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Now you have a reason to celebrate Tuesdays. That’s because every Tuesday in October, you can
get a free online shipment anywhere in Canada.*

SAY HELLO
TO YOUR NEW FAVOURITE DAY.

*This offer is exclusive to customers that have signed up for the Canada Post Solutions for Small BusinessTM program. Members are entitled to one free XpresspostTM or Expedited ParcelTM domestic shipment on each of October 4, 11, 18 and 25, 2016, from 12:00am – 11:59pm.
Shipments must be processed using Canada Post’s Express Order Entry online shipping tool in conjunction with a unique Promo Code. Free shipments must have a maximum weight of 5kg. See canadapost.ca/freetuesdays for complete terms and conditions. TM Trademark of Canada Post Corporation

Exclusively for Canada Post Solutions for Small BusinessTM members.

Get your promo code every Tuesday at
canadapost.ca/freetuesdays

SPECIAL REPORT: SMALL BUSINESS

Paul Chato is an attention-getter. As a member of the
’80s madcap comedy troupe The Frantics, former
head of network TV comedy at the CBC, a playwright
and video director, his life’s work has been in the
spotlight. 

In his current career, however, his role is to turn the
spotlight on others. Chato is president of Your Web
Department, an international web-design firm. And
he brings years of experience in digital to his clients,
many of which are small- or medium-sized busi-
nesses.

“I’ve always been a nerd,” he says. “You know, a
member of the AV group; just a few notches above the
euchre club.” Chato got into desktop publishing (with
the first Macintosh, no less) in the very early days, and
was an early adopter of the Internet before the phrase
had been coined. He’s also a branding specialist. And
that real-deal experience is what lets his firm take
clients from concept to a strong online presence and,
finally, e-commerce success. 

Staking a claim
“I tell people that what we want to do is create a bold
claim and make the rest of the website prove it,”
Chato says. It’s not as easy as it sounds. “Canadian
clients are scared to death of making a bold claim,” he
says. “Whereas American clients have no qualms
about saying, ‘We’re the greatest XYZ in the world!’”

He also advises businesses to get a testimonial or
endorsement — and no, it doesn’t have to be Bill Gates
or Sydney Crosby. “A client may tell me, ‘I can get a
quote from someone at BMO.’ I say ‘Great!’” Another
of Chato’s clients managed to wrangle a local celebri-
ty: “The guy called in a favour from a player on the
city’s AAA hockey team — it was, you know, his cous-
in’s friend’s boyfriend or something — and this guy
was a huge deal in the community.”

For businesses selling a product, the “big fight” is
how to make the wares jump off the shelf. But price,
Chato says, is the last resort. Instead, he gets clients to
wax poetic about the uniqueness and benefits of their
products. “You really want to show it off.” And clients
need to do some hard thinking about numbers. “A lot
of people don’t know how to price their product,” he
says. “So I’ll ask them, ‘What are your expenses?’
‘How many of these do you think you’ll sell in a
month?’ ‘Are you willing to take a loss for six months?’

‘What’s your competition selling these
for?’ It’s shocking how little research
some businesses do.”

Brand building
And then there’s the personality. “The
site should fit the product,” Chato says.

“Fashion sites should look stylish. Ho-
meopathic stuff should look natural. And
the bar isn’t very high, so if someone’s
come to the site and it looks good, it
doesn’t have to be spectacular.” 

Not surprisingly, given Chato’s enter-
tainment background, he pushes clients

to have fun with the product and the site’s
personality. “Most people who are start-
ing their own business are shockingly
shy,” he says. “But I tell them, ‘Why not do
a video?’ I like to help people who are not
intrinsically creative understand their
role in the process.”

Small but mighty
Smaller businesses can also learn a few
lessons from the big players. “Having a
threshold of free shipping is something
you have to have, whether it’s $25, $50,
etc. It’s what all the big guys do, and it’s
expected.”

Still, it’s important to maintain, even
play up, that personal touch that only
small- and medium-sized businesses can
authentically have. “Completing the cir-
cle, I call it,” Chato says. “Making sure the
experience the customer has had online
continues — even exceeding it.” He sug-
gests little things like including a thank-
you note in the package or sending a
personalized email to follow up after de-
livery. “This is where being small is actu-
ally useful,” he says. “Every shopper
wants to find something. Just buying it
isn’t finding; it’s just a purchase. Exploit
the smallness that you have, which also
mitigates the higher prices you might
have.”

Ultimately, Chato warns of waiting for
perfection before launching a small-busi-
ness website: “People are afraid of start-
ing until everything’s done. You don’t
need the perfect logo.” 

He cautions that it takes time for a new
business to gain traction. The first few
weeks can be informative, helping refine
the brand or revealing something about
the target customer that the business
owner may not have realized. “Figure it
out as you go,” he says, and make sure to
stay responsive, showing that you’re up-
dating, fixing bugs and revising. “Custom-
ers will forgive you. They’ll stay with you
on the journey.”

SAMUEL HERON

There’s no business like show business
Former comedy star turned-web entrepreneur
helps small businesses find the fun
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After years working in a creative industry, Chato now helps clients get in touch with
their own imagination. "I like to help people who are not intrinsically creative
understand their role in the process," he says.
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Paul Chato has long enjoyed success as a Canadian comedy master, but now brings his talents to the business world.

“It amazes me how little fun people
have with this experience.”
PAUL CHATO


