including unions and employees.
Customer and Stakeholder Satisfaction: Management should place a high priority on keeping customers as well as other stakeholders including partners, suppliers, and communities happy. The ability to meet the demands and expectations of stakeholders should be taken into consideration when evaluating a decision's influence on those relationships. Stakeholders who are happy with the company are more likely to support it and help it succeed.
Transparency and communication: Good communication is essential for decision-making. Management should think about how stakeholders will be informed of choices transparently and understandably. Accurate and timely information assists in controlling expectations, gaining support, and addressing any issues or suggestions from stakeholders.
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Here are some suggestions for ASSI, the top consumer products retailer in the UK, based on the information given:
· ASSI must build a strong online presence in light of the rising popularity of e-commerce. 
· Make the most of the already-existing alliance with manufacturers to increase the selection of goods sold under the ASSI name. 
· Develop and market private label brands across a range of product categories with a focus on private label brands (Adapa, 2018).
· To assure the quality and worth of private label items, make investments in market research and product development.
· Effective inventory control lowers costs and guarantees that customers will always have access to popular products.
· Reducing plastic packaging, promoting recycling, and buying goods from environmentally conscious sources are a few examples of how to do this. 
· Informing clients about these measures can help you build your brand's reputation and attract environmentally concerned customers.
· Maintaining solid relationships with suppliers is important for both luxury brands and niche products. 
· Work directly with suppliers to agree on fair terms, increase product availability, and look into potential cooperative marketing campaigns.
· Competitive pricing and exclusive product options can be secured with the aid of solid supplier connections (Jiménez et al., 2017). 
· Boost marketing initiatives to increase brand recognition and draw in new clients. Use a combination of online advertising, social media, targeted promotions, and traditional marketing channels. 
· Promote ASSI's products and attract a larger audience, think about collaborating with well-known influencers or celebrities.
· Keep up with industry developments and consumer preferences by keeping track of market trends and innovating. 
· Continue to innovate and adjust to the shifting dynamics of the market. To improve operational efficiency and stay competitive, investigate new technologies like automation and artificial intelligence.
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In conclusion, All Seasons Supplies Incorporated (ASSI) has established itself as one of the industry's top four businesses and has become a dominant force in the consumer products sector. ASSI has a long history in the UK market, having been in business since 1910 and providing services to customers for more than a century. ASSI has successfully negotiated the constantly shifting retail landscape by being committed to quality and innovation, securing a dominating 43% market share.ASSI's wide range of products, which meets the various demands and tastes of clients, is one of the main elements influencing its success. This broad selection has helped the business gain a sizable market share and build a strong reputation among customers. ASSI's dedication to providing excellent customer service has been crucial in encouraging client loyalty and pleasure. The accomplishments of ASSI fulfil the definition of profit maximisation in economic theory. The business has successfully produced sizable sales and amassed a sizable market share by providing a broad range of consumer items and ensuring top-notch customer service. Due to this, ASSI has been able to satisfy its client's needs while maximising its earnings.
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