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[bookmark: _Toc69382836]Introduction:
The main objective of this report is to identify and discuss the importance of management accounting in decision making and ensuring control over the performance of the company. it will identify and assess the control report which may aid to determine the gap in the progress and performance of the business. It will provide recommendations for improving the performance of the company. Furthermore, it will appraise two options of online and offline modes for selling products by considering the cost, volume, and other factors. 


[bookmark: _Toc69382837]Part A: 
[bookmark: _Toc69382838]Control Report:
Controlling is an important function of the management in the organization to keep the performance on track and ensure the progress of the business in the right direction. The controlling is required to ensure the company is driving its activities towards the attainment of all its objectives successfully. Hence, control may be stated as the process of identifying, measuring, monitoring and checking on the deviation in the performance. In this way, the control report includes all the information regarding deviation in the performance indicators and can aid to forecast the performance by making changes in the figures. The comparison between actual and budgeted performance may aid to find how effectively the organization is performing in the market (Ward, 2012). For effective control over the performance, it is very necessarily required to determine the degree of deviation and nature of deviation whether is positive or negative. If the actual performance of the enterprise is higher than the budgeted performance, it may be a positive deviation in the progress and vice versa. Hence, the control report reveals the degree of the information along with the possible reasons why the actual performance improved over or declined below the budgeted and forecasted results. It is prepared on monthly basis to ensure better control over the performance and improve the performance during the year to enhance the income of the company and wealth of the shareholder of the organization (Taschner, 2016). In respect of the issues in the performance, the control report dictates the challenges in the progress of the company and provide good support to the manager in determining the right strategies for addressing the issues to nip the issue and gap in bud. This may enable the company to maintain good profitability and sales revenue. 
	
	
	
	
	

	Particular
	Original budget
	Flexed budget
	Variance
	 

	Units
	100000
	80000
	-20000
	U

	Selling price
	25
	20
	-5
	U

	Sales revenue
	2500000
	1600000
	-900000
	U

	Variable cost
	 
	 
	0
	 

	Material
	250000
	280000
	30000
	U

	Labour
	400000
	440000
	40000
	U

	Overhead
	150000
	120000
	-30000
	F

	Contribution 
	1700000
	760000
	-940000
	U

	Fixed overhead
	 
	 
	0
	 

	Warehouse rent
	200000
	170000
	-30000
	F

	Insurance
	100000
	100000
	0
	 

	Supervisor salary
	50000
	35000
	-15000
	F

	profit
	1350000
	455000
	-895000
	U



[bookmark: _Toc69382839]Report on the performance of Amana during 2020:
The control reports the results and deviation in different indicators of the Amana which are given below: 
Sales revenue: 
Sales is an important requirement of the company to operate in the market and sustain the business because this is the main function of the company to gain profit and improve sustainability. This is one of the most important sources of income in the organization which happens by producing and selling the products in the market. Therefore, demand in the market, price of the products, income level of consumers, change in taste and behaviour of the consumers and other factors may responsible for the deviation in the sales revenue of the organization (Astrill and McLaney, 2012). In respect of sales revenue of Amana, the sales of the company declined and it is not effective as compared to the budgeted sales. The company estimated the performance and sales of £2500000 while the actual sales of the organization are only £1600000. It indicates that the sales volume declined to 80000 units actually but the expected sales units of the company were 100000 units. In addition to this, it was decided that the organization will sell its product at the price of £25 but it had to reduce the price by £20 per unit to maintain the sales. It is the hard-core reason for the ineffective and unfavourable variance in the sales revenue of Amana. It is caused by less demand in the market and high supply pressure that put pressure on the company to cut down the price to improve sales (Drury, 2018). In addition to this, less effective marking and promotion of the product or service by the organization influenced the performance of the organization. COVID-19 pandemic became the reason for the economic crunch and contraction of the national income and consumer income which affected the affordability of consumers and their spending negatively. 
Variable cost: 
This is the cost move with the movement in the production volume of the company. This may be the reason for the change in the price of the company and the profit margin of the organization (Vanderbeck, 2012). The variable cost should be kept in control and should control deviation in the variable cost to improve the profit and efficiency in the organization.  
Material cost: The cost of the raw material is a very important factor and variable for change in the cost of the product and may have effects on the price of the organization. Therefore, the cost of the material in Amana was forecasted about £250000 (2.50 per unit) but the actual material cost is £280000 (2.80 per unit). The procurement cost of the material is raised over the budgeted material cost (Drury, 2018). Reduced supply of the material and reduction in economic activities affected the production of material which resulted in high cost of the material. 
Labour Cost: This cost indicates whether the company has efficiency in the workforce. The actual cost of labour in Amana is high by £40000 because the expected cost of the workforce was £400000 while the actual cost is about £440000 (4.4 per unit). It indicates a decrease in employment and supply of the labour during COVID-19 increased the wages to the employee to retain employees (Warren et al., 2011). 
Overheads: These are the expenses to be incurred on the maintenance and other activities of the company for improving production and sales of the Souvenirs of Amana. The forecasted overheads in Amana are £150000 while the actual overheads spent by the company is £120000. It can be interpreted the actual cost is less than forecasted which means Amana has good control over overheads (Drury, 2013). 
Fixed cost: This is the cost that can not move up or down with movement in the volume of the sales and production in the organization. The fixed cost of the Amana for warehouse, insurance and salary of the supervisor is 170000, 100000 and 35000 while the budgeted cost was 200000 for warehouse, 100000 for insurance and 50000 for supervisor salary. It indicates that the actual cost for salary and warehouse rent is less than the estimated cost sin Amana (WEYGANDT, 2013).  
Profit: Profit is a good indicator of the performance of the enterprise. Hence, the actual profit obtained for Amana is 455000 and the budget from is 1350000 which means there is high inefficiency in the operation of the Amana which increased the cost and reduced the profit margin of the enterprise (WEYGANDT, 2013). Amana needs to focus on improving efficiency to grow the profit.  
[bookmark: _Toc69382840]Recommendation:
Recommendations based on the analysis of the performance of the Amana are given below:
Amana should try to improve the marketing and promotion of its product to enhance product awareness in the market. It can use advertising strategies, discount offers, public relationships and social media marketing for growing awareness. It can offer attractive discounts and product benefits for improving the purchase of the product in the market and enhancing sales of the organization. A good relationship with buyers in the market may be useful for improving the loyalty of the buyers in the market. It should include the message in advertisement defining the quality of the products so that trust of the consumers can be built product quality and can motivate them to buy the products (Drury, 2013). This solution and suggestion can work better to improve the awareness and relationship with consumers to attract more buyers and patronize consumers. 
In addition to this, Amana should provide good safety to workers to improve their engagement because people are afraid during the COVID-19 pandemic. Good facility and protection at the workplace and work from the home facility may enhance engagement of employee and their work effectively that can improve the productivity of the employee and can motivate employees to work hard in the company (Vanderbeck, 2012). This may help to control the workforce cost in the organization. 
Along with hits, Amana should deal with the suppliers to buy the material in a very large quantity to cut the cost of material per unit and should improve the process for minimizing the wastage of material. This may reduce the cost of production and price of the products which further can enhance the profit margin of the Amana (WEYGANDT, 2013). It may improve the wealth of the shareholders of the company. 
[bookmark: _Toc69382841]Part B:
Online marketing is on-trend in the global market because of changing attitude of the consumer towards e-commerce shopping of the products or services. Online marketing and shopping can be through the internet and this makes the marketing of the product or service so easy that companies may reach a large number of consumers in very little time. Offline marketing means the promotion of products and selling all the products through the stores in the market. Offline marketing does not need the development of the website while online marketing requires the development of the versed website that may accommodate all the products the company can deliver and sell to the consumers in the market. Amana is facing hard competition from the e-commerce companies in the US, Europe, the UK and other reasons because the consumer is shifting towards online shopping more than offline. Digital technology has made it easy for the consumer to get a list of a number of products and have a good choice because companies do not need to have an inventory of a large number of products. It may save the cost of consumers as well as companies because no intermediaries are required to reach consumers (Collier, 2015). Digital technology and artificial intelligence help the organization to observe the behaviour of buyers and customize offers to consumers. Some organizations are using third party sites such as Flipkart, Alibaba, Amazon and others while some organization uses their sites to sell products. Website development can require the cost of development, maintenance, promotion and others while selling at a third party site may save these kinds of costs (Beechy et al., 2011). Therefore, businesses can be using the cost and benefit along with other important factors in making an investment decision (Epstein and Lee, 2014). Therefore, the decision may be on the basis of website quality, network delivery, IT programs, salaries, market research and others. 
	If the website is developed:
	If third party website is chosen: Amazon

	Network cost will be £150,000
The cost of website upgrading will be £50,000
The salary of the staff will be £35,000 per annum
While the sales volume will be 10000 units 
In this option, the total cost is £235000 (150000+50000+35000) for selling about 100000 units every year according to the information gained by doing market research. 
	The full-time fee will be £50,000 for registration at Amazon 
Total units to be sold very unit will be 65000 units. 



Therefore, it can be said that cost of the development of the website and operating the e-commerce website is too much expensive as compared to third party website of Amazon for distributing and marketing products in the market. The cost is a very important factor because higher costs may raise the price of the goods that may affect the motivation of the consumer and their affordability (Keller, 2015). This may have an adverse influence on the sales revenue of Amana in the market. Amana needs to improve sales for maximizing the profit that it can achieve by selling its products on its website only. Development of own website may aid to ensure good control on the exposure of the products and dealing with the consumer that is not possible with third party selling option. In addition to this, the volume of the sales units in a network setting and website development is higher than the volume of units of products in the option of the third-party website of Amazon (Needles et al., 2013). Amana may emphasize the marketing and promotion of the products or services among the consumers and can promote its website that may generate the benefits in long term and may improve the cost per unit as well. 
Along with this, it will realize a lack of control on the process of distribution and marketing of the products at third party websites because it is not in direct contact with the consumer in the market. This may also influence the experience of the company and the future capacity of the organization to handle the consumers. Hence, it cannot improve its supply chain efficiency and effectiveness without direct contact with buyers in the market (Weil et al., 2013). Furthermore, price is also a very critical factor for effective marketing of the product which in turn may hav3e an effect on the demand for products. Amana would not be able to exercise good control over the prices of the products at the website of Amazon which in turn can affect the business performance (Edwards, 2013). If Amana uses its website, it may determine the prices as per fluctuation in the cost and market factors to make the product affordable for consumers and to improve the market share. 
[bookmark: _Toc69382842]Conclusion:
Based on the analysis, it can be summarized that management accounting is very essential for the effectiveness in the operation and controlling over the operation of the company. The controlling report reveals the issues in the performance of the enterprise and enables the manager to address the issues by developing efficient and effective strategies. It can be said that a controlling report may determine the variance in the performance which can be useful to make strategies for monitoring. Furthermore, this report has suggested that Amana should focus on the development of its website for growing sales and making a high profit in the long future. 
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