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[bookmark: _Toc71295064]Overview of Amana Ltd
Amana LTD is the business organisation that is considered a small company that operates in England and has a few shops around Manchester, London, and also Brighton for souvenir sales. The company utilises the production of souvenirs using a Chinese supplier and makes them into their own way the purpose of selling them to visiting tourists in the cities where it is based. The company has been operating for 40 years in total and it has been a very successful and financially stable company but since 2020, it has been experiencing some significant problems with lack of generated revenue and overall sales made. Since the start of the coronavirus outbreak, the level of tourism visits in the United Kingdom decreased on a rapid basis and still is very low as reported throughout the beginning of 2021. Since the main target group of customers for Amana LTD is tourists, this creates a massive problem for them since they sell their store in years in a physical place and rely on visits from tourists in order to generate those sales.
[bookmark: _Toc71295065]Problem Statement
The company has had some sandbags also in terms of its management accounting department where it has been noticed that the control over different accounting measures has been poor. It is their responsibility now of the senior manager to make a monthly report that is prepared for the budgets, original and actual, and evaluate appropriately what has been noticed for the financial performance of Amana LTD. 
[bookmark: _Toc71295066]Preparation of Monthly Budget
	Considerations
	Rev
	Flex Budget
	Actual
	F/U/N
	Static Budget
	Variance

	Units
	80000
	
	80000
	20000
	U
	100000

	Sales
	1600000
	400000
	2000000
	500000
	U
	2500000

	Variable Costs
	
	
	
	
	
	

	Material
	280000
	80000
	200000
	50000
	F
	250000

	Labour
	440000
	120000
	320000
	80000
	F
	400000

	Overheads
	120000
	0
	120000
	30000
	F
	150000

	Contribution
	760000
	600000
	1360000
	340000
	U
	1700000

	Fixed Costs
	
	
	
	
	
	

	Warehouse rent
	170000
	30000
	200000
	0
	N
	200000

	Insurance
	100000
	0
	100000
	0
	N
	100000

	FW Supervisor Salary
	35000
	15000
	50000
	0
	N
	50000

	Profit
	455000
	555000
	1010000
	340000
	U
	1350000

	
	
	
	
	
	
	



[bookmark: _Toc71295067]Evaluation of Financial Performance for Amana Ltd
The company Amanda LTD has definitely underperformed for the past one year in terms of financial gains and balancing them against losses. It is also important to look at what the company originally put forward as anticipated sum to be an expenditure or profit and how this is different from the actual budget that they created sometime after the start of the pandemic. The company has had some unrealistic goals which have resulted in underperformance but their aim to sustain an increase in the unit sales price has been very successful. 
As anticipated before the preparation of the monthly report, it is noted that although the fixed costs that the company has are fully covered and under the control of the operational accounting management. The variable costs are not under the control of the company which has resulted in a lot of significant expenses especially in the long run. The processes of the company as anticipated also not efficient enough and the channels of promotion of the product is through traditional marketing means and also a lot of reliance on visiting shops which is currently not a good strategy since the number of tourists has been decreasing since April 2020.
[bookmark: _Toc71295068]Recommendations for Amana Ltd
Based on the evaluation of the financial performance for Amanda LTD, the key areas of interest for the company are streamlining technology due to the fact that the current marketing strategy is not very good for generating more sales, and also using the unit price of sales as a further advantage with supporting improve control of the variable costs. 
For variable cost control recommendations, firstly variable expense is a corporate expense that adjusts to the degree of return on creation. Variable costs increase or decrease depending on the size of the organization; they rise with the increase of creation and fall when creation decreases (Weetman, 2010). Examples of variable costs include the costs of raw materials and packages. The variable cost can deviate from the fixed cost.
Fixed costs will generally be inflexible and difficult to change - such as leasing or protection costs. In this sense, when it is an ideal opportunity to reduce costs and increase your total income, fixed costs are the most difficult to deal with. Variable costs, then again, will generally be more adaptable. Usually factor costs are the main thing to cut when organizations need to build net revenue. Most organizations will have more fixed costs than variable costs. Usually, whether you spend more on fixed or variable costs, it relies on the number of trades you make (Rikhardsson and Yigitbasioglu, 2018):
Save on raw materials:
- Find sellers with lower costs
- Bulk purchase
- Structure a group of purchases with different organizations to save
- Structure a joint venture with a manufacturer
Save on labour:
-Replace representatives with preliminary work
- Train representatives to be more experienced
- Reduction of commissions
- Offer rewards to create motivating skills
Save money on card exchange fees:
- Looking for alternative payments to Mastercard’s
- Switch to an alternative Visa processor (eg Square)
Reduce distribution costs:
- Find eligible delivery administrations
- Reduction of packaging (weight)
- Use the administrations that provide the Internet
- Transfer to administration to satisfy a request
All costs incurred by each business consist of fixed costs and variable costs. Variable costs depend on the profitability of the creation (Iacona et al., 2018). The variable cost of creation is a fixed amount for each unit delivered. As production and production volumes increase, variable costs will also increase. Then again, when fewer items are delivered, the variable costs associated with the creation will subsequently decrease.
If you have difficulty understanding how these methods can be applied to your business, consider hiring a business or an administrative accounting expert with experience in your industry (Lee, 2016). They may have the ability to find supplies, easy routes, and little-known techniques that can help you reduce your variable costs. Around there, the cost of recruiting them will pay off over long distances.
In the event that organizations increase creation to meet needs, their variable costs will also increase. In the event that these costs increase at a rate that exceeds the benefits created by the new units delivered, it may not be good to extend. In this case, an organization must consider why it cannot achieve economies of scale. In economies of scale, variable costs as a level of total unit costs decrease as the size of creation increases.
For utilising unit sales point recommendations, two regular measures to measure compensation are gross benefits and income before interest, fees, deterioration and depreciation (Wahyuni and Putra, 2020). Regardless of which metric is used, all proportions of productivity start with income. The income will be paid, created by the supply of goods or benefits and is determined by increasing the price of an item by the quantity of items sold. In this way, the valuation of items can significantly affect productivity at any level, including gross profit and EBITDA.
The net benefit is equivalent to adding to the income short of the cost of products sold (machine reducers) (Wahyuni and Putra, 2020). Thus, if the organization builds item costs and transactions and Pinions remain stable, net profit increases, equivalent to an increase in income.
EBITDA also benefits from extended income, but it is more complicated to calculate. As this reflects the measure of income that remains as a benefit after presentation of all costs except interest, expenses, deterioration and depreciation, it is regularly determined by adding these costs once again to the figure of net profit or basic care (Wahyuni and Putra, 2020). Similarly, with the net benefit, the expansion of selling expenses implies a relative expansion of this if all expenses remain stable. In any case, changes in costs are seldom so clear and often an increase in costs must be accompanied by an improvement in the quality of the item, comparable to higher costs for buyers. In the event that the price of an item increases excessively, transactions may fail (Mezali and Beasley, 2012).
[bookmark: _Toc71295069]Task 2
[bookmark: _Toc71295070]Amana LTD Proposition
Mr Amana's final claim to move half of the exchange of banned courses online is commendable. The part of his association in Brighton, Birmingham in the middle and Manchester in the city center would essentially have the chance to oblige a limited area / part of the people. While Amana Blessings can see value in a more exceptional reliability base through the presence of these stores, the capacity to reach additional modern customer bases will be low, while the costs associated with real stores will be high. By monitoring half of its expanded exchange through an online model that targets the UK, Europe and the US, Amana LTD is likely to dramatically increase its market and customer base. At the same time, he may plan to move / rework the remnants of his random stores to oblige his own customer base and allies.
It is perfectly reasonable to think that Amana Ltd. should be half-received online and half-interrupted in light of the fact that the organization's advertising channels are expanding further and the excavation will not be severely affected by the presence of a Covid episode. The way the organization works in different urban communities, including Brighton, Birmingham and also different places like Manchester, suggests that it will have access to catering for different types of people across the UK. There are opportunities for online transactions that can ensure that a certain number of units will be sold each year, but each of these options will have several drawbacks. An offer of 100,000 units can be secured with speculative costs incurred amounting to £ 235,000. All deals through Amazon that the organization can decide will have an absolute annual recurring price of £ 50,000, but there is a guarantee that in any case 65,000 units will also be sold consecutively.
[bookmark: _Toc71295071]Trends for Sales Online During COVID-19
According to Dalgleish (2020), the number of people who are considered protected to gather in a lonely place has decreased from thousands, to hundreds, to ten. Cafes, bars, cinemas and recreation centers in many important urban communities are closing. Numerous office workers then face new difficulties working remotely throughout the day. In general, people struggle with the real factors of our interconnected world, and it is so difficult to briefly isolate these associations with others. To say that we live in phenomenal cases seems to be a misrepresentation of reality. One of the reactions we have seen as people move towards this time of separation and vulnerability is in huge short-term changes in their shopping practices (Moriset, 2018). From mass purchases to web-based shopping, people change what they buy, when and how. As more and more urban communities become blocked, unnecessary organizations want to close, and customers generally stay away from public places. Restricting the demand for everything but important grounds is becoming more typical. Brands adapt and can be adapted to deal with changing issues (Moriset, 2018).
This asset is designed to provide data so that one can agree on the best choice for their image during questionable occasions. It has been put that there are a few realities and numbers about how practices are changing, what items people are buying, and what businesses are experiencing stress to help you understand what decisions you can make for the business (Dalgleish, 2020).
As pointed out by GetFeedback (2021), because people have adopted social division as an approach to mitigate the spread of the pandemic, there has usually been a drop in physical shopping. This seems to mean that there will almost certainly be an expansion of online shopping as people go into online business to buy things that they can in any case have bought face to face. Indeed, online business deals are not higher no matter how you look at them, although several ventures see huge obstacles (Meyer, 2021). This is especially true for online retailers of family products and groceries. JD.com, China's largest online retailer, saw transactions with regular family brackets four times an absurd period a year ago. A review of Motor found that people spend with normal 10-30% more online (Meyer, 2021).
The rate of complete deals taking place online has grown by more than 10% when looking at the time of this year's pandemic compared to a similar period a year ago. Clothing stores, family merchandise and "other" stores have seen more than twice the scope of online transactions during the pandemic.
While the size of transactions for grocery stores remains high, there is a critical growth of online transactions, which currently represent practically 10%, on equal terms. The information show shows that the transactions in online stores (in stores that are not sold at retail) have remained at a level This means that the lift in online is due to the transition from real stores to their sites. The non-retail component of the store captures organizations that are not dominant in the network, such as business sectors, and slows down, regardless of the retailers in the network, who may have a small presence in the store.
Clothing stores are among the worst affected retail areas. At the height of the pandemic, their deals fell by four-fifths and remained more than a quarter below pre-emergency levels. Critics from retailers recommend that although clothing stores are returning, they are still severely affected by friendly separation measures, shocks and the ability of shoppers to stab clothes.
Family grocery stores and 'other' stores (which include, among other clinical products, sports equipment stores and gemstones) initially reported huge declines in transactions equivalent to those for clothing stores. In any case, their recovery is faster in transactions in stores, which are still less than 10% lower than before the levels of coronavirus. Family grocery stores say shoppers reset DIY and home improvements during locking, which aids in store deals, while "other" stores are backed by clinical merchants in the area, who have announced huge disinfectant deals. for hands and other objects related to the coronavirus.
Retail chains do not see as much decline in store transactions as different areas, due to the large number of stores that remain open during locking due to the wide range of basic items they sell, especially those with food corridors. However, although the decline in retail chain transactions was not as extreme, there was no particularly solid recovery in this area, with transactions still one-fifth lower in August than before the pandemic.
Grocery stores, unlike other areas, expanded for in-store deals at the start of the pandemic, as retailers saw an alarming purchase of basics that sparked a jump of almost 10% in total (Meyer, 2021).
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