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CEOCFO: Mr. Erle, what is the concept behind MobilityWare?
Mr. Erle: Really simple – mobile games. It’s all we do. We provide fun and entertainment for tens of millions of users 
around the world who play our social casual card games, which is mostly driven by Solitaire, Blackjack, FreeCell, and 
Spider Solitaire. We’re also designing and iterating on new game ideas every day to come out with new things in the next 
year or two to add to our portfolio. So whatever you play on your phone, your iPad, your Kindle – if it’s a card game, it’s 
probably one of ours. 

CEOCFO: What do you understand at MobilityWare about games, culture, people and ease of use that 
encourages someone to want to use MobilityWare?
Mr. Erle: Games and users, I think, are separate from culture. Our culture is really quite separate from what we do that’s 
customer facing, if you will. Customer facing - what we actually do is quite different from the norm in our industry. Few 
companies in our space really put the user first. We have the opposite view. The way we look at it, if we make amazing 
games and have great user experiences, then those users will stay with us for a long, long time. We have industry leading 
retention rate. We are eventually able to monetize them and form a business around it, but we really have this user first 
perspective. Further to that, we’re one of the only game developers that have a full time customer service department. 
Even though we have tens of millions of users, and a handful that call or email us would not even be stone in a pond, we 
still make the effort to return their calls, return their emails, help them fix things, train them, teach them, and that’s unheard 
of in our industry. 

CEOCFO: What makes your games better?
Mr. Erle: We really focus on games that are what we call evergreen, which means they've likely been around forever in a 
non-digital form. You should know right then and there how to play Solitaire, how to play Blackjack, how to play FreeCell if 
you’ve played it before. So we tend to really focus on games that are extremely simple for you to download, learn and play 
because you already know how to play them. But there’s something called a FTUE, which is a First Time User 
Experience. We focus a lot on the FTUE. We make sure that the first time you play Solitaire, you do know how to play, 
how to change the settings if you want to make the font size or the card size bigger, or how to turn the sound off. Another 
piece is backend execution from a technology perspective. We’ve been around for 26 years. We’re not new as a 
company, but mobile gaming itself has only been around for eight years since the App Store opened. So we’ve only been 
mobile gaming for eight years, but we have this legacy of backend mainframe and client server technology support and 
security being highly scalable and bulletproof because that was our business before mobile gaming. We carried that 
philosophy over into the user experience even in the mobile games. So if you play Solitaire, we’re going to guarantee that 
it’s up, it’s running, and you’re going to have a seamless experience. That’s very unlike other game developers in our 

“So we’re really fortunate—we make 
fun for a living and get to have fun 
doing it, and, in a high growth market 
where a business can really grow and 
thrive—I have to pinch myself to 
assure this dream job isn’t actually a 
dream!”- Jeff Erle



2

industry who’ve only been around for literally a year, maybe two or three. They don’t have that legacy of backend 
technology execution that is so part of our DNA over the past 26 years. 

CEOCFO: What is the business model currently?
Mr. Erle: There are two. The first is advertising. When you play Solitaire, in between each game we’re going to show you 
an ad. We currently show tens of millions of ads a day, which adds up to tens of billions of ads a year. We get paid every 
thousand ads by the advertisers that want to connect withour audience, which is Females 35 plus – they happen to control 
$3.7 trillion of spend in the U.S. alone every year. It’s a monstrous audience that Proctor and Gamble, Starbucks, Toyota 
– pick your major brand, they want to advertise to these people. So the larger our user base, the longer we retain them, 
and the more games they play, the more ads they see and the more money we make. So the first part of our monetization 
strategy is advertising, and it’s every 3 to 4 minutes during gameplay. The second way is called in-app purchases, or 
micro transactions, or virtual currently – they’re kind of all synonymous. In our new games like Slots and Bingo, there are 
no ads but in order to play those games and be more effective eventually you might want to buy something to make your 
experience more fun, to get to another level, to get more coins, etc. That’s another monetization model in our industry that 
we’re also pursuing, but up to now it’s been mostly advertising, and because of our large audience we’ve been able to 
really grow our business through that. 

CEOCFO: You became CEO 2015 – what, if anything, has changed under your guidance?
Mr. Erle: I actually started here in 2013, just about three years ago. I started as COO, and it started really as a founder 
transition path. The two founders who formed the company 26 years ago are wanting to spend less time in the business. 
They’re both from Hawaii, and they have houses and families there, and so they really wanted to escape the day to day 
and brought me in to help with that transition. We’ve been working on that for three years; starting as COO from day one. 
Once I became CEO a year ago, it really quite frankly was just a title change. What we’ve done different since me and the 
team came in 3 years ago versus the prior 23 years was all around people and culture. When I got here we were about 27 
or 28 people; today we’re 150. Obviously scaling started first with the senior executive team. There really wasn’t an 
executive team; it was the two founders and they were hub-and-spoke. All decisions, activities and initiatives were run 
through both of them, and that doesn’t scale very well as you want to grow your revenue. We’ve grown revenue almost 
fivefold between 2013 and what we’ll end up with here in 2016. To do that you need a senior team, and that team needs 
to bring in other layers of individual contributors to build more games, to port more games, to have more revenue. That 
has been the transition plan that we’ve been implementing—to scale and grow the team while also continuing to have a 
start-up culture and mentality. We’ve been able to do that and we’ve been very fortunate to be recognized quite recently 
for a lot of those actives for maintaining a really positive culture. It’s really working. We’re doing both. We’re scaling, we’re 
growing revenue like crazy, we’re adding lots of people, but we’re not losing people. People are happy. We have an 
amazing Glassdoor rating. We’ve won local best companies to work for awards the last two years. The feedback that we 
get and also the fact that only a handful out of 150 have left tells us that we’re really nailing it on culture. One of the keys 
is having an environment where both traditionalists and millennials can all play nicely in the same sandbox. 

CEOCFO: How do you do that? 
Mr. Erle: It’s really a lot of communication and education; for example getting millennials to understand what makes 
traditionalists tick by educating them on the expectations traditionalists have. Many of us grew up with parents that were 
post World War II in times of high growth, working for a large company for 40 years and retiring with a big package and a 
gold watch. Expectations were different, loyalty was different. And vice versa—really understanding what drives and 
motivates millennials is the other side of the same coin. Doing that kind of collaborative education of both parties on what 
the other group thinks, feels and does I think is a huge step to getting them to interact in a positive way and collaborate 
very effectively. 

CEOCFO: Do people want to be educated in that way? Do you know when you’re hiring somebody that they are 
open to that, or is it just part of what you do when it rubs off? 
Mr. Erle: We hire for that. Meaning we insist on it. If you don’t get that, and you’re not willing to play in our way, then 
you’re not a good fit. You’re not going to be happy. You can opt out or we’ll opt you out and it’s obviously going to be a 
mutual thing. We fully disclose that this is what life is like here – this is what our culture expects. If that doesn’t work for 
you, we’re not a good fit so you should probably look somewhere else. We vet that very deeply when we bring people in. 

CEOCFO: Are there some games that surprised you, either at how much interest they get or perhaps how little?
Mr. Erle: That’s a really good question. In our industry, I actually like to call it Survival of the Hittest, which really is a 
portfolio approach. There are very few companies, literally one or two in our industry, that every game they come out with 
is a hit. Even they do more of a minimal viable product (MVP) or a beta test where they come out with something that they 
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think it might be good and they test it first. They might not release it globally and they kill it because it isn’t what they had 
hoped or expected. You never do know, and our industry is unlike dealing in the B2B world. When you’re selling to a 
business, you can seek out what that business needs, what their problems are, and build solutions that you know they’ll 
buy. It’s completely not that way in a B2C and working with consumers, especially around games and entertainment. You 
don’t know what people will love and enjoy. We never dreamt that Solitaire would be not just played in so many countries 
by so many different ages and types of people, but that they would play it so prolifically and literally get addicted to it and 
play over and over every single day while they’re sitting at their kids choir practice, dropping kids off at soccer, or in the 
grocery food line. It completely surprised us how much the spectrum of players for those types of card games exist. On 
the other side, we learned something about Bingo – this is kind of a fun story. We’re here in the U.S, we’re building games 
that we like that we think will sell and we went to do our geo-beta. Geo-beta in our industry is a launch in only a handful of 
countries, usually English speaking. So it might be New Zealand, Canada, Philippines, Singapore, etc., to test a game, to 
learn, to get the bugs out before you go worldwide. Well, we launched Bingo in all those countries and guess what? They 
don’t play bingo in all countries, which we never dreamt. We missed that – that there are certain games that are played in 
certain cultures, countries, languages, many of which cross all of those and are ubiquitous but many, many do not, and 
you just don’t know until you come out with it and test whether it’s going to get any acceptance and adoption. We had a 
Hangman game – we thought we all play Hangman and that anyone who likes Solitaire likes hangman, right? Well that 
wasn’t a very big hit, and we ended up killing it fairly recently. The list of games that never make it is well longer than the 
list of games that do. There’s also the notion of staying power. Most games make it in our industry for six to twelve months 
– to have a game like Solitaire that’s been at the top of the charts since 2008 is really unheard of.  

CEOCFO: Do customers look for a MobilityWare game?
Mr. Erle: The first response is no, meaning there is very little company brand awareness in our industry. All of the 
branding is around product. We know Proctor & Gamble and we know Tide; we know their list of products and we know 
them as a company and they do some branding around that. In mobile gaming however, very few developers have a 
company brand. That said, the interesting thing is we did some studies around this. We want to try to change our brand 
actually. We thought: MobilityWare? That sounds like a wheelchair company! We’re mobile gaming so why don’t we 
change the name? So we did some tests, we worked with some consultants, we surveyed people, and we found that once 
we showed people MobilityWare, especially those who’d played Solitaire, they’re like, “I know that company. I don’t know 
where I know it from, I don’t know what they do, but I know that name, I know that logo. Somehow it’s in my DNA to see 
that every day.” And when we said Solitaire, they were able to make the connection. “Oh yeah, now I get it, now I 
remember.” But just giving that name out in the marketplace, no. Zero brand recognition, but people do know our Solitaire 
game for sure. So it’s product recognition versus company when it comes to brand. 

CEOCFO: Why pay attention to MobilityWare?
Mr. Erle: We’re in an interesting place where innovation and creativity and culture all come together in a way that creates 
a really fun, genuine user experience for not just the people designing the games but for the players who download and 
play them. It’s a fun way to kill time. We have many users that literally tell us, “I fall asleep at night playing your game.” 
Not that the game’s boring, but that they play and play and it’s cathartic and therapeutic to be able to weave the crazy 
day-to-day world that we live in today and to be able to have this escape, these fun few moments of solitary time by 
yourself playing a card game that you played with your grandmother growing up years ago and the connection to those 
times that might have been much more warm and fun and engaging than they are today. 

CEOCFO: Comfort food without the calories.
Mr. Erle: Gosh, I love that! 


