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LinkedIn Takes ABM 
to the Next Level

Company Intelligence API
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ABM is the concept of building an account-centered 
marketing strategy and targeting to support 

effective sales outreach
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Why ABM needs to evolve beyond Account-level

The "Account-Level" Gap

3131
Impressions

21
Clicks

Marketing targeted and served.

What is sales 
supposed to do with 
this info?
Without role-level or contact level intelligence, 
account-level metrics provide limited value for 
targeted outreach.


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LinkedIn ABM Targeting and Engagement

Targeting

Its how LinkedIn Ads started.

World's #1 Firmographic Database
● Always up-to-date
● 1B total members
● 320M monthly active

Engagement

The Paradigm Shift

Prior to 2024, data was the proprietary 
product of big providers (6sense, 
Demandbase).

In 2024, LinkedIn officially entered the 
engagement data game.
● Companies Tab
● Company Intelligence API
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Targeting



6  LinkedIn is the king in firmographic targeting.

Target this

And not this

LinkedIn Attributes

 Job Titles: 25K

 Member Skills: 41K

 Member Interests: 500

 Member Groups: 13M

 Industries: 500



7  LinkedIn Prospecting Audiences powered by AI
We build a custom AI environment based on your ICP context (persona, CRM, website).

Training proprietary models with the full LinkedIn data graph.

Input Sources

 Entire LIN Firmographic DB

 Website Copy

 Lead Firmographics

 Business ICP / Persona

AI Engine

Custom GPT Analysis & Audience 
Formation

Result: New Prospecting 
Audiences

Automated creation of 
high-relevance audiences for each 

ICP in LinkedIn Ads.
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1. Context
Like any AI Agent, the system context defines the quality of output. We ingest deep ICP context into the model.
Our LinkedIn AI Agent uses 1st and 3rd party data for context:

1st Party

 Persona - ICP definition

 CRM Data (Past Opps)

 Website Content

3rd Party

LinkedIn's Database

Job Titles: 25K

Member Skills: 41K

Member Interests: 500

Member Groups: 13M

Industries: 500



9  2. AI & Automation
We use the latest and most sophisticated LLM models and feed them with context using an automation workflow in

The n8n Workflow Sequence:
Input → Reasoning → Relevance Scoring → Reason for Scoring → List of Skills, Titles, Industries → Audience Creation and Sizing
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The model outputs scored relevant titles, skills, 
interests, and industries based on the ICP 
Context.

Our proprietary scoring allows us to find the most 
relevant titles for the ICP out of the 25K titles 
available in LinkedIn.
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4. Audience Creation & ICP Sizing

The LinkedIn Constraint
Audiences are created using the maximum number of 
target values. LinkedIn limits attribute values to < 100 (e.g., 
max 100 job titles).

Our API-Powered Solution
Our model utilizes API limits to overlay attribute and 
behavioral values, maximizing the impact of LinkedIn's 
targeting solutions beyond standard interface constraints.

Size:

21,000
Potential LinkedIn members reached
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Engagement Data
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Nov 2024 Changed LinkedIn’s Role in ABM

Companies Tab
Allows us account level 
impression and click data.

Activation
Segment companies based on 
engagement data into 
audiences for further 
remarketing.

Basic interface reporting.



14  Sep 2025 Opened the proverbial “flood gates”
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api.linkedin.com/rest/accountIntelligence  ·  REST v2  ·  Private API  ·  Requires provisioning

· Q3 2025

01 — OVERVIEW

The Company Intelligence API returns company-level paid and organic engagement signals for every target account interacting with your LinkedIn ads,

including impressions, clicks, leads, conversions, and a normalised engagement score — the programmatic engine for ABM attribution and CRM enrichment.

02 — ENDPOINT URL

GET https://api.linkedin.com/rest/accountIntelligence?q=account&account={sponsoredAccountUrn}&filterCriteria=(...)

03 — AVAILABLE FIELDS

COMPANY IDENTIFIERS

companyName Target account name

companyPageUrl LinkedIn company page URL

companyWebsite Company domain URL

engagementLevel VERY_LOW → VERY_HIGH

PAID METRICS

paidImpressions Sponsored ad views

paidClicks Clicks on sponsored ads

paidEngagements Social actions + ad clicks

paidLeads Lead gen form fills

paidQualifiedLeads v202603+ CAPI qualified leads

conversions v202603+ Post-view / post-click

ORGANIC METRICS

organicImpressions Page + feed impressions

organicEngagements Company page interactions

04 — LIMITATIONS & DATE RANGE

LAST_7_DAYS LAST_30_DAYS LAST_60_DAYS LAST_90_DAYS  ✦ default

— Window starts ~2 days before today, rounds to UTC day boundaries

— Max 100,000 results per request; page via start/count (max 1,000/page, rec. 500)

— Metrics below privacy threshold return as 0 to protect member data

— Organic metrics zero out when a campaign filter is applied

— Results sorted by paidImpressions descending by default

05 — FILTERS (FILTERCRITERIA)

account required

Sponsored account URN — urn:li:sponsoredAccount:123. Caller needs VIEWER role+.

lookbackWindow optional

7 / 30 / 60 / 90-day rolling window. Defaults to LAST_90_DAYS.

adSegments optional

Array of audience segment URNs — multiple supported, no cap.

campaign optional

Single campaign URN only. Applying filter zeroes organic metrics.
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DEMO


