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The Amana family runs the souvenir shop Amana Ltd from their base in England. They have many sites in busy tourist areas around England, including in the cities of Brighton, London, Westminster, Birmingham, and Manchester. The Amana group has its souvenirs manufactured by a Chinese company using designs created by the group. They've been in business for 40 years, and over that time, they've learned to adapt to the ever-changing travel market. 
[bookmark: _Toc121593210]Introduction:
Due to the Covid-19 pandemic, the English government has restricted people's freedom to roam across the nation. This has had a terrible effect on the country's tourist industry. Since tourists couldn't travel for the Easter holidays in April 2020, Amana's business took a huge hit. Sales picked up slightly in the summer of 2020, but the prolonged lockdown between December 2020 and February 2021 wiped away any advances made in the summer. Amana ltd. has traditionally solely sold its products in brick-and-mortar locations; however, they have maintained a website since the 1990s. Owner Mr Amana has recruited you on as a manager and given you a detailed breakdown of product pricing.
[bookmark: _Toc121593211]Performance analysis:
Increasing the difference between actual and expected sales of souvenirs by the variance in profit, contribution, or revenue per unit allows us to calculate the difference in sales volume. When determining whether or not a sales effort was successful, this metric takes into consideration the amount of money gained or lost as a result of meeting or failing to meet sales goals. This scenario is unfavourable since it has a sales variance that is not in the company's favour and it has a set budget of 10,000 souvenirs.
A statistic known as "sales amount variance" is used to determine the amount of difference that exists between the actual sales of a product and the predicted sales of that product. The discretionary sales target was two million dollars, but actual sales came in at only one million and a half dollars. This is a difference of four hundred thousand dollars. An unfavourable gap in terms of sales was seen between the two (Xu, Y., 2021).
The variable cost is the amount by which the actual direct materials used depart from the standard cost of direct materials specified for the result that is achieved. It's possible that differences in consumption and market price are to blame for the disparity in the cost of raw materials, but it's also possible that they're not. The difference between the real cost of materials, which is $2.8 million, and the wiggle space budget, which is just $800,000, is a negative $2.0 million (Pupkevičs, R., 2021).
It is calculated by multiplying the number of hours worked by the disparity between the standard rate for direct labour and the actual rate for that labour. There is a possibility that the observed variation in wage rates can be attributed to a higher degree of productivity and skill within the workforce. Due to the fact that the actual labour costs came in higher than anticipated ($445,000.00), but lower than the flexible budgeted labour costs ($325,000.00), the variation is negative in this scenario, amounting to $120,000.00 (Berger, A., 2011).
Multipled by the number of units sold, this is the variance between the actual contribution margin and the expected contribution margin. When the actual cost of maintenance per unit is greater than the cost of maintenance per unit that was budgeted for, this is an example of a positive variance. The difference between the two is $600,000, which is a negative variance. The real Contribution margin comes in at $760,000, whilst the flexible projected Contribution margin comes in at $1364,000 (Berger, A., 2011).
The calculation for the deviation in fixed factory overhead volume involves comparing the typical capacity fixed overhead budget with the fixed overhead norm for real units produced. This allows one to determine the amount by which the actual units produced deviate from the norm. The majority of the annual fixed overhead costs at this location are comprised of the insurance premiums and the rent for the warehouse.
The Rental Variance is the amount by which the GAAP-calculated amount of consolidated operational leasing expenditure differs from the cash amount of that charge if and only if there is a positive difference between those two amounts. The variance is considered to be favourable in this scenario, amounting to a total of $30,000. This is as a result of the fact that the real cost of renting a warehouse is $100,000, whereas the amount that was budgeted for is $2,000,000.
To put it simply, profit variance refers to the disparity between actual profits and projected profits during a certain time period." You may easily compute profit variance by contrasting your actual earnings to those that you predicted, and then taking the difference between the two values. Taking into account the fact that the actual revenue is $455,000 and the flexible anticipated income is $1,101,0000, the variance is 55,500, which is a negative number.
[bookmark: _Toc121593212]Recommendations:
In this time of COVID-19 it better to go for the online platform to increase the sales. Also Amna need to consider the fixed cost of insurance and warehouse expense which is much higher.
Souvenir buyers may buy online and have their items delivered to the shop or their kerb. Customers can feel more at ease making purchases on the store's website and yet benefit from the convenience of speedy, free shipping. Invesp reports that 65 percent of today's shoppers would rather save money on shipping by making purchases online and picking them up at a local shop (Jammal, M., 2021).
It is critical for souvenir companies to have an open line of communication with their target audience, both during and after the epidemic. Both companies and their clientele are going through a lot of transitions right now, whether it's due to monetary difficulties or just a shift in habit. Amna can learn more about the direction the souvenir industry should go in by having a conversation with its patrons. Make it apparent that Amana is interested in more than simply making money off of its customers and that the company truly wants to serve its clients in significant ways (Zhang, F., 2021).
Amna will also need to keep an eye on the country's attitude to its economy and tourism, since these factors may have an impact on the souvenir industry both during and after the epidemic. Keep abreast of any developments; government actions may have an impact on souvenir shops' choices (Zhang, F., 2021).
Amna should stop promoting old or out-of-stock items. If Amana's finances are suffering because of the epidemic, it may be wise to halt or reduce the budget for most of the souvenir's paid advertising activities. Thank goodness, Amna may still use SEO to promote her souvenir company at no cost to her (Dennis, C., 2020).
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[bookmark: _Toc121593214]Analysis of Mr Amana’s decision:
It was a wise choice on Mr. Amana's part to transition fifty percent of their business from the traditional brick-and-mortar storefront to the digital platform where it is currently conducted. The Brighton, Birmingham city centre, and Manchester city centre locations of his organisation would each be able to serve only a small portion of the total population in their respective city centres. The presence of these stores may allow Amana Souvenirs to take advantage of a larger customer base that is dedicated to the brand; however, the likelihood of the company expanding its customer base to include new customer types is low, while the costs associated with maintaining physical stores are high (Kieso, D.E., 2009).
 Amana Souvenirs has the potential to significantly expand both its market and the number of people who buy its products if it channels fifty percent of its anticipated revenue through an online business model that concentrates on the United Kingdom, Europe, and the United States. At the same time, it can strategize to reposition or renovate its surviving offline outlets in order to cater to the local client base and the loyalists. When deciding which online sales channel to use, Mr. Amana can select from any of two available possibilities. Starting a specialised internet firm requires a hefty investment of 200,000 GBP, plus an additional 35,000 GBP on an annual basis in operating costs. Yet, it guarantees that 100,000 units will be sold annually. When contrasted, selling through Amazon would need an annual recurring cost of 50,000 British Pounds, but it would ensure the sale of 65,000 copies yearly. If you consider alternative ways of selling, you'll see that they can't promise you'll make as many sales as this method can. Mr. Amana would have to consider the current visibility of the brand in the UK, Europe, and the US, as well as the marketing expenses that would need to be incurred to increase brand awareness in these regions, in addition to the investment decision that is involved and is based on the figures that have been presented above. This is because the investment choice is dependent on the present visibility of the brand in each of these locations. The fact that it was only functioning through offline storefronts in a few locations in the UK means that it is possible to consider the brand recognition to be restricted to only certain areas of the UK, if not the entire country. With the aforementioned considerations in mind, Mr. Amana would be well to give serious thought to the possibility of beginning his sales endeavours through Amazon and continuing to do so for at least one to two years (Northcott, D., 2006). Despite the fact that it is likely to face a great deal of competition through this seller space, it will provide Mr. Amana with genuine feedback regarding the acceptance level of the products in the selected markets, enabling him to construct marketing campaigns in conformance with this data in order to raise customer awareness and trust over the long term. After Mr. Amana has increased the product's brand awareness in the market that he is targeting over the course of the first one to two years, he may want to consider switching to an internet site that is exclusively devoted to selling Amana Souvenirs (Suki, N.M., 2015).
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