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BIO: 

Richard Carrano joined Purchasing 

Power in August of 2001. Mr. Carrano 

has finance and accounting experi-

ence with both entrepreneurial tech-

nology and Fortune 500 firms. Prior to 

joining Purchasing Power, he served 

as the CFO of eTour, Inc., an internet 

navigation company that enabled us-

ers to effortlessly explore and dis-

cover the web. As a founder of eTour, 

his efforts led to securing $55 million 

in equity and debt. eTour was ac-

quired by AskJeeves (now InterActive 

Corp. (NASDAQ: IACI)) in 2000. Addi-

tionally, Mr. Carrano received strate-

gic planning, cash management, SEC 

reporting, and systems implementa-

tion experience at SmithKline 

Beecham (now GlaxoSmithKline, 

(NYSE: GSK)) and Deloitte & Touche. 

Mr. Carrano was the recipient of the 

Atlanta Business Chronicle's CFO of 

the Year award for private, midsized 

businesses in 2008. Mr. Carrano 

holds an MBA in finance from Emory 

University and a BS/BA (cum laude) 

in accounting from the University of 

Richmond. He is also a certified pub-

lic accountant. 

 

Company Profile: 

Founded in 2001, Purchasing Power 

offers what has become one of the 

nation's premier purchase programs 

for employees. The Atlanta-based 

company has been selected for the 

"fastest-growing" list by several lead-

ing business publications, including 

Entrepreneur and Inc. magazines. To 

date, Purchasing Power has serviced 

more than 700,000 orders from em-

ployees of leading companies and 

organizations across the U.S., includ-

ing Fortune 500 and government 

agencies. 

 

Purchasing Power gives employees 

the opportunity to purchase the latest 

name brand products like computers, 

electronics, home appliances and fur-

niture through payroll deduction, when 

they'd prefer not to use cash or credit. 

Participants make manageable pay-

ments over just 12 months, with no 

ballooning interest or hidden fees. 

And unlike layaway, they receive their 

merchandise upfront. 

Employers have found that the Pur-

chasing Power program helps their 

benefits package stay competitive 

and creates goodwill with employees. 

For brokers, the turnkey program has 

proven to be an effective way to build 

relationships with new and prospec-

tive clients. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Carrano, what is Pur-

chasing Power? 

Mr. Carrano: Purchasing Power is an 

employee benefits company. We offer 

a program where hard-working em-

ployees can buy big ticket items such 

as computers, furniture, and home 

appliances through an easy-to-

manage payroll deduction program.  

 

CEOCFO: How does it work? 

Mr. Carrano: Through a network of 

benefit brokers, we generally find our-

selves on a platform offered by an 

employer along with their medical, 

dental and other types of employee 

benefits. On that platform, the em-

ployee is able to shop like any normal 

e-commerce experience for items, 

have the order processed and have 

those goods shipped directly to their 

home.  

 

CEOCFO: How do you implement 

payment? 

Mr. Carrano: The payment is through 

the employer on their normal payroll 

processing system. It is a simple pay-

roll deduction. Like other types of 

benefits, there is a per-pay period 

payment amount that is deducted 

from an employee’s paycheck each 
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pay period. Those funds are then re-

mitted to us in aggregate for all par-

ticipants out of a given employer. 

 

CEOCFO: Are there interest charges 

or additional fees for the employee? 

Mr. Carrano: There are not. We are 

100% transparent in the way that all 

of our pricing works. There is one 

stated price provided to the employee 

and that is the price they will pay in 

the end. If you happen to go on a 

leave of absence, there are not any 

late payment fees, no missed pay-

ment penalties and no accrued inter-

est that is backend loaded. The price 

that you pay at the time of purchase 

will be the only amount that you ever 

end up paying. 

 

CEOCFO: What is your revenue 

model? 

Mr. Carrano: We are an ecommerce 

retailer. We end up acquiring goods 

from manufacturers and dis-

tributors, and like any other 

retailer, we add in some 

profit into the transaction 

and then resell the goods. 

We do not receive any kind 

of compensation from the 

sponsoring employer. 

 

CEOCFO: You said you ac-

quire goods; do you have an inven-

tory or are you able to purchase after 

employees make the order? 

Mr. Carrano: We build a catalog so 

we do have a merchandising depart-

ment that works with a variety of 

manufacturers and distributors. 

Through their market research, they 

identify products that are in demand 

and that our customers are interested 

in buying. Through those relation-

ships, we will build a catalog and then 

coordinate with those manufacturers 

and distributors to secure the product. 

In most cases, the products we are 

selling are on a drop-ship basis. Gen-

erally speaking, we are not maintain-

ing inventory. We do have commit-

ments certainly with our manufactur-

ers and distributors that in essence 

would hold inventory for us in a virtual 

fashion, and therefore are available 

for us in a virtual fashion. 

 

CEOCFO: What is the market pene-

tration on this type of program? 

Mr. Carrano: It is still in a very early 

stage. We generally look at an em-

ployer’s space that would be 500 em-

ployees or more. There are about 

17,000 companies in the US, which 

have more than five hundred employ-

ees. Our market penetration at this 

point is perhaps in about the 3% 

range. Certainly there is a tremen-

dous amount of opportunity to bring 

the program into additional employers 

and much of that is brand awareness 

and just getting the word out. This is a 

program which we have actually been 

administering for about twelve years 

now, but it is not a commonly known 

benefit when compared to other tradi-

tional offerings such as medical and 

dental insurance, or supplemental life 

insurance. 

 

CEOCFO: What does the employer 

need to do and what is the cost to the 

employer to implement this program 

to make it worth their while to offer 

this as a benefit? 

Mr. Carrano: We certainly believe 

that the program is very easy to im-

plement and equally to administer 

after the fact. Recently I spoke with 

one of our clients and they mentioned 

that they put in a couple hours a 

month. Generally, we will work with 

the employer to create some data 

feeds when it comes to having the 

orders processed and payroll deduc-

tion created in their payroll system. 

The majority of companies we are 

working with have an automated pay-

roll process, so we are able to trans-

mit a data file that would identify an 

employee and the deduction amount 

that amount imports directly into a 

payroll system. After the payroll proc-

essing, the employer would identify a 

report that would indicate all of those 

deductions that processed success-

fully and we would call that a remit-

tance file. They would then remit the 

monies as well as the data file from 

their side back to us indicating who 

was deducted and how much.  

 

CEOCFO: You mentioned 17,000 

potential customers; how do you de-

cide where to focus and how do you 

reach the companies that you target? 

Mr. Carrano: The program itself ap-

peals mostly to an employee that per-

haps falls on the wrong side of the 

FICO score equation. There are 

roughly about 100 million individuals 

out there who have less than a 700 

FICO score. About 40% of the popu-

lation is defined as living paycheck-to-

paycheck. When it comes to those 

individuals acquiring big-ticket goods, 

they are looking for an installment 

payment option. Many of the products 

or programs that they would then util-

ize for such a purchase are either lim-

ited in access or are much more ex-

pensive than perhaps a traditional 

retail experience. Through the em-

ployer, we are able to create 

this payroll deduction to ex-

tend the installment option 

to these individuals and give 

them a better way to buy 

these goods. From a total 

cost of ownership perspec-

tive, it would be quite a bit 

less than what they might 

normally have available to 

them, and provide them guaranteed 

access. We are not going to be un-

derwriting them out of a traditional 

credit score. Their relationship with 

their employer is their guarantee to 

participate.  

 

CEOCFO: When you target certain 

companies to use your services, what 

are you looking for to identify the best 

companies for your service? 

Mr. Carrano: There is no doubt that 

there are certain industry sectors that 

a program like ours would appeal to 

more. We do very well in healthcare 

for example. We do equally well in 

government whether that is federal, 

state, or local government. Manufac-

turing and retail are other sectors that 

see great benefit from a program like 

ours. When we start thinking about 

companies to target, the other side of 

the equation is those that are obvi-

ously receptive to innovative ideas. 

We look for those that are listed as 

best places to work, as well as those 

that clearly have a very employee 

The average employee that participates in our 

program has nine years of tenure. We trust in 

those customers, we have a strong relationship 

with their employers and we believe that these 

individuals should have equal access and af-

fordability when it comes to buying big-ticket 

items. - Richard Carrano 



 3 

centric point of view to adding new 

benefits, and therefore are more will-

ing to offer a new innovative program 

like ours..   

 

CEOCFO: Has the current economic 

scenario helped you? 

Mr. Carrano: There is no doubt that 

in the last couple of years there has 

been a fairly big spotlight put onto 

consumer finance. We would describe 

it as all the elements of it that are 

broken. Being able to underwrite 

based on an employment relationship 

provides an affordability that tradi-

tional consumer finance has been 

unable to offer. There is definitely 

much uncertainty in the benefit envi-

ronment regarding healthcare. With 

healthcare reform, we still have a 

challenge of getting on the radar of 

the benefit decision makers, who are 

perhaps a bit more concerned today 

about healthcare reform than neces-

sarily providing a new innovative em-

ployee purchase program.  

 

CEOCFO: What is the competitive 

landscape? 

Mr. Carrano: From the specific way 

in which we deliver the program, there 

is no other competition out there, 

however the products that we sell are 

products that are sold at a variety of 

other places whether it is big box re-

tailers or online e-commerce systems. 

We compete with those channels. 

The other side of that equation per-

tains to the HR benefit decision 

maker. The benefits platform from an 

employer is only going to have so 

many different types of programs. 

When we think about competition, it is 

more of whether or not an employer 

offers an employee purchase program 

or something else and the something 

else could be pet insurance or iden-

tity-theft insurance or a benefit like 

those. When we go to market, those 

are the areas we generally need to 

address, why an employee purchase 

program is a better employee benefit. 

We are offering a “sunny day” benefit, 

whereas many of those other insur-

ance products are what we call “rainy 

day” benefits, where something unfor-

tunate occurs in someone’s life in or-

der for them to utilize that program, 

whereas the products we sell are 

products that these individuals are 

going to use every day to enhance 

their life.  

 

CEOCFO: What is your plan for the 

next year or so? 

Mr. Carrano: The first thing is to con-

tinue to build out our distribution. We 

work with many of the largest HR 

benefit brokers in the nation, so we 

plan to continue to get them engaged, 

and add our program to their menu so 

they are introducing us to new client 

opportunities. There are many other 

products and services which play into 

this channel very well. As an exam-

ple, we will be launching an education 

program in the next two months or so 

that will enable employees to access 

some education products such as 

test-prep, career certifications, even 

degree programs where they can pay 

for these courses through payroll de-

duction. Many of those kinds of edu-

cation products today do not neces-

sarily come with an installment pay-

ment option, so then naturally the 

type of customers who transact in 

those are not those that are in the 

paycheck-to-paycheck environment. 

Creating access for those hard-

working people is something that we 

think will resonate with employers 

since many employers value educa-

tion and quite frankly many of them 

have cut some of their funding for 

tuition reimbursement programs in 

light of the recession. They are sup-

portive not just for their employees 

but also for the children of the fami-

lies of the employees. 

 

CEOCFO: How is business? 

Mr. Carrano: Business is great! As 

we mentioned, the consumer finance 

landscape is highly broken and we 

have a unique cutting-edge solution 

that provides great access to big-

ticket items for a population that is 

over-looked in the way that consumer 

finance generally works. We are able 

to provide those individuals with a 

highly affordable disciplined purchas-

ing option. Once we launch into an 

employer group, the end consumer 

wants to transact with us. Getting the 

employers to recognize the value of 

the program is certainly where we do 

focus in order to grow just general 

brand awareness and create a critical 

mass.  

 

CEOCFO: Why should investors and 

people in the business community pay 

attention to Purchasing Power today? 

Mr. Carrano: There is no doubt that 

Purchasing Power is a very cutting-

edge, innovative solution to many of 

the consumer finance issues that we 

face as a society. While we certainly 

have seen many efforts whether 

through regulators or consumer fi-

nance companies to try to help edu-

cate and promote virtuous solutions, 

there are still not enough of them out 

there. The transparency, the afforda-

bility and guaranteed access that we 

offer is a unique offering. When it 

comes to the readers, one of the 

things is they are all going to be deci-

sion makers, usually in companies for 

which their employees are likely those 

that would take great advantage of a 

program like Purchasing Power. The 

statistics of people that are living pay-

check-to-paycheck or fall below that 

Mendoza line are the same employ-

ees that work at all of these compa-

nies. Many of the benefits that are 

offered by companies are those 

where the decision maker, who per-

haps is at a different economic ther-

mal layer, is more familiar and com-

fortable. The reality is that there are 

many other individuals in the organi-

zation that might not be a decision 

maker for which a benefit like this 

would be highly valued.  

 

CEOCFO: What should people re-

member most about Purchasing 

Power? 

Mr. Carrano: We surmise the pro-

gram as Giving Employees A Better 

Way To Buy. The average employee 

that participates in our program has 

nine years of tenure. We trust in those 

customers, we have a strong relation-

ship with their employers and we be-

lieve that these individuals should 

have equal access and affordability 

when it comes to buying big-ticket 

items on an installment basis. We 

have had some great success grow-

ing the business over the last twelve 

years. We have a great deal of excit-

ing, innovative ways that we are going 

to continue growing. Employers that 

have an interest in meeting the needs 

of their employees should give us a 

shot and look at the program as 

something that will not only drive em-

ployee engagement, but morally and 
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equally provide them with some fi-

nancial relief. Many folks that are 

having financial stress obviously have 

lower productivity in the workplace, 

therefore being able to provide them 

with a program like ours to reduce 

some of that stress is a highly valued 

thing. We are here to meet that need. 
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