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[bookmark: _Toc111821802]Introduction
Management accounting is concerned with the method of accounting, which forms statements, documents, and reports, supportive of the management in driving better decisions regarding the business performance (Rikhardsson and Yigitbasioglu, 2018). The assignment shall highlight key financial analysis to demonstrate the corporate position of Amana Ltd in the tourism business sustainably, concerning pandemic challenges. 
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[image: ]
Figure 1: Original report 
(Source: Self developed) 
[bookmark: _gh0u7fto8v1g][bookmark: _Toc111821804](i) Prepare the monthly control report showing original budget, flexed budget, and variances.
[bookmark: _rhf21p3i0s5y]Monthly control report of Amana Ltd
	Particulars
	Original amount (in £
)
	Fixed Amount (in £
)
	Variance (in £
)

	Sales
	
	
	

	Units 
	8334 (100000/12)
	0
	1667 (10000-80000/12)

	Add: Selling price
	25
	0
	5 (25-20)

	Total 
	8359
	0
	1672

	Variable cost
	
	
	

	Contribution
	
	
	

	Full-time
	0
	7
	0

	Administrative 
	0
	10
	0

	Raw materials 
	
	
	

	Other expenses 
	0
	0.5
	0

	Fitness test
	0
	2
	0

	Overhead costs
	
	
	

	Labours 
	0
	4
	0

	Salary of full-time supervisors
	0
	4167 (50000/12)
	1250

	Insurance
	0
	8334 (100000/12)
	0

	Warehouse rentals 
	0
	16667 (200000/12)
	2500

	Sum 
	16718
	29191.5
	7094


Table 1: Monthly control report of Amana Ltd
(Source: Self developed) 
The tabular representation, demonstrates the cost breakdown presented by Amana Ltd’s owner to the newly hired manager. Thus, from the computation it has been evaluated that the organisation firstly focused on the generation of 100000 sales units yearly. Nonetheless, the actual sales units generated in the year was 80000, reflecting a negative variance of around 20000 which indicates a negative sign for the business (declining in sales units). Based on the static monthly control report as per the manager, the same sales units shall come down to approx. 8334 units in revenue terms yielded by the company. Nonetheless, lack of fixed cost budget has led to the monthly variance of 1667 units. Other than that, another revenue source for Amana Ltd is the per unit sales figure. Moreover, it is noted that the budget revealed for the segment for the organisation has been budgeted originally at £25. However, the actual budget for the sales price per unit has been £20, which tends to produce a variance of £5. It is portrayed in the monthly control report mentioned above. Thus, the monthly report is supposed to pose a considerable influence upon diverse levels of the decision-making process of the organisation.
As there has been some aspects of variable costs such as fitness testing and others, it has been computed and demonstrated under the head of Fixed expenses in the monthly control report. However, the most key justification behind such a move is that variable costs might fluctuate as per the changes in the business activities and market requirements. Nonetheless, the standard price of such resources shall stay fixed. Therefore, the company’s administrative contribution is deemed to be approx. £10 on a monthly basis. Other than the expense as the company contributed, other costs accumulating to £7 entirely contributed to Amana Ltd in such a period summing up to £17. Thus, it could be interpreted that cropping up the variance in such segments is not possible for the manager. Furthermore, one of the most considerable factors of the variable costs is raw materials for the business. As a result, it is noted that £2 fixed cost on a monthly basis is set aside into the corporate budget to verify finished items fitness received from Chinese producers. Furthermore, £0.5 headed under other expense sums up to £2.5 as total expenses. Thus, it is evaluated that materials’ actual cost, as portrayed under the cost break statement of Amana Ltd, stood around £280000. However, Amana Ltd currently has 3 key scopes for setting monthly expenses for fixed overhead budget. Thus, in such cases, interpretations have been that the China-led finished goods’ insurance and warehouse rental together with the supervisor remuneration of such warehouses also their operations all develop fixed cost budgets for the organisation. The observation has been made from the respective report the original warehouse rental budget, with the variance of around £2500 each month, is computed monthly at £16667. Contrarily, Amana Ltd does not have scope for insurance cost variance, thus, remains at £8334 monthly as before. The £1250 variance is demonstrated via the report produced by the manager under salary range for supervisors. Ultimately, the original budget on a monthly basis for it has been £4167.
[bookmark: _agj3b2xeuti9][bookmark: _Toc111821805](ii) Using your control report prepared in (i) above, prepare a report on Amana’s performance during the year 2020.
Loss of tourism possesses a significant influence on the comprehensive UK economy. An aggregate loss of around 29.8m inbound visits along with 22.2 pounds in the inbound visitor spending in 2020 than in 2019 (Committees parliament, 2022). It reflects poor performance of Amana in the tourism sector due to the pandemic consequences affected by loss of tourists’ base in national lockdowns. The productivity, sales and ultimately the profit margin of the family-owned tourist business has been negatively affected due to a drastic decline in the arrivals of tourists backed by pandemic-led lockdown and quarantine measures. Overseas residents in 2020 Q2, made around 96% fewer visits and also spent 97% less in 2019 Q2. Foreign travellers’ arrival has declined from 6.8m to 112300 in 2020 (Ons, 2022). Out of the figure around 56.5% included British nationals, a rise of 5.6% on February in the proportion.  It is likely to affect the competitive sustainability of the tourism corporation in the UK market for the long term. However, 2020 Q4 spend and visit represented 21 and 17%. The inbound UK enhanced to 26.7% and spending to 21.6bn pounds (VisitBritain, 2022). It reflects a positive sign for Amana, as it could boost the sales and productivity with enhancing tourist arrivals in 2020 thereby attracting a larger base of customers and driving a significant post-pandemic recovery. Thus, during summer, the company is supported to foster rising profit margins and operational flow improvements.
The COVID-19 epidemic emergence has negatively affected the overall UK trade, which faced a significant fall in both exports and imports as well of £14.9 billion (18.5%) and £16.7 billion (31.8%) in the year 2020. The UK exports to China remained £30.7bn where import from the nation was £49 billion leading to a significant trade deficit around £18.3bn (Commonslibrary parliament, 2022). Though China accounted for only 6.8% of unanimous UK imports and 4.4% exports in 2020, the UK possessed a surplus with China upon trade at services, which outweighed trade deficit on goods.
Therefore, it has been aligned that as Amana ‘s major profit segment relies on souvenirs import from manufacturers China, the deficit tends to have affected the sales and operational flow of the business in the 2020 pandemic drastically. It has been the key reason behind the major sales and profitability decline of Amana Ltd in 2020. Observation has been made that bulk carriers’ movement via ports across EU indulging UK, declined significantly (Muzakki, 2020). Contrasted to 2019, the 2020 container ship mobility fell by two percent. Precisely, for the general ship movement, goods produced in Chinese production corporations following souvenirs’ design by Amana are exported by China. Thus, it could be comprehended that disruption in export trade in China hindered shipping operations in the UK considerably. In addition, the import functions on the UK extent unanimously led to the aggregate financial losses in the respective company in 2020.   
[bookmark: _nczxxhdbh3nb][bookmark: _Toc111821806](iii) Provide recommendations to Amana’s CEO on areas of improvement.
Digital business transformation
Considering the negative impact of pandemic-led lockdowns on business operations of Amana Ltd in forms of stoppage of imports and production functions, it has been recommended to the business to focus more on digital business transformation. Online business presence is important for the organisation in place of focusing more on serving through physical stores. It could help the CEO in ensuring minimisation of operational costs in the business, which could boost profitability (Moşteanu et al. 2020). Furthermore, enhanced focus on digital marketing platforms could also support the souvenir business to drive greater market reach at comparatively low promotional costs. However, digital business transformation might lead to radical changes in business entailing financial investments. Thus, the company could avail funds via multiple sources like equity financing, merchant credit cards along with attractive cash advances.
Employees’ recalibration
The organisation is suggested to recalibrate its employees for recovering effectively after the pandemic. The new normal situation post-pandemic involves a key interest of employees in working collaboratively thereby building a transformed workplace relationship (Lee et al. 2021). Therefore, Amana Ltd’s CEO is supposed to regard the factor for comprehending better changes in the team hierarchy thereby fostering sustainable innovation. It could drive better employee engagement, greater efficiency in operations, effective decision-making and generation of profitable returns to the business.
Organisational structure transformation
The post-pandemic situation has been challenging for the company to build the work environment as before. Thus, the CEO is suggested to ensure strategic changes and structural remodelling for boosting business flexibility efficiency. As an instance, multiple organisations like Tesco, Microsoft, in the new normal condition have ensured changes from hierarchical to matrix structure (Khurana et al. 2021). Such a movement could support Amana’s CEO to simplify informed decision-making and drive smooth flow of operations in the business for fostering growth in the business both in financial and non-financial terms. Moreover, considering strategies’ remodelling, Amana could focus on approaching local souvenir producers (local sourcing) to boost operations, control supply chain costs thereby driving social dominance, better control and flexibility.
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PART B
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[bookmark: _bw4x8tgui3qa][bookmark: _Toc111821809]An analysis of Mr Amana’s decision to go online and advise 
[bookmark: _Toc111821810]Present business circumstance
Presently as the cost breakdown provided by Amana’s CEO, it is interpreted that the business is capable of generating yearly sales units of 100000. However, referring to the selling rate of 25 pounds per unit, it shall derive a total sales revenue of 2500000 pounds, which reflects a positive business capacity of the company presently. Nonetheless, Amana’s decision of 50% (50000) online sales, reflects operational efficiency for the long-term backed by wider reach and significant influence on customers. Therefore, concerning sales over a digital platform, it is analysed that 1250000 pounds shall be regarded as digital sales, which could help the company to ensure ultimate service excellence by efficient sale of products and strategic response to emerging market trends, helpful in decision-making for sustainable growth.  
[bookmark: _Toc111821811]Sales over Amazon Website
With the decision of using the online channel for selling half of the units per year, Amana Ltd could collaborate with Amazon to trade online effectively. As Amazon is a credible, one of major market leaders in the online retailing industry, Amazon having a substantial base of reach and engagement rate, the company could be effectively supported with faster sales, better reliability and higher website traffic (Amazon, 2022). Moreover, the one-time cost of approx. 50000pounds by Amana Ltd to Amazon as the fulfilment fee, could help in major control of costs and maximum sustainability along with profitability from sales over the website. However, Amana is likely to endure certain key limitations from sales over Amazon. As an instance, lack of dominance on the price range of souvenirs products sold at Amazon along with the return policy is supposed to affect operational decision-making and service efficiency of Amana. It could hamper Amana’s potential in sales predictions. The assured sales at 65000 yearly units via Amazon shall yield £1625000 as sales; however, realised worth after fulfilment fee reduction shall be £1575000. Nonetheless, the sales would not be affected all the time as the fulfilment is reflected as a one-time investment. 
[bookmark: _Toc111821812]Sales over Own Website
Amana’s CEO is supposed to budget and analyse a range of costs and procedures for expanding business on the online platform. Digital products sales, most essentially, requires development of the delivery network to ensure efficient delivery services to a wide range of customers (Lim and Winkenbach, 2019). However, delivery networks’ establishment cost is approx. £150000. Nonetheless, it is the one-off expense for the organisation to incur during initial online business set-up, which forecasted as £50000. Furthermore, the organisation would incur yearly expense of £35000 as IT programmer salary for efficiency in online operations. Thus, in the initial operational year, Amana might bear £235000 overall. Nonetheless, sale of 100000 units at £25 rate shall help Amana to generate revenue of £2500000. Furthermore, deducted from total online operations cost of £235000, would yield a substantial annual profit of £2265000.
[bookmark: _Toc111821813]Business decision analysis
Based on the in-depth calculations of organisation and financial intereretaions of Amana on profit generation during online sales via own and Amazon’s website, it has been revealed that the range of profits is significantly higher in Amana’s decision for sales over own website. Therefore, the respective decision shall be more productive for the tourism organisation to sell souvenirs on its own online platform to derive profitable outcomes with respect to earning margin. It could help the company to foster a competitive edge in the new normal situation to access the tourism industry. The beauty of selling on its own website reveals significant influence on the content, selling process as well as design (Gu et al. 2020). Amana could have potential in reducing rival distractions. Furthermore, any rate of conversion tends to remove distractions from overall shopping experience (Pu et al. 2020).  which could help Amana’s CEO to foster ultimate service excellence in the long run. It could give Amana control in removing distractions whereas selling on Amazon solely boosts distraction amount for users. Brand voice is all associated with the company on its website. Amana Ltd has the key opportunity to actually demonstrate the uniqueness of the souvenirs. Customers are turning more aware of brands to be acquired from and buy the most credible brands. Thus, sales over their own website could help Amana Ltd to design the product information as desired and win customers’ trust on the brand. During the acquisition of any item via Amazon, customers are usually quick in bragging regarding the specified product of the specified brand, attained from the speedy two-way shipping service instead of the brand acquired from the marketplace. As a result, when Amana would sell its souvenirs on the website, its customers are supposed to refer to the respective brand. In addition, the possibilities of repetitive purchases tend to be significantly greater for brands, which leads to the establishment of loyal customers, complex for undertaking sales operations over the Amazon website. Such an approach is likely to be supportive of the family-owned tourism company, Amana Ltd to ensure effective creation of a niche in the market for the long term thereby attaining a competitive advantage in the tourism sector. Furthermore, Amana could drive sustainable risk management in the online operational segment. It could also result in the generation of higher market share as well as better market dominance. 
[bookmark: _sxi71uu9ubal][bookmark: _Toc111821814]Conclusion
In affirmation of the discussion made above, it could be concluded that Amana Ltd since the pandemic-led lockdowns, which resulted in declining tourists’ arrival, is enduring challenges in the business operational management. However key recommendations made to the business based on its current business performance, could help in driving sustainable business growth.
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