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	Items
	Cost per unit
	Original budget
	Flexed budget
	Actual budget
	Variance
	Favourable/ Unfavourable

	Units
	
	100,000
	80,000
	80,000
	20000 
	Unfavourable 

	Selling price
	25
	25
	25
	20
	5 
	Unfavourable 

	Revenue

Less: Variable costs:
	
	2,500,000
	2,000,000
	1,600,000
	400,000 
	Unfavourable

	Materials
	2.50
	$250,000
	$200,000
	$280,000
	$80,000
	Unfavourable

	Labour
	4
	$400,000
	$320,000
	$440,000
	$120,000
	Unfavourable

	Overhead
	1.50
	$150,000
	$120,000
	$120,000
	£0.00
	Unfavourable 

	Contribution
	17
	$1,700,000
	$1,360,000
	$760,000
	$600,000
	Unfavourable

	Less: Fixed overheads:
	
	
	
	
	
	

	Warehouse rental
	
	$200,000
	$200,000
	$170,000
	$30,000
	Favourable

	Insurance
	
	$100,000
	$100,000
	$100,000
	$0.00
	Favourable 

	Full time warehouse supervisor salary
	
	$50,000
	$50,000
	$35,000
	$15,000
	Favourable

	Net Profit
	
	$1,350,000
	$1,010,000
	$455,000
	$555,000
	Unfavourable




                                                             Report analysis
Whereas the budget was well prepared, some of the main spendings have shifted in actuality resulting in differences invariances. The Amana versatile budget is created based on the actual amount of output rather than the budgeted project. A budget variance is a difference between real costs incurred and the adjustable budget sum for the same degree of operations. Budget variances, which result from some comparison of what was and what should have been, may reveal a department's or company's performance (Bromwich et al., 2005). The budget variance for each line item is shown in the output report. Since we use the same real operation level for both the estimated and the exact, a balanced budget enables volume discrepancies to be excluded from the study. To do this, we use a flexible budget that eliminates volume disparities from the evaluation since the table analyzes the same real quality of service with both the budget and the actual.
Amana's executives planned an overhead budget focused on a hundred percent availability, 100,000 units, projected amount. The actual units are 80,000. As a result, Amana claims to have made good use of resources.
Initially, the company had budgeted the selling price at £25, which was the projected selling amount projecting the production unit at 100, 000. however, the company's actual selling price stood at £20. The rate shows that the company produced 80% of the operating capacity. The results exhibit an unfavorable variance of £5 less than expected based on the actual price that was intended by management.
· In the primary graphic the unfavourable revenue is presented as £2 500 000 because Flexed is £2, 000, 000 but in the actual it has dropped to £1 600, 000 most likely due to Covid 19 repercussions.

· The originally budgeted unfavourable variances for materials cost is £250, 000 as Flexed is £200, 000. The occurring inadequacy is due to the increased price of raw material cost.

· The Actual budget shows unfavourable labour cost as £440, 000, and as £400, 000 in the Original budget, whereas the Flexed budget shows £320, 000 which is based on actual outputs. The unfavourable variance signifies that Amanda Ltd has not managed the labor very well and they are ineffective when it comes to labour cost.

· The favourable fixed overhead numbers from the original budget present the rent to be £200 000 with the full-time warehouse supervisor salary being £50 000. Having in mind that the rent is £170 000 in the actual budget it is possible that the landlord has dropped the rent from £200 000 to £170 000 due to the hardships of Covid 19. It could also be speculated that the warehouse supervisor’s salary has been cut down from £50 000 to £35 000.

Recommendations
Budgetary control has the benefit of helping you to assess your results. Managers may maintain track of costs and move against the firm's priorities if they have a good idea of their expenditures. To create forecasts to manage activities and earnings growth, businesses must first consider their sales and cost information (Horngren et al., 2005). Examining the previous year is an important part of recognizing sales and expenditures. Was the corporation able to make the profit that was expected? Is it possible that it should have made a bigger profit? What were the budgeted costs and sales that weren't included? Examining the real outcomes in relation to the fiscal projections will assist managers in making future decisions. The manager will use performance evaluation to interpret the outcomes. It doesn't often detect an issue, but it does point you in the right direction if one is present (Atrill et al., 2009). The same would be true with both beneficial and adverse variances (Ahrens et al., 2007). When income is smaller than billed or costs are greater than budgeted, this is referred to as an adverse variance. Several factors can explain the differences between budgeted and real expenditures. It is important to find out what's behind all of the discrepancies. This practice is important for successful budgetary management so the budget holder would realize when corrective action is possible. Variances may be both beneficial and detrimental, suggesting unnecessary or poor expenditure or income results. Both of them ought to be looked at more.

Variations in the Amana business may be due to a variety of factors, including:
1. A mistake has happened.
2. Mostly on accounting method, inaccurate estimates have been entered.
3. Inconvenience
4. Errors when inserting details into the accounting framework
5. Profiling is the method of deciding who someone is.
6. Frequently, inaccurate budget profiles are reached and have little effect on the real trend of spending and revenue
7. Budgeting is incomplete.
8. Budget scheduling is given no thought at the start.
9. Changes that occurred unexpectedly

     Increases and reductions in service demand, or the enactment of new laws, to name a few examples.
Only by taking corrective measures in regard to variances will budgets be kept under check. In certain situations, the reason for the difference implies that no intervention is taken. Differences in pacing, for instance. When real revenue and spending estimates naturally line up with the budget, this is where the deviation would decrease over time (Weetman, 2016). Variations that occur due to structural shifts, such as an improvement in service demand, necessitate intervention. This is needed to reclaim budgetary authority. few of the more popular forms the following are some examples of management behavior that can be applied in Amana:
1. Reduce or reduce expenditures in regions where it is feasible to do so.
2. Increase your earnings
3. Make modifications (moving money from one budget to another)
4. Make use of the emergency savings.
5. Postpone your tasks.
6. Reevaluate the goals.
7. Reconsider the eligibility conditions.
8. Adjust the service's nature and distribution process.
9. Services can be discontinued or diminished.
It is important to stay centered on the potential situation to manage the budget successfully. Since it represents the expected financial situation at the end of the financial year, measuring the "out turn" becomes an essential method.
The expected result should be determined on a daily basis. This is due to the fact that predictions regarding improvements in budgeted revenue and spending over the year are subject to adjustment. Trends, documented activities, fixed/uncontrollable spending, budget curves, and supply and demand can be factored into the equation (Ameen et al., 2018).
Part B
Going online is often a decision that Amana as a company needs to take careful consideration before making the leap. At times, the easy way always sounds easier, but this is not the case if the managerial team considers the company's long-term decisions. Setting up an online network is quite expensive but allows them to maintain their premium control aspects, thus increasing dominance within the market. Selling their products on Amazon, on the other hand, is quite cheaper but reaps them off of their power over cost control as well as their return policy. Amazon, the world's largest internet marketplace, is in charge of the e-commerce industry (Kaplan, 1984). Amazon's net sales in the United States alone totaled over $140 billion in 2018. Selling on Amazon will have a huge influence on the commerce business. Until selling to Amazon, a business must decide if it is attempting to generate a modest profit from each sale if it has a well-established client list that can be quickly located, and how many clients may be looking for their brand on e-bay (Weetman, 2006). The firm has a well-known name, makes its own merchandise, and could benefit from selling on Amazon, although it comes at an expense.
When they sell on Amazon, they relinquish ownership over the customer's experience. You won't be able to tailor the consumers' experience because Amazon controls the appearance. You should use social media to round out your Amazon activities to share your brand name fully.
It is more complex to sell directly to customers. The consumer partnership is yours to hold while you sell on Amazon. This makes it more challenging to find the same buyer and sell to them afterward or educate them of different products you've launched. Maintain accurate consumer data so you can engage with them and even increase revenue (Drury, 2018).
     You'll have to offer up at least 15% of your profits, and occasionally even higher. Amazon takes 15 percent of sales on average to pay FBA and storage expenses. Just 20% of UK e-commerce business owners choose Amazon as their preferred marketplace for 2019, with 46% choosing for their own websites, according to a report of UK e-commerce business owners. When it gets to Amazon, it's a guarantee that there would be stiff rivalry. Since Amazon is one of the most powerful players in the industry, the business will have to deal with thousands of other retailers (Salaam, 2014). While being on Amazon would almost definitely boost the sales, there would be a price to pay. You would be paying fees regardless of if you already have a formal account or choose for FBA (Fulfillment through Amazon).
Through creating their own web portal, the business, on the other hand, retains the full influence of their communications and purchases. Facing a minor stumbling block, Amana will retain price stability and continue to run efficiently. Amana would have the full power of their platform, potentially removing any leased marketplace rivalry (Burns et al., 2001). You may decide to adjust the look of your company website or use product videos based on the design and strategy of a competitor. Since Amana owns clients, they may use digital media to drive revenue from current and potential consumers. They will use social network ads, email marketing, and targeted advertisement to reach their targets.
Additionally, although they have access to Amazon's predictive statistics, it is not as detailed as the site's analytics. You will see how long a person was on a page and which sites they viewed when on your website, for example. I think the business can make use of both. Both have advantages and drawbacks as a key e-commerce platform, so what if they were merged to balance each other? Amazon not only aims to address the challenge of next-day shipping, but it also offers e-commerce companies a big boost in terms of phones. In light of this, the organization should think about adding Amazon into its own platform (Abubakar et al., 2014). This will encourage them to attract a larger foreign audience while also maintaining control of their website. Since the platform will manage consumer acquisition, Amazon will boost revenue for the company without impacting customer acquisition.
      Amana should offer all of their signature merchandise on their official platform, which should be the online shop, in order to get the bulk of their buyers. They will pay on Amazon by offering overstock and discount products, second-tier licensed accessories, and everything else that isn't their primary profit generator (Hansen et al., 2021). Because of the broad consumer base, it's a perfect way to transfer unsold products efficiently, and it can even be a powerful way to draw new consumers. While it is still preferred that retailers build their own platforms, it isn't a poor idea to check out any marketplaces to supplement online store sales.
     Although these app stores have stringent guidelines, they have a strong reputation and will provide your organization with a lot of publicity. Overall, it's better to offer merchandise across several platforms, but missing the website and relying only on marketplace sales will be a risk that could stifle the company's expansion (Scapens, 1990). On the surface, going all-in with Amazon doesn't seem like a poor decision, and it frequently makes financial sense in the short term. After all, why spend resources on things that would not raise money as easily as others? However, in the case of Amana, moving all the way in will be prohibitively expensive. Many companies have attempted goods that didn't do well at one time or another. Holding them for a prolonged period of time would almost definitely reduce your profits by raising your long-term warehouse and inventory costs. When it comes to increasing income, cleaning out obsolete inventory is always ignored. That is why I propose opening up an Amazon website dedicated to discount products as a way of "eating two birds with one stone." This gives you the opportunity to grab some of the clients who are looking for your products on Amazon. You won't have to think about cannibalizing your store's higher-margin profits, and you'll be willing to maximize your profit.  There is always a cost of selling the products online so we should always include this expense while budgeting. The main expense is the packaging and postage which can be easily accounted for. The next important factor in online selling is the aftersales services like the returns and customer inquiries which should be dealt with efficiently and promptly.  Even after considering the online sales extra costs, I would still propose Amna to open up on Amazon website or any other renowned online platforms as there is a big marketplace on online platforms which can boost the company sales overall and maximize the profits.
Conclusion:
To conclude we can say that Amana managers should maintain track of costs and move against the firm's priorities if they have a good idea of their expenditures. Mangers should also reduce expenditures in regions where it is feasible to do so and increase the earnings accordingly. Management should intervene in timely manner if they see the variable cost is increasing from the budget and they should not be reluctant to make changes and modifications. Managers may also reevaluate the goals if needed and reconsider the eligibility conditions.  Amana can offer all of their signature merchandise on the online platforms like Amazon as it's a perfect way to transfer unsold products efficiently, and it can even be a powerful way to draw new consumers.
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