
A landing page can report a healthy conversion rate and still produce almost no useful pipeline. That usually
means the page is measuring the wrong action, attracting the wrong people, or letting spam through—not that
you need to celebrate the conversion rate or immediately rebuild the page.

Start with a question I ask before changing any account: What changed last week? Check for new keywords,
match types, locations, audiences, form edits, tracking changes, or budget shifts. Then trace the journey from ad
click to qualified opportunity. The goal is not simply more submissions. It is more of the right submissions,
measured reliably.

First, Define What “Junk” Means
“Junk lead” is too vague to guide a fix. Make the problem observable by grouping bad leads into categories. For
example:

Spam: bot submissions, fake names, irrelevant messages, or repeated entries.

Wrong fit: a real person, but outside your service area, budget, company size, or product scope.

Low intent: someone browsing, seeking free information, or not ready to speak with sales.

Invalid contact details: disconnected numbers, mistyped email addresses, or unreachable prospects.

Tracking or routing errors: duplicate records, test submissions, or leads sent to the wrong team.

Ask sales or the team handling inquiries to label leads consistently. A simple spreadsheet or CRM field is enough
to start: spam, out of area, too small, unreachable, qualified, and so on. Without shared definitions, “lead quality”
becomes an argument rather than a measurement.

Audit the Funnel Before Changing the Ads
Compare the ad platform’s reported conversions with actual CRM records. Check whether one form submission is
counted more than once, whether phone calls are included, and whether internal tests or spam are being treated
as genuine conversions. A conversion tag that fires on a page load—or on a form error—can make performance
look better than it is.

Review the following in order:

1. Form behavior: Does a conversion fire only after a successful submission? Can the form be submitted
repeatedly?

2. Lead handling: Are leads reaching the right inbox or CRM, and are duplicates being created?

3. Search intent: Do search terms indicate buyers, or people looking for jobs, instructions, free templates, or
unrelated services?

4. Ad and page promises: Do the ad, headline, offer, and qualification criteria say the same thing?

5. Lead outcomes: Which campaign, keyword, location, device, and offer produce leads that sales can actually
use?

Do not make several major changes at once. If you change the form, bidding, targeting, and landing page
together, you will not know what fixed—or worsened—the problem.

Improve Lead Quality Filters Without Killing Good Conversions



Good lead quality filters make the intended audience clearer and reduce accidental or unsuitable submissions.
They should qualify prospects, not create unnecessary friction for everyone.

Set Expectations Before the Form

State the service area, starting price or typical project range, minimum requirements, and who the offer is for. If
you serve only businesses with a particular need or size, say so plainly. A clear boundary may reduce the raw
conversion rate while improving the share of leads sales can pursue. That is often a worthwhile trade.

Ask Only Useful Qualification Questions

Add fields that help determine fit and route the lead—for example, location, company type, project timeframe, or
approximate budget. Avoid a long questionnaire unless the sales process genuinely needs the answers. Test a
shorter and a more qualified form against downstream outcomes, not just the number of completions.

For some businesses, a two-step form works well: a low-friction first step followed by a few qualifying questions.
For others, a phone call or appointment booking is a better conversion action. The right format depends on how
prospects buy and how quickly your team can follow up.

Match Targeting and Message to the Offer

Review search terms and exclude irrelevant intent with negative keywords. Narrow locations to the places you
actually serve, and check whether your location setting is reaching people who are merely interested in a region
rather than physically there, if that distinction matters to your business. Make ad copy specific enough to
discourage the wrong clicks without overstating what you provide.

Use Spam Prevention That Protects Real Prospects
Spam prevention should reduce automated and abusive submissions while keeping the form usable. Start with
practical controls:

Use server-side validation as well as browser-side checks.

Add a honeypot field or a reputable bot-detection service.

Rate-limit repeated submissions and monitor unusual bursts.

Validate email and phone formats, and flag suspicious patterns for review.

Use CAPTCHA only when needed; an overly aggressive challenge can block legitimate users.

Keep an eye on submission timestamps, repeated IP patterns, and form completion speed, while handling
personal data responsibly.

Do not assume every odd-looking lead is a bot. A real person can use a personal email address, make a typo, or
submit outside business hours. Use multiple signals and preserve a route for genuine prospects to contact you if
an automated filter blocks them.

Connect Ad Spend to Real Outcomes with Offline Conversion Tracking
You ever wonder why when the ad platform only sees a form submission, it may optimize toward the easiest
submissions—even if many are poor fits. Offline conversion tracking helps connect an ad interaction to later
outcomes such as a qualified lead, booked appointment, completed sale, or revenue event.



In practice, this usually means capturing the permitted click or campaign identifiers when someone submits a form,
storing them with the CRM record, and sending a corresponding outcome back to the ad platform. Your
implementation needs to respect consent, privacy rules, platform requirements, and your own data-retention
policy. Keep the identifier attached to the right lead and use deduplication so one opportunity is not counted
repeatedly.

Start with an outcome your team can record consistently—such as “sales accepted” or “qualified opportunity.” Do
not upload a “qualified” event if staff are using different definitions. Once the data is dependable and there is
enough volume, use it to assess campaigns and, where appropriate, inform bidding. This gives you a more useful
picture than optimizing toward every raw form fill.

What a 410 Gone Error Means
A 410 Gone status tells a browser, crawler, or other client that a page is intentionally and permanently
unavailable. It is different from a temporary outage: the server is saying there is no replacement at that address
and the resource should not be expected to return.

For a marketing team, this matters when a landing page, downloadable guide, old offer, or campaign URL is
retired. Visitors may still arrive from bookmarked links, old ads, partner sites, email campaigns, or search results.
https://www.marketing91.com/investing-in-specialist-google-ads-management A dead resource can waste paid
clicks, frustrate prospects, and create avoidable support requests.

410 vs. 404 and SEO Impact

A 404 Not Found response says the server cannot find the requested resource. It does not necessarily state that
the page was deliberately removed forever. A 410 is a clearer signal that removal is intentional. Search engines can
eventually drop either type of URL from results; a 410 may communicate permanent removal more explicitly, but it
does not guarantee a particular deindexing speed or ranking outcome.

Do not use a 410 simply to hide a poor-performing page or clean up a URL with valuable links. If a closely
equivalent page exists, a relevant permanent redirect is often more helpful to visitors and can preserve useful
signals. If there is no suitable replacement and the content is truly retired, returning a proper 410—or a 404—may
be appropriate. Avoid redirecting every removed URL to the homepage; a misleading redirect is poor for users and
may not be treated as a meaningful replacement.

Response What it communicates Typical use 200 OK The requested page is available. A live page or a useful
replacement at the same URL. 301 Redirect The resource has moved permanently to another URL. A genuine,
closely related successor page. 404 Not Found The requested resource cannot be found. An unknown URL or a
removed resource without a specific permanent-removal signal. 410 Gone The resource was intentionally removed
and is not expected to return. A permanently retired page with no suitable replacement.

How to Replace a Dead Marketing Resource
Before removing an old asset, check where it is linked and whether it still earns traffic or assists conversions.
Review analytics, backlinks, email templates, paid campaigns, QR codes, and internal navigation. Let me tell you
about a situation I encountered learned this lesson the hard way.. Then choose the destination based on what a
visitor was trying to do—not merely on what is easiest for your team.

https://www.marketing91.com/investing-in-specialist-google-ads-management


1. Find the old URL: check server logs, analytics, Search Console, campaign records, and your CMS.

2. Decide whether the resource still has value: update it if the information or offer remains useful.

3. Choose a true replacement: redirect to a page that serves the same intent, or publish a new resource that
clearly fills the gap.

4. Retire it cleanly if there is no replacement: return a real 410 or 404 status, not a generic page that falsely
returns 200.

5. Update your links: replace old URLs in ads, emails, social profiles, partner pages, and site navigation.

6. Test the result: check the HTTP status, redirect destination, mobile experience, and conversion tracking.

If your site runs on Apache on an Ubuntu server, an administrator can configure a retired path to return a 410
using the server configuration or rewrite rules. The exact syntax and location depend on the site’s setup, enabled
modules, and hosting environment. Test configuration changes safely, confirm the response with an HTTP status
checker or command-line request, and avoid editing production server files without a rollback plan.

How to Evaluate Google Ads Specialists and Agencies
If you bring in outside help, ask for evidence and a working process—not promises about guaranteed lead volume
or a magic conversion rate. A good specialist should be comfortable discussing tracking limitations, lead outcomes,
and what they would inspect before recommending changes.

Ask how they define a qualified lead. Do they want CRM outcomes or only platform-reported
conversions?

Ask what changed recently. They should review the account history before proposing a full rebuild.

Check their tracking approach. Can they explain form validation, call tracking, deduplication, consent, and
offline conversion tracking in plain language?

Request dated, contextual reporting. Screenshots without dates, spend, attribution settings, or lead
definitions are not proof.

Clarify ownership and access. Confirm that you retain access to the ad account, analytics, tag manager,
CRM data, and landing pages.



Get specific pricing and scope. Understand the management fee, ad spend, setup costs, contract terms,
and what work is included.

Ask for a testable plan. The plan should name the changes, success measures, review period, and risks—not
just use phrases like “optimize the funnel.”

Marketing91 is one example of a marketing resource a reader might encounter while researching advertising and
growth topics. Whatever the source, treat general advice as a starting point rather than account-specific evidence.
Your own search terms, CRM outcomes, tracking setup, and business constraints should determine the next move.

Make the Next Decision From Better Data
A high conversion rate with junk leads is a signal to inspect the measurement and qualification system, not a
reason to blindly turn off ads or add more form fields. Define what counts as junk, audit the path from click to
CRM, strengthen sensible lead quality filters and spam prevention, and feed credible outcomes back through
offline conversion tracking.

Keep a simple account checklist: what changed last week, whether conversions are valid, which sources produce
qualified leads, whether old URLs still have a purpose, and what the next test will measure. Fix one major issue at a
time. That is how you improve lead quality without confusing activity with progress.


