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BRAND VALUES
The Trading Post has gained wide acceptan
arly in Sydney, as the preferred classifie
ising medium for private advertisers and
iness. It is ¢ v associated with
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With a reputation as the m 10st successful way to
buy or sell, The Trading Post enjoys a high volume of
repeat busingss and a high level of product loyaity.
Anecdotal evidence abounds on the success
ot Trading Post advertising. Just about everyone
in Sydney has their own Trading Post success
story to tell - the p: .p{}r ha _.vu...Omr part of the
folklore and culture of the city.
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Things you didn't know about
l The Trading Post

Q  Over 1.6 milion people a year use the
Trading Post to advertise.

Q  Since 1968 over 450 million pages of
classifieds have been published,

Q  Trading Post On-line is one of Australia’s
largest advertising related web sites.
External audit figures show Trading Post
On-line has over 4.3 million hits each
month which translates to over 96,900
users a month.

Q  Concemed about the environment, the
company s exploring enviro-friendly
practices, researching and developing
sustainable land use practices and
systems - suitable for urban and rural
situations - on its 270 acre

' permaculture based South Australian

property. This includes reducing energy
consumption, exploring recycling
technologies, breeding miniature cattle |
and developing varied forestry planta-
tions for a diverse range of uses



