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BIO: Eric Enge has been working in 

the industry for more than 30 years. 

Eric has been an entrepreneur for 
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you a little bit about him. 
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CEOCFO: Mr. Enge, would you tell us 

about what Stone Temple Consulting 

provides for clients?  

Mr. Enge: We help them obtain new 

customers, new readers, or new leads  

for their business online. The mechan-

ics of customer acquisition through 

online marketing relates to things like 

search engine optimization, social 

media, content marketing and related 

digital marketing tactics which help 

people cost-effectively get new cus-

tomers for whatever they are looking 

for online.  

 

CEOCFO: How should Internet mar-

keting be done today?  

Mr. Enge: That is a fair question. 

Search engine optimization is the 

business of getting new customers and 

traffic from search engines to your 

website but it is from the unpaid part 

of the search engine. You cannot in-

fluence your position, or organic 

search result, by paying money—you 

can only do it by doing the right kinds 

of things to cause search engines to 

believe that you are the best result. 

There are some mechanical things 

you need to do to help search engines 

understand your website properly and 

so they know what a page is about. It 

is a bit non-intuitive for people who 

are not familiar with it but search en-

gines need much help understanding a 

web page. Once a search engine has 

been able to learn what a web page is 

about, they have to know why you are 

the best or one of the best webpages 

on that topic. It does not matter what 

you do; you have thousands or tens of 

thousands of competitors online. Once 

a search engine knows you are about 

something, such as left-handed golf 

clubs, the question is why you are bet-

ter than other pages out there on that 

topic and why they should show you 

first. Social media is kind of a different 

thing. It is a bit like classic PR but has 

more hands-on interactions. The big-

gest thing you need to do there is 

make sure you know which social me-

dia sites your customers care most 

about and that is where the bulk of 

your efforts will go. Content marketing 

integrates SEO and social media. It is 

a more general process of establishing 

yourself as an expert in whatever it is 

you do so that as you build your web 

presence online, people will still want 

to be able to interact with you.  

 

CEOCFO: How do search engines 

recognize that your content is better 

than others? Is it all in the keywords?  

Mr. Enge: That is a good question, but 

that is not how it is done. The key-

words help them understand what a 

page is about. There are title tags on 

each website and you want the title 

tags to unique reflect what is on a giv-

en page. You can think of it as estab-

lishing relevance. This idea of under-

standing which page is the best is 

what I refer to as, “the concept of im-

portance.” Importance is still primarily 

established through obtaining links to 

your website from third party sites, 

which is like the election system. What 

happens is people all over the web like 

to share content with others and they 

share the best and most important 

content more than other content. That 

is the first layer of understanding the 

importance. Moreover, not all links are 

created equal. For example, if you 

were running a site that reviews 

books, getting a link from Joe’s Book-

store website as opposed to a link 

from Amazon’s book site, we intui-

tively know that the Amazon link is 

more important because they are a 

much bigger name than Joe. There is 

this concept that someone’s opinion 

matters more because they are more 

relevant with more authority. So not 

only do you want to get links, you want 

to get the right links.  

 

CEOCFO: What do you know about 

the process that perhaps others do 

not?  

Mr. Enge: That is a fair question. Un-

fortunately, many people say that they 

know SEO and they really do not. I 

have regular interactions with major 

players at the search engines as well 

as others in the company and we learn 

a lot about the way they think and 

about the way things work that are 

useful. I also regularly publish inter-

views from major players at the search 

engines, which is another opportunity 

for more insight. We have been doing 

this for 12 years now and have worked 

on hundreds of different sites. We get 

exposure to different situations that we 

would not get unless we dug in and got 
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our fingers dirty, so to speak. We have 

real experience in how this works. You 

cannot really become knowledgeable 

of SEO without actual project experi-

ence.  

 

CEOCFO: How does Stone Temple 

Consulting engage with clients?  

Mr. Enge: Even before we do a pro-

posal, we have to talk to them and 

learn about their situation. One of the 

challenges of SEO is that it is not a 

one size fits all. The needs of one cli-

ent will differ from another. However, 

we still need to make sure the right 

keywords are there and good site ar-

chitecture that the search engines can 

crawl. How that impacts site design 

also depends on the strengths of their 

company versus competition. What is 

the competition doing? What are the 

areas they can invest in? What can’t 

they do? What is their traffic situation? 

What is their current revenue? There 

are many factors that we engage them 

in. It important to get an under-

standing of their current situation 

and needs and devising a plan 

around that. The link building side 

of SEO is likewise a custom activ-

ity because you have to be able to 

answer the question: why would 

someone link to your website? 

There is a custom aspect to the 

plan. When we engage, we typi-

cally take someone who is a sen-

ior person with 20 years working ex-

perience and at least 5 in SEO and 

they become the day to day contact 

with the client. This is important be-

cause you are talking with a real ex-

pert. We assign a large percentage of 

their time, typically a quarter of their 

time to work with them. It is a very 

involved relationship and like having a 

part time member added to the team. 

We allocate the time to dive in and 

understand the issues and drive results.  

 

CEOCFO: Are there particular types of 

companies or industries that Stone 

Temple Consulting works with or is it 

agnostic?  

Mr. Enge: We are fairly agnostic. 

There are two ways to go with an 

agency. One is you verticalize your 

approach and work with many people 

in the same space. The other is hori-

zontal in nature and it is that latter ap-

proach that we have taken. When we 

work with one major player in a space, 

we will not work with someone in the 

same space. We try to keep that sepa-

rated.  

 

CEOCFO: How do you reach prospec-

tive customers?  

Mr. Enge: We have done very little 

outbound marketing. I write in Search 

Engine Land and Search Engine 

Watch and am the lead author in a 

book called The Art of SEO, which is a 

number one selling book on the topic. 

I also speak at conferences. We de-

velop visibility that way and tradition-

ally customers come to us because 

they call or email me and ask if they 

could become one, or we get referrals 

from past clients. We do not have a 

sales person here—it is just me that 

does that. It may change in the next 

year or so but that is the way it has 

been so far.  

CEOCFO: Do you think that Stone 

Temple Consulting being so visible on 

this topic scares away some people 

who may think you are not approach-

able or too expensive?  

Mr. Enge: I imagine it happens though 

no one has ever told me that. We 

have an open door here. I have had 

people call me and recognized right 

away that the pricing would not work 

for them but I always spend time on 

the phone with them and try to help 

them. I explain early on that we are 

probably too expensive for them but I 

hate to send any person away without 

at least giving some guidance and 

some way to think about their situa-

tion. We will refer them to good peo-

ple that are suited for smaller busi-

nesses.  

 

CEOCFO: What did you understand 

early on that perhaps others did not 

grasp so quickly?  

Mr. Enge: I had a friend who took 

over the CEO position of an online 

business. They had a website called 

bestprices.com. It was a DVD retailer. 

I was not doing SEO at that time and 

he asked me to do some business de-

velopment work for him. After a cou-

ple of months, I said to him, “Steve, 

what you really need is SEO. You 

need traffic from search engines. Let’s 

figure out how to do that.” It took us a 

while and we tried some experiments 

that did not work out so well. Finally, 

we found something that worked well 

and a year later they were doing $3 

million a year in sales from organic 

search engine traffic. I thought that 

was kind of cool. Success is always a 

good way to start but the other thing 

that happened is that I learned it mix-

es marketing, business and technical 

kinds of thinking. One moment you 

can be a wild-eyed marketer and the 

next moment you can be the technical 

guy locked in a dark room with a com-

puter—I am exaggerating. I liked that 

ability to use one side of the brain, 

shift to the other and have that variety. 

Realizing I could make money for 

people and that it fit my personal-

ity well was the thing that caused 

me to pursue it full time.     

 

CEOCFO: Why should investors 

and people in the business com-

munity pay attention to Stone 

Temple Consulting?  

Mr. Enge: The main thing is there 

are lots of people who either do 

not know what they are doing or 

who are, unfortunately, charlatans be-

cause there is much lack of knowledge 

about this industry. Because of the 

interviews and dialogues weh have 

had with Google, we have a model 

where we roll up our sleeves, dig in 

and become a part of the team. We 

are always very transparent about 

what we do: we will tell you what we 

are doing, why we are doing it, why it 

is important and we involve you in the 

decision making process. We have an 

ethic that teaches us that we need to 

do things the way search engines want 

you to do it and to do that very well. 

We do not try to trick the search en-

gines; we try to excel at what they are 

looking for. As they make changes 

going forward they will tend to favor 

you. You do not want to be the busi-

ness who uses the latest tricks and 

then wakes up one morning to find the 

traffic is gone. Those are a few things 

we do that are unique and we have 

many success stories.

“When we engage, we typically take 

someone who is a senior person with 

20 years working experience and at 

least 5 in SEO and they become the 

day to day contact with the client. 

This is important because you are 

talking with a real expert.” 

                                             - Eric Enge 


