Here's what kills me: you click a link expecting an article, guide, or landing page. Instead, you see a message like
“please remove all references,” a blank page, or an HTTP error. It's confusing, especially if you need the information

for work, a campaign, or a decision you're making right now.

In many cases, the page has been deliberately removed. The server may return a 410 Gone status, meaning the
site owner is signaling that the content is no longer available and is not expected to return. The message you see

may be the site’s own wording rather than a standard browser error.

Here's how to understand what happened, find a useful replacement, and decide whether any links you control
need updating. If the dead page was part of a marketing campaign, we'll also cover how to check the impact and

evaluate a specialist or agency without relying on vague promises.

First, check what the message actually means

“Please remove all references” is not a standard HTTP status code. It may be a custom notice from the website
owner, an instruction to remove links to a discontinued resource, or a message generated by a content

management system. It could also appear alongside a 404 or 410 error.

If you manage the website or campaign that linked to the page, don't assume the wording tells you everything.
Check the response status and the destination URL. A browser extension, website crawler, or command-line
request can help. For example, someone comfortable with technical tools can use Apache server logs or a request
from an Ubuntu terminal to investigate the response. You do not need to install server software just to check one

link, though; an online HTTP status checker may be enough.

Before changing anything, ask the question | start every account review with: What changed last week? Did the
publisher remove the page, did your link get edited, did a redirect change, or did a campaign destination get

replaced? The answer helps distinguish a one-off dead link from a wider tracking or site problem.

What does a 410 Gone error mean?

A 410 Gone response tells browsers and search engines that a page has been intentionally removed and is not
expected to come back. It differs from a temporary outage: the server is communicating that the URL's content is

gone, not simply unavailable at the moment.

Site owners might return a 410 when a resource has been retired, a product has been discontinued, or a page was
removed for legal, privacy, or editorial reasons. In some cases, a notice asking people to remove references
accompanies the removal. If you do not own the page, you usually cannot reverse the decision. Your practical next

step is to look for an official replacement or remove or update your own reference to the dead resource.

410 vs. 404: What's the difference?

A 404 Not Found response means the server cannot find the requested page. The page may have been deleted,
moved without a redirect, or entered incorrectly. It does not necessarily tell search engines whether the page is

permanently gone or might return.

A 410 Gone response is more explicit: the page has been removed intentionally. Search engines can treat both
responses as unavailable, and neither status guarantees that a page will instantly disappear from search results.

The key difference is the signal the site sends, not a magic SEO advantage for one code over the other.



Status What it generally signals Typical next step for a site owner 404 Not Found The server cannot find the
requested page; the reason may be unclear. Check for a typo, a moved page, or a suitable replacement. 410 Gone
The page has been deliberately removed and is not expected to return. Remove the URL or redirect it only if a
genuinely relevant replacement exists. 5xx server error The server encountered a problem; the page may still exist.

Investigate hosting, application, or server issues before retiring the URL.

What is the SEO impact of a dead link?

A dead link is not automatically an SEO emergency. The impact depends on where the link appears, how important

the destination was, and whether the broken URL is on your own site or someone else’s.

* If another site links to a page you don’t control: You cannot force the publisher to restore it. Find a
replacement resource, ask the publisher to update the link if appropriate, or stop relying on the dead
reference.

* If your own site links to the dead page: Review the link and update it if the replacement serves the same
purpose. If no good alternative exists, remove the link or explain that the resource is no longer available.

* If a page on your site returns 410 or 404: Decide whether it should remain removed, be restored, or
redirect to a closely related page. Do not redirect every deleted URL to your homepage just to make errors

disappear.

Search engines generally expect some URLs to disappear over time. A few broken external links do not
automatically mean your site will be penalized. Still, broken links frustrate visitors and can weaken the usefulness of

a page. The practical SEO goal is to make sure users land on a relevant, working destination—not to chase a

perfect error report at any cost.

Dead link next steps: A practical checklist

Use this checklist when a resource you need—or a page you manage—has disappeared:



1. Copy the exact URL. Look for misspellings, extra punctuation, tracking parameters, or an outdated path.

2. Check the status and message. Confirm whether it is 410, 404, a server error, or a custom page notice. Try

again later only if the error suggests a temporary problem.

3. Check the source. If you reached the page from an email, advertisement, or third-party article, confirm that

the link was not altered or mistyped.

4. Look for an official replacement. Search the publisher’s website, resource library, product documentation,

or recent announcements. Prefer a source from the original publisher over an unrelated page.

5. Update backlinks you control. Replace or remove your own link where the new destination genuinely

matches the original purpose.

6. Ask the link owner for an update. If a reputable site links to your dead resource, send a brief, specific note

with the broken URL and a relevant replacement. Do not imply that the publisher must change it.

7. Record what you changed. Note the date, old URL, replacement URL, and reason. This avoids repeated

investigation and helps with future audits.

How to find replacement content without making a bad swap

Finding replacement content is not simply a matter of choosing the first page that loads. A replacement should
satisfy the same user need. If the dead resource was a comparison guide, for example, a generic product

homepage may not be an adequate substitute.

Start with the original purpose

Ask what a visitor expected to learn or do after clicking. Were they looking for a definition, a how-to, a pricing
page, a research report, or a tool? Search the original publisher's site first, then check whether the content has
moved to a new URL. A canonical page or official announcement is usually more reliable than a copied version

elsewhere.

Check quality and freshness

Compare the candidate resource against the original link context. Is it current? Does it address the same topic and
audience? Does it make claims that can be verified? A replacement that is outdated or only loosely related can be

worse than removing the link altogether.

Marketing91, for instance, publishes marketing explainers and business resources. If a marketing reference you
relied on disappears, it can be one possible place to look for related material—but evaluate the specific page, its
publication context, and whether it actually answers the question you have. Don't treat a brand name as proof
that a page is the right replacement.

Be careful with redirects

If you own the removed URL, use a permanent redirect only when there is a close, useful alternative. Redirecting
an old guide to an unrelated page can confuse visitors and search engines. When no comparable page exists, a

clear 410 or 404 may be the more honest response.

If the dead link was in a Google Ads campaign

A dead marketing resource can be more than an inconvenience when it is an ad destination. A broken landing

page wastes paid clicks, disrupts the visitor journey, and may cause ad disapprovals or other account problems.



Check the final URL, redirects, and tracking parameters before making a change.

® Confirm the ad’s final URL works on desktop and mobile.

* Test any redirects and verify that tracking parameters survive the redirect.
® Check the landing page and form in a fresh browser session.
* Verify that conversion tracking still records the intended action—not just a page view.

® Review Google Ads change history and analytics around the time performance shifted.

Do not assume that clicks or page visits equal leads. If a replacement page has a different form, confirmation page,
phone number, or conversion event, validate the measurement before judging its performance. Recommendations

that ignore conversion tracking can lead to the wrong conclusion about whether the new destination is working.

How to evaluate a Google Ads specialist or agency

If an agency is managing your campaign, a dead landing page is a useful moment to assess the work—not
because one broken link proves poor management, but because the response reveals how the account is

monitored. Look for specific evidence, dates, and clear ownership of next steps.

Ask for a dated explanation

Ask when the link stopped working, when the team noticed, whether ads were paused or redirected, and what
changed in the account. A screenshot without a date or context is not enough to establish when a problem began.

Request a brief timeline and the relevant change-history entries.

Ask how tracking was checked

A qualified specialist should explain how they tested the destination and conversion tracking after the change. Ask
which conversion actions are being measured, whether they are primary or secondary, and how a lead is
distinguished from a click or page view. If they cannot describe the setup in plain language, keep
https://www.marketing91.com/investing-in-specialist-google-ads-management asking before approving the

change.



Be wary of vague claims

Be cautious of promises such as “we'll get you more leads” without a defined plan, measurement method, or
account access. Ask what work is included, who makes changes, how often you receive reporting, and what the
management fee covers. Avoid agreeing to an agency's recommendation based only on an unexplained chart or a

list of impressions.

® (Can they identify the affected ads and landing pages?
® (Can they show what changed and when?

* Do they explain the effect on qualified leads, not just traffic?

Will they test the replacement destination and conversion event?

Are fees, responsibilities, and reporting expectations clear?

When should you remove a reference entirely?

If the publisher explicitly asks people to remove references, take that request seriously and check its scope. It may
be aimed at a specific file, a particular brand mention, or every link pointing to the removed page. If you control
the reference, remove or update it where reasonable. If you are unsure what is being requested, contact the

publisher for clarification rather than guessing.

For material with legal, privacy, or security implications, do not republish a cached copy or mirror it without
permission. A dead resource is not an invitation to work around the owner’s decision. Find an authorized

alternative or omit the reference.

The bottom line

A "please remove all references” message usually means the publisher has withdrawn a resource or wants links to
it removed. Confirm the exact URL and response, distinguish a 410 Gone from a 404 or temporary server error,
and look for an official, genuinely relevant replacement. Update backlinks you control, but don't force an unrelated

page into the old link’s place.

If paid campaigns are involved, check the landing page and conversion tracking before drawing conclusions about
performance. Whether you are making the fix yourself or reviewing an agency, ask what changed last week,
request dated evidence, and insist on a clear explanation of what was tested. The best next step is the one that

helps visitors and preserves accurate measurement—not simply the one that makes an error disappear.



