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MANAGEMENT ACCOUNTING


Executive Summary
The report has stated the performance of the Amana Ltd organization, the famous tourist business of the UK, showing how the COVID 19 impacted the operational activities of the organization.  The report further contains a monthly budget presentation including original and fixed budget of the company and its variances of different elements as per the provided table. Based on this monthly budget report Amana’s performance report has been prepared. Some recommendation has been provided to the management to improve the situation of the company. The second part of this report discusses about Amana’s decision on going to the online platforms.
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[bookmark: _Toc109743701]Introduction
The report has been introduced about the annual and monthly performance of Amana ltd. company. The report further contains two parts, part A and part B. In part A Amana’s original and actual budget on labour, materials, contribution and overhead cost and the cost comparison before and after the COVID-19 situation. Based on a cost control report a performance report Amana has been provided based on the financial year of 2020. The fixed price includes the warehouse rent, insurance and full-time warehouse supervisor salary. The report further describes some recommendations for future growth of the company. Part B of the report provides an elaborate analysis of Amana’s decision to shift towards the online business. The company can implement this in two ways by developing their own websites or they can sell their services and products on other online platforms like Amazon. The conclusion part highlights the key points.
[bookmark: _Toc109743702]Part A
This part of the report contains three parts: the original monthly budget, fixed budget and variances of Amana company. The second part of part A delivers a report based on Amana's performances during the year 2020. The third part of Part A recommends Anmana's CEO in the area of improvement. Definition of the fixed budget is it is a financial plan which has not been modified by different variables. A fixed budget is the easiest way of budgeting as it helps to design a flexible budget for the company (Jankovic & Doerr, 2020).
· Difference between the original budget and the fixed budget
The difference between the original budget and the fixed budget is the first one can be modified as it is determined by the organization (Taguchi, Hino, H., & Kameyama, 2021). On the other hand, a fixed budget is the amount of price which reflects the actual cost of business operations. The cost of the original budget and fixed budget for the company has been mentioned further. 
[bookmark: _Toc109743703](i) Monthly report preparation showing original budget, fixed budget and variances
I am hired by the Amana tourist company as a manager to make a report on their original budget, fixed budget and variances on a monthly basis. After the pandemic, the situation changed and the company faced several revenue issues. The table shows different business components like units, selling price, variable costs, materials, labour, overhead, contribution, fixed overheads, and warehouse rental. Insurance and full-time salary of a warehouse supervisor. The table reflects both the original budget and the actual budget of these different components of Amana company. The original budget for units is 100,000 but the actual price is 80,000. The variances in this area are 20,000 pounds. The original product selling price is 25 pounds but the actual price structure is 20 pounds. The variances in the case of original product pricing are 5 pounds for the company.
Variable costs of materials, overhead, labour and contribution of Amana Ltd company have been provided. The reason for including these components in the variable list is these are the changing factors of a tourist company. The situation before and after the pandemic the profit percentage of the company has changed based on these elements. The original cost of materials is 250,000 pounds whereas the actual price of materials is 280,000 pounds. The variance in this sector is 30,000 pounds.  The reason for increasing the cost of materials is the lack of availability of raw materials after the pandemic situation. Another variable for this family-owned tourist company is an overhead cost. The original cost of overhead for this company is 150,000 pounds but the actual cost for overhead is 120,000. The overhead variance cost is 30,000 pounds for this month of the company. The product and service contribution cost of the company is 17 pounds, on the other hand, the actual cost of contribution is 760,000 pounds. Fixed overheads include warehouse rental and insurance. The rent of the warehouse is 200,000 pounds for the Amana company and the actual cost is 170,000 pounds. The warehouse rental cost variance is 30,000 pounds. 
 The rent of a full-time warehouse reduces as customer demand has been reduced after the pandemic Insurance cost of the company is 200,000 pounds which is equal to the actual insurance cost of the company. Based on the data analysis of the table the insurance variance cost is absent for Amana company. Insurance cost does not change though several employees do not work the reason is COVID-19 infection is spreading. The salary cost of a full-time warehouse supervisor is 50,000 pounds which were reduced up to 35,000 pounds after the pandemic. Reducing the salary cost of the company happens due to the absence of employees due to infections. The per head salary variance of Amana’s employees is 15,000 pounds. This is the monthly control report for Amana tourism company. 
[bookmark: _Toc109743704](ii) Overview of Amana’s performance in the year 2020
Amana Ltd is a well-known tourist business situated in the UK which consists of several distinguished tourist locations in the country namely, Brighton, Westminster Bridge, Buckingham Palace, etc. They were very instrumental over the last 40 years in the country in terms of providing top-class service to the people of the country. However, the arrival of the covid 19 pandemic proved to be a difficult time period for the organization when it had to observe a phase of serious issues in carrying out its activities systematically (Keogh-Brown et al., 2020). From the above monthly control report, it is quite evident that as passengers did not get the scope to travel during that time therefore the organization was only able to generate an increased amount of revenue at that time. It caused instability in its performance in a serious manner.  In addition to that, the prolonged lockdown period from December 2020 to February 2021 added insult to injury for the organization which had caused strains for Amana Ltd in earning additional revenue. 
The dynamic nature with which the organization aimed to carry out its activities turned bleak at that covid time as evidenced from the above report. In terms of using budget aspects also, the organization did not find suitable ways to stick to its operational activities. In the past years, Amana Ltd had the reputation of conducting business activities within its physical stores by means of operating through a functioning website for reaching its target audience in the UK market. This during the endemic situation was affected considerably when the organization was not finding effective ways of doing business operations (Bloom et al., 2020). Additionally, the imposition of necessary restrictions implemented by the government of England at that time made the scenario difficult for the organization to increase its profitability systematically. In fact, there is recognized that there might be several members of the organization who had to lose their job during that difficult time which in turn appeared to be a negative aspect for the organization. 
In this context, it needs to be stated that though there was observed an increase in sales during the summer of 2020 still the organization had not found effective ways for continuing its business activities effectively as well as efficiently (Albonico, Mladenov & Sharma, 2020). In this way, the advent of the covid pandemic made a significant impact on the operations of Amana Ltd at the time of covid 19 pandemic. 
[bookmark: _Toc109743705](iii) Recommendations to Amana’s CEO on areas of improvement
This part of the report provides recommendations to the CEO of Amana company for future improvement. As a manager after analysing the monthly budget, some recommendations have been provided by me to the management. 
· Management needs to offer a variety of products and services compared to their competitors. As people are tired of visiting the same place again the company needs to find new tourist spots to attract new customers. As Amana family group is already spread their branch in China, now the company should focus on other south-east countries also (Reichstein & Härting, 2018).
· It has been further recommended that after the pandemic situation company needs to focus on creating their official websites so customers can easily book new tourist spots. Additional a simple and accessible is always preferable to the customers.
· It has been recommended that maintaining the safety measures needs to be adopted by the management. After the pandemic situation, passengers always prefer health and hygiene as their priority (Kumar & Dhir, 2020). 
· As several countries restrict the movement due to infection company needs to concentrate on domestic tourism as it is the safest way to restore traveller confidence. Additionally, domestic tourism also supports international tourism in the future. 
· The company needs to focus on the collaboration of different departments and they need to structure every business component like salary and increment structure, overhead, and contribution cost of products and services (Hassannia et al. 2019). 
· Sustainable products and services need to be implemented by the company to impact positively on the domestic and international market. 

[bookmark: _Toc109743706]Part B
[bookmark: _Toc109743707]Analysis of Amana’s decision to go for online
Part B of this report discusses the most suitable way for a product to sell for the company. This part provides an overview of Mr Amana’s decision to go online. It can be recommended that Mr Amana needs to consider online platforms to spread product and service awareness among the existing and new customers. Moreover, in terms of online platforms company has two options one is they can develop their official websites or they can hire other online platforms like Amazon to reach the maximum number of customers. From the given information the cost of setting up an online network is 15,000 pounds (Assaf & Scuderi, 2020). Amana company noticed that 50% of the selling comes from online platforms. By developing a personal website company can share all detailed information with the customers which m, improves the service accessibility. 
· Further discussion on report preparation
Though the networking cost for Amana is a little bit high, the collaboration will be helpful for the. Collaboration with existing online platforms like Amazone helps Amana to understand online marketing and also reduces the networking cost. These self-made online tourism platforms or collaborative platforms spread awareness, increase customer loyalty, and allow flexible access, checking, booking and cancellation of the services. The interactive relationship between the authority and customers improved. Handling of large volumes of sales and revenues by the company is an essential factor and this sector cost huge, for Amana tourism company this cost is 50,000 pounds. Upgradation of the official websites by providing new tourist spots knowledge, cost of visiting new places and if any changes happen in a service charge of the company (Azis et al. 2020). Another essential factor in developing an online platform is hiring IT programmers and skilled technologists. The hiring cost of IT programmers including their salary and increment structure for Amana group is 35,000 pounds per annum. The company has an option to hire technologies from existing online tourism industries. Amana company sells their products on online platforms in the UK, Europe and the US and based on market research company ensures that the amount of sales is 100,000 annually. 
· Factors need to be considered by the company before collaborating with Amazon
Some factors need to be considered by the company before developing collaboration with Amazon and these factors are fulfilment fees of Amazon, level of market competition and competative advantage, and controlling factors over the price and return policy. Fulfilment fees of Amazon are 50,000 pounds which has been based on the company size, weight and shipping fees of the company. The second fact is a high level of competition in the global tourism market and the company needs to focus on the competitive advantage over other competitors. Competitive advantages for the company in the online platforms are gaining customers’ loyalty and trust by providing varieties of off-beat tourist spots, the right pricing structure and providing additional services free of cost to those customers who choose Amana company repeatedly. Markowski et al. (2019) stated that the monitoring of competitors selling prices on these platforms needs to be analysed by Amana. As per the provided data, it can be stated that competitors of Amana ensure 65,000 sales units annually. 

· Other facts of management components
Amana needs to ensure that the company should focus to get more profit (more than 65,000) to ensure a strong place for them in a long-term base. Additionally, the sales potential and demand for the products changes in different months of the year. Becken et al. (2020) proposed that proper controlling of provided information to the websites or sharing the information with other websites need to be carefully done by the company. A lack of control creates privacy and security issues for the company. Sustainability is another important factor in getting success in this area. From climate change, the perspective company needs to be very careful to spread climate awareness among their customers and provide them with knowledge. 
· Some other factors
Amana needs to mention the adverse effect of plastic use and improper disposal of these plastic products negatively impact the tourist spots by destroying the biodiversity of that area. Ardito et al. (2019) stated that after the pandemic situation maximum customers from Canada, the USA and Europe prefer online platforms to purchase their needs. Cost factors need to be considered by the company, technical inclusion, hiring technologies, and IT programmers may increase the total cost of the company but on the other hand, warehouse rental costs full-time salary of supervisors reduce which balance the overall things. The company can also spread essential information regarding new changes in services or changes rapidly at a lower cost. Amana can also use different social media platforms to spread brand awareness and service features (Carvache-Franco, Segarra-Oña, & Carrascosa-López, 2019). A simple advertisement in the tourism industry can easily pull the attention of new customers.
[bookmark: _Toc109743708]Conclusion
 As young people use social media platforms they also have beautiful memories and experiences with this company and if their experience is good they can also refer this company to their friends and family. It has been further concluded that this passive information sharing expands the business area of the company automatically. Passive sharing is always more effective than active information sharing as people believe more in their relatives rather than a random company. Writing blogs on Facebook or paid promotions on some google websites is another good option for the company to speed up the brand value and awareness. The expensive human labour of Amana can be easily replaced by the technical cost. Technical inclusion and use of social media platforms reduce the total cost and time of the company.
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