Template Letter – Seeking local MP support for essential service
supply chain recognition
Instructions
Apply to your letterhead.
This letter outlines your business position as an essential service supply chain provider for your Customer/s to
your local Member of Parliament.
This letter needs to be customised by the user for their specific circumstances.
Appropriate consideration of your supply across ‘to be defined’ essential services is required and reliant upon
your judgement.

Date
Employees name
Address 1
Address 2
Address 3
Cc’d:

[email contact]

RE: COVID-19 – Essential Service Supply Chain Provider – Print, Mail and Distribution
Dear Sir/Madam,
I write to you during this very difficult COVID-19 pandemic and seek your support, as my local
representative, for my company and my employees.
My company, [your Company Name], is a print manufacturing business specialising in [insert
company information related to product]. We employ [number of employees] employees across all
levels of skilled and unskilled labour, full-time, part-time and casual arrangements.
We are an essential services supply chain provider and produce work for:
•
•
•

[insert any government/supermarket/pharmacy/health or other work you are completing
that you believe warrants an essential service supply chain]
[insert any government/supermarket/pharmacy/health or other work you are completing
that you believe warrants an essential service supply chain]
[insert any government/supermarket/pharmacy/health or other work you are completing
that you believe warrants an essential service supply chain]
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We are compliant with the safety protocols issued by our industry association, The Real Media
Collective, and I attach these for your reference. [if you are doing more or have your own protocols
you can include these and update the wording].
We are concerned businesses like ours, small businesses working very hard for the Australian
community, could be shut-down due to possible future Government restrictions during the COVID19 pandemic. This would be very damaging to our business and Australia. I am seeking support for
our business and broader industry to keep our doors open should there be further lockdowns.
Yours faithfully,

______________________________________
[Managers name and signature]
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COVID-19 Printing Protocols
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Key take-outs for your further consideration
>

The paper, print, publishing, mail and distribution sectors employ 258,999 Australians
across 17,756 businesses. An industry value of $18.9BN AUD across metropolitan and
regional, skilled, unskilled and contractor arrangements. We are the largest manufacturing
employer industry in the country and to protect jobs, we need to remain open.

>

Over 2.5M Australians do not have internet connectivity in their homes (ABS, 2018) and
more than four million Australians access the internet solely through a mobile connection.
In 2019, mobile-only users have an Australian Digital Index Inclusion (ADII) score of 43.7,
some 18.2 points lower than the national average (61.9) (ADII, 2019).

>

People aged 65+ are Australia’s least digitally included age group. The ADII score for this
age is 19.5 points lower than the most digitally included age group (people aged 25-34
years) (ADII, 2019).

>

Those on a disability pension and living with a disability are 9.9 points lower than the
national average (ADII, 2019).

>

Australians with low levels of income, education, and employment are significantly less
digitally included. Australians in Q5 low-income households have a 30.5 points lower score
than those in Q1 high-income households (ADII, 2019).

>

Indigenous Australians living in urban and regional areas have low digital inclusion (55.1, or
6.8 points lower than the national average) (ADII, 2019).

>

There are substantial differences between Australians living in rural and urban areas with
digital inclusion being 8.1 points higher in capital cities (63.8) than in country areas (55.7)
(ADII, 2019).

>

ACCC Scamwatch January 2020 figures report Mail/Letterbox fraud costing Australians
$108,683 compared to a staggering $4,284,669 across Digital channels – in a period of
fear and misleading messages being communicated to Australians the Letterbox is a
channel of strength and trust (ACCC, 2020).

>

We are a highly sought-after media channel and reach more Australians than any other Letterbox - addressed and unaddressed reaches 24.4M Australians daily. Magazines
delivered direct to Subscribers reach 6.3M Australians and that’s before secondary reading
and sharing in the home (TRMC, 2020). Aus.gov.au/whatsapp, whilst a good digital
initiative, only has 482,000 Australian registrations at the time of writing this piece (ABC,
2020).

>

Established media channels have stronger readership, higher trust (in a time where wellsourced and credible information is paramount) and wider reach than other digital
channels.
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Industry Snapshot
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