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Microsoft Compliance Reporti Annex 121 LinkedIn ( Online Social Networking

Service)

DMA.100160i Microsoft; DMA. 100026/ Microsoft | Operating Systems
DMA.1000177 Microsoft i Online Social Networking Services

SECTION 2

Information on compliance with the obligations laid down in Articles 5 to 7 of
Regulation (EU) 2022/1925

For each core platform servicein relation to which the Undertaking has been

designated as a gatekeeper pursuant to Article 3 of Regulation (EU) 2022/1%2%l
for_each applicable obligationlaid down in Articles 5 to 7 of Regulation (EU)
2022/1925, please provide the followingnformation:

For the Linkedln online sociCR®) neMiwor kb ot
Cor por Mitrasafta ) (ias been designated as a gat
Regulation (EU) 2022/1925 on contestable and fair markets in the digital Gaetor

Digital Markets Actor iDMA O ¥ .The LinkedIn CPS is a distinct service from
Linkedl dobsdybsLi(ikedLeaninige py nang (finkedln
SolutliMsoy, (wWhich are services provided tc
exception of the Learning Aunboundod ent
accessed without loggiFigto and is provided separately from the Linkedin CPS.
Microsoft provides the follomg information regarding the Linkedin CPS using the
headings in the Commi ssionbs compliance r
as a guide to structure the report.

The information listed in Section 2 may be omitted for the obligations that are listed in response

to Section 2.3 orondition that it can be established that a specific obligation laid down in
Articles 5 to 7 of Regul ation (EU) 2022/1925
relevant core platform service. If so, please explain why this is the case for thealdimder

EuropearCommission( @ommissiord Pecision of 5 September 2023 designating Microsoft
asagatekeeper pursuartt Article 3 of Regulation (EU) 2022/1925 of the European Parliament
and of the Council on contestable and fair marketisedigital sectorDMA.100017Microsoft

T online social networking services, DMA.100023 Microsoft i numbefindependent
interpersonal communications services, DMA.100026 Microsoftoperating systems

( Designation Decision ) , A157.
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Regarding Article 5(2)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

2. Microsoft confirms that as of the date of this report ité@sureccompliance with the
obligation laid down in Article 5(2) of the DMA, as applicable to the LinkedIn CPS.

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data and internal documents. Please
provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paEsignation or that
the Undertaking has implemented postlesignation, and

3. Article 5(2) of the DMAprovides
fAt]he gatekeeper shall not do any of the following:

(a) process, for the purpose of providing online advertising services, personal data
of end users using services of third parties that make use of core platform services
of the gatekeeper;

(b) combine personal data from the relevant core platform service with personal
data from any further core platform services or from any other services provided by
the gatekeeper or with personal data from tipatty services;

(c) crossuse personal data from the relevant core platform service in other services
provided separately by the gatekeeper, including other core platform services, and
vice-versa; and

(d) sign in end users to other services of the gatekeeper in order to combine
personal data,

unless the end user has been presented with the specific choice and has given consent
within the meaning of Articlé, point (11), and Articl& of Regulation

(EVU) 2016/679. Where the consent given for the purposes of the first subparagraph
has been refused or withdrawn by the end user, the gatekeeper shall not repeat its
request for consent for the same purpose more than once within a period of one year.

8 The Undertaking shall have any underlying raw data ready to be made available to the
Commission in the event the Commissions requests this raw data.
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This paragraph is without prejudice to the possibility for the gatekeeper to rely on
Article 6(1), points(c), (d) and(e) of Regulation (EU2016/679, where applicabte.

This section describes the Linkedln CPSHO
obligations applicable to it under Article 5(2)(a) to (d) of the DMA. Further, Microsoft

di scusses L i-Bnakseeddl nAdcsc ePRESACNR)oyn Ltaandd eustwOriiy

Design ReviewffTDR0) Procesgo ensure Article 5(2) compliance.

Compliance With Article 5(2)(a) Of The DMA

Microsoft describes below the measures ensuring compliance with Article 5§2)(a)
the DMA, as applicable tolj Linkedlnds onl i bMS, Aadvert.
TargetingTools and to %) the LMS Ad Performance Measurement.

1. LMS Ad Targeting Tools

LMS targets ads to Linkedln members based
advertisersi(e., third-party data) by (i) réargeting ads to LinkedIln members who visit

t hose customerso6 websites and/ or wer e i
conversions dat a Retagetngdepd &aodLlLomkedipn (a
t hose cust omeCostdct Listolardgetngot) .1 i st s (A

Retargeting uses data that LMS customers
installed on their websites and throug
Programming InterfaceC(o n v e r ARl n 8CAPHO ) . Contact Li st
allows LMS customers to build audience segments based on lists of their cbntacts.

The LinkedIn CPS had already obtairmgat-in consent for Retargeting and Contact List
Targeting (t ogeMatched Audieades ¥ r a@DiPRP and Agtisle 1

5(2)(a) of the DMA LinkedIn recently made changes tisat GDPR optin consent

exper i enew&DRRtcdneendtfi and c erelata idata p@didaR a

result ofthe Irish Data Protectio@ommissiod § IDPCo s Yinal decision issued in

October 2024 Starting in December 2024, LinkedIn introduced a new GDPR consent
experience for EurEEA®)anNnarEd oBwmsetil memddrserad (i

that includes a more granular approach fo
4 Using this service, an LMS customer can upload information to LMS advertising campaign
ma n a g e me Gampaigo Managéofi) about i ndividuals to whom
advertising through LinkediIn.
5 Regulation (EU) 2016/679 of the European Parliament and of the Council of 27 April 2016 on

the protection of natural persons with regard to the processing of personal data and on the free
movement of such data, and repealing Directive 95/4¢&Deral Data Protection Regulation
( GDPR0O ) QJL 119, 4.5.2016, pi88; cor. 0OJ L 127, 23.5.2018

6 T he | finBl@daxisionissued in October 2024e |l at ed t o Linkedlnés per
in theEU, in particular the processing of certain personal data for personalized advertising under
GDPR SeeDPC,In the matter of LinkedIn Ireland Unlimited Compaiecision of the Data
Protection Commission made pursuant to Section 113 of the Data Protection Act 2018 and
Article 60 of the General Data Protection Regulation1BN08-3, 22 October 2024 t HD&C i
decisiord ) .

7 Linkedin members who specify a location in the EEA or Switzerland on their LinkedIn profiles
shall be referred to d&&EA-Based Members 0
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processing of certain categories adof) per s

purposes

With respect to EEBasedMembers Li nkedl nds defpartydata i s
relating to such members to target ads to them through Matched Audiences. LinkedIn
only processes thirgarty data received from LMS customers to target ads B
BasedMemberif that member has provided LinkedIn witptin consent for such
processing, as illustrated gures 1-3 below.

8 In November 2024 following the IDPC decision, LinkedIn stopped showing thexstng
GDPR consent, which also served as the Article 5(2)(a) consent for the limited use case of
MatchedAudiences.

t

C
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Figure 1. New GDPR Consent Screen (Collapsed View)

Choose how we use your data for
personalized ads

You have control over how Linkedin uses your data for personalized ads,
including measurement and improvement. Today, we use data from your
Linkedin profile for ads.

Can LinkedIn use the following additional data about you for
personalized ads?

If you accept, we will use this data for a more personalized ad
experience. If you decline, you will still see ads and have access to jobs,
but we will not use the data listed below for personalized ads.

Whatever you choose, we will continue to use your Linkedin profile data
for personalized ads under legitimate interest unless you opt out in your
ad settings.

Linkedin Data

Inferred City Location

Inferred Gender and/or Age Range
Linkedin Actvity Data

Inferred Interests and Traits

]

Show more s~

Off LinkedIn Data

« From Ad Partners for ads off Linkedin
» From Advertisers for ads
= From Advertisers to Measure ad success

Show more ~

Whatever you choose:

= You'll still see ads on Linkedin, but they may be less personalized.
= We'll use personal data from your profile for ads (unless you opt-out
of that use).
« Your access to Linkedin's features, such as jobs, won't be affected.
= Youw can always control whether and how we use your data for ads
in Settings.

Learn more about our use of data for personalized ads. Please also visit
our updated Eurepean Regional Privacy Notice

Your choice won't affect the number of ads you See Or your accass to jobs

Customize

Source:LinkedIn
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Figure 2. New GDPR Consent Screen (Expanded View)

Choose how we use your data for
personalized ads

You have control over how Linkedin uses your data for personalized ads,
including measurement and improvement. Today, we use data from your
Linkedin profile for ads.

Can Linkedin use the following additional data about you for
personalized ads?

If you accept, we will use this data for a more personalized ad
experience. If you decline, you will still see ads and have access to jobs,
but we will not use the data listed below for personalized ads.

‘Whatever you choose, we will continue to use your Linkedin profile data
for personalized ads under legitimate interest unless you opt out in your
ad settings.

LinkedIin Data

» Inferred City Location

s |Inferred Gender andfor Age Range
» Linkedin Activity Data

» Inferred Interests and Traits

When you see ads delivered by Linkedin, we hope that you find
them useful. LinkedIn serves ads that are "personalized" which
means we use the data that our members allow us to use to try to
make the ads we serve our members (whether shown on or off
Linkedin) relevant to them. This includes measuring how ads
perform (such as clicks and views) and using what we learn to
improve our ad tools to make them more effective. The reports we
share with advertisers only include aggregated data about ad
performance.

For personalized ads, we use some personal data on an opt-out
basis and other personal data on an opt-in basis.

Opt-out (Legitimate Interest): Unless you opt out in your ad
settings, we use data from your Linkedin profile {such as your city,
employer, industry, or job type) for personalized ads, including
measurement and improvement. The ad reports we share with
advertisers include aggregated data about ad performance data
such as ad views by company or ad clicks by job types.

Opt-in (Consent): We need your consent to also use the following
data for personalized ads, including measurement and
improvement:

» Inferred city location: We infer your city based on your IP
address. We do not use your precise location to target ads.

+ Inferred gender and/or age range: We infer these from your
Linkedin profile (such as name and graduation dates). We don't
permit advertisers to target job ads by age or discriminate
based on gender.

s Linkedin activity data: Your activity on Linkedin (such as your
searches and engagement with jobs, ads and company
content).

s Inferred interests and traits: We infer your interests and traits
based on your Linkedin profile and activity on LinkedIn. These
do not include special categories of personal data, but can
include inferred attributes such as expat, frequent traveler, job
seeker, and more. We do not infer interests or traits from your
"Off-Linkedin Data".

You can control use of your data for personalized ads (and review
your inferred "Interests and Traits™) through your ad settings at any
time.

Show less ~
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Off LinkedIn Data

o From Ad Partners for ads off LinkedIn
o From Advertisers for ads
o From Advertisers to Measure ad success

“Off LinkedIn Data" refers to data provided to LinkedIn from others
for personalized ads, including measurement and improvement.
The reports we share with advertisers only include aggregated
data about ad performance.

We do not use this Off LinkedIn Data to infer "Interests or
Traits" about you or link it to your iOS LinkedIn app activity data.

We need your consent to use "Off LinkedIn Data" that we can
connect to you for ads.

« Ad Partner Data for Ads Off LinkedIn: Ad exchanges and
other partners (such as site and app publishers) provide data
(such as cookies and ad IDs) about visitors to their sites and
apps. We use this data to recognize our members and decide
whether to bid to place ads on other sites and apps. We
measure the performance of these off LinkedIn ads (such as
views and clicks) and include them in our aggregate ad reports
for advertisers and also use this information to improve our ad
tools.

« Advertiser Data for Ads: Advertisers provide us data (such as
name, contact, or site visit info) about their users to help us
direct their ads to these and similar audiences. We measure
the performance of these ads (such as views and clicks) and
include them in our aggregate reports for advertisers and also
use that information to improve our ad tools.

« Advertiser Data to Measure Ad Success: Advertisers provide
us data about actions taken in response to ads (such as visits,
sign-ups and purchases). If we can connect this data to our
members, we match it to data about ads we've shown so that
we can measure ad performance. We also use that information
to improve our ad tools. We generate ad reports for advertisers
that measure ad performance (such as the conversion of an ad
shown by LinkedIn into a sale of the advertised product). These
aggregated reports do not identify you.

You can control use of your data for these purposes through your
ad settings at any time.

Show less ~

Whatever you choose:

o You'll still see ads on Linkedin, but they may be less personalized.

« We'll use personal data from your profile for ads (unless you opt-out
of that use).

« Your access to LinkedIn's features, such as jobs, won't be affected.

¢ You can always control whether and how we use your data for ads
in Settings.

Learn more about our use of data for personalized ads. Please also visit
our updated European Regional Privacy Notice

Source:LinkedIn
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Figure 3. New GDPR Consent (Customize View)

Customize

Inferred city location

Can we use your city location (inferred from your IP address) for
personalized ads (including measurement and improvement)? If you turn this
off, you may still see ads based on your country or continent and the
location from your LinkedIn profile.

Decline Accept

Inferred Gender

Can we use your gender (from your profile or inferred from your profile) for
personalized ads (including measurement and improvement)? We don't
permit advertisers to discriminate based on gender.

Decline Accept

Inferred Age Range

Can we use your age range (from your profile or inferred) for personalized
ads (including measurement and improvement)? We don't permit
advertisers to target job ads by age range.

Decline Accept

LinkedIn Activity Data

Can we use your activity data from LinkedIn (such as visiting company
pages, viewing jobs, and clicking or viewing ads) for personalized ads
(including measurement and improvement)?

Decline Accept

Inferred Interests and Traits

Can we use interests and traits we inferred from your LinkedIn profile and
"LinkedIn Activity Data" for personalized ads (including measurement and
improvement)? These do not include the skills we may derive from your
profile.

Decline ) | Accept
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Ad Partners Data for Ads off LinkedIn

Ad partners such as ad exchanges and site and app publishers provide data
(such as IP addresses, cookies and ad IDs) about visits to their sites and
apps. Can we use data that we can connect to you about your visits to these
other sites and apps for personalized ads off of LinkedIn (including
measurement and improvement)? We do not use this data to infer your
interests and traits.

Decline Accept

Advertiser Data for Ads

Can we use information that you've given to our advertisers (such as
contact information or device info from visits to their website) that Linkedin
can connect to you for personalized ads (including measurement and
improvement)? The aggregated reports we provide advertisers do not
identify you. We do not use this data to infer your interests and traits.

Decline Accept

Advertiser Data to Measure Ad Success

Can we use data that Advertisers provide us about actions you've taken in
response to ads (such as visits, sign-ups and purchases) that we can
connect to you to measure and report ad performance (such as the
conversion of an ad into a sale) and improve our ad tools? The aggregated
reports we provide advertisers do not identify you.

Decline Accept

Whatever you choose:

Learn more about our use of data for personalized ads. Please also visit

« You'll still see ads on LinkedIn, but they may be less personalized.
« We'll use personal data from your profile for ads (unless you opt-out

of that use).

» Your access to LinkedIn's features, such as jobs, won't be affected.
* You can always control whether and how we use your data for ads

in Settings.

our updated European Regional Privacy Notice

In addition to the opin consent described above, LinkedIn also offers a corresponding

nAdvert
tab.

To continue, make a selection for all services.

Back

Source:LinkedIn

i ser Data for Ads o

That setting, whi ch

contr ol
control

S

CAPI, and customer contact lists for purposes of ad targetioff g default forEEA-
BasedMembers If an EEA-BasedMemberdoes notoptinto such processing.€.,
does not toggle the fiAd\wsor taiss esrfigoibeaf, ai nf or

n
Li

t he
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LinkedIn does not process thiparty data about that member for the purposes of
personalizing ads on or off LinkedIn.

Figure 4. nOff LinkedIn Data0 Settings

Off LinkedIn Data

For those members in the Designated Countries, we rely on consent to process this data for personalized ads,
including measurement and improvement.

Ads off LinkedIn off =
[ Advertiser data for ads off = ]
Measure ad success off =

Source:LinkedIn

If an EEABased Membewants to consent to the use of thpdrty data by LinkedIn
about them for ad targeting, that member candosobyeptimg o t he fAAdvert
for Adso setti ©Ofo)(,s eats Hgymedsenf aunl t t o A

Figure 5. NnAdvertiseeettinfsat a for Adso

€& Back

Advertiser data for ads

Can we use information that you've given to our advertisers (such as contact information or device info from
visits to their website) that LinkedIn can connect to you for personalized ads (including measurement and
improvement)?

We do not use this data to infer your interests and traits. This setting was formerly called “Interactions with
Businesses.”

Use data you've given to advertisers Off @

These personalized ads will be shown on all your devices whether or not you are logged into our services. Changes typically
take up to 72 hours to take effect. The ad performance measurement reports for our advertisers only contain aggregated data.
Learn more

This setting also applies to "Ads off of LinkedIn” if that setting is turned on. For Members in the Designated Countries, learn
how this setting interacts with your LinkedIn Services setting. Learn more

Source:LinkedIn

Thus, LinkedIn obtains oph consent from its end users ftatched Audiences
compliance with Article 5(2)(a) of the DMA.

2. LMS Ad Performance Measurement

Subject to Linkedln membersé settings, L
Linkedln member s-panm ttyheaddiadiam Lgkedid memlbersr s t

or generated as a result of t hpedrrt yu scea toaf C
(i.e., data provided to LinkedIn by its LMS customers and other third parties), and
measure the performance of the ads served on behalf of LMS customers on and off

10
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A

Linkedl n. Linkedlnos LMS Ad Per for mance

customers, through conversion tracking or attribution, to understand the impact and

success of their advertisements. LinkedIn generates and provides the customer with
aggregatdeveli nf or mati on about the customer 0s

not include personal data.

As explained below, the Linkedin CPS complies with Article 5(2) of the DMA
regarding the LMS Ad Performance Measurement service by (i) seekingsend
consent and by (ii) continuing to rely on Modeled Conversions that process only
consented end user pensddata.

3. LinkedIn Seeks EndUser Consent

Before the7 March 2024 DMAcompliance deadline, LinkedIn had an-opit setting
for adperformance measurement and had developed Privacy Enhancing Technology

a (

(PETO) solutions. -dCGnvel cseu cahOD#®)l huut twiaoan, d (e@ine |
as a means to strengthen privacy protection while adapting to industry changes, such as

Appl edbs App Tr acKTlo fyamdwors, wkigh dimite thecapility(tdi
use individualevel tracking®

To ensure compliance with the DMA, LinkedIn has introduced a hew consent screen to
seekenduser consent for processing thpdrty personal data for ad performance
measurement purposes and combining-pesty personal data across its services as
described in detail below BectionB.1.

This consenencompasses usetbk followingdata types

1 Insight Tag data flowi.e., piece of code, commonly called an action tag or web
pixel, that sends a signal, via a standdid P call, to LinkedIn when a user visits
the website that has the Insight Tag installed on it);

M1 In-App Experience for iOS and Andrgoidor which LinkedIn relies on PET
solutions for click conversion data as described above;

i Conversion signalsom LMS customersent to a clean roofor measurement and
attribution°

T Revenue At t r iRAROt)Whhmis aRreppriowitht aggrefiated data that

9 Linkedlnds ODA sidelouardevice pracessing to atfribute sabevice ad
engagement and conversions while minimizing sharing of individual meleNarthird-party
data back to the LinkedIn server. The click conversion data sdm getver is membéevel
information, where the identity of the member is fjpsirty data and known to LinkedIn since
the member authenticates i n -phariydakaésthécorvarsioo wn
signal. With the ODA solution, LMS levages the LinkedIn iOS application for-app
attribution. When a member clicking on an ad in the LinkedIn application feed visits the
advertiser 0-appwebgew browser instarcesj the Linkedin mobile application
receives the thirgharty caversion signal by way of the Insight Tag in theapp web view.
This solution is currently used for attribution / measurement and optimization.

10 For LMS customers who do not wish to share their conversion signals data directly with
LinkedlIn, LinkedIn has enabled a clean room implementation for measurement and atfribution
where[CONFIDENTIAL].

11

app
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allows LMS customers to attribute their sales results (as recorded in their Customer
Rel ati onshi pCRMahagegmeaem) (io LMS ad camp:

1 Offline Conversions an@API, which is a method of conversion tracking that helps
LMS customers determirieat an aggregated levelwhether offline actionse(g,
in-person transactions, trade show leads, or custom actions) are attributable to their
LinkedIn ads; and

1 Industrystandard identifierg¢e.g, cookie IDs, mobile ad IDs) used to recognize
members off LinkedIn for ad delivery and attribution

With respect to iOS wapp thirdparty conversions, LinkedIn will continue relying on
its existing ODA with respect to LinkedIn members who have consented under Article
5(2)(a) of the DMA, as Linkedln also need

4. Modeled Conversions

LinkedIn increasingly uses probabilistic models to predict converates rather than

counting conversiadirectly by collecting and analyzing thigghrty personal data. As

of the DMA compliance deadlinef 7 March 2024 LinkedIn only uses personal data

of Linkedin members in the EEA to train the conversion model when they have
providedDMA consent to conversion tracking, and data of Linkedln members who are
not | ocated in the EEA (subject to those

Compliance With Article 5(2)(b) Of The DMA

Mi crosoft describes below Linkedlnb6s meas
DMA, as applicable to the combination (as opposed to arssy of personal data

bet ween the Linkedln CPS and Linkedlnds L
providal together with, thus not separately from, the Linkedin CPS. In particular,
LinkedIn provides below a description of its compliance measures in relation to the
following: (1) first-party data combinations for building and training the relevant
artificial intelligence( Al 6 ) mathinelearning( ML 60 Jnodelsand largelanguage

models( liLMs 0 ) 2) en@¢tuser data combinations for Premium Promotions through
promotions on LinkedIn, email marketing, and marketing on 4pady online
advertising platforms; an@®) the creation of LMS groups for ads outside of LinkedIn

( off platformo ) . I n addition, Linkedln provide
integrations 4).1*

1 LinkedIn also combines personal data between the Linkedin CPS and LMS, Jobs, and Learning
for internal purposes, such as fraud detection and platform safety as well as data combinations
for product performance reporting for customers as they do natitalh the scope of Article
5(2) of the DMA. This is because the DMA recognizes the importance of ensuring platform
safety and protecting against fraudulent and deceptive commercial practices and also seeks to
ensure fairness and transparency for busingsss of the designated CPS, including in relation
to online advertising in the form of greater access to ad performance metrics to advertisers using
the gatekeeperds online advertising service.
LinkedIn has active trust Al models to minimize illegal, fraudulent, and unsafe activity on the
entire LinkedIn platform that address fake accounts, account takeover prevention, profile
scraping prevention, bot traffic, spamming, and payment fraud / abusL.im@dIn maintains
robust content policies in order to ensure safe and professional conversations on its platform.

12
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1. Al/ML ModelsAnd LLMs

LinkedIn builds and trains M ML models that may combine personal data from the
LinkedIn CPS and another LinkedIn service. In that case, to complthvetBDMA,
LinkedIn seeks consent from EHRasedMembers to combine their personal data
within the meaning of Article 5(2)(b) of the DMA. LinkedIn provides below examples
of data practices and use cases.

1 Member interest modeling: LinkedIn has models within its CPS to determine
whether a member is interested in different types of experieacegdbs, learning,
ads). In complying with Article 5(2)(lof the DMA, absent consent, these models
will no longer enrich an EElBasedMe mber 6s pr of essi onal [
combining personal data from the Jobs, Learning, and LMS services with personal
data from the Linkedin CPS to know which types of member experiences to
prioritize.

1 Model training for ranking and recommendations: LinkedIn has models owned
by different services and features (including the LinkedIn CPS, LMS, Jobs, and
Learning) that determine the best specific content for a user to see. Abhdaner
consent, those models are trained only on personal data from within each service.

o Example The jobs recommendations and search models within a@&aiso
longertrained on any LinkedIn CPS personal data from EHasedMembers
unless they consent. These models surface information such as what companies
members follow or what professionals they follow or are connected to.

o Example: The models that determine which notifications to deliver to members
about key activity happening across the LinkedIn CPS are no longer trained on
end us er datafrgrelobs entess thegnsent

Since March 2024linkedIn has developed and integrated multiple Generative Al

( @enAlo ) features into existing products t
providing members with options to more easily discover, create, and share content, as
well as discover and connect with other members and professional advancement
opportunities on theinkedIn CPS.

To power GenAl features, Linkaduseqi) LLMs that produce conteand(ii) existing

Al/ML models (e.g, for recommenihg existing contenj that comply with Article

5(2)(b) of the DMA as described abavé i nkedl nés use of LLMs a
Article 5(2)(b). For finetuning and training GenAl LLMd.inkedIncurrentlyexcludes
EEA-BasedMe mb epersonal dataFor running inferences on GenAl LLMBEA-

BasedMe mber s DMA consendsapprepridici ngs are honol

In order to uphold these policies and mitigate against the risk of harm to members when they
interact with others on the platform, LinkedIn has Al models for detecting a multitude of
invasive behaviors across the platform. This is also necessary fordLinkebs ongoi ng
compliance with theSAD) gi halad8eesscayg Achudal e
activity on the platform to mitigate certain systematic risks under the [38Aailarly, LinkedIn

sharegertain Linkedln member data with Microsoft solely for cybersecurity purposes, such as

to monitor and detect malicious activities and security threats and protect LinkedIn users as well

as Microsoftand itscustomers from these threats.

13
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o Example Jobs with Alassistant helps members who post and promote jobs on
LinkedIn to streamline certain manual parts of the recruiting process, including
candidate outreach and application revielsbs withAl-assistantonsists of
multiple featuresand LinkedIn complieswith Article 5(2)(b) at the feature
level. For instancea featurethat combines personal data from thiekedIn
CPS and Jobsould check and honor EEBasedMe mb eDiMA déonsent.

o Example L MS Accel er a-paveredadvértisingkcargdign ype A |
that helps advertisers to more easily create advertisement content and target
audiences as well as initiate ad campaighdAS Accelerate includes two
primary GenAl features: ad audience creation and ad content cre&uoorhe
ad audience creation featurehich involves personaldata combinations
between the LinkedIn CPS and LIMSnkedIn checks and honors EEased
Me mb eDMA dbnsent for running the ad campaigns. The ad contentarea
featuredoesnot involve such data combinations by LinkedIn and thesdot
require DMA consent.

24.  In February 2024, Linkedltaunchedts consent screens for seekigg-user consent
for the relevant data practices undeticle 5(2)(a) and (bpf the DMAfor its EEA-
BasedViembers geeFigure 6 below for the consent flow and user experience).

Figure 6. DMA Consent Flow

a4 il = - 241 il -

Linked Choose which LinkedIn services to
Keep your Linkedin services, like connect
Jobs, connected? Can e cont]

et

a4 il - a:a1 il F -

Linked [}

Keep your LinkedIn services, like
Jobs, connected?

Choose which LinkedIn services to
connect

>

Neuralink Is Impressive Tech, Wrapped in
Musk Hype

ef@ 2851 17 comments

Comment

Sand

Yes, keep all connected

More options

Yes, keep all connected

Connect nane

More options

Source:LinkedIn

25. If the end user chooses to connect all LinkedIn services, LinkedIn will combine the
LinkedIin CPS personal data with personal data from Jobs, LMS, and Learning to
provide more personalized user experiences and improve those sefwvaesMS,
upon eneuser consent, LinkedIn will also process personal data of end users using
services of third parties that use the Linkedin CPS for LMS purposes, including for
measurement and improvement (as described ab@&ecion A).

14
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As illustrated inEigure 7 below, the consent screen provides a direct link to a Help
Center pag¥ that enables end users to access more information about the consent,
including detailed descriptions of what the LinkedIn services entail, what connecting
those services means for the user experience, and other related information. The
consentscreenincld es t wo equadolax tw®TAPh t(dBdt i oalsl f o
users to choose and language that seeks to clarify that regardless of which button they
choose, (1) the end users will still be able to access all the LinkedIn services, (2) their
profile data will be used to personalize those serveed,(3) LinkedIn will continue

to respect their existing privacy settings pursuant to its Privacy Policy.

Figure 7. DMA Consent Screen

9:41 wull T ==

Linked

Keep your LinkedIn services, like
Jobs, connected?

We've always connected your LinkedIn experience
with our services to better tailor what you see and
improve our services. When connected, we share
data (like your interactions with posts, people, and
companies on LinkedIn) between your Linkedin
experience and our services.

Due to a new EU law, you can now choose whether
to keep them connected or not.

m Your LinkedIn experience includes your Feed,
Messaging, Network, and Search.

Can we continue to connect your LinkedIn
experience to the following services?

g Jobs: Find jobs with better recommendations,
and allow us to improve our services.

Marketing solutions: See ads better tailored to
you and your professional interests, and allow
measurement and improvement.

|' Learning: Build your skills with better course
recommendations, and allow us to improve our
services.

Whatever you choose:

« We'll continue to use your LinkedIn profile to
tailor your experience across our services

« You control how we use your data in Settings, and
we only use your data as allowed in our privacy
policy

Learn more

Your choice won't affect your access to services, including
Jobs, but can impact how tailored they are.

Yes, keep all connected

Connect none

More options

Source:LinkedIn

12 SeeConnecting to LinkedIn Services
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The consent screen also provided Mo r e
options screen to customize which LinkedIn services to conseefEigure 8 below).

It further states that the end users may change their DMA settings any time through
settings(iiYou control how we use your data in Settings, and we only use your data as

allowed in our privacy poliay).

Non-Confidential Version

Olputton thatdsrecly links to an

Figure 8. DMA Options Screen

9:41 all § ==

Choose which LinkedIn services to
connect

Can we continue to connect your LinkedIn
experience to these services?

m Your LinkedIn experience includes your Feed,
Messaging, Network, and Search.

Jobs
Find jobs with better recommendations, and allow us

to improve our services.

Don’t connect Connect

Marketing solutions
See ads better tailored to you and your professional
interests, and allow measurement and improvement.

Don’t connect Connect

Learning

Build your skills with better course recommendations,
and allow us to improve our services.

Don’t connect Connect

To continue, make a selection for all services.

Back

9:41 will 7 (==

Choose which LinkedIn services to
connect

Can we continue to connect your Linkedin
experience to these services?

Your LinkedIn experience includes your Feed,
Messaging, Network, and Search.

Jobs

Find jobs with better recommendations, and allow us
to improve our services.

Marketing solutions

See ads better tailored to you and your professional
interests, and allow measurement and improvement.

Don't connect

Learning

Build your skills with better course recommendations,
and allow us to improve our services.

Whatever you choose:

« We'll continue to use your LinkedIn profile to
tailor your experience across our services

» You control how we use your data in Settings, and
we only use your data as allowed in our privacy
policy

s Your choice won't affect your access to services,
including Jobs, but can impact how tailored they
are

Learn more
To continue, make a selection for all services.

Save

Back

Source:LinkedIn

Linkedlnés DMA consent screen was initial

appear as a group

of

settings under the

settings experience on LinkedIn. These settings allow members to easily withdraw any
consat previously provided or to subsequently-apto any of the use of data covered

by the settings. When LinkedIn launched the new GDPR consent starting in December
2024 (as described above $ection A), the DMA LMS setting for members who
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navigate to their settings was updated to include additional informagefkigure 9
below)13

Figure 9. Linkedln DMA LMS Setting Language

& Back

Marketing solutions

Can we connect your LinkedIn experience (including your Feed, Messaging, Network, and Search) to our
Marketing solutions service so we can personalize ads, and allow measurement and improvement?

Connecting "Marketing Solutions” means that we will use your LinkedIn activity data, data we have inferred
about you along with certain third party data for ads, and we will also measure and optimize our ad
systems, but only to the extent your relevant ad settings allow the use of this data for ads. Learn more
about the related ad setting.

You can customize your individual preferences in Advertising data settings.

f/'—‘\‘
( Don'tconnect )
A e

Source:LinkedIn

Further, LinkedIn provides additional information on a new Help Center page that
memberscaaccess by <clicking on the fiLearn mo
setting pagéseeFigure 9 above) The new Help Center padénforms members that

LinkedIn will only process their data for ad purposes to the extent thatatkey

provided consent in the new GDPR consent screen. It provides detailed examples of
scenarios for members to understand under which circumstances LinkedIn will or will

not process their personal data for ad purposes.

If a member was getting personalized ads based on certain categories of data because
the member had initially opted into the DMA LMS consent screen but now refuses to
allow, for example, inferred gender data when the new GDPR consent screen appears,
then he personalized ads governed under the DMA LMS consent will also no longer
be based on inferred gender d&ta.The only exception would be for Matched
Audiences, where the new GDPR consent for this particular use case will also cover
the DMA Article 5(2)(a) consent for the same purpose (as discussed above in
SectionA). Thus, even if a member does not opt into the DMA LMS coneptihg

into the new GDPR consent will enable data processing for Matched Audiences.

Importantly, if the member withdraws consent for either the DMA LMS consent or any
relevant ad setting for the new GDPR consent, LinkedIn will stop using the

13 Since December 2024 (when LinkedIn initiated the new GDPR consent forBaEéd
Member}¥, LinkedIn has added in the DMA LMS setting that it will personalize ads based on
the data as a result of ¢ orbatentyttdtmeegextenttyeur Li nk e c
relevant ad settings allow the use of this data for ads

14 SeeMarketing Solutions Service (DMA) and Ads Settings (GDPR) Interactions

15 If a member did not initially consent to the use of certain data when prompted to make a choice
under the DMA LMS consent launched in February 2024, LinkedIn will continue to respect that
choice.
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corresponding personal data for ad purposd$ie same exception for Matched
Audiences would appjywhereLinkedIn will solelyrely onthe i Awertiser Data for
Ads 0 doebothGDiPlg and Articles(2)(a)of the DMA (seeFigure 5 above)

2. End-User Data Combinations For Premium Promotions

Prior to the DMA compliance deadlioé 7 March 2024LinkedIn did not seek consent
when combining endser personal data from the Linkedin CPS and other LinkedIn
services to engage in targeted marketing of its Premsiuvscriptions to its end users.

To comply with Article 5(2)(b) of the DMA, however, LinkedIn has ceased combining
enduser personal data from the LinkedIn CPS and other LinkedIn services to engage
in such marketing of its Premium subscriptions to its edik EEABasedMembers

who are acting in their endser capacity.

LinkedIn members can purchase LinkedIn Premium subscriptions that offer enhanced
sets of features for engaging with the LinkedIin CB8,(Premium Career allowing
members to access advanced functionalities to discover and connect with prospective
employers). Linkedln members who do not have a Premium subscription may be
presented with an offer to upgrade to a Premium subscription asf plagir LinkedIn

end user experience. For instance, Linkedln members may see an offer to upgrade to a
Premium subsaotion on the LinkedIn CPS website or application, including in the
homepage feed, LinkedIn messaging inbox, and Jobs page. This functionality remains
available but is provided in a less personalized way.

LinkedIn also promotes and markets Premium subscriptions threongtil eutreach to
its end users but has ceased combining-fiasty personaldata for EEA end users
collected across its services for that purpose.

Finally, LinkedIn uses thirgharty online advertising services to promote Premium
subscriptions on various thigharty advertising platforms. As a customer of tpedty
advertising platforms, LinkedIn seeks to reach relevant audiences for its ad a@npaig
and receives ad attribution (conversion tracking) reports from those advertising
platforms just as any other customer of those tpady advertising services would.
While LinkedIn is of the view that Article 5(2)(b) of the DMA does not apply to this
use case because LinkedIn acts as a customer ofptityl advertising services,
LinkedIn has ceased the related personal data combinations for EEA end users.

3. LMS Groups

In order to serve LMS ads off platform on behalf of advertisers that have enabled the
Linkedln AudikANOPE N &hinkedinklané fo use its member
profile data to assign members to groups based on professional attrieuges (
competition lawyers in Brussels) with group lab&lgy( a random string of digits and
letters). Each group will have a minimum size to ensure that any individual would have
less than §0-10]% risk of being identified in a group. Each group label refers to the
set of common professional attributes used to create that group. If a certain group label
would allow for potentially singling out a user, it is not included. For instance, LinkedIn

16 The LAN feature allows LMS advertisers to extend their LinkedIn ad campaigns tgpénigd
websites oapplicationgo target users reasonably identified as Linkedln members.
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would not have a group | abel such as fAmar
are Jr Financial Analyst with 20 years of

Because there are countless possible groups that can be built based on different sets of
professional attributes, and only a small subset of that universe of all possible groups
would actually be valuable to LMS customers for targeting their ad campaigns,
LinkedIn plans to look at which ad campaigns have historically performed well in terms

of total revenue, clicks, conversiomsg. Without processing memblavel LMS data,

LMS would tabulate campaign metrias., number of clicks on a given ad) tied to
particular ad campaign®.¢, by campaign IDs). From the ad campaigns that have
historically performed best, LinkedIn would take account of the profile attributes that
advertisers have used to target those ad campaigns and based on their aggregated
historical ad campaign data, Liedin would further shrink the set of attributes to the
most successful sets of member profile facets targeted to finalize which subset of groups
to build based on those member profile facetg,(junior associate, competitidaw

firm, Brussels). Throughout this process, only member profileatadead campaign

data will be used to build the groups themselves.

Once LinkedIn has built groups based on member profile fagggstitle, company,

profession, location), Linkedin needs to be able to match a user on gadlttyd

application to a groupn-devicein order to serve a LAN ad. To probabilistically match

the unidentified user to the most likely relevant LinkedIn group, LinkedIn plans to rely
onthethirdparty applicati on t saftivareldavelopmenttkie gr at e
( $DKO Jo run the SDK for the matching. The matching of the unidentifiedtaser

LinkedIn group would occurn the deviceand the only information that will flow back

to LinkedIn will be the group label the user was matched to.

LinkedInwill honorits me mb e&©MA dbnsent for LMSunderArticle 5(2)a) of the

DMA (described abovim SectionA) in buildingand implementingroups No DMA

enduser consenfor Article 5(2)(b) of the DMA is sought or requiredhowever,
because Li nk ephitymgmberudataeto aeate tha groaps only involves
Linkedln CPS personal data and not a ~fnc
LinkedIn CPS and.MS.

4, Customer Data Integrations

Linkedlnds data sharing with third partie
data integrations with LinkedIn customers (or custeaghorized partners) as part of

providing the relevant LinkedIn services to those customers, where Linkedlhese
customer 6s own dat a f o0 withduhaay dateacarhulaton of t |
addressed by Article 5(2)f the DMA. As described below, business users of the
LinkedIin CPS provide LinkedIn with their own data for the purpose of using the
Recruter or Sales Navigator features of the LinkedIn CPS.

For instance, an enterprise Tovhichispartefr usi n
the LinkedIn CPS can provide the personal data of job candidates collected through
applications the company received for open positions in its careee gjiteapplicant

name, emai | addr es s, resume) . Linkedln t
profile data to check whether any of the
members geeFigure 10 below). Customers may choose to enter their own data on
prospective job candidates in Recruiter via manual entry, manual upload (comma
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separated value file), or through an API
Tr ac ki ngATSYy )seithemtheif ofivn system dihouse or a thirgbarty solution

they utilize. Customer data and member data are matched within Recruiter. Once
matched, the member data can then be displayed within the Recruiter user interface
(BWo) for that customer. The Linkedln proc

this matching process is the same member profile data already available on the LinkedIn
CPS.

Figure 10. Customer ATS Integration With Recruiter

@ Search history Spotlights @ ©
Showing results for B R 8 121 17 35 234 6
Open to work Active talent Rediscovered Connected to Interested in your Internal
= candidates your company company candidates
= Custom filters v

Job titles 1K+ RESULTS  SEE SEARCH BREAKDOWN ~~ View Talent Insights 1-10 )

Financial Analyst s
ik — Estela Araifo 15408 Save to pipeline ' v || Hide =
- Financial Analyst at JAL Solutions LLC & E P U e 1 B —
Include: B & ttle, W | ed Sta

o Current or past

S Current Financial Analyst at JAL Solutions LLC - 2020 - Present
() Current

k) Experience Financial Analyst Intern at Amazon - 2020 - 2021
Past not current

Education University of Washington - 2018 - 2021

) Past
Spotlights @ 20 connections 1 Applied to 3 jobs
Skills and Assessments Activity 4% |n Jobvite CRM T 3 messages [ Applied to 3 jobs B In 3 projects [ 3 notes
<+ Skill keywords anywhere on profile :
' ' In Jobvite CRM
Save to pipeline | ¥ Hide BE=
Companies = IR
Latost talont pipeline
<+ Companies or boolean Early Career Talent - Financial Analyst
® In stage Nurture
t
Schools 2
Schools attend 0
+ Schools attended Latest activity 18
Henry Butler received email bo1s
Year of graduation ‘Hi | am not interested right now, but please
<+ Add graduation year range contact me for future opportunities.
) 12
Industries
Profile
+ Candidate industries jo -
s Estela Araujo - C66320 & 3reviews ® 3views [l Activein 2 other teams
earaujo@gmail.com
Keywords 123-456-9010 ‘
+ Profile keywords or boolean View profile in Jobvite CRM 2 Save to pipeline | ¥ Hide B
InCRM View more
Jobvite CRM (589) Current Business Financial Analyst at Google - 2018 - 2020
4 Add Talent CRM Experience Associate Financial Analyst at Splunk - 2017 - 2018

Financial Analyst Intern at Splunk - 2074 - 2016

Source:LinkedIn

42.  Customers can also view theatched Linkedin member profile information for their
job candidates within their own ATS through an API integration with LinkedIn that
enabl es similar mapping of Linkedlnbés men
(seekigure 11below). This and similar features fall outside the scope of Article 5(2)(b)
of the DMA given the functionality is performed by customers (not by the LinkedIn
CPS) in separate tools chosen and controlled by the custoengrsti{eir ATSs of
choice).
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Figure 11. Customer6s Own ATS I ntegrated

2. Create Candidate *

HOME ~  REQUISITIONS  SUBMISSIONS  FIND CANDIDATES  [f}J SEARCH
You are here > Find Candidate

M searcH

B3 Recruiter Spotiights 24 non-Linkedin members matched in your ATS ~
+ Open to opportunitie
1034 matches on Linkedin 1-25 )
Locations Clear
Denver, Colorado, United States  + 2 -
* Pan Su PIA Send InMail Save to job
>, Customer Service Specialist at Mintome
Current job titles Q t . .
Customer AND (Service OR Experience  Customer Service Specialist at Mintome » Sept 2015 - F
Specialist OR Support) Customer Service Specialist at Freshing » Oct 2014 - Sept
More
Keywords Education Columbia University » Sep 2015
+ Profile keywords or boolean Insights ¢ Op tunits B Company foll w r t
Recruiter 53
In Oracle Recruiting Cloud e B 2
Profile @ 1Profile & Applied to 2 jobs

Only candidates in my ATS

Recent email pansu@gmail com

Apply filters Alberto Raya * SIS Send InMail Save to job
, Customer Service Specialist at Mintome

0
Experience  Customer Service Specialist at Mintome  Sept 2015
Customer Service Specialist at Freshing » Oct 2014 - Sept
More

Education Columbia University  Sep 201

Insights ¢ Open tc

g

Recruiter T3 messages

Profile @ 1Profile €3 Applied to 2 jobs

Recent email  raya@

k < Mits .
Sudanka Bakalowits Send InMail Save tojob
Customer Service Speciafist at Mintome
0 o o

Experience  Customer Service Specialist at Mintome o Sept 2015 - f
Customer Service Specialist at Freshing «

More
Education Columbia University  Sep 201

Insights ¢ Open to new opportunities ] Company follower @D 20 connections

Source:LinkedIn

C. Compliance With Article 5(2)(c) Of The DMA

43.  Microsoft describes belowl) the LMS, Jobs, and Learning services, which are all
provided together and cresse data with the LinkedIn CPS without the nesdend
user consent underthe DMR)( t he Li nkedLRCoPeailgheCar d
crossuse of LinkedIn data for Microsoft Advertising and LMS

1. Data CrossUse Between The Linkedin CPS And LMS, Jobs, And Learning

44.  Article 5(2)(c) of the DMA recognizes that notably when a service is provided together
with, or in support of, a designated CPS, the services can share personal data without
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enduser consent, provided that data is not combined but only-ases8’ On this
basis, Microsoft describes below its compliance with Article 5(2)(c) of the DMA in
relation to services that are distinct from but provided together with the LinkedIn CPS,
namely LMS, Jobs, and Learnindlhe LinkedIn CPS includesRecruiterand Sales
Navigatoras well aswo new features that have launched sinbtarch 2024 LinkedIn

Video Feed and Gamé$

LMS. LMS ads form an integral part of the user experience on the Linkedin CPS. For

i nstance, p3pondoreddpdate poat e ¢$hRown toget her
posts orthe LinkedIn social feed as part of a single feed experience on LinkedIn. Given

the professional focus of the LinkedIn CPS, LMS ads are oftenfB@i&sed and

contentrich so they help LinkedIn members be informed in their professions and make
informed bugess decisions. Marketers can also engage members in professional
conversations through native ads displ aye
( $ponsored Messaging ) . These interactions are a
experience on the LinkedInRS and what users expect from their professional social
networking service. Thus, LMS is not provided separately from the LinkedIn CPS and
enduser consent is not required for personal data aressvith the LinkedIn CPS.

Jobs. Jobs content is displayed in relevant job search results, recommendations, and
notifications on the feed, homepage, and Jobs tab of the Linkedin CPS
website/ application based on Linkedin member data. Not only do the Jobs features

form part of the user experience of the LinkedIn CPS, but Jobs also has an inherent link
with that CPS. Linkedlnds purpose 1is to
including by seeking new job opportunities, which in turn requires that they are able to
discover jobopportunities particularly relevant to them (such as based on location,
industry, level of experience, seniority, and other elements reflected in their LinkedIn
profile). Jobs is thus offered together with the Linkedin CPS andissdconsent is

not requiired for personal data crease with the LinkedIin CRS

Learning. LinkedIn offers two types of Learning servidesne accessed and provided
as part of the Linkedln CPS (referred to
an enterprise or employee experience accessed witggihginto theLinkedin CPS

o Recital 36 of the DMA provides that emder consent is required for the crose of personal
dat a bet we e n otherhservic€&sPR®vidadnsdparditely by the gatekeeper, notably
services which are not provided together with, or in support of, the relevant core platform
serviceo Consent i s n ouseofpergonal date lwktwéea the GP8 and anothers s
service that i s not pr owioddedtogeattempnih aihsuppprf not atk
oo the CPS.

18 Recruiter and Sales Navigator are part of the LinkedIn CPS and constitute advanced tools used
by Linkedin members to discover, connect, and communicate with other Linkedln members
(who are potential job candidates or sales leads), consistent with hioe sotial networking
services are defined in Article 2(7) of the DMA and used for the same purpose as the LinkedIn
CPS. Recruiter and Sales Navigator are thus part of the Linkedin&PSmi | ar | y, Linke
new Video Feed and Games features that have launched $tareh 2024 are also part of the
LinkedIn CPS.The LinkedIn Video Feed is a mere extension oflLtinkedIn CPS feed in the
form of an immersive video experience for a subset of the video content already available on
the regular feed. LinkedIn Games offers daily puzzle games for Linkedin members to play
alongside their LinkedIn connectian®oth features are used by Linkedin members for the
same purpose as the LinkedIn OPt® discover and engage with content on the feed as well as
to connect, engage, and keep in touch with connections on the Linkedin CPS for professional
advancement as well as for new users to join and engage with the LinkedIn network.
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(the enterprise Aunboundo experience).
content is displayed as relevant search results and recommendations directly on the
social feed and homepage of the Linkedin CPS welisatpplication and on the
Learning webpage based on Linkedin member data. Upon completing a Learning
course, a member can also directly add it to their LinkedIn profile. Here, Learning has
an inherent l i nk with the VLinktednahle CPS
members to advance theareers, including by improving professional expertise and
skills, which in turn requires that they are able to discover Learning content particularly
relevant to them (such as based on location, industry, level of experience, and seniority).
Learning isthus not provided separately from andem@tuser consent is required for

data crossise with the Linkedln CPS. By <con
experience is provided separately from the LinkedIn CPS within the meaning of Article
5(2)(c)of the DMA, thus requiringgnduser consent.

LinkedIn crossuses without endiser consent Linkedln member profile data and
standardized informatidinom that data in LinkedIn services provided together with the
LinkedIn CPS" LinkedIn member profiles are searchable and viewable to all members
on LinkedIn. Generally speaking, member profile data visible to other members on
LinkedIn includes: (i) memberinputted profile data (such as name, photo, job title,

empl oyer, school attended, geographic | o
actions on LinkedIn included in their profile (such as connections, companies followed,
and LinkedIn graps joined; and (i i i) ot her membersé eng

(e.g, recommendations and skill endorsements). LinkedIn also standardizes certain
information from the aforementioned member profile data, such as job function, title,

and seniority. FO i nst ance, closely related job t
Aproduct manager, 0 and AVP of producto) w
Aproduct management o) .

2. LPCAPI

Mi crosoft wuses Li nk é&dblalnwlsnkesllh membeasrtockregier o f i |
profiles / accounts on its enterprise applications and the Microsoft wélsitk a
Microsoft-specific LinkedIn API, called the LPC API, that enables Microsoft to provide
users of itsM3BDEr @s ofduc B8b &withyaccesptp thairc at i o
own LinkedIn profile data and with access to LinkedIn profile snapshots about
members that those users communicate with or otherwise interact with via the M365

18 For example, running an already built and trained ML model with personal data from a
designated CPS to trigger an action in another service constitutesiseagsder Article 5(2)(c)
and noenduser consent would be required as long as the other service is provided together with
the CPS.

20 In connection with its use of Linkedlno6s stand
such as Li n k e dinclading corversioasiyrndi pages APIs, Microsoft uses
Linkedlnds standard OAut &t hfel ofwsi.gn Sinmiwiatrh yMi ¢
to allow users to siginto their LinkedIn accounts using their Microsoft account credentials.

Once a user has authenticated using their Microsoft credentials, LinkedIn will store a generated
Microsoft user ID to suppofuture user sigiins. None of these use cases involve Microsoft
sending personal data to LinkedIl-partyffdata. t he pur

2 Examples of such applicati ons -upnfeauhderd and Mi cr os
Mi crosoftébés career site.

22 SeeMicrosoft365- Appsand services
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applications. Currently, the LPC integrations are available only in Outlook and Teams.

So, for exampl e, i n Qawerdb ooks abl ©®ut bo wk
Linkedln profil e daviewees) tLh aatk etdh e@ wmeenwemnr s
better interact and network with them.

To enable this scenario, the relevant M365 application uses the LPC API to perform a
search for a vieweeo0Os Linkedln member pro
the viewee and available to the M365 applicateg(name, email address, company,

job title) to LinkedIn. If LinkedIn can locate an exact match to a member profile based

on emai l address, the member s publicly v
to the M365 application for display to the viawelf an exact match is not fad,
Linkedln wild/ rely on Aprobable matching

possible matches (with their publicly visible LinkedIn profile data), and the viewer may
select a member from that set.

In addition, viewers can bind or connect (via dedicated consent screens) their LinkedIn
and Microsoft accounts for the purpose of allowing Microsoft to show the viewer
certain LinkedIn profile data of the viewee that is not pubNesyble (such as shared
connections), which the viewer can already access on the LinkedIn platform while
loggedin.

Figure 12 below provides an illustrative screenshot of the LPC experience in Outlook.

Figure 12. Experience On Outlook

Teresa James

Engineer at DevtestCo

Sunnyvale, California, United Stat... = 0 connections

Overview Contact Linkedin

Highlights

. Sign in to your LinkedIn account to see mutual connections and other highlights
You only need to do this once.

Experience

B foineer
DevtestCe
Fenonts B

Education

m Duke U
Bachelor's
Oct 1996

Skills & Endorsements

Q Sign in to your Linkedin account to see skills and endorsements.

See profile on Linkedin

Source:LinkedIn
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i Measures prior tthecreation ofthe LPC setting

Linkedln uses the vi ewavailable todhemn &via thenl®e€ Mi c r
API) for: (i) matching to return the Linkedin member profile to the M365 application;

(i) anti-abuse €.g, to identify if there is any data exfiltration attack on the API); (iii)
debugging, including load / capacity monitoring; and (iv) search relevance (including
monitoring match rates and improving relevance models). LinkedIn only stores these

data, in arencrypted form, for up to 30 days as necessary to support these use cases,

and they are stored separately from Linkedls -party mesmioer data.

Prior tothecreation of the_PC setting discussed below, LPC returned LinkedIn profile
data for viewees, regardless of the 1 oca
availability in LPC was subiject to the following settings

f Off-LinkedIn Profile Visibility .22 Microsoft refers tdEigure 13 below.
Figure 13. Screenshot @Afi nTkheed IShe tPtrionfgi |1ieOf\Vi s

“ Back

Off-LinkedIn Visibility
Show information from your profile to users of permitted services such as Outlook?

Learn more

Profile visibility outside LinkedIn on @

You can also manage whether your profile information can be found using your email address or phone number.
Through our partnerships and developer program, we enable certain affiliates, partners, customers, and other
permitted developers to display to their users, information from the profiles of members. Changing the above setting
doesn't limit visibility on search engines, which is controlled by the public profile setting.

Source:LinkedIn

1 Public Profile. This setting applied unless an LPC viewer had boundltirdiedIn
and Microsoft accountss described above, in which case, the viewer was no longer
limited to the publicly visible LinkedIn profile of the viewée.

23 SeeOff-LinkedIn Visibility .

24 SeePublic profile settings
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Figure14. Screenshot Of The Setting APub

© Edit Visibility

You control your profile’s appearance for
people who are not signed in to LinkedIn. The
limits you set here affect how your profile
appears on search engines, profile badges,
and permitted services like Outlook.

Learn more

Your profile’s public On o

visibility

Basic (required)

o MName, number of connections,

number of followers, and region
Profile Photo
|’_\| Oy A o cti
(_J) Only 1st-degree connections
Linkedin members directly connected
to you.
() Your network
Your connections, up to three degrees
away from you

o All LinkedIn members

| :l Public

All Linkedin members on or off
LinkedIn. Your content could be
visible in search results (Google, Bing

ete).

Headline Show ()
Summary Show o
Articles & Activity Show o
Current Experience Show o

Details Hide @
Past Experience Show o

Details Show o
Education Show o

Details Show o
Certifications Show o

Source:LinkedIn

1 Profile Discoverability By Email. When this setting was limited to LinkedIn
connections, it prevented Microsoft fro
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LinkedIin member profiles. Microsoft could still obtain probable matches for the

viewee using the viewete?®s name, company,
Figure 15. Screenshot Of The Setting AProfi
< Back

Discover by email
Who can discover your profile or connect with you if they have your email address?

N .

() 1st degree connections

\_/

."_.\. -

(_ ) 1stand 2nd degree connections

o Anyone

Your 1st-degree connections can always discover you, since you're already connected with them. Learn more

Source:LinkedIn

ii. Measures implemented

LinkedIn has created an LPC privacy setting available only to Linke&W-Based

Me mber s. The privacy setting controls wf
data is made available via the LPC APIs. The setting design includes the following
components:

1 Member setting. EEA-Based Members are, by default, opted of LPC {.e., the
setting is, by default, fAoffod) and via I
their profile data in LPC

1 Availability based on profile location. This new setting remains available even if
that member subsequently changes their profile location to & Bénlocation.
There is no requirement that the member must have previously interacted with the
setting. In particular:

o The default setting does not change wh
from an EEA to a nofEEA location.

o Ifamember with an EEA profile location changes their setting and then changes
to a noREEA profile location, the changed setting still applies.

o If a member with a noEEA profile location changes to an EEA location, the
setting becomes available to them.

1 Standalone. This setting does not override existing member setting selections,
such as the fields the member has selected to include inptlghicly-visible

25 SeeDiscoverby email
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profile.

1 Connected Microsoft / LinkedIn accounts. If an M365 user binds or connects
their Microsoft and LinkedIn accounts, the binding, which impacts the viewer
experience as discussed above, does not override this setting.

56. The following description covers: (i) the technical changes in the process elisings
data for LPC for EEABased Members; and (ii) the new Ul for the LPC setting available
to EEA-Based Member®

1 Technical changes in the process for LPC crosgse

57.  LinkedlIn provides below a detailed description of the new process applicable for LPC
for all EEA-Based Members.

Table 1. Description Of The Previous Process For LPC And Changes Made For
EEA-Based Members

Previous Process New Process For EEABased Members

Under thenewly-created privacy setting, EE/
Based Me mber s 6 sett

N/A privacy setting is continually updated in
settings database. Notifications of updates
sent to all services that use the settings data,

LinkedIn generated a search index, which i
way of organizing and storing the data to mak LinkedIn generates a search index that incly
easier and faster to search. LinkedIn seg the new privacy settings. The index consur
capabilities are made possible by leveragingand r esponds to the

internal search technology.

Microsoft sent an API request with certg
per sonaPartndrdbatad ) ( A ¢ o n | No Change: Microsoft sends an API reque
email address, first name, last name, compj with Partner Data for the LinkedIn members tt
and/or job title, for the members they @ are searching for on the LinkedIn CPS.

searching for on the LinkedIn CPS.

Upon receiving this request, LinkedIn searc
for relevant Linkedln members matching f
input provided in the request against the se;
index. This query contains the logic to inclu
EEA-Based Members only if their setting val
exists and is turnedno

Upon receiving this request, LinkedIn searck
for relevant members matching the inf
provided in the request.

26 The existing terms for Microsoftos use of
measure without amendments.
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Previous Process

New Process For EEABased Members

This search could be based on email add
only, which produced only one matc
Alternatively, this search could be based on
or more of the data fields (such as first name,
name, company, title) which resulted in multiy
i f u Z pgrgba@ble matches.

No Change:This search could be based on en
address only, which produces only one ma
Alternatively, this search could be based on
or more of the data fields (such as first name,
name, company, title) which results in multiy
i f u Z pgrgba@ble matches

The matching processould result in a set o
member identifiers, which were then us
internally to request further information abg
the relevant member o
their education history, career histoeyc

No Change:The matching process may result
a set of member identifiers, which are then u
internally to request further information abc
the relevant member
their education history, career histoeyc

After applying applicable privacy settings a
trust policies, LinkedIn returned the resulting
of member profiles along with their obfuscat
member identifiers a
request.

After applying any additional privacy settin
and trust policies, LinkedIn returns the result
set of member profiles along with thg
obfuscated member identifiers as a respons
Mi crosoftds request.

member identifiers (orprofile data) in the
response for those EEBased Members fo
whom the new privacy setting value is turned |

Microsoft could cache the obfuscated meml
identifiers for matching purposes aoduld use
the obfuscated member identifiers (3
Linkedlnds online nré
to directly retrieve member profile informatic
(again, subject to applicable privacy settings)

Microsoft may cache the obfuscated mem
identifiers for matching purposes and may

the obfuscated member identifiers (g
Linkedlnés online me
directly retrieve member profile information.

this scenario, the online membe&ecoration
service checks the applicable privacy setti
(including the new privacy setting) against 1
settings database before returning any prq
data. LinkedIn returns an empty result
Microsoft if the new privacy setting value

turned off.

27
belonging to a member identifier.

The online member decoration service is an API tool that allows developers to fetch profile data
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Previous Process New Process For EEABased Members

If LinkedIn identifies Partner Data as bei
associated with an EEBased Member (such :
through an exact match based on email addi
that has elected not tpt-in to LPC via the ney
privacy setting, LinkedIn limits its use of su
Partner Data to the following LPC use cases
(a) antiabuseite. , t o i denti f
exfiltration attack on this API); and (I
debugging, including load / capacity
monitoring?®

In addition to matching, LinkedIn used t
Partner Data to support the following LPC (
cases for: (a) anfibuseite. , t o i de

any dataexfiltration attack on this API); (b
debugging, including loabticapacity monitoring
and (c) search relevance (including monitor
match rates and improve relevance models).

Source:LinkedIn
1 New Ul for the LPC setting applicable toEEA-Based Members

58. LinkedIn did not contemplate a LinkedIn-pmoduct prompt for this setting. Instead,
LinkedIn has added a new LPC privacy setting in the Settings Hub forBzSAd
Members:

28 Debugging is the process of detecting and removing errors from the LPC API integrations. It
is often prompted by a user complaint about a particular query or their user experience.
Debugging could also include measures to prevent future integratioe&itwch as analyzing
the load capacity by reproducing recorded traffic and testing how the system behaves under the
relevant load.
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Figure 16. New Ul For LPC Setting For EEA-Based Member$®
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Source:LinkedIn
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60 The new LPC setting is available 1in
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30 SeelinkedIn profile data in Microsoft profile card services

81 SeeVisibility of your profile & network

31


https://www.linkedin.com/mypreferences/d/profile-visibility-for-partners
https://www.linkedin.com/mypreferences/d/profile-visibility-for-partners
https://www.linkedin.com/help/linkedin/answer/a6233054
https://www.linkedin.com/mypreferences/d/categories/profile-visibility

61.

Non-Confidential Version

Figure 17. Screenshot Of AVisibilitybo
1217 « oll T .
« Visibility 2]

Visibility of your profile & network
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Who can see or download your email
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and interests Off =

Page owners exporting your data off =

Profile preview in Microsoft

L off =
applications
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# o & a2 =
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Source:LinkedIn

3. CrossUse Of LinkedIn Data For Microsoft Advertising And LMS

Prior to March 2024, Linkedin had shared with Microsoft Advertising
[CONFIDENTIAL] for certain LMS purposes, including targeting, serving, and
measuring the performance of (including forecasting) more personalized
advertisements to LinkedIln members on Microsoft properties. In order to comply with
the requirements of Article 5(2)(c) tfe DMA, Microsoft ended by 6 March 2024 the
relevant data flows with Microsoft Advertisirig.

82 In the first half of 2025, Microsoft plans [EONFIDENTIAL].
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4, Li nkedl| n-Based Razdss Gomntrol Layer

To ensure compliance with the DMA, LinkedIn hhbsilt a comprehensivelata
architecture layeii the PBAC Layeri t h a't ensures that

Li nke

customerso6 information i softhe@BMA i nLcokedli a
data management system is composed of different data environments that are connected

via different pipelines that ingest, process, and store data. These ultimately power
feat

Linkedl nos websites, services, eaman

environments: (i) theData Infrastructure Environment, (i) the Application

Environment, and (iii) the PBAC Layer that governs the flow of data between the

first

two in compliance with various internal policies governed by member privacy settings,

relevant regulatory compliancand other requirements.

It is these logical separations and controls provided by the PBAC Layer that, éoisure
examplet he r el evant dat as et EBEAmember coosent andt o mb i
only the permitted CPS personal data is cresesd within the meaning of Article 5(2)(c)

of the DMAfor unconsented EEBasedMembers. There are two aspects of the PBAC

layer: the first one is to ensure that only authorized LinkedIn employees can access a
given source of information. The second is that even for authorized employees, the
data that can be accessed is scoped to the specific purpose of that access, and in the case
of the DMA, accounting for the status of member consents, for instance. The resolution

of a valid request to access data in compliance with various policies isrigngkd by
an internal system called Groot.

Groot allows LinkedIn to refine its current data processes according to various policies.

For example, if an EE/BasedViember does ngirovideconsent for their information
being used beyond the Linkedin CPS, Groot ensures that MLmodels for other

services (beyond the designated CPS) do not have access to that data by removing it
from the data that the MLAI models access for training purposes, thereby ensuring
that no combination occurs witho@nduser consent. Groot distinguishes data

combinatio and crossise and allows permitted cresse without conserit.

5.  Trustworthy Design ReviewProcess

To aid in ensumg DMA compliance, LinkedIn also relgeon its pre-existing legal
review process fonew product/ feature launches or materiapdatesto existing

productd features the TDR processTheTDR processinvolvek i nkedl nds Pr o

EngineeringlLegal, and other teams arabnsists ofcrossfunctional reviewsof new
and existing products and featuresdetermine relevantrust, legal, and security
requiremerd.  After its initial DMA compliancein March 2024, Linkedlrhassince

33

As LinkedIn is constantly refining its PBAC framework, building upon solutions over its past,

one can conceptualize it as having two core components: (i) how one defines and controls a

policy and (ii) how one enforces it. Groot ensures that each pdiisyaltrlearly stated and
reviewed purpose for enforcement. For
CPS data cannot be used by Jobs service

exampl
witho

enforces by (i) first checking the origin of the d#ia reader wants to access and the purpose
of the reader, (i) if the origin is the LinkedIn CPS and the purpose is Jobs, Groot determines
that such a policy is applicable, (iii) checking the underlying member consent, and (iv) if
consented, allowing theeader toview the data; if unconsented, Groot removes the data from

the reader to view.
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updatedits TDR procesdo include more tailoredeview processefor the relevant
obligationsunderthe DMA.

Compliance With Article 5(2)(d) Of The DMA

Article 5(2)(d) of the DMA requiregnduser consent to sign end users into other
services of the gatekeeper in order to combine personal data. LinkedIn does not sign
members into any other services provided by Microsoft in order to combine the
LinkedIn CPSenduser personal data with the other services. Memberssighanto
LinkedIn are also automaticallgignedinto the services provided together with
LinkedIn (e.g, Jobs, Learning), but that sigmis not for the purposes of combining
enduser personal data between those servi
together in an integrated manner on the LinkedIn platform use the same member sign
in and credentials, with the exception of enterprise unbound Learning accasints (
explaing abovg. Indeed, having a single professional identity and account on the
platform enables Linkedln members to have an authenticated user experience while
loggedin and engagingn the LinkedIn platform, except for unbound Learning. Even
though these services on the LinkedIn platform use the same memibertloaf is not

done in order to combine personal data. And, as explabegiein Section B
LinkedIn fully complies with the DMA for personal data combinations falling within

the scope of Article 5(2)(b) after the membgmnsin.

i) specific information (including, if applicable, data points, visual
illustrations and recorded demog$? for each measurémplemented in the
context of Regulation (EU) 2022/1925, regarding:

a) the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

Microsoft refers taSection 2.1.2 (i¥or a description of the relevant situation prior to
the DMA, as well as any new measures implemented for compliance of the LinkedIn
CPS with Article 5(2) of the DMA.

b) when the measure was implemented;

The new measures described $ection 2.1.2 (i) above were maintained or
implemented byhe DMA compliance deadline

C) the scope of the measure in terms of the products/services/devices covered,

Microsoft refers toSection 2.1.2 (i)for a description of the scope of all relevant
measures ensuring the Linkedln CPS6 compl

34 For example, this may be particularly relevant to illustrate changes impacting user journeys.
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d) the geographic scope of the measure (e.g., if the implementation of the
measureextendsbeyond the EEA, please specify);

All new measures described $ection 2.1.2 (iwill apply only to relevant EEAand
Switzerlandbased members, as determined according to the information available in
their LinkedIn profile.

e) any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), opeation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

Microsoft refers toSection 2.1.2 (iJabovefor a description of the technical changes
made in connection with the implementation of the new measures to comply with
Article 5(2) of the DMA, as applicable to the LinkedIn CPS.

f) any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screens3® consent forms2¢ warning messages, system
updates, functionalities available, or customer journey to access
functionalities®’);

Microsoft refers tGection2.1.2 (i)abovefor a description of any changes made to the
user experience, as defined in this section, in connection with the implementation of
any new measures to comply with Article 5(2) of the DMA, as applicable to the
LinkedIn CPS.

0) any changes to (i) the remuneration flows in connection with the use of the
Undertakingbdés core platform service
revenue share for the relevant service(s), introduction of new fees,
provisions and practices related to
remuneration flows between the Undertaking and the business users or
end users, as applicable) and (ii) the other terms anconditions provided
to end users and business users (or individually negotiated agreemsnt
with business and/or end users), or where applicable, changes to existing
terms and conditions, required by the implementation of the measure

35 For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of making a selection; the users to which the
choice screen is shown and when.

36 This applies to all types of consent required under Regulation (EU) 2022/1925, regardless of
whet her this is via a Aformd or any other forr
87 The Undertaking must provideaclitly-c | i ck descri ption of thehe end

user interface. The Undertaking may submit visual illustrations and/or recorded demos.
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concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

None

h) any other relevant changes made in connection with the implementation
of the measure concerned not covered by points e) to g) above;

All changes related to the implementation of any new measures to comply with Article
5(2) of the DMA, as applicable to the Linkedln CPS, are described in the above
sections.

)] any consultation’® with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into amamt. Provide a list of
end users, business users and/or any interested parties consulted in this
context and a highlevel description of the topic of the consultation with
those users/parties;

None

)] any involvement of external consultants in the elaboration of the measure,

including a description of the consu

independent from the Undertaking, a description of both their output and
the methodology used to reach that oput and, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed;

LinkedIn previously engagedvith an independent data privacy and consent
consultation agency to do the following: (i) summarize their relevant knowledge on
seeking user consents in the EU based on their experience in the market, (ii) review
pros and cons of approaches to conserhennmbarket based on learnings from recent
consents by other compani es, and (111)
approach and help apply industry best practices. The agency did not conduct any user

r

(

researchon Linkkl nds behal f . Their best practic:

clear and transparent language and provide sufficient information to optimize user
comprehension without overwhelming users with too much information, both of which
were followed by LinkdIn in designing its Article 5(2consent for EEABased
Members to comply with thBMA .

k) any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where
relevant (e.g., interoperability), the results of the evaluation of existing
open standards and/or state of the arimplementations and the reasons
for not choosing them;

Regarding the measures related to the LPC API, LinkedIn had previously considered
alternatively just removing profile data from LPC for ElBased Members, but

38 This information should include a description of the methodology for the consultation.
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LinkedIn was concerned about a negative impact on those members who would not be
able to display their profile data in M365 applications and would therefore miss out on
the networking and branding opportunities that those applications provide. In gddition
the wholesale removal of profiles for EEBased Members would negatively impact

customerso6 / viewerso6 use of LPC in Outlo
)] any actiontakento inform end users and/or business users of the measure,

their feedback; and any changes to the measure implemented on the basis

of this feedback;

In February 2024, LinkedIn published a company post amdiaged article to inform
its members about the forthcoming DMA consent experience forBE&S®dVembers
and related Help Center articles to provide more detailed inform&tion.

In November 2024, LinkedIn published a platform banner and a related Helgr Cent
article to inform its members about the
personalizedadvertising practices including the new GDPR consent experience for
EEA-BasedMe mber s and corresponding changes to
particularly, in the European Regional Privacy Notite).

m) where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

n) where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are
strictly necessary and justified and thee are no less restrictive means to
achieve thesgoals

None

0) any type of market analysis or testing (in particular A/B testing'),
business user surveys or consumer surveys or end user consent rdtes,

39 SeeLinkedln in Europe: Changes for the Digital Markets Ao Connecting to LinkedIn
Services

40 SeelLinkedin European Regional Privacy Notiemd Use of your data for personalized
advertising

4 A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testing and consumer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligasi which include a change
to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

42 End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) and 6(10)).
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that have been carried outo estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/1925;

LinkedIn haspreviouslyconductedhe following consumer surveys (géfatform)and
tests (omplatform) to directionally gaugeenduser comprehension of variants of
potential DMAspecific consent languagad design

1 [CONFIDENTIAL].

1 [CONFIDENTIAL].

1 [CONFIDENTIAL].

1 [CONFIDENTIAL].

p)

None

a)

any type of market analysis or testing (in particular A/B testing), business

user surveys orconsumer surveys or end user consent rates, that have
been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measure on the objectives of Regulation
(EV) 2022/1925%*

a set of indicators which allow or will allow based on their future evolution
the assessment of whether the measures implemented by the Undertaking
to ensurecompliancear e oO6ef fective in achievi

n
Regul ation and of the relevant oblig

Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

Microsoft refers to the introduction of the Compliance Report. Microsoft believes that
the transparent nature of LinkedIn is the most relevant indicator that the objectives of
the DMA are being achieved. Nonetheless, Microsoft remains open to discaisging
additional indicators or data that would assist the Commission in its assessment whether
a particular measure is effective in achieving the objectives of the DMA, taking into
consideration the prexisting measures of Linkedin.

Y

any relevant date® which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the red@t core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments

43

44

45

The full methodology for any analysis, testingsoirvey shall be included in the Compliance
Report.

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

Reported on a sufficiently disaggregated basis to be informative (for example, by reference to
each business user) and, if applicable, per type of device.

38
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related to those preinstalled defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

As outlined inSection 2.1.2 (ii) (g)above,Microsoft remains open to discussing any
indicators or data that would assist the Commission in its assessment whether a
particular measure is effective in achieving the objectives of the DMA. In assessing
such metrics, it will be important to consider etther the prexisting design and
operation of the platform was largely consistent with the provisions in question or
whether significant changes were required. In the former circumstance one would not
expect 6 see measurable changes in end user or business user behavior and metrics
may not be indicative of effectiveness

S) any internal systems and tools used to monitor the effectiveness of the
measure and theoutput of such internal systems and tools;

Microsoft remains open to discussing any indicators and waymaitor those
indicators that would assist the Commission in its assessment of whether a particular
measure is effective in achieving the objectives of the DMA, including metrics that
track the choices made by users under mechanisms required by the DMAssuc
consent rates, installing and setting applications as the default, use of data portability
mechanismsor others

t) where applicable, when compliance requires granting third parties (e.g.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties will be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.g.
whether the shared data/interface or other techical feature can be
independently audited, data access policies, data retention policies and
measures to enable secure data access).

None
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Regarding Article 5(3)

88. Microsoft refers td&Section 2.3below
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Regarding Article 5(4)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

Microsoft confirms that as of the date of this report ité@sureccompliance with the
obligation laid down in Article 5(4) of the DMA, as applicable to the LinkedIn.CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data* and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) ofRegulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paEsignation or that
the Undertaking has implemented postlesignation, and

Article 5(4) of the DMAprovides:it]he gatekeeper shallow business users, free of
charge, to communicate and promote offers, including under different conditions, to
end users acquired via its core platform service or through other channels, and to
conclude contracts with those end users, regardless ohehébr that purpose, they

use the core platform services of the gatekeeer

Mi crosoftds Linkedln online social net wit
obligations set out in Article 5(4) of the DMA prior to the designation of this CPS under

the DMA. As a result, Microsoft did not implement any further measures to ensure
compliarce.

Article 5(4) of the DMA. LinkedIn does not imposethrough its terms or practicés

any | imitations on business ufseeaf-chdrgeabi | it
offers to end users acquired via its online social networking CPS or through other
channels, or to conclude contracts with those end users. This was true before the DMA
was adopted and no change was necessary for the Linkedin CPS to complyswith thi

DMA obligation

46 The Undertaking shall have any underlying raw data ready to be made available to the

Commission in the event the Commissions requests this raw data.
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None.

None.

d)

None.

None.
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specific information (including, if applicable, data points, visual
illustrations and recorded demo$’) for each measure implemented in the
context of Regulation (EU) 2022/1925, regarding:

the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

when the measure was implemented;

the scope of the measure in terms of the products/services/devices covered;

the geographic scope of the measure (e.g., if the implementation of the
measureextends beyond the EEA, please specify);

any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), opeation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screend® consent forms?° warning messages, system
updates, functionalities available, or customer journey to access
functionalities®0);

a7

48

49

50

For example, this may be particularly relevant to illustrate changes impacting user journeys.

For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of making a selection; the users to which the

choice screen is shown and when.

This applies to all types of consent required under Regulation (EU) 2022/1925, regardless of

whet her this is via a fiformd or any other

The Undertaking must provideaclitly-c | i ck description of the
user interface. The Undertaking may submit visual illustrations and/or recorded demos.
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g)

None.

h)

None.

None.

)

None.

k)

None.
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any changes to (i) the remuneration flows in connection with the use of the
Undertakingbs core platform servi
revenue share for the relevant service(s), introduction of new fees,
provisions and practices relatedtd he busi ness userso
remuneration flows between the Undertaking and the business users or
end users, as applicable) and (ii) the other terms and conditions provided
to end users and business users (or individually negotiated agreemsnt
with business and/or end users), or where applicable, changes to existing
terms and conditions, required by the implementation of the measure
concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

any other relevant changes made in connection with the implementation
of the measure concerned not covered by points e) to g) above;

any consultatiorP* with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into ammt. Provide a list of
end users, business users and/or any interested parties consulted in this
context and a high level description of the topic of the consultation with
those users/parties;

any involvement of external consultants in the elaboration of the measure,

ce (

pri

including a description of theconsul tantsé mission, w

independent from the Undertaking, a description of both their output and
the methodology used to reach that output and, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed;

any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where
relevant (e.g., interoperability), the results of the evaluation of existing
open standards and/or state of the arimplementations and the reasons
for not choosing them;

51

This information should include a description of the methodology for the consultation.
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104.

105.

106.

107.

108.

None.

None.

P)

None.

Q)

Non-Confidential Version

any action taken to inform end users and/or business users of the measure,
their feedback; and any changes to the measure implemented on the basis
of this feedback;

where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are
strictly necessary and justified and there are no less restrictive means to
achieve these goals;

any type of market analysis or testing (in particular A/B testing?),
business user surveys or consumer surveys or end user consent rafes,
that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/1925;

any type of market analysis or testing (in particular A/B testing), business
user surveys or consumer surveys or end user consent rates, that have
been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measwe on the objectives of Regulation
(EU) 2022/1925%°

a set of indicators which allow or will allow based on their future evolution

the assessment of whether the measures implemented by the Undertaking

to ensure compl i aachievingahe ebjedtieet bfehist i v e |
Regul ation and of the relevant obl i ge

52

53

54

55

A/B testing is an experiment where #gdience is randomly split to test a number of variations

of a measure and determine which performs better. A/B testing and consumer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligations which include a change

to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) and 6(10)).

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.
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Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

109. None.

r any relevant date® which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the red@w core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to thosepre-installed defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

110. None.

) any internal systems and tools used to monitor the effectiveness of the
measure and the output of such internal systems and tools;

111. None.

t) where applicable, when compliance requires granting third parties (e.g.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties wil | be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.qg.
whether the shared data/interface or other technical feature carbe
independently audited, data access policies, data retention policies and
measures to enable secure data access).

112. None

56 Reported on a sufficiently disaggregated basis to be informative (for example, by reference to
each business user) and, if applicable, per type of device.
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114.

115.

116.
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Regarding Article 5(5)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

Microsoft confirms that as of the date of this report itér@sureccompliance with the
obligation laid down in Article 5(5) of the DMA, applicable to the Linkedin CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data®’ and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paesignation or that
the Undertaking has implemented postlesignation, and

Article 5(5) of the DMAprovides:ijt|he gatekeeper shadlllow end users to access

and usethroughits core platform services, content, subscriptions, features or other
items, by using the software application of a business user, including where those end
users acquired such items from the relevant business user without using the core
platform service®sf the gatekeepér.

LinkedIn does not place any restrictions or limitations on the ability of end users to
access and use, through its online social networking CPS, content, subscriptions,
features, or other items, by using the software application of a business user, and
the ef ore Microsoft already complied with
adoption.

In fact, no software applications run threLinkedIn CPS, and therefore Article 5(5) of

the DMA does not apply to this CPS as it is currently structuxded.does the LinkedIn

CPS have paid thirgarty content, subscriptions, or featurd=urther, regarding the
reference in Recital 41 of the DMA to application stores and virtual assistants, LinkedIn
does not offer an application store or virtual assistant, nor does it have third parties
through these means.

57 The Undertaking shall have any underlying raw data ready to be made available to the

Commission in the event the Commissions requests this raw data.
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117.

118.

1109.

120.

121.

122.

None.
b)

None.

None.

d)

None.

None.

None.

Non-Confidential Version

specific information (including, if applicable, data points, visual
illustrations and recorded demo$®) for each measure implemented in the
context of Regulation (EU) 2022/1925, regarding:

the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

when the measure was implemented;

the scope of the measure in terms of the products/services/devices covered;

the geographic scope of the measure (e.g., if the implementation of the
measure extends beyond the EEA, please specify);

any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), opeation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screen$? consent forms® warning messages, system
updates, functionalities available, or customer journey to access
functionalities®?);

58

59

60

61

For example, this may be particularly relevant to illustrate changes impacting user journeys.

For instance, the specific design of the choice screen,imfbamation is prompted to the users

in the choice screen, including the consequences of making a selection; the users to which the

choice screen is shown and when.

This applies to all types of consent required under Regulation (EU) 2022/1925, regardless of

whet her this is via a fiformd or any other

The Undertaking must provideaclitly-c | i ck description of the
user interface. The Undertaking may submit visual illustrations and/or recorded demos.
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0) any changes to (i) the remuneration flows in connection with the use of the
Undertakingdés core platform service (
revenue share for the relevant service(s), introduction of new fees,
provisions and practices relatedtd he busi ness userso pri
remuneration flows between the Undertaking and the business users or
end users, as applicable) and (ii) the other terms and conditions provided
to end users and business users (or individually negotiated agreemsnt
with business and/or end users), or where applicable, changes to existing
terms and conditions, required by the implementation of the measure
concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

123. None.

h) any other relevant changes made in connection with the implementation

of the measure concerned not covered by points e) to g) above;
124. None.

)] any consultatiorf>with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into ammt. Provide a list of
end users, business users and/or any interested parties consulted in this
context and a high level description of the topic of the consultation with
those users/parties;

125. None.

)] any involvement of external consultants in the elaboration of the measure,
including a description of the consu
independent from the Undertaking, a description of both their output and
the methodology used to reach that outputand, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed;

126. None.

K) any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where
relevant (e.g., interoperability), the results of the evaluation of existing
open standards and/or state of the arimplementations and the reasons
for not choosing them;

127. None.
62 This information should include a description of the methodology for the consultation.
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128.

129.

130.

131.

132.

None.

None.

P)

None.

Q)

Non-Confidential Version

any action taken to inform end users and/or business users of the measure,
their feedback; and any changes to the measure implemented on the basis
of this feedback;

where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are
strictly necessary and justified and thee are no less restrictive means to
achieve these goals;

any type of market analysis or testing (in particular A/B testing?),
business user surveys or consumer surveys or end user consent réfes,
that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/1925;

any type of market analysis or testing (in particular A/B testing), business
user surveys or consumer surveys or end user consent rates, thatve
been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measure on the objectives of Regulation
(EU) 2022/1925%6

a set of indicators which allow or will allow based on their future evolution

the assessment of whether the measures implemented by the Undertaking

to ensure compliance are o6effective
Regulation and of the relevant oblig¢ t i on 6, as required
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A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testingarsdimer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligations which include a change
to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) and 6(10)).

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.
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Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

133. None.

r any relevant daté” which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the red@w core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to thosepre-installed defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

134. None.

) any internal systems and tools used to monitor the effectiveness of the
measure and the output of such internal systems and tools;

135. None.

t) where applicable, when compliance requires granting third partiege.g.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties will be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.qg.
whether the shared data/interface or other technical feature can be
independently audited, data access policies, data retention poés and
measures to enable secure data access).

136. None

67 Reported on a sufficiently disaggregated basis to be informative (for example, by reference to
each business user) and, if applicable, per type of device.

50



137.

138.

139.
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Regarding Article 5(6)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

Microsoft confirms that as of the date of this report ité@sureccompliance with the
obligation laid down in Article 5(6) of the DMA, as applicable to the LinkedIn.CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data®® and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paEsignation or that
the Undertaking has implemented postlesignation, and

Article 5(6) of the DMA providesfit] he gatekeeper shall not directly or indirectly

prevent or restrict business users or end users from raising any issue cdmgfiance

with the relevant Union or national law by the gatekeeper with any relevant public
authority, including national courtsefated to any practice of the gatekeepér Arti cl
5(6)ofthe DMAal so pr ovi des twithout prejidicesto tieelightoff at i o n
business users and gatekeepers to lay down in their agreements the terms of use of
lawful complaintshandling mechaisms 0

Microsoft has creatednd maintainsa centralized webpage to provide information
regarding, and receive feedback (@NMAut Mic
Feedbaclo .§° On this webpagMicrosoft clearly statethat any business user or end

user may raise any issue of roompliance with any appropriate EU authority. This
statement also makes clear that nothing in any Microsoft agredoretéarms and
conditions)limits anyone from raising such a concern, and provides a way for anyone

to receive additional guidance if they have a concern that any Micresofs and
conditionsconstrain their ability to raise any issue with any EU authofiyllowing

is the statement on Microsoftés DMA Compl

fiMicrosoft customers, users, partners, employees and contractors may raise any
feedback they have regarding Microsoftoé
Mar kets Act using the AShare DMA Compl i a
this website. They maalso raise any feedback with an appropriate EU authority.

Nothing in any Microsoft agreement limits any customer, user, or partner from

raising feedback with an appropriate EU authority. If you have any question about

68 The Undertaking shall have any underlying raw data ready to be made available to the

Commission in the event the Commissions requests this raw data.

69 SeeMi cr osoftdéds Compliance with the DMA
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140.

141.

142.

143.

144.

145.

y O
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ur ability to raise feedback about Mi

DMAFeedback@microsoft.com

The

we bsi t fosubnit®dMACompliamce feedback related to LinkedIn or

Windows, contact DMA Compliance FunctiorLatlAFeedback@microsoft.como

i)

specific information (including, if applicable, data points, visual
illustrations and recorded demo<P) for each measure implemented in the
context of Regulation (EU) 2022/1925, regarding:

the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

Microsoft refers tdSection 2.1.4i) above

b)

when the measure was implemented;

Themeasuravasimplementedr maintainedy the DMA compliance deadline

c)

the scope of the measure in terms of the products/services/devices covered;

This measure applies to the entirety of ltirekedIn CPS.

d)

the geographic scope of the measure (e.g., if the implementation of the
measure extends beyond the EEA, please specify);

This measure applies throughout the entirety of the EEA.

e)

None.

f)

any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), opeation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screeng! consent forms/2 warning messages, system

70
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72

For example, this may be particularly relevant to illustrate changes impacting user journeys.

For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of making a selection; the users to which the
choice screen is shown and when.

This applies to all types afonsent required under Regulation (EU) 2022/1925, regardless of

whet her this is via a Aformd or any other forr
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updates, functionalities available, or customer journey to access
functionalities’3);

146. None.

s)] any changes to (ijhe remuneration flows in connection with the use of the
Undertakingbdés core platform service (
revenue share for the relevant service(s), introduction of new fees,
provisions and practices related to the businessusés pr i ci ng pol i ¢
remuneration flows between the Undertaking and the business users or
end users, as applicable) and (ii) the other terms and conditions provided
to end users and business users (or individually negotiated agreements
with business andor end users), or where applicable, changes to existing
terms and conditions, required by the implementation of the measure
concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

147. None.

h) any other relevant changes made in connection with the implementation
of the measure concerned not covered by points e) to g) above;

148. None.

)] any consultation’* with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into ammt. Provide a list of
end users, business users and/or any interested parties consulted in this
context and a high level description of the topic of the consultation with
those users/parties;

149. None.

)] any involvement of external consultants in the elaboration of the measure,
including a description of the consu
independent from the Undertaking, a description of both their output and
the methodology used to reach that oput and, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed;

150. None.

k) any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where
relevant (e.g., interoperability), the results of the evaluation of existing

& The Undertaking must provideaclitly-c | i ck description of the end
user interface. The Undertaking may submit visual illustrations and/or recorded demos.

74 This information should include a description of the methodology for the consultation.
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open standards and/or state of the art implementations and the reasons
for not choosing them;

151. None.
)] any action taken to inform end users and/or business users of the measure,
their feedback; and any changes to the measure implemented on the basis
of this feedback;
152. For each item ofDMA Feedback thatMicrosoft receives, Mi crosoftoés

Compliance Function engages directly with the reporting party, and informs the
reporting party oMi c r o espbnsedastheir feedback. To date, Microsoft has not
needed to take any action in response toRNW Feedback and, therefore, has not
informed any reporting party of any changes made based upobDMAieedback

m) where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

153. None

n) where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are
strictly necessary and justified and thee are no less restrictive means to
achieve these goals;

154. For each item oDMA Feedback that Microsoft has receivdticrosoft has ensured
that the reporting partydés information w
individuals outside of the DMA Compliance
personal and confidential data with the limited group of personnel assisting in
responding to th®MA Feedback. Only DMA Compliance Officers, including the
Head of Microsoftdés DMA Compliance Functi
receives each DMA Feedtlaitem, to ensure that each item is reviewed independently,
and that any personal and confidential data is removed befoE2MhAeFeedback is
shared outside of the DMA Compliance Function. Finally, each DMA Compliance
Function member is trained to maintain the integrity, privacy, and confidentiality of the
DMA Feedback material thidicrosoftreceives

0) any type of market analysis or testing (in particular A/B testing®),
business user surveys or consumer surveys or end user consent rdfes,

s A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testing and consumer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligasi which include a change
to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

76 End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) ang(10)).
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156.

157.

158.
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that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/1928;

None.

p) any type of market analysis or testing (irparticular A/B testing), business
user surveys or consumer surveys or end user consent rates, that have
been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measure on the objectives of Regulation
(EU) 20221925;8

None.

q) a set of indicators which allow or will allow based on their future evolution
the assessment of whether the measures implemented by the Undertaking
to ensure compliance are O6effective
Regulation and of the relevant oblig t i on 6, as required
Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

Microsoft refers tdhe introductiorof the Compliance ReporMicrosoft believes that
thetransparent nature ainkedIn is the most relevant indicator that the objectives of

the DMA are being achievedNonetheless, Microsoft remains open to discussing any
additional indicators or data that would assist the Commission in its assessment whether
a particular measure is effective in achieving the objectives of the DMA, taking into
consideration the prexising measuresf LinkedIn.

r any relevant data® which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the red@w core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to thosepre-installed defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

As outlined inSection 2.1.2 (ii) (g)above,Microsoft remains open to discussing any
indicators or data that would assist tBemmission in its assessment whether a
particular measure is effective in achieving the objectives of the DMA. In assessing
such metrics, it will be important to consider whether theemisting design and
operation of the platform was largely consisteith the provisions in question or
whether significant changes were required. In the former circumstance one would not

” The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

8 The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

IS Reported on aufficiently disaggregated basis to be informative (for example, by reference to

each business user) and, if applicable, per type of device.
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expect to see measurable changes in end user or business user behavior and metrics
may not be indicative of effectiveness

) any internal systems and tools used to monitor the effectiveness of the
measure and the output of such internal systems and tools;

Microsoft remains open to discussing any indicators and ways to monitor those
indicators that would assist the Commission in its assessment of whether a particular
measure is effective in achieving the objectives of the DMA, including metrics that
track tre choices made by users under mechanisms required by the DMA such as
consent rates, installing and setting applications as the default, use of data portability
mechanismsor others

t) where applicable, when compliance requires granting third parties (e.qg.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties wil | be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.qg.
whether the shared data/interface or other technical feature carbe
independently audited, data access policies, data retention policies and
measures to enable secure data access).

None
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Regarding Article 5(7)

2.1.1. The following statement confirming compliance with theobligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

Microsoft confirms that as of the date of this report ité@sureccompliance with the
obligation laid down in Article 5(7) of the DMA, as applicable to the LinkedIn.CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data® and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paEsignation or that
the Undertaking has implemented postlesignation, and

Article 5(7) of the DMA providesiit] he gatekeeper shall not require end users to use,
or businesausers to use, to offer, or to interoperate with, an identification service, a
web browser engine or a payment service, or technical services that support the
provision of payment services, such as payment systemsdpp ipurchases, of that
gatekeeper inthe context of services provided by the business users using that
gatekeeper 6s coroe platform services

LinkedIn does not offer any web browser engine or a payment service, or technical
services that support the provision of payment services, such as payment systems for
in-app purchases, and thus necessarily does not require any end user to use, to offer, or
to interoperate with any such service.

The only service offered by LinkedIn that could potentially be considered an

fidentification service 1 n t hat sense is ASign i n Wi
Conn écd tod allowing thirdparty applications to authenticate LinkedIn
member§and obtain | imited profile informat

service, however, is not used to verify that the LinkedIn profile is tied to the real identity
of a particular persdias required under Article 2(19) of the DMA to qualify as an
fidentification servicé ( d e f ia typedof sargice firovided together with or in
support of core platform services that enables any typerdication of the identity of

80 The Undertaking shall have any underlying raw data ready to be made available to the
Commission in the event the Commissions requests this raw data.

81 SeeSign In with LinkedIn using OpenID Connect

82 Authentication here means only that the tool enables-fiarty applications to confirm that a
given user of that application is a member of LinkedIn.

83 The devel oper page f oKeepihinisdSkyilhwith pnkedin @ising al | y |

OpenlIDConnect does not verify user identities and should not be marketed asd&uch
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end usersor business users, regardless of the technologycused e mp hasi s ad
Given that ASign In with Linkedln Using (
fienable[ é hny type of verification of the identity of end users or businessausers

(Article 2(19) of the DMA) LinkedIn does not offer an identification service as defined

under the DMA.

Il n any event, nothing in Linkedlnds ter me
u s eto sse, fo offer, or to interoperate wi t h t hi s feature, so e
a nideftification service 6 t he Linkedln CPS was alread)\
5(7)ofthe DMAi n t hi s regard prior to the DMAG6s

Similarly, Linkedln does noduse te offariorte end
interoperate with any ot h-e wn dtikrtifftatiencsdntce, a web browser

engine or a payment service, or technical services that support the provision of payment
services (Article 5(7) of the DMA).

LinkedIn enabls membersto verify certain elementsof their identity using a
governmenissuedD andreceiveail v e r ibddge@shieldcontainingacheckmark)
on their profile.  Their identity verification becomes part of their profile
data® Verification is optionalandthereforecompliantwith Article 5(7) of the DMA

[CONFIDENTIAL].

i) specific information (including, if applicable, data points, visual
illustrations and recorded demo$®) for each measure implemented in the
context of Regulation (EU)2022/1925, regarding:

a) the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

None.

b) when the measure was implemented;

None.

C) the scope of the measure in terms of the products/services/devices covered,

None.

d) the geographic scope of the measure (e.g., if the implementation of the
measure extends beyond the EEA, please specify);

None.

e) any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal

84 SeeVerifications on your LinkedIn profilandldentity verification via Persona

85 For example, this may be particularly relevant to illustrate changes impacting user journeys.
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data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), operation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or prameters of online
advertising auctions);

173. None.

f) any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screen$® consent forms8’ warning messages, system
updates, functionalities available, or customer journey to access
functionalities®?);

174. None.

s)] any changes to (i) the remuneration flows in connection with the use of the
Undertakingbés core platform service (
revenue share for the relevant service(s), introduction of new fees,
provisions and practicesrelatedtd he busi ness userso pri
remuneration flows between the Undertaking and the business users or
end users, as applicable) and (ii) the other terms and conditions provided
to end users and business users (or individually negotiated agreemsnt
with business and/or end users), or where applicable, changes to existing
terms and conditions, required by the implementation of the measure
concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

175. None.

h) any other relevant changes made in connection with the implementation
of the measure concerned not covered by points e) to g) above;

176. None.

)] any consultatiorf® with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into ammt. Provide a list of
end users, business users and/or any interested parties consulted in this

86 For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of making a selection; the users to which the
choice screen is shown and when.

87 This applies to all types of consent required uriRlegulation (EU) 2022/1925, regardless of
whet her this is via a fAiformo or any other forr
88 The Undertaking must provideaclitly-c | i ck description of the end

user interface. The Undertaking may submit visual illustrations and/or recorded demos.

89 This information should include a description of the methodology for the consultation.
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178.

179.

180.

181.

182.

None.

J)

None.

K)

None.

None.

context and a high level description of the topic of the consultation with

those users/parties;

any involvement of external consultants in the elaboration of the measure,

including

independent from the Undertaking, a description of both their output and
the methodology used to reach that oput and, if applicable, an

a
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description

of

t he

consu

explanation of the reasons why the recommendations made by the
external consultants were not followed;

any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where

relevant (e.g., interoperability), the results of the evaluation of existing
open standards and/or state of the arimplementations and the reasons

for not choosing them;

any action taken to inform end users and/or business users of the measure,
their feedback; and any changes to the measure implemented on the basis

of this feedback;

where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under

Regulation (EU) 2022/1925;

where applicable, all actions taken to protect integrity, security or privacy

(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are

strictly necessary and justified and thee are no less restrictive means to

achieve these goals;
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184.

185.

None.

p)

None.

Q)

None.
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any type of market analysis or testing (in particular A/B testing©),
business user surveys or consumer surveys or end user consent rdtes,
that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/192%5;

any type of market analysis or testing (in particular A/B testing), business

user surveys or consumer surveys or end useonsent rates, that have

been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measure on the objectives of Regulation
(EU) 2022/1925%

a set of indicators which allow or will allow based on their future evolution

the assessment of whether the measures implemented by the Undertaking

to ensure compliance are O6effective
Regulation and of the relevant oblig t i on 6, as required
Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

any relevant dat&*which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the redew core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to thosepre-installed defaults, counts of end users who switch,

90

91

92

93

94

A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testing and consumer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligas which include a change

to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) and 6(10)).

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

Reported on a sufficiently disaggregated basis to be informative (for example, by reference to
each business user) and, if applicable, per type of device.
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187.

188.

None.

None.

Y

None
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counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

any internal systems and tools used to monitor the effectiveness of the
measure and the output of such internal systems and tools;

where applicable, when compliance requires granting third parties (e.qg.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties wil | be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.qg.
whether the shared data/interface or other technical feature carbe
independently audited, data access policies, data retention policies and
measures to enable secure data access).

62



Non-Confidential Version

Regarding Article 5(8)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

189. Microsoft confirms that as of the date of this report itér@sureccompliance with the
obligation laid down in Article 5(8) of the DMA, as applicable to the LinkedIn.CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data® and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paEsignation or that
the Undertaking has implemented postlesignation, and

190. Article 5(8) of the DMA providesit] he gatekeepeshall not require business users or
end users to subscribe to, or register with, any further core platform services listed in
the designation decision pursuant to Article 3(9) or which meet the thresholds in Article
3(2), point (b), as a condition for begjrable to use, access, sign up for or registering
with any of that gatekeeper s coreoplatfo

191. LinkedIn complies with Article 5(8pf the DMAbecause it does not require business
users or end users to subscribe to, or register with, any fl@®8in order to use,
accesssignup for or register with the LinkedIn online social networking CRSers
may use, accessignup for, and register with the LinkedIn CPS regardless of whether
they subscribe to or register with any other Microsoft CPS that has been designated
(i.e., Windows) or that meet the thresholds in Article 3(2)(b) of the DM&, (the
Outlook.com numbeindependent interpersonabmmunication servicé RIICS0 )
the Microsoft Edge web browser, tiMicrosoft Bing online search engine, and the
Microsoft Advertising online advertising service). Therefahe Linkedin CPS was
already in compliance with Article 5(8) o

9 The Undertaking shall have any underlying raw data ready to be made available to the

Commission in the event the Commissions requests this raw data.
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i) specific information (including, if applicable, data points, visual
illustrations and recorded demo$®) for each measure implemented in the
context of Regulation (EU) 2022/1925, regarding:

a) the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

192. None.

b) when the measure was implemented;
193. None.

C) the scope of the measure in terms of the products/services/devices covered,
194. None.

d) the geographic scope of the measure (e.g., if the implementation of the
measure extends beyond the EEA, please specify);

195. None.

e) any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), opeation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

196. None.

f) any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screen§! consent forms® warning messages, system
updates, functionalities available, or customer journey to access
functionalities®9);

197. None.

96 For example, this may be particularly relevant to illustrate changes impacting user journeys.

97 For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of maldatpetion; the users to which the
choice screen is shown and when.

98 This applies to all types of consent required under Regulation (EU) 2022/1925, regardless of
whet her this is via a fiformd or any other forr

99 The Undertaking must provideclick-by-c | i ck descri ption of the end

user interface. The Undertaking may submit visual illustrations and/or recorded demos.
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Q) any changes to (i) the remuneration flows in connection with these of the
Undertakingdés core platform service (
revenue share for the relevant service(s), introduction of new fees,
provisions and practices related to tF
remuneration flows betwween the Undertaking and the business users or
end users, as applicable) and (ii) the other terms and conditions provided
to end users and business users (or individually negotiated agreements
with business and/or end users), or where applicable, changeséxisting
terms and conditions, required by the implementation of the measure
concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

198. None.

h) any other relevant changes made in connection with the implementation

of the measure concerned not covered by points e) to g) above;
199. None.

)] any consultation'®with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into ammt. Provide a list of
end users, business users and/or any interested parties consulted in this
context and a high level description of the topic of the consultation with
those users/parties;

200. None.

)] any involvement of external consultants in the elaboration of the measure,
including a description of the consu
independent from the Undertaking, a description of both theiroutput and
the methodology used to reach that output and, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed;

201. None.

K) any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where
relevant (e.g., interoperability), the results of the evaluation of existing
open standards and/or state of the arimplementations and the reasons
for not choosing them;

202. None.
100 This information should include a description of the methodology for the consultation.
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None.
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P)

None.

Q)
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any action taken to inform end users and/or business users of the measure,
their feedback; and any changes to the measure implemented on the basis
of this feedback;

where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are
strictly necessary and justified and thee are no less restrictive means to
achieve these goals;

any type of market analysis or testing (in particular A/B testing®?l),
business user surveys or consumer surveys or enger consent rateg??
that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/192%53

any type of market analysis or testing (in particular A/B testing), business
user surveys or consumer surveys or end user consent rates, that have
been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measwe on the objectives of Regulation
(EU) 2022/1925%04

a set of indicators which allow or will allow based on their future evolution

the assessment of whether the measures implemented by the Undertaking

to ensure compliance are o6effective
Regulation and of the relevant oblig¢ t i on 6, as required

101

102

103

104

A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testing and consumer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligat which include a change

to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) and 6(10)).

The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

The full methodology for angnalysis, testing or survey shall be included in the Compliance
Report.
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Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

208. None.

r any relevant data®which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the red@w core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to thosepre-installed defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

209. None.

) any internal systems and tools used to monitor the effectiveness of the
measure and the output of such internal systems and tools;

210. None.

t) where applicable, when compliance requires granting third parties (e.g.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties wil | be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.qg.
whether the shared data/interface or other technical feature carbe
independently audited, data access policies, data retention policies and
measures to enable secure data access).

211. None

105 Reported on a sufficiently disaggregated basis to be informative (for example, by reference to
each business user) and, if applicable, per type of device.
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Regarding Article 5(9)

212. Microsoft refers td&Section 2.3below
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Regarding Article 5(10)

213. Microsoft refers td&Section 2.3below
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Regarding Article 6(2)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

Microsoft confirms that as of the date of this report itér@sureccompliance with the
obligation laid down in Article 6(2) of the DMA, as applicable to the LinkedIn.CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data'®® and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paesignation or that
the Undertaking has implemented postlesignation, and

Article 6(2) of the DMA provides:iit]he gatekeeper shall not use,competition with
business users, any data that is not publisigilable that is generated or provided by
those business users in the context of their use of the relevant core platform services or
of the services provided together with, or in support of, the relevant core platform
services, including data generated provided by the customers of those business
users 0 Recit al In&ertairk cpcurastamcss, atgatekeepefifas g dual
role as an undertaking providing core platform services, eiweiit provides a core
platform service, and possibly other services provided together with, or in support of,
that core platform service to its business users, while also competing or intending to
compete with those same business users in the provigiom sdme or similar services

or products to the same end users [ Té Jprevént gatekeepers from unfairly
benefitting from their dual role, it is necessary to ensure that they do not use any
aggregated or nofggregated data, which could include anonydiand personal

data that is not publicly available to provide similar services to those of their business
users 0

LinkedIn does not use negpublic data generated or provided by business users of the
LinkedIn CPS, as well as the services provided together with or in support of the
LinkedIn CPS, in competition with those business users in the provision of the same or
similar services or products to end usekskedIn similarly does not use ngoublic

data generated or provided by the customers of its business users for this flirpose.

106 The Undertaking shall have any underlying raw data ready to be made available to the

Commission in the event the Commissions requests this raw data.

107 LinkedIn uses business user data generated in the context of a specific LinkedIn product or

service for purposes of maintaining, offering, developing, or improving that same service.
These types of use cases fall outside the scope of Article 6(2) BMliAeas they are in line
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217. LinkedIn offers various tools to its business users for reaching end users of the LinkedIn
CPS, such as LinkedIn Pages, Recruiter, and Sales Navigator. LinkedIn also offers
services provided together with its CPS to business users, such as its Joleraing Le
services, as well as its online advertising service, LMS. None of these services involves
facilitating transactions that generate pricing, sales volume, or other commercially
sensitive business user data that readily lend themselves to compeseiagainst
those business uséef$

218. LinkedIn provides details on each of these products and services, including their
business users and the types of data generated or provided by the business users of each
product and service iBection Abelow. Microsoft has ensured compliance with this
obligation as applicable to the Linkedin CPS based on measures that were already in
place predesignation and new measures that were implemented before the DMA
compliance deadlinef 7 March 2024r afterthe DMA compliance deadlint further
strengtlenLin k e ddompdissice measured hese measures include (i) business user
data access controls and use restricti@eiion B; (i) companywide policies and
mandatory policyraining covering the DMASection Q; and (iii) Article 6(2) training
specifically tailored to relevant business tedBectionD).

A. LinkedIn Products And Services

219. The scope of the measures outlinedSiection 2.1.2 (i)covers data generated or
provided by EEAbased business users of the LinkedIin CPS, as well as the services
provided together with, or in support of, the LinkedIn CPS. The scope of the measures
also covers data generated or provided by the customerssefblsiness users, if any.
LinkedIn describes the scope of the measures in terms of the specific products and
services covered, the business users of those products and services, the customers of
those business users (if any), and the data generated or provided by the business users
and their customers in the context of the

1. The Linkedln CPS

i LinkedIn Pages

220. LinkedIn enables business users to interact with end users through the use of LinkedIn
Pageq Page® .) Pages are created bgganizations€.g, companies, universities, or
nonprofit organizations) to allow Linkedln members to discover, follow, and connect

with the business user sd e Xgtheultimateibenafisoftbef usi n¢
business usersExamples of such use cases include: (i) using business user data from a specific
LinkedIn service to ensure the proper functioning of that sereicg (letecting and fixing any

technical issues or bugs); (ii) using business user data from a specific LinkedIn service as part

of providing that service to the business useg (LinkedIn may use data provided or generated

by business users of Recruiter or Sales Navigator, such as CRM data, to provide the business

user with recommended matches for prospective candidates for open roles or sales leads); and

(iii) using business s data generated through use of a LinkedIn service to improve that service

overall €.9 , Linkedln may wuse Recruiter usage dat
candidate search experience). For these use cases, LinkedIn does not identify the data of a
particular business user or category of business users in order to compete with them i

products and services they offer.

108 Article 6(2) of the DMAexpressly references busithess use
commercial activitie®f business users or their custonersas being in scope of
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with organizations and learn more about them, including their mission, corporate
culture, and products or servicee¢Figure 18 below). Pages offer several features

that allow business users to post and engage with content on LinkedIn, including the
ability to create and engage with feed posts, create events, and respond to messages
from members. Business users of Pages amdphairty organizations with a LinkedIn

Page that have at least one administrator based in thé EA.

Figure 18. Example Of LinkedIn Page

Linkedln @

are Development - Sunnyvale, CA - 30M followers - 10K+ employees

8 Jordan &130 other connections work here

“Videos on LinkedIn bring back that human touch and authenticity I've been craving. Turns
out, they are the next step for more real connections.” ~Aurelien, member

7 N7 N
(_ 7 Message ) ( V Following 9] C)

Home About Posts Products Jobs Life People Insights

Overview

Website
https://careers.linkedin.com

Verified page @
August 21, 2023

Industry

Software Development

Company size
10,

mbers @

Headquarters

Sunnyvale, CA

Specialties

>nal Network, Jobs, People Search, Company Search, Address Book, Advertising
Group Collaboration, and R

Onl

Profess

Source:LinkedIn

LinkedIn Page business users generate or provide data through their use of Pages, such
as content they upload, posts they create, and messages they send. This data includes
product information, company information, page posts, newsletters, and event
information. Members engaging with Pages also generate certain data, including
pageviews, likes, comments, and other engagement data. The majority of data provided
or generated on Pages is publicly viewable and accessible by all Linkedin members

ii. Sales Navigator

LinkedIn Sales Navigator is a subscriptibased sales intelligence tool designed to
help business users discover potential sales prospects with enhanced search on
LinkedIn and other features customized for sales professionals. Sales Navigator users
geneate or provide certain data to LinkedIn in the context of their use of Sales

109 See alsdesignation Decision, 1150.
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Navigator. This data includes searches conducted, leads saved, and messages sent.
Sales Navigator users also provide data to LinkedIn through data integrations like CRM
sync, which allows Sales Navigator business users to match their own CRM.data (
company accounts, contacts, and leads) to Linkedln member profile data to power
additional features and more efficiently search, connect, and communicate with other
LinkedIn members. Business users of Sales Navigator areblaB&d users of that
product.

iil. Recruiter

223. LinkedIn Recruiter is a subscriptidrased feature that offers business users enhanced
search and messaging capability and tools to find and connect with Linkedin members
for employment.Business users generate certain data when using Recruiter to identify
and engage with prospective hires on LinkedIn. This includes searches conducted,
InMails sent, candidate notes, and candidate tags. Business users may also provide
their own candidateata through Recruiter business user data integrations. Members
engaging with Recruiter business users generate data, such as through responding to
InMails. Business users of Recruiter are EB&sed users of that product.

2. Jobs

224. Jobs enables employeis post jobs and candidates to discover apply for jobs on
LinkedIn. Business users generate or provide certain data to LinkedIn in the context of
their use of Linkedl ndés Jobs service, [
descriptions, and reviewing applicants. Members engaging with job postings generate
data, such agiews and clicks. Members also generate data by applying to jobs posted
on LinkedIn. Business users of Jobs are Hia&ed users of that product.

3. LMS

225. LMS is an advertising service t hweembeal | ows
base on Linkedlndés applicati obANahbMS websi
business users provide and generate data when they run advertising campaigns on
LinkedIn (e.g, ad formats, ad creatives, target audiences, etc.). LMS business users
may also provide data to LinkedIn through sharing contact'$Matched Audiences
retargeting dataand CRM or other conversions data (offline conversions through
Conversions API or Insight Tag) for ad performance measurerhgkedln members
generate data when engaging with LMS advertising campaigns, including by generating
impressions and click dat8usiness users of LMS are EEbased users of that service.

4. Learning

226. Learning is a subscriptiebased online educational service to help members discover
and develop business, technolagjated, and creative skills through exderd course
videos. Business users generate and provide data when using Learning through
uploaling lists of users or custom learning content, recommending courses, curating

110 To help protect Linkedln membersdé privacy, Li
least 300 members in order to launch an ad campaign.
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user learning paths, and sending customized invitation ema&iisiness users of
Learning are EEAdased enterprise users of that service.

227. Learning enterprise business users can assign Learning licenses to users (typically,
employees). Enterprise users can choose whether to connect their Learning license to
their LinkedIn CPS profile or use it unconnected from their LinkedIin CPS profile.
Members engaging with the Learning platform, courses, and other features generate
data to LinkedIn including through searches conducted, courses viewed, average
viewing time, and hours viewed.inkedIn provides its enterprise business users with
access to mmber course engagement data for purposes of effectively managing their
Learning enterprise subscriptions across an entire employee base.

B. MeasuresRelating To Data Access Controls And Data Use Restrictions

228. LinkedIn has in place several measures that restrict employee access and use of data
generated or provided by business users of the Linkedin CPS and its supporting
services. These measures ensure compliance with Article 6(2) of the DMA through
limiting internal access to business user provided or generated data and safeguarding
against use of that data for purposes prohibited under Article 6(2) of the DMA.

1. Policies On Access, Use, And Maintenance Of Business User Data

229. Priorto designation of the LinkedIn CPS, LinkedIn had in place internal companywide
policies and standards that direct the development and maintenance of a system of
internal controls for classifying data and for establishing requirements for ensuring the
secuity of data, including business user data. These policies and standards support
Linkedlnds trust commi t ments to its memb
ensuring the confidentiality, integrity, and availability of data.

230. Linkedlndéds Data Security Standard and Da
LinkedIn must be internally classified and securely handled. They require that all data,
including business uselata, have an assigned, documented, and current owner. And
that all data be classified in accordance with applicable statutory, regulatory, business,
and contractual requirements. This means that all data is required to be assigned a
security classificabn of Public, General, Confidential, or Highly Confidential. Data
generated or provided by business users in the context of their use of the LinkedIn CPS
and supporting services are generally assigned Confidential or Highly Confidential
designations. Uster those security designations, LinkedIn personnel must limit internal
use and distribution of this data within the company to specific employees or groups.
Employees or groups seeking to access this data must only be granted access privileges
based on Wbsiness justifications. The dataset owners are responsible for ensuring
compliance with the relevant data security handling requirements for the environment
in which the data is stored and transmitted

2. LinkedIn Internal Business User Data Access And Use Controls

231. LinkedlIn enforces internal data access restrictions within and across its lines of business
which are maintained in accordance with L
Security Policy. In general, access to LinkedIn business user data is by staicted
to a limited set of personnel within each hokbusiness responsible for maintaining
and controlling access to the data. Other employees seeking access to this data, whether

74



Non-Confidential Version

those employees are within the same-bifdusiness or outside the lhod-business,

must request access, provide a business rationale for the requested access, and be
granted access by their manager or the dataset olWheFhese existing restrictions,

in place prior to the Linkedln CPSO0 desi ¢
6(2) of the DMA by limiting internal sharing and use of business user data across
Linkedlnods I1¥nes of business

232. As discussedbovein Section Cof the section orinkedin compliance wittArticle
5(2) of the DMA, LinkedIn, through itsTDR process conductscrossfunctional
reviews of nevand existingproductsandfeaturego determineelevantrust, legaland
securityrequirements This includeseviewing new and existing products and features
to ensue compliance with the DMAIincluding Article 6(2), throughconfirming that
nonpublic business user data is not used for prohibited purposes.

3. LinkedIn And Microsoft Data Access, Sharing, And Us€ontrols

233. LinkedIn has largely operated as an independent business since its acquisition by
Microsoft in 2016. LinkedIn and Microsoft maintain separate data infrastructures.
LinkedIn by default limits access to member, customer, and partner data to LinkedIn
persomel only. OtherMicrosoft employees thus by default cannot access this data.
Conversely, LinkedIn employees are by default restricted from accassirgublic
data generated by business userdMifidows including for competitive purposes
within the meaing of Article 6(2) of the DMA

234. LinkedIn currently shares only limited data with Microsoft in connection with specific
use cases. LinkedIn had implemented prior to designation several measures that govern
sharing of data, including business user data, between LinkedIn and Microsese Th
include both organizational and technical measures.

235. LinkedIn deploys several organizational measures intended to prevent the unauthorized
sharing of data with Microsoft. LinkedIn implemented these measures to ensure that
data transferred to Microsoft is subject to appropriate reviews and safeguards,
including: (i) establishing standardized processes for requesting access to or the sharing
of data between LinkedIn and Microsoft; (ii) implementing reviews, as needed, by

111 In addition, certain business user data receives stricter access control and use restrigtions (
CRM data). For more informatiaee e.g, CRM data handling and protection in the Revenue
Attribution Report | Marketing Solutions Help

112 For example, while competition for LinkedIn ad inventory wttivertisers falls outside the
scope of Article 6(2) of the DMA, to mitigate the risk of roro mp | i anc e, Linkedln
team responsible for marketing Linkedlnds own
from accessing internal dashboards dath relating to LMS customer advertising campaigns.
Linkedlndéds internal mar keting team therefore
customer dashboards and data (all access requests are recorded). LinkedIn also provided data
access guidance tositinternal marketing team for purposes of ensuring compliance under
Article 6(2). Under this guidance, internal Linkedin marketing teams should not have access to
(i) LMS customerspecific bidding or campaign data and strategies, and (ii) any infornaation
data from LMS that other LMS customers would not ordinarily get access.do (MS
al gorithms). This helps ensure that Linkedl n¢
to or use nowpublic LMS customer data to compete against those same business users for ad
inventory on the LinkedIn platform. And it aligns with Linkesh 6s oper ati ng pri nc
will only bid for and participate in LMS ad campaigns on LinkedIn as any other LMS customer
would.
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legal, business, engineering, and information security stakeholders for any proposed
data sharing arrangements; and (iii) instituting data transfer protocols and requirements
applicable to any employees seeking to transfer data from LinkedIn to Microsoft.

The aforementioned organizational controls are buttressed and enforced by technical
controls. As discussed above, data at LinkedIn is classified into different security

classes, with sensitivig ppr opri at e accedA€Lsac)onapmll i epd i
each. LinkedIn user data, including business user data, is classified as, at a minimum,
Aconfidential 6 data that is subject to AC

including access provided through APIs intended to exterrdditzeto third prties that
have appropriate AReys!®?

Measures RelatingToL i nkedl nés Competition Policies

LinkedIn hasimplemented a Fair Competition Policy that sets standards and provides
contacts for reporting any concerns. rénforce compliance with Article 6(2)f the

DMA, LinkedIn supplemented this policy after designation of the LinkedIn @S
guidance specifically relating to Article 6(2) compliance. This guidance makes clear
to employees that LinkedIn is prohibited from using -poiblic data provided or
generated by business users in the context of their ukelahkedin CPS, or services
provided together with that CPS, for purposes of competing with those business users.
It moreover provides examples of speciige cases and business user data categories
that are within s asepmehibdidn.Lidkedinicarendy make2 ) 6 s d
its policies directly available to employees through its centralized policy
repository. Moreover, as detailed below, LinkedIn has implemented mandatory Article
6(2) compliance training to impacted business teams, which mirrors its policy in all
materialrespects

LinkedIn also provides general DMA training directly to employees in connection with

Mi cr os o f TrissCodenrnauiani ng, whi ch constitutes
business conduct and outlines the areas in which it expects legal compliance. All
LinkedIn employees are required to take mandatory training onftast Code
annually whichlast occurred in March 2024

Measures Relating To Competition Trainings To Relevant Business Teams

LinkedIn aims to provide its employees with the knowledge and tools to operate in
accordance witlglobal competition laws through regular training, including the DMA.
LinkedIn business teams who work closely with sensitive customer data or other
business user information in the ordinary course of their jabg, (business
development, pricing, salegtc) have received competition training that cever
important elements of Article 6(2f the DMA.  For instance, this training provided
guidance on, amongther things, how to properly identify, disseminate, and use
busi nes s-publg datasadd inioormation within LinkedIn in compliance with
relevant competition law#cluding how such data and information should not be used

113 As noted above, while LinkedIn is a Microsoft subsidiary, data transfers between LinkedIln and
Microsoft occur on an arrgngth basis, and Microsaf treated as third party for purposes
of accessing LinkedIn data, and thus, aside from routine data sharing for information security
purposes, the avenues by which Linkedin would make data available to Microsoft in a
programmatic manner woufgenerallybe through an API service.
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in competition with those business users. This training, provided prior to designation,
continues to help minimize Article 6(2) n@ompliance risk within LinkedIn.

240. LinkedIn, after designation, has implemented mandatory, biannual Article 6(2)
compliance training specifically tailored to its business teams most directly impacted
by the obligation, including the sales, product, pricing, business operations, corporate
development, engineering, and business development teams. The training provides
guidance on permitted and npermitted use of LinkedIn nepublic business user
provided or generated data under Article 6(2) of the DMA, includingpudnic data
generatedbh usi ness usersdé customer s. The trai
cases within scope of the prohibition, provides contact details for the relevant LinkedIn
compliance team, and emphasizes the importance for employees to reach out with
guestions elating to potentially impacted use cases as they arise to ensure ongoing
compliance

241. Training use cases involving data usage not permitted by Articleod(@)e DMA
include: {) using norpublic LinkedIn Page data from specific categories of business
users €.g, online job boards) to inform product strategy or development of LinkedIn
business units that may compete with those categories of busines® ugelshs); i)
using norpublic sales lead or search data provided by Sales Navigator business users
who may be competitors of Linkedln for ¢
products and serviceand(iii ) using norpublic data provided by LMS business users
who may be competitors of LinkedIn, or npoblic data generated by members
engaging with LMS advertising campaigns, to craft similar campaigns or inform
Linkedlno6és own mar k eddictofgringst!r at egy for sim

i) specific information (including, if applicable, data points, visual
illustrations and recorded demos®d) for each measure implemented in the
context of Regulation (EU) 2022/1925, regarding:

a) the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

242. Microsoftrefers toSection 2.1.4i) above.

b) when the measure was implemented;

243. The measures in place pilesignation outlined irSection 2.1.2 (i)above were
implemented no later than 6 September 2023. The measures in pladegigsation
outlined inSection 2.1.2 (iwere implemented by the compliance deadtih@ March
2024 except f TOR pracessfde ®MA codianceof new products,
features, and data uses, which was implemented following the compliance deadline for
purposes of further strengthening LinkedlI

114 To further mitigate potential risk of nesompliance, the training also includes instruction not
to use norpublic data generated by business users (who may be competitors of LinkedIn) from
engaging with prospective job candidates on LinkedIn for pugpo$eursuing those same
candidates.

115 For example, this may be particularly relevant to illustrate changes impacting user journeys.
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C) the scope of the measure in terms of the products/services/devices covered;

244. Microsoftrefers toSection 2.1.4i) above.

d) the geographic scope of the measure (e.g., if the implementation of the
measure extends beyond the EEA, please specify);

245. Linkedlnds measures relating to competit.i
access and use restrictions, as well as competition training to relevant business teams,
are implemented globally across the company but relate specifically to usae trbdat
EEA-based business users and their customers.

e) any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), opeation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

246. As detailed inSection 2.1.2(i) above LinkedIn made certain changes to its internal
data usage policies to ensure compliance with Articled(@)e DMAthat are reflected
in Linkedlnds internal policies and train

f) any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screens!®consent forms!'’ warning messages, system
updates, functionalities available, or customer journey to access
functionalities''®);

247. LinkedIn has not made any changes to the customer experience in connection with
implementation of the Article 6(2) measures detaile8éaotion 2.1.4i) above

Q) any changes to (i) the remuneration flows in connection with the use of the
Undertakingbés core platform service (
revenue share for the relevant service(s), introduction of new fees,
provisions and practicesrelatedtd he busi ness usersodé pri
remuneration flows between the Undertaking and the business users or
end users, as applicable) and (ii) the other terms and conditions provided
to end users and business users (or individually negotiated agreemsent
with business and/or end users), or where applicable, changes to existing
terms and conditions, required by the implementation of the measure

116 For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of making a selection; the users to which the
choice screen is shown and when.

117 This applies to all types of consent required under Regulation (EU) 2022/1925, regardless of
whet her this is via a Aformd or any other forr
118 The Undertaking must provideaclitly-c | i ck descri ption of the end

user interface. The Undertaking may submit visual illustrations and/or recorded demos.
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concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

248. LinkedInhas made no changes to (i) the remuneration flows in connection with the use
of the LinkedIn CP$Sor (i) the terms and conditions provided to end users and business
users, in connection with implementation of the Article 6(2) measures detailed in
Section 2.1.4i) above

h) any other relevant changes made in connection with the implementation
of the measure concerned not covered by points e) to g) above;

249. LinkedIn has made no other relevant changes not already covered in (@pitat$q)
above in connection with the implementation of the Article 6(2) measures detailed in
Section 2.1.4i) above

i) any consultation'*®with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into ammt. Provide a list of
end users, business users and/or any interested parties consulted in this
context and a high level description of the topic of the consultation with
those users/parties;

250. LinkedInhas not consulted with end users or business users for purposes of elaborating
or implementing the Article 6(2) compliance measures detailegention 2.1.2(i)
above

)] any involvement of external consultants in the elaboration of the measure,
including a description of the consu
independent from the Undertaking, a description of both their output and
the methodology used to reach that oput and, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed,;

251. LinkedInhas not involved external consultants for purposes of elaborating the Article
6(2) compliance measures detailedirction 2.1.2i) above

k) any alternative measures whose feasibility or implications has been
assessed and the reasons for nohoosing them and, in particular, where
relevant (e.g., interoperability), the results of the evaluation of existing
open standards and/or state of the art implementations and the reasons
for not choosing them;

252. LinkedIn has not assessed the feasibility or implications of Article 6(2) measures
beyond those detailed Bection 2.1.4i) above

119 This information should include a description of the methodology for the consultation.
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) any action taken to inform end users and/or business users of the measure,
their feedback; and any changes to the measure implemented on the basis
of this feedback;

253. LinkedIn has not taken action to inform end users or business users of the Article 6(2)
measures detailed Bection 2.1.4i) above

m) where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

254. None

n) where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are
strictly necessary and justified and thee are no less restrictive means to
achieve these goals;

255. Microsoft has no information to provide as it relates to the Article 6(2) compliance
measures detailed Bection 2.1.4i) above

0) any type of market analysis or testing (in particular A/B testing?°),
business user surveys or consumer surveys or end user consent ratés,
that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/192%52

256. Microsoft has no information to provide as it relates to the Article 6(2) compliance
measures detailed Bection 2.1.4i) above

p) any type of market analysis or testing (in particular A/B testing), business
user surveys or consumer surveys or end user consent rates, that have
been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measue on the objectives of Regulation
(EV) 2022/1925:23

257. Microsoft has no information to provide as it relates to the Article 6(2) compliance
measures detailed Bection 2.1.4i) above

120 A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testing and consumer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligat which include a change
to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

121 End user consent rates refer to the percentage of end users who provided consent to the data

processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) and 6(10)).

122 The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

123 The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.
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q) a set of indicators which allow or will allow based on their futuresvolution
the assessment of whether the measures implemented by the Undertaking
to ensure compliance are Oeffective |
Regul ation and of the relevant obl i ge
Regulation (EU) 2022/1925, inclding an explanation why the
Undertaking considers these indicators to be the most suitable;

Microsoft refers tdahe introductiorof the Compliance ReporMicrosoft believes that
thetransparent nature ainkedIn is the most relevant indicator that the objectives of
the DMA are being achievedNonetheless\licrosoft remains open to discussing any
additionalindicators or data that would assist the Commission in its assessment whether
a particular measure is effective in achieving the objectives of the ,Déking into
consideration the prexistingmeasuresf LinkedIn

r any relevant data**which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the redew core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to thosepre-installed defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

As outlined inSection 2.1.2 (ii) (g)above,Microsoft remains open to discussing any
indicators or data that would assist the Commission in its assessment whether a
particular measure is effective in achieving the objectives of the DMA. In assessing
such metrics, it will be important to consider etter the prexisting design and
operation of the platform was largely consistent with the provisions in question or
whether significant changes were required. In the former circumstance one would not
expect b see measurable changes in end user or business user behavior and metrics
may not be indicative of effectiveness

) any internal systems and tools used to monitor the effectiveness of the
measure and the output of suclnternal systems and tools;

Microsoft remains open to discussing any indicators and ways to monitor those
indicators that would assist the Commission in its assessment of whether a particular
measure is effective in achieving the objectives of the DMA, including metrics that
track tre choices made by users under mechanisms required by the DMA such as
consent rates, installing and setting applications as the default, use of data portability
mechanismsor others

t) where applicable, when compliance requires granting third parties (e.g.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties wil | be informed of this possibility), the scope

124 Reported on aufficiently disaggregated basis to be informative (for example, by reference to

each business user) and, if applicable, per type of device.
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(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.qg.
whether the shared data/interface or other technical feature can be
independently audited, data access policieslata retention policies and
measures to enable secure data access).

261. Thecompliance measures detaileddection 2.1.2i) abovedo not require granting
third parties access to data, interfaces, or other technical features.
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Regarding Article 6(3)

262. Microsoft refers td&Section 2.3below
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Regarding Article 6(4)

263. Microsoft refers tdSection 2.3below
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Regarding Article 6(5)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

Microsoft confirms that as of the date of this report itér@sureccompliance with the
obligation laid down in Article 6(5) of the DMA, as applicable to the LinkedIn.CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data'?® and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paEsignation or that
the Undertaking has implemented postlesignation, and

Article 6(5) of the DMAprovides ii[t] he gatekeepeshall nottreat more favourably, in
ranking and related indexing and crawling, services and products offered by the
gatekeeper itself than similar services or products of a third garfihe gatekeeper
mustfiapplytransparent, fair and nowliscriminatory conditions to such rankingd

I n the context of t he gatekeeberstdnneset/ Shettet h e p
position, in terms of ranking € for their own offering than that of the products or

services of third parties also operating on that core platform sedvicewi t hi n t h
meaning of Article 6(5pf the DMA'?8is the feed. There are currently no other areas

on the Linkedln CPS that rank Linkedlnos

/ products offered by third parties.

The LinkedIn feed ranks content from four main sources: (i) content from other
LinkedIin members, including those with whom the member is connected or follows;

(i) sponsored updates from advertisers; (iii) job recommendations sourced from the
JobsPageamdli spl ayed as a Jobs J&BIl oMi gnhatd uBlee | ont
the feed; and (iv) other types of recommendations, such as other LinkedIn members the
member may know and want to connect with on Linkedlar EEABasedViembers

however, the JYMBII modle was removed in March 202Zhe rest of thisection on

125 The Undertaking shall have any underlying raw data ready to be made available to the

Commission in the event the Commissions requests this raw data.

126 SeeReci t al 5 1 gatekeeqders ean e a bétter position, in terms of ranking, and
related indexing and crawling, for their own offering than that of the products or services of
third parties also operating on that core platform serdiggroducts or services that are given
prominence and display in the newsfeed of an online social networking setvice
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compliance with Article 6(5) of the DM#vill focus on the LinkedIn feed as it appears
to EEA-BasedMembers

LinkedIn ranks the feefbr EEA-Based Memberm threegeneral steps

1 First, ML modelsscore allthe content from other Linkedln members and Pages
using a wide range of criteria, includif@ONFIDENTIAL].

1 Second a set of rules make sure that some criteria are also met, including
[CONFIDENTIAL].

1 Third, the set of sponsored updates provided by LMS are slotted into the feed.
Generally, LinkedIn starts displaying th@ONFIDENTIAL].

The outcome is generally a composition of the following in the first ten or so updates
ranked for a membefCONFIDENTIAL]. These are interwoven together basethen
ranking models described above to optimize for relevance and user experience on the
LinkedIn CPS.

As of the date of this report, the LinkedIn CPS complies with Article 6(5) of the DMA

as applicable to (1) advertisements (or
determined by LMS through its auction and ranking syst8ection A); and (ii)
Learningds course recommendati BettonBli spl ay
As explained below, LinkedIn does not spieference LinkedIn products or services

in ranking on its online social networking CPS and applies transparent, fair, and non
discriminatory ( FRANDO ) conditions to ranking ads ¢
CPS?/

LMS Ad Ranking

This section discussed)(an overview of LMS tools and ad types available to
advertising customers2) how LMS auctions and ad rankings work; aBji€xplains
how LinkedIn currently complies with Article 6(5) of the DMA.

1. LMS Tools And Advertising Products

LMS provides advertisers with tools to reach and engage with the LinkedIn professional
audi ences. LMS6 Campaign Manager i s the
selfmanage their LinkedIn advertising campaigns. Through Campaign Manager,
advertigrs can choose their campaign objectives, target audiences, select ad formats,

127 Article 6(5) of the DMA applies to the Linkedln CPS but does not apply to services provided
together with the LinkedIin CPS such as Jobs and Learning. LinkedIn Sales Navigator and
Recruiter are part of the Linkedin CPS but do not engage in ranking wliimeaning of
Article 6(5) of the DMA. LinkedIn Sales Navigator and Recruiter provide the ability for
business users to search Linkedln members to find potential sales leads and prospective
candidates for open positions, respectively, on the Linkedi®. CHnkedIn Sales Navigator
and Recruiter only provide recommendations of Linkedln members to connect and
communicate with on the LinkedIn CPS, not goods or services offered by business users or by
Microsoft.
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set bids and budgets, import ad creatives, view campaign reporting and analytics, and
manage campaign optimizations.

273. The campaign objective and advertising format chosen by an advertiser ultimately
dictate the ad types a customer 6s advert:i
will appear across the Linkedin CP&d, home feed, right rail). The types of ads that
LinkedIn offers, and where each type of ad appears on LinkedIn, include:

1 Sponsored Content Ads.Sponsored Content Ads deliver native ads to the feed of
members in an advertiserds target audi e
across desktop, tablet, and mobile devices. Sponsored Content Ad formats include
single image ads, carousel ads, amtgiads. They may be used with all objeetive
based advertising options. Sponsored content can be identified by labels such as
APromotedo or A Spons o rleftdaonertofithe postaupdere a r |
the company name, asufitrated irEigure 19.

Figure 19. Example Of Sponsored Content Ads

How do you decide which features are most important? Download our new eBook
for a complete guide to building features your users want! http://pin.it/y-sDbH2
' /"
‘ 1
_ N

FixDex Feature Playbook: A Complete Guide

2 Likes

& Like = Comment A~ Share

Source:LinkedIn

1 Text Ads. Text Ads include a headline, brief text, and an image. Text ads appear
in the right rail of the LinkedIin CPS homepage (desktop only). This ad format may
be used in a variety of objecthmased advertising options, including Brand
Awareness, Website Mts, and Website Conversions, as showRigure 20.
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Figure 20. Example Of Text Ads

Promoted
Launch a site for free.

Manage your site, social, and marketing
from one place. See terms on site.

Jack Henry Newsletter
Keep up on timely Jack Henry news, )
information, and upcoming events.

The Berkeley Haas MBA

E;Talg"h Earn the Same Top-Ranked MBA on an )

Accelerated 22-month timeline.

Source:LinkedIn

1 Dynamic Ads. Dynamic Ads personalize advertiser creatives for each member in
their target audience at scale, as showkigare 21. Dynamic Ads use the viewing
me mber 0s Li n k e photo, pompahyi namre, ahd jpla titie to
personalize ads. The formats available include follower ads, spotlight ads, and job
ads. Dynamic ads appear on the right rail of the Linkedin CPSs {dgektop
only). These ads can be used with objeetimsed advertising options Brand
Awareness, Website Visits, Engagement, and Jqiliggnts.

Figure 21. Example Of Dynamic Ads

j"-!
.‘as Malcolm, FixDex is hiring

Advertising Operations
San Francisco, CA Apply now

San Francisco, CA Apply now

Sales Coordinator
San Francisco, CA Apply now

¢
‘ Advertising Executive
¢

Careers at FixDex

Source:LinkedIn

1 Sponsored Messaging. Sponsored Messaging ads enable advertisers to serve
native ads to their target audience via Linkedin MessagihmkedIn began
supporting this type of advertising in the EU in October 2024 with respect toe EEA
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Based Membergho have agreed to see Sponsored Messaging ads in their LinkedIn
inbox 128

Figure 22. Example of SponsoredMessadingAd

Sponsored Jan 17
™
4>
M- 3rd
JAN 17
o) M - 12:35pm
O .
Hi, , LinkedIn offers a

feature for your 401(k) known as a
"Self-Directed Brokerage Account"
or SDBA. This feature allows you to
broaden your investment choices
and receive guidance from a
financial advisor. Click below to
discover more and schedule a
complimentary call with one of our
advisors to explore potentially
optimizing your 401(k) plan.

(Let'ssetupacall )
( Not interested

Source:LinkedIn

274. LinkedIn makes these ad types available to all LMS customers, including customers
that offer products and services that may compete with Linkedin.

2. LMS Ad Auctions And Ad Rankings

275. LinkedIn applies FRAND conditions to its LMS ad auctions and associated rankings.
LinkedIn treats all LMS advertising customers equally in its ad auctfdng.his
includes Linkedln when it participates as
products and services to LinkedIn members, as well as any competitors of LinkedIn.
Below, LinkedIn further details how it (i) runs automated auctions to determiicé wh
ads are shown to members and in what order; (ii) participates as an LMS customer in

128 SeeSponsored Messagirfregarding Sponsored Messaging generahgLinkedIn Sponsored
Messaging in the European Uni(regarding Sponsored Messaging in Eid).

129 LinkedIn has also recently launched reservabaesed ad buying that offers advertisers
guaranteed ad placement, with pricing based on dynamic precostm e r  nGPMb ¥at ( A
become fixed once a reservation is bookefls with auctions, LinkedIn treats all LMS
customers equally in this ad buying feature.
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ad auctions just as any other customer would; and (iii) gives members control over the
appearance of organic and promoted content in their feeds on LinkedIn

i LinkedIn runs an automated auction to determine which ads are shown to
members and in what order

276. LinkedIn runs an automated, secqmite auction to determine auction winners,
pricing, and ranking of ads on its platform. At any given moment, there are hundreds
of millions of auctions occurring on LinkedIn. These auctions take place every time a
memter visits LinkedInt3°

277. When a LinkedIn member visits the LinkedIn feed, for example, there is a single ad
auction run to determine which ads are shown to that member and in what order. Ads
compete in the auction against other ads that have the same format and a similar target
audience!®! The ad auction ranks ads competing to be shown to a particular member.
For Sponsored Content Ads that appear in
those ads as they scroll down their feed in that ranked t¥d@ext ads that appear
out si de a negmght kil gerdteesendarly(where multiple ad slots are
available on the same page. For dynamic ads, a member would be shown-one top
ranked ad from the auctid@®

278. The two main factors that determineadi ct i on ranking are an a
and relevancy score. Linkedlnds ad awuct.i
calculate an overall score. The ad with the highest overall score wins the auction.

Figure 23. Factors Determining Ad Auction Ranking-3*

Ad Rank = Bid Value X Relevancy Score

Source:LinkedIn

130 LinkedIn publishes general information regarding LMS ad auctions on its webSiee
Demystifying the LinkedIn Ad Auction

131 A member can fall into multiple target audiences. For example, a member could belong to both
AfJob title: software engineerd and fAinterest:

132 Sponsored Content Ad auctions simultaneously rank the top 40 competing ads and display those

ads to a member in their feed in that ranked order. If a member is shown all 40 ranked ads in
one session, LinkedIn runs another ad auction and ranks anotb@mp@ting ads to display to
a member.

133 The ad auction for all these ad types ranks ads in the sami byagonsidering the bid value
and relevance. For Sponsored Content Ads, the auction selects the top K ads where K is the
number of ad slots available in the feed, whereas for Text and Dynamicl#etsuse there is
only one ad slot availablethe auction selects the single t@mked ad for placement.

134 SeeHow the LinkedIn Ads Auction Worksand How You Can Benefit
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Figure 24. Example Of Ad Auction Ranking

Ad Auctions: Ranking

Determine results of an o 4 $12 bid (4 RS)
ad request auction:
(Bids) x (Relevancy Scores)
e 'r Q $8 bid (9 RS) Auction
} =72 Winner

9 . hdl
[_r“_mﬁ ® ‘ ? 3;4121 (3RS)
L -

Source:LinkedIn

~0

(¢])

Bid value. The bid value conveys the amount an advertiser is willing to pay for a
desired action by a LinkedIln member. The type of action (like a click) is based on the
advertiseroés goal s, which is a combinat:.
strategy.

When advertisers create an ad campaign, they choose a bidding strategy that determines
the bid used in the auction. LinkedIn offers three bidding strategies to advertisers:

1 Maximumdeliverys et s an advertiser W andlogksta ut o ma
optimize an entire budget for the best results;

1 Manual bidding enables advertisers to specify the maximum amount they are
willing to pay in an auction to control costs; or

1 Target-cost bidding allows advertisers to specify a cost per key result and get the
most results possible at or close to that value.

LinkedIn uses a secofptice auction system to determine ad ranking. In sepoicd

auctions, the advertiser sets the bid but will be charged only for the amount needed to

win the auction. The winner dlfie auction is the highest bid but only pays the price

offered by the seconldighest bidder plus 1 cent. Forexampld, t he adverti se
EUR 8 and the next highest bid is EUR 4, the advertiser will pay EUR&s8liming

the relevance scores are the same for the two ads)

Relevancy scoreAds on Linkedln are assigned a re
score is based on predicted response rates, which reflect how likely a given member is

to engage with a particular ad. Relevancy scores rely on factors such as expeeted click
throughrate, member profiles, historical campaign performaeag, (comments, likes,

and shares), and context.

The ads that win auctions on LinkedIn are the ads that drive the most value to both
me mber s and advertisers. To Wi n aucti or
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advertisers must have both a good relevancy score and a competitiveutnidthis
combination determines who wins the aucti

Figure 25. Overview Of How Ad Auction Works

Overview: how the auction works in 4 steps

Targeting Bidding Relevancy Ranking

37

m_g% | BRS¢ Y

Member Member on eCPlI bid is placed Score calculated from Ad creatives ranked Winning
visits feed prompts in auction predictive models based on (bid) x creative
LinkedIn ad request (Relevancy Score)

Source:LinkedIn

284. LinkedIn applies the same objective rules and conditions for its ad auctions to all LMS
customers, including LinkedIn as an LMS customer. This includes customers who may
be competitors of LinkedIn. LinkedIn also makes available to LMS customers and any
other interested third parties detailed information on how its ad auctions'¥vork

ii. LinkedIn is anLMS customer and participates in ad auctions identical to
any othelLMS customer

285. LinkedIn markets and promotes its own products and services on LinkedIn as a
customer of LMS. As an LMS customer, LinkedIn utilizes Campaign Mariagsr
any other customer would to run advertising campaigns and serve ads to targeted
LinkedIn members.This includes serving native ads to members in their LinkedIn
feeds. LinkedIn as an LMS customer receives no favorable treatment, special
prominence, or preferential ranking when advertising its own products and services on
a Linkedln membei 8. fedd detaihed above,
automated and rely on an objective set of factors when determining ad ranking and
pl acement . None of these factors are inf
of the advertising service apthtform.

286. LinkedIn has implemented internal measures to ensure that it does not receive any
unique advantages or favorable treatment when participating in ad auctions as an LMS
customer. For example, as explained irsthaionregardingArticle 6(2)of this Annex
Linkedlnds internal business team respons
and services on LinkedIn is prohibited from accessing-MS customeispecific

135 Seege.g, publicfacing resources includinignkedin advertising auctioandHow the LinkedIn
Ads Auction Works and How You Can Benefit
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bidding or campaign data and strategies @éf@y information or data from LMS that
other LMS customers would not ordinarily have accese, LMS algorithms or
customerspecific ad campaign information or data). This helps ensure that LinkedIn
only bids for and participates in LMS ad campaigns on LinkedIn as any LMS customers
would, without preferential treatment or special data access.

iil. Linkedln members have control over the ads they see in their feeds

A Linkedln member 6sgefneeerdat @ean sciosnttsenaf fu®
connections €.g, posts) and stories, articles, videos, posts, and other content that a
member is likely to engage with based on their interests and social activity on LinkedIn.

As detailed above, a member 6s feed may al
paid ader t i si ng that appears in a member 6s
ASponsoredod in the upper | eft corner of
below the nost relevant usegenerated content that appears at the top of the feed. A
member 6s feed may also include other prom
on surface areas dedicated to internal promotions only; that is, areas not open to LMS
customes or advertisers. By design, these internal promotions do not appear at or near
the top of any member 6s feed. They inste
ad slot on the feed.

LinkedIin members can control and influence the content that appears in their feeds,
including ads. If members, for example, see-gsgrerated content in their feed that is

not interesting or relevant to téenm,hithey
to let LinkedIn know they are not interested in seeing the content anymore.

Similarly, for promot ed aitdiacluding Sgons@eup e ar
ContentAd§ me mber s can choose the option AHI de
want to see a particular adtigure 26 below provides an example of this option as it

would appear for a member in their feed:

Figure 26. Possible Actions On Promoted Content

@ Dell Technologies

We're developing A alerat
We're developing Al accelera m Save
So tourists can help protect tl

do Copy link to post

¢/> Embed this post

4 Hide or report this ad

n Why am | seeing this ad?

Tourists taking photos .that are analyzed by Al.
T

Source:LinkedIn
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290. The control LinkedIn gives its members over the appearance of content in their feeds
helps further ensure that LinkedIn will not spteference ads for its own products and
services.

3. Compliance With Article 6(5) Of The DMA

291. LinkedIn complies with Article 6(5) of the DMA as it relates to its LMS services. As
detailed above, LinkedIn applies FRAND conditions to its LMS ad auctions and related
rankings. LinkedIn runs automated ad auctions based on objective metrics, sach as bi
value and relevancy score to determine auction winners, pricing, and rankings of ads
on its platform. And it provides customers and other interested third parties with
detailed information through publicly ava
work and how to best use them to achieve marketing goals. LinkedIn treats all LMS
advertising customers the same regardless of whether they may compete with Linkedin,
including by providing the option to use any ad type LinkedIn offers, and promote their
products and services on Linkedln members

292. LinkedIn receives no favorable or preferential treatment when it advertises its own
products and services on LinkedIn. LinkedIn runs LMS advertising campaigns and
participates in LMS auctions on the same terms and conditions as any other LMS
customer.Ideed, Linkedlnds ad auction and rank
by the same objective metrics as for any other LMS customer.

293. Outside of LMS ads, LinkedIn surfaces general information about LinkedIn, LinkedIn
editorial content that may be relevant, and promotional offers to upgrade to a Premium
subscription to its members in certain parts of the Linkedin CPS. These LinkedIn
conent and prompts are part of the LinkedIn user experience that help inform members
about LinkedIn and related content as well as enable members to unlock additional
features to improve their experience on LinkedIn. For instance, a Linkedln member
communicéing with other members via the messaging feature of LinkedIn may see a
prompt at the bottom of the LinkedIn page to unlock their ability to send messages to
members outside of their LinkedIn connections by signing up for a Premium
subscriptiont*¢ In other words, these promotions (similar to other general information
or editorial content surfaced by LinkedIn) are contextually relevant to the LinkedIn
feature the member is using at the time and intended to enhance the user experience on
the LinkedInCPS for that particular member engaging with LinkedIn. There are no
third-p a r geryicegiorproducts t hat compete with Linkedln
its features to enhance member experience on the LinkedIn CPS.

294. Further, LinkedIn provides members with control over the appearance of content,
including ads, in their feeds as discussed above. This member control works as a
productlevel check against LinkedIn favoring its own products and services within its
feed rakings.

295. Finally, LinkedIn has put in place internal measures to ensure it does not receive any
advantages when marketing its own products and services on LinkedIn. As explained
above, this includes prohibiting LMS ads

136 For the member s feed, the slots that LinkedlIl:H
the top of the feed and instead are placed below the most relevant organic content and LMS ad
shown on the feed.
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marketing team to ensure LinkedIn only bids for and participates in LMS ad campaigns
on LinkedIn as any LMS customers would, without preferential treatment or special
data access. As an additional measure to ensure compliance with Article 6(5) of the
DMA, LinkedIn will provide its LMS and internal marketing teams with regular and
mandatorylegal training specifically tailored to Article 6(5) and sgteferencing.

B. Learning Course Content

296. Learning is not a CPS but is a service provided together with the Linkedin CPS.
LinkedIn provides search and recommendationseaining course content to Learning
users.

297. Learning course content consists of:

1 Li nkedIl-padyscoufse aqorgent (createdhouse or in collaboration with
third-party instructors);

T Li nked] pdtg licanded codtent (where LinkedIn hasquired direct
licensing rights for that content); and

f Learning cust omeg, sustomemvaated coo licénsed trainifig
content from othetearningcontentprovidersintendedf or t he cust omer
employees only).

298. Only the first two categories of course content aboee, , Learningds own
procured course content, are surfaced on the Linkedin CPS (in the feed) as
recommendati ons based on relevance to th
content (whether created-house or licensed from thipkrty providers) s only
accessible to the Learning users on the separate Learning platform, including in the
Aunboundod experience where the Learning c
LinkedIn CPS to accedhe courses. Learning customers can also integrate Learning
content and the customer soé o wpartyccoursése nt (
|l icensed by the customers) on the custom
API partnerships with Learning’

299. LinkedIn complies with Article 6(5) of the DMA with respect to Learning courses
shown on the Linkedln CPS because they a
course content only, and thus LinkedIn does not and canngireédfrence by ranking
its own leaning courses compared to any thparty courses on the LinkedIn CP%8,

i) specific information (including, if applicable, data points, visual
illustrations and recorded demo3®9) for each measure implemented in the
context of Regulation (EU) 2022/1925, regarding:

1387 SeelinkedIn Learning and LMS Deep Integration Overview

138 While outside the scope of Article 6(6f the DMA, LinkedIn does not selfreference by
ranki ng L i-pakyecahtem Bigher thanrcustomer content (including licensed courses
from other learning providers) to the extent all content is ranked together for search or
recommendations on the distinaarning service.

139 For example, this may be particularly relevant to illustrate changes impacting user journeys.
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the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

Microsoft refers toSection 2.1.2(i) abovefor a description of the relevant situation
prior to the DMA, as well as any new measutether ensurindMA compliance of
the LinkedIn CPS with Article 6(5) of the DMA.

b)

when the measurewas implemented;

Microsoft refers td&Section 2.1.4i) above.

c)

the scopeof the measure in terms of the products/services/devices covered;

Microsoft refers toSection 2.1.2(i) for a description of the scope of all relevant

me a

d)

sures ensuring the Linkedln CPS6 c

the geographic scope of the measure (e.g., if the implementation of the
measure extenddeyondthe EEA, please specify);

Any new measure described $ection 2.1.2i) will apply only to relevant EEAand
Switzerlandbased members, as determined according to the information available in
their LinkedIn profile.

e)

None.

None.

)

any technicalengineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), operation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screens?®consent forms!* warning messages, system

updates, functionalities available, or customer journey to access

functionalities'*?);

any changes to (i) the remuneration flows in connection with the use of the
Undertakingbds core platform servi

140

141

142

omp |

ce (

For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of making a selection; the users to which the

choice screen is shown and when.

This applies to all types of consent required under Regulation (EU) 2022/1925, regardless of

whet her this is via a fiformd or any other

The Undertaking must provideclick-by-c | i ck description of the
user interface. The Undertaking may submit visual illustrations and/or recorded demos.
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revenue share for the relevant service(s), introduction of new fees,
provisions and practices related to tF
remuneration flows between the Undertaking and the business users or

end users, as applicable) and (ii) the other tens and conditionsprovided

to end users and business users (or individually negotiated agreements

with business and/or end users), or where applicable, changes to existing

terms and conditions, required by the implementation of the measure

concernel (e.g. privacy policy, conditions for access and interoperability

and any other relevant clauses);

306. None.

h) any other relevant changes made in connection with the implementation
of the measureconcernednot covered by points e) to g) above;

307. Microsoft refers to the above sections for areyv measureand related changes
compliancewith Article 6(5) of the DMA, as applicable to the Linkedin CPS.

)] any consultation*3with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measureand/or (ii) the implementation of the measure, and how the input
of these consulted parties has been taken into account. Provide a list of
end users, business users and/or any interested parties consulted in this
context and a highlevel description of the topic of the consultation with
those users/parties;

308. Microsofthas not consulted with end users, business users, or any interested parties.

)] any involvement of external consultants in the elaboration of the measure,
including a description of the consu
independent from the Undertaking, adescription of both their output and
the methodology used to reach that output and, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed;

309. Microsofthas not involved external consultants in the elaborati@mpihewmeasure
in compliance with Article 6(5) of the DMA, as applicable to the LinkedIn CPS

k) any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where
relevant (e.g., interoperability), theresults of the evaluation of existing
open standards and/or state of the art implementations and the reasons
for not choosing them;

310. None.

143 This information should include a description of the methodology for the consultation.
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any action taken to inform end users and/or business users of the measure,

their feedback and any changedo the measure implemented on the basis
of this feedback;

where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant

provisions in Regulation (EU) 2022/1925 and why these measures are

strictly necessaryand justified and there are no less restrictive means to
achieve these goals;

any type of market analysis or testing (in particular A/B testing*4),
business user surveys or consumesurveysor end user consent rates?
that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/19295

Microsoft has not carried out any market analysis or testing, or surveys.

P)

any type of market analysis or testing (in particular A/B testing), business

user surveys or consumer surveys or end user consent rates, that have

been or areexpectedto be carried out to evaluate the actual impact or
evolution of the impact of the measure on the objectives of Regulation
(EV) 2022/1925447

Microsoft has not carried out any market analysis or testing, or surveys.

Q)

a set of indicators which allow or will allow based on their future evolution
the assessment of whether thmeasuresmplemented by the Undertaking

to ensure compliance are Oeffecti

vV e

Regul ation and of the relevant obl i

144

145

146

147

A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testing and consumer surveys may be

particularly weltsuited to demonstrate: (i) compliance with obligat which include a change

to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the

effectiveness of the proposed measure.

End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for

instance Articles 5(2) and 6(10)).

The full methodology for any analysis, testing or survey shall be included in the Compliance

Report.

The full methodology for angnalysis, testing or survey shall be included in the Compliance

Report.
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Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

Microsoft refers tdahe introductiorof the Compliance ReporiMicrosoft believes that
thetransparent nature ainkedIn is the most relevant indicator that the objectives of
the DMA are being achievedNonetheless, Microsoft remains open to discussing any
additional indicators or data that would assist the Commission in its assessment whether
a particular measure is effective in achieving the objectives of the DMA, taking into
consideration the prexising measuresf LinkedIn.

r) any relevant datal“® which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the relevant core platform
service and, for each relevant obligation, thenteraction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to those preinstalled defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

As outlined inSection 2.1.2 (ii) (g)above,Microsoft remains open to discussing any
indicators or data that would assist the Commission in its assessment whether a
particular measure is effective in achieving the objectives of the DMA. In assessing
such metrics, it will be important to consider etter the prexisting design and
operation of the platform was largely consistent with the provisions in question or
whether significant changes were required. In the former circumstance one would not
expect b see measurable changes in end user or business user behavior and metrics
may not be indicative of effectiveness

) any internal systems and tools used to monitor the effectiveness of the
measure and the output of suclinternal systems and tools;

Microsoft remains open to discussing any indicators and ways to monitor those
indicators that would assist the Commission in its assessment of whether a particular
measure is effective in achieving the objectives of the DMA, including metrics that
track tre choices made by users under mechanisms required by the DMA such as
consent rates, installing and setting applications as the default, use of data portability
mechanismsor others

t) where applicable, when compliance requires granting third parties (e.g.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties wil | be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.g.
whether the shared data/interface or other technical feature carbe

148 Reported on a sufficiently disaggregated basis to be informative (for example, by reference to
each business user) and, if applicable, per type of device.
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independently audited, data access policies, data retention policies and
measures to enable secure data access).

319. Microsoft refers tdSection 2.1.2 (imbove for information on how third parties would
access the LinkedIn CPS through LMS ads on the feed
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Regarding Article 6(6)

320. Microsoft refers tdSection 2.3below
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Regarding Article 6(7)

321. Microsoft refers tdSection 2.3below
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Regarding Article 6(8)

2.1.1. The following statement confirming compliance withthe obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

322. Microsoft confirms that as of the date of this report itérasureccompliance with the
obligation laid down in Article 6(8) of the DMA, as applicable to the LinkedIn.CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data'*® and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complies with the obligation
based on all measures that were already in place paesignation or that
the Undertaking has implemented postlesignation, and

323. Article 6(8) of the DMAprovides:iit]he gatekeeper shafirovide advertisers and
publishers, as well as third parties authorised by advertisers and publishers, upon their
request and free of charge, with access to the performance measuring tools of the
gatekeeper anthe data necessary for advertisers and publishers to carry out their own
independent verification of the advertisements inventory, including aggregated and
nonaggregated daté The gatekeeper must provide the ditea manner that enables
advertisers and publishers to run their own verification and measurement tools to
assess the performance of the core platform services provided for by the gatekeepers

324. Linkedln offers online advertising services branded.®S. While LMS is an online
advertising CPS within the meaning of the DNfRLMS is not designated under the
DMA. In the Designation Decision, the Commission takes the view that LMS is a
service that is distinct from tHenkedln CPS™!

325. The obligations imposed under Article 6 of the DMA apply only to designated CPSs:
A [he Gatekeeper shall comply with all obligations set out in this Astidle respect
to each of its core platform services listed in the designation deqgmicsuant to
Article 390 ( e mp h a, Aiticke 6(4)dfdthee ddMA). Recital 580f the DMA,

which |Iinks to Article 6(8), not emlinehoweve
advertising services listed in the designation decisiand fithose that are fully

integrated with other core platforservices of the same undertaking As expl ainr
149 The Undertaking shall have any underlying raw data ready to be made available to the

Commission in the event the Commissions requests this raw data.

150 Article 2(j) of the DMA provi deany adhedtisingon! i ne
networks, advertising exchanges and any other advertising intermediation s&rvicesf t h e
gatekeeper.

151 Designation Decision,ffl45 and 157
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the section regarding Articl&(2) of thisAnnex LMS is not a designated online
advertising service and instead is a distinct service offered together with the LinkedIn
CPS. While it i s uncl e dully integratetbh ean | i M®
advertising service for the purposes of Article 6(8), Microsoft describes below existing

and new practices related to LMS that align with the obligations under Articl®6(8)

the DMA.

With regard to advertisers (or LMS customers), LinkedIn already provides ad
performance measur e @anpaign Mangyeaooltandregistngn L MS
LMS APIs. LinkedIn also enables advertisers to authorize and work withpthityl

verification partners.

LinkedIn has not implemented any measures with respect tophity publishers,
however, as LinkedIn lacks any direct relationship with them or direct access to third
party publisher inventories. LinkedIn partners with tfpedty ad exchanges to enable

L M SLAN feature that enables LMS customers to extend the reach of their LinkedIn
native ad campaigns by targeting their ads to Linkedin members ompéhrirsdwebsites

and applications. These thipdrty ad exchanges act as intermediaries and run the ad
auctions. Unlike LinkedIn, they have direct visibility and access to -farty
publisher inventories (where LAN ads may be displayed) and related user engagement
data and determine the ultimate prices to be shared with publishers.

Microsoft further expands below by:
1 Providing an overview of the LM& ampaign Manager tooséctionA);
1 Explaining its advertiseside transparency practicedectionB); and

1 Explaining why the publisheside transparency obligations in Article 6(8) of the
DMA are not relevant to LinkedIrsgctionC).

Overview Of LMS Campaign Manager

LMS Campaign Manager is Linkedlnés ad man
create, launch, and evaluate the performance of their LinkedIn advertising campaigns.
Campaign Manager is a sakrvice, online tool that is accessible by LMS customers
whoare also LinkedIn members through the LinkedIn website. All Linkedln members

can access and register for the Campaign Manager tool on the temaghtorner of

their LinkedInfe e d , through either the AHAAdverti s
Businesé ddown menu and <clicking theasiAdver
illustrated inEigure 27 below
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Figure 27. Accessing LMS Campaign Manager
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Source:LinkedIn

330. Campaign Manager enables advertisers to create and measure their LinkedIn
advertising campaigns. Key features of Campaign Manager include the Account,
Campaign Groups, Campaigns, and Ads features.

1 Account. Each account is mapped to a single LinkedIn page. This is typically the
member 6s business page on Linkedln. Mo
large organizations may have different accounts for each business unit and
advertising agencies mayeudifferent accounts for each client.

1 Campaign Groups. Campaign Groups enable advertisers to combine related
campaigngseeFigure 28). For example, if an advertiser wants to launch different
campaigns that are all related to the same product or event, they may create a single
Campaign Group. Advertisers can also use Campaign Groups to control the status,
schedule, and total budget fall the campaigns associated with the Campaign

Group. A default Campaign Group, cal
automatically created for advertisers using the Campaign Manager tool for the first
time.
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Figure 28. Campaign Manager View Of Campaign Groups
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1 Campaigns. Each Campaign has a specific objective and targets an audience
within an advert i(seehqgdirs 29C aimkedln ihasrvaridbs o u p
advertising objectives, including brand awareness, website visits, lead generation,
website conversiongfc.

Figure 29. Campaign Manager View Of Campaigns
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& Search by name, ID, or type Filters(4) > Columns: Performance~ Breakdown > Time range: 2/13/2023 - 3/14/2023 ¥
il ; 2 2 o o = o
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[ 2938 filtered of 2,953 campaigns - $671,753.07 - - 44,883,142
A
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o [ TP-ALEADS Q4FV20.733 Website Visit ., $139 $159 209
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LTS_F_ACQ SC_Static EMEA_FR_BL_MO
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[]  s.1190_Website_Conversions ACCN_Sto  *** $6,578.97 $219.30 91,391
m ries Running
\0 180182966 Snoncarad Contant
Source:LinkedIn

1 Ads. An ad is what the audience will see. There are many types of ad formats but
this typically includes the creative, a headline, copy, and a destination($¢eL
Figure 30).
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Figure 30. Campaign Manager View Of Ads
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After registering for the Campaign Manager tool, Linkedln members who are LMS
customers can provide their billing information in the Campaign Manager Billing
Center and launch their LinkedIn ad campaigns.

Advertiser-Side Transparency

In this section, LinkedIn discussed) (the practices providing advertisside
transparency on ad performance that were in place prior to the Linkedin CPS
designation $ection ) and @) how LinkedIn aligns its LMS practices with the
requirements in Article 6(8) of the DMA through practices in place before and
additionalpractices following the LinkedIn CPS designati@e¢tion 3.

1. Existing Advertiser-Side Transparency Practices

The Campaign Performance page in Campaign Manager provides LMS cust@mers,
advertisers, with access to a comprehensive reporting dashboard summarizing the
performance of Accounts, Campaign Groups, Campaigns, and Ads. Advertisers can
automatically access the reporting dashboard when theyrsigrCampaign Manager

Within this page, advertisers can measure the performance of their ad campaigns by
viewing metrics in the reporting dashboard, accessing performance charts and
demographics, or exportingGSV report.

Various metrics are available to measure the performance, engagement, conversions,
leadsetc, f or advertisersdé campaigns and ads.

1 Performance Metrics include metrics such as spend, impressions, clicks, and
average clickhrough rate.

1 Delivery includes metrics such as reach and average frequency.

1 Engagementincludes metrics such as reactions, comments, shares, and follows.
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1 Sponsored Messagingncludes metrics specific to Sponsored Messaging ad
formats such as sends and opens.

1 Conversions and Leaddnclude metrics related to conversion tracking and lead
generation form$>?

1 Videoincludes metrics specific to video ads such as views and view rate.

1 Budget and Bidincludes metrics such as daily budget, total budget, and average
daily spend.

1 Job Applicants include metrics specific to single job ads such as job applications
and job application rate.

1 Lead Funnel includes metrics to monitor qualified lead performance: Qualified
Leads and Cost per Qualified Lead.

1 Attribution Model includes metrics specific to how interactions with ads are
credited for a conversion across -advert
driven attribution).

336. Appendix A provides a full list of metrics available through Campaign Manager.

337. Reporting Dashboard. In the reporting dashboard, advertisers can view metrics to
measure the performance of their ad campaigns andaadshown irFigure 31
Advertisers can adjust the information showihia reporting dashboard using various
options above the column names. Advertisers can also adjust the Campaign Groups,
Campaigns, or Ads views by wusing fASearch
switching between, 6Ramp@ammai gilrAdGroo umd s
ASearcho helps advertisers find specific
or | D. AFil terso allow advertisers to \
objective, or ad type. The filters available vary betwden €anpaign Groups,
Campaigns, and Ads tabs.

152 LMSo6leadgeneration forms are one of the ad formats available through LinkddirkedIn
members who are interested in | earning more a
click on this labeled ad format are taken tleadgeneration form they can submit to receive
more information.
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Figure3l.Campai gn Manager 6s Reporting De
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Source:LinkedIn

338. Further, advertisers can change the metr.i
menu. They can create custom column views or select from default column views, such
as APerformanced or ASponsored Messaging,
seect a ABreakdowno (t h&igukr3baghbaldtovecompanet i on
performance for conversions, LAN, carousel image cards, and device type, for instance.

339. The fAiConversionso breakdown all ows custon
received for each conversion added to the campaign.

1 The AON/Off Network 6 breakdown allows customers to view reporting on ads
displayed on LinkedIn versus the ads displayed on publisher websites and
applications (throughAN).

1 The ACarouseb breakdown allows customers to view reporting for each card of
their carousel image ad.

1 The fAlmpression Device Typ® breakdown allows customers to view their
performance based on what devices people were using when they saw the
customer 6s ads.

340. All metrics are aggregated daily, and advertisers may request a report for any date range
during the duration of their LMS ad campaigns. The reporting dashboard aggregates
metrics across the date range. Adwmerti se
to view past campaign information or to view performance for a specific date range.

341. Performance charts and demographicsTo better visualize the performance of their
campaigns and ads, advertisers can view performance charts and demographics by
selecting the correspon(skeFigue3ph.ut t on bel ow
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Figure 32. Viewing Charts And Demographics
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342. Performance chartallow customers to view graphs of their campaign and ad
performance data. Customers can visually compare trends of how their ads perform
over time and better understand how their audience engages with thas didstrated

in Eigure 33
Figure 33. Example Of Performance Chart
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a
ikl =
a
L1}
&+
10
=
m F 1 F Feb Feh Feb 1 Fek Fek M Mar 4 M M. Mar 1 dar 1

Source:LinkedIn

343. Professional Demographiedlows customers to view information about the types of
individual s who i nt er se-iguedd.windeistandifgehe c ust o
audience engaging with the customersoé ads
optimize their ad creatives and target audience. The Professional Demographics view
provides additional breakouts by standard professional atsbat the Linkedin
member profile: Job Function, Job Title, Company, Company Industry, Job Seniority,
CompanySize, Location, Country / Regioatc. LinkedIn notes that the professional
demographic breakdowns are aggregated and use differential p(ivEEg 33 to
ensure individual LinkedIn members cannot be identified by the aggregated. results

153 SeePrivacypreserving analytics and reporting at LinkedIn
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Figure 34. Example Of Demographics View
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344. CSV Report. Metrics are also available to advertisers in CSV repa4S customers
can download a CSV report of ad performance metrics or demographics by clicking the
AEXpor t,asshowrniEiqume 35

Figure 35. Exporting A CSV Report
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Source:LinkedIn
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345. Advertisers can download various CSV reports in Campaign Manager to help them
understand the efficiency of their campaigns and ads through detailed performance
metrics. The different kinds of CSV reports available for download includiyples
of report provided ilTable 2 below.

Table 2. Examples Of CSV Report Types

Type of Report Definition

Customers are able to download a broad range of performance met
their campaigns and adscluding total spent, impressions, click throd
rate, and engagement rate.

Campaign performanc
Ad performance

Audience network

campaign performancy advertisers are able to compare performance between campaigns
displayed on Linkedinorohi nkedl nds partner
Audience network ad | campaigns with the LAN enabled.

performance

Advertisers are able to view information about members who inter
with their campaigns and ads, such as company name, job seniori
job function.

Professional
Demographics

Conversion

performance _ _ _
Advertisers can compare the types of conversions received for

_ campaigns and ads.
Conversion ad

performance

Advertisers can view responses to the Lead Generation Forms ass|

Leads with theircampaigns.

Conversation ad CTA| Advertisers can view the number of button clicks received for each §
performance available in their conversation ad.

Placements campaigr

performance ) . ) ) .
Advertisers can viewperformance of campaigns being displayed

LinkedIn and the LAN platforms.
Placements ad

performance

Source:LinkedIn

346. The report types available for selection when exporting will vary depending on the
account level an advertiser is viewjngs shown inEigure 36. The levelalso
determines whether the rows of each report will contain campaigns or ads, as well as
some of the columns included in the report.
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Figure 36. CSV Report Content Depending On Account Level
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Campaign Group

2. Practices Relevant To Article 6(8) Of TheDMA

Linkedlnos

LMS practi

ces

al i

gn

Campaign

Wi

Ad

t h

t he

LinkedIn provides a range of ad performance measuring tools through Campaign
Manager to LMS customers, who may be advertisers directly using the LMS ad services
oradageneéés, businesses
behalf. As discussed further below, thpdrty independent verification partners are

also afforded access to the advertside transparency tools relevant to Article 6{8)

or

ot her

t hi

r d

parti

advertisers authorize them to engage with LinkedIn and if they meet certain necessary

criteria.

i Existingpractices

First, any Linkedln member can sign up for a Campaign Manager actreerdf-
charge and become an LMS customer to run advertising campaigns on LinkedIn and
access ad performance reporting metrics and measurement tools.
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349. LMS customers can fHaccessof-ohahgeoi afior mat
service basis in at least three ways: (i) by relying on the Campaign Manager U,
specifically on the Campaign Manager Reporting Dashboard and performance charts
(described atwe); (ii) by exporting this information through a CSV file (described
above); and (iii) through public reporting APIs (described below).

350. Asregards the public reporting APIs, the LinkedIn Reporting APIs provide key insights
on performance such as ad clicks, impressions, and spend, as well as audience
demographics information, similar to the reporting available through the Campaign
Manager U. The metrics accessible through these public reporting APIs are provided
in Appendix B to this Annex.

351. SecondLinkedIn has relied on existing adlditionalpractices to provide access to
data necessary for advertisers to carry out their own independent verification of the
advertisements inventory, including aggregated andaggmegated data. LinkedIn
provides integrations with thirdarty measurement anenfication partners. These
thrdparty integrations focus onlIVEm)ab/l ifnrga wd
viewability, and brand safety. IVT is any online traffic that does not come droeal
person or people with genuine intent. Bots are a problem on the internet in general, and
in online advertising in particular. Bot traffic severely damages the chances for real
human users to interact with a brand. To protect advertisers frdmoatd s |, Linkedl
trust team conductsatwphase i nvestigation of | VT on
team analyzes member activity and other firaity signals to flag any suspicious
behaviors ; and (ii) Pixalate and HUMAN Security (a thpatty soluion)'®* flags
fraudulent traffic that LinkedIn can then detect and filter.

352. Viewability is a metric that helps inform advertisers that the ads they have purchased
have the opportunity to be seen by a real user. With respect to viewability of onsite ads,
LinkedIn currently provides viewability metrics for the video ad format witkgral
Ad Science and Double Verify using industry standards (subtedg| Rating Council
(AMRC 0)) or advertiserdefined standards for viewability measurement.

353. Separately, LinkedIn ensures brand safety by monitoring and filtering brand unsafe
inventory by adhering t@rofessional Community Policie$and the Global Alliance
for ResponSGARMOg Me cdinal (siaf ety and suitabi|
Trust and Safety team proactively monitors the content on the platform and removes
the majority of violating content and spams automatically, before ad impressions are
served along such content.

ii. Additional practices

354. As a platform, LinkedIn considers member trust and data protection to be of the utmost
importance. LinkedIn strives to maintain the same standards for its partners and
cust omer s . indep€rmentevarificatiore of the advertisements inventorya s
reflected in Article 6(8) of the DMA, Linkedlimplements am\PI productto enable
advertisers to authorize third parties, such as advertising agencies mentioned in Recital
58 of the DMA to carry out independent verification of ads. LMS customers can request

154 SeeHow LinkedIn handles invalid traffic (IVT)

155 SeeProfessional Community Policies
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that theirthirdpar t y measur ement partners satisfy
(described below) to ensure platform safety and member privacy in order to perform
verification of ad inventory (with respect to IVTraud, viewability, and brand safety).

355. API infrastructure. Wi t h r e s p eindepentleat verificaion f the
advertisements inventady r equi r e me nt the DMAAthda APkproduct6 ( 8 )
( Arrticle 6(8)-Related API Producto ) e n a b-parysmeasurement providers
authorized by the relevant LMS customer to access advertisertais returned in
onemonth increments and measurement partners have an ability to make queries for
multiple calendar months. A highvel data flow diagram of the APl mechanism is
included for referencm Figure 37.

Figure 37. High-Level Diagram Of APl Mechanism
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Source:LinkedIn

356. Article 6(8) Application and API requestprocess.To access thArticle 6(8)Related
API Product,the thirdparty measurement partner will need to follow the following
steps.
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Figure 38. Steps To Accesarticle 6(8)-Related API Product
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Source:LinkedIn

357. (1) DMA Atrticle 6(8) Application. The thirdparty measurement partner must submit
a customer support ticket and fill out an application survey.

358. The intake survey asks for the following general information:
1 Third-party measurement partner Company Name;
1 LinkedIn Developer Application ID;

1 Relevant contact detailsngme and email) of the thirgharty measurement
representative;

1 Do you have accreditation certification with organizations like th®MRC or
Trustworthy Accountability GrougifAG 0)?

1 Please provide the company name and contact information of the advertiser on
whose behalf you are requesting the Article 4f8JatedAPI Product (and their
existing LinkedIn Campaign Manager ad account information, if knoand;

1 Please provide additional details on the business use eageypur specific

product offering (including related webpages, if any, for such product offering) for
this customer that will leverage this API)
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LinkedIn reviews the request to ensure that the {pandy measurement partner falls
under thefollowing measurement partner qualifying criteria

1 They follow industry standards for verificatiome(, brand safety, viewability,
invalid traffic);

o For instance, they must show accreditation or certification with organizations
such as th&IRC or theTAG.

1 They will work with LMS advertising accounts;

T They accept and agree to Linkreqddstaddis onl

verification partners;

1T They meet the same standards as Linked

LinkedIn-defined process for privacy, information securitg.g( SOC 2
compliance), and technical requirements for data a¢gssessing; and

T They have the ability to builldensedo L
technology where applicable.

(2) Terms and Conditions. Third-party measurement partners must agree to the terms
and conditions for use of tharticle 6(8)Related APl Product These terms and
conditions are specific to thigticle 6(8)Related API Produand do not require any
amendment to the Linkedin User Agreement or Linkedin Ads Agreeméml
program terms typically place restrictions on how tgeaity measurement partners
may use the data accessed via a specific &R), (privacy, security, and business
restrictions). Theterms and conditions pertinent to tAeticle 6(8)Related API
Productreflect the terms negotiated with current measurement partners.

(3) Entity Verification. For thirdparty measurement partners, access tdAttiele
6(8)Related API Products provided after the thirgarty measurement partner
completes entity verification after LinkedIln determines that the -{hartly
measurement partner falls under the qualifying criteria and after theptuiyl
measurement partner agrees to the termscamdlitions. The entity verification
consists in checking that the email domain is valid, that the measurement partner is a
registered entity €g., corporation, LLC) in theEEA location in which they are
establishe based on | ocation provided by the
billing center) that they are not on any restricted parties Iestg, (sanctions lists), and

that they are not suspected of accessing Linketdtform data in an unauthorized
manner €.g, scraping, crawling, spidering).This form of entity verification is
necessary to ensure platform safety and protect against platform abuse or fraud.
Linkedlnds LMS c udigsonmaa mtersalMigoosoft tool foresiatity
verification Once it is established that an advertisgyuested ad verification partner
meets the qualifying criteria above, LinkedIn will provide the requisite access to the
verification partner and make any other technicatwmentation available to help
enable the integration with that partner.

(4) API application. Separately, the thirdarty measurement provider must create a
LinkedIn developer application (if it does not already exia$) shown irEigure 39
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below!®® To create an application, thigghrty measurement partners must provide
information, such as an application name, a relevant Linkedin Company Page to be
associated with the application, a link to a privacy policy, and a logo.

Figure 39. Creating An Application

Create an app X

App name”

LinkedIn Page ™

(@ This action can't be undone once the app is saved.

+ Create a new Linkedin Page [

Privacy policy URL

Begin with http:/f or hitpsi//

App logo™

€ logo displayed to users when they authorize with your app

Upload a logo

Legal agreement

When you develop on our platform, you are agreeing to be bound by our API Terms of Use.

|:| have read and agree to these terms

Create app

Source:LinkedIn

363. (5) Access Token Creation. Once the steps above are completed, the -pgarty
measurement partner will be able to request accessridwsiry-standard authorization
token to access the advertiseros dat a.

156 Seelinkedn - Developers Create an app
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Figure 40. Access Token Creation
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Source:LinkedIn

Once the LMS customer (advertiser) approves the request, th@énigdmeasurement

partner will have access to the DMA API endpoint (valid for two months) and refresh
tokens (valid for one year). This allows the thparty measurement partner to access

the relevant LMS c usbuetomemiEesprivday,tliakednmwill Li n k e
require the advertiseequested thirgp ar t y veri fication partner
personal data with advertisers.

Data will be provided in a CSV file format on a monthly basis at the ad account level.

Publisher-Side Transparency

As discussed above, LinkedIn does not have direct relationships or contracts with third
party publishers. | nst e adarty ddiexctkaegdsitm 6 s ¢
enable the LMS LAN feature that involves bidding for thpatty inventory on belifa

of LMS customers. It is the ad exchanges that have direct visibility and access to those
third-party publisher inventories as well as related ad performance data. For that
reason, the publishaide transparency obligations in Article 6(8) of the D&\ not

apply to Linkedin.
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i) specific information (including, if applicable, data points, visual
illustrations and recorded demo3°’) for each measure implemented in the
context of Regulation (EU)2022/1925, regarding:

a) the relevant situation prior to the implementation of the measure and how
the newly introduced measure ensures compliance with the obligations
laid down in Articles 5 to 7 of Regulation (EU) 2022/1925;

367. Microsoft refers taSection 2.1.2(i)) above for a description of the relevant situation
prior to the DMA, as well as any measures implemented for DMA compliance of the
LinkedIn CPS with Article 6(8) of the DMA.

b) when the measure was implemented;

368. The measures described3ection 2.1.2(i) wereimplementedor maintainedoy the
DMA compliance deadline

C) the scope of the measure in terms of the products/services/devices covered;

369. Microsoft refers tdSection 2.1.4i) above for a description of the scope of all relevant
measures ensuring Linkedln CPS6 complianc

d) the geographic scope of the measure (e.g., if the implementation of the
measure extends beyond the EEA, please specify);

370. The geographic scope of thdditionalpractices described Bection 2.1.4i) above is
' imted to advertisers | ocated in the EE
location as provided by the advertiser to LinkedIn through LMS billing services.

e) any technical/engineering changes that were made in connection with the
implementation of the measure concerned (e.g., on data flows and internal
data usage policies, security aspects, tracking of new metrics, Application
Programming Interfaces (APIs), opeation system (OS) functionalities,
parameters of ranking algorithms and methodologies used to rank,
classify or make results more prominent, or parameters of online
advertising auctions);

371. Microsoft refers toSection 2.12 (i) abovefor a description of théechnical changes
made in connection with the implementation of the API to comply with Article 6(8) of
the DMA, as applicable to the LinkedIn CPS.

f) any changes to the customer experience made in connection with the
implementation of the measure concerned (e.g., changes in the customer
interface, choice screen$3®consent forms!®>® warning messages, system

157 For example, this may be particularly relevant to illustrate changes impacting user journeys.

158 For instance, the specific design of the choice screen, what information is prompted to the users
in the choice screen, including the consequences of making a selection; the users to which the
choice screen is shown and when.

159 This applies to all types of consent required under Regulation (EU) 2022/1925, regardless of
whet her this is via a Aformd or any other forr
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updates, functionalities available, or customer journey to access
functionalities®9);

372. No changes to the LMS customer experience were required with respect to existing
reporting functionalities available through Campaign Manager and/or public APIs.
However, r eihdapeneleht veribicationhoé thefiadvertisements inventory
aspect of Article 6(8) of the DMA, LinkedIn has implementieel Article 6(8)Related
API Productto enable thireparty measurement partners to apply for access (as further
described above iSection 2.1.41)).

373. Microsoft refers taSection 2.1.2(i) above for a summary of the customer journey to
access functionalities.

s)] any changes to (i) the remuneration flows in connection with the use of the
Undertakingdés core platform service (
revenue share for the relevant service(s), introduction of new fees,
provisions and practicesrelatedtd he busi ness userso pri
remuneration flows between the Undertaking and the business users or
end users, as applicable) and (ii) the other terms and conditions provided
to end users and business users (or individually negotiated agreemsgnt
with business and/or end users), or where applicable, changes to existing
terms and conditions, required by the implementation of the measure
concerned (e.g. privacy policy, conditions for access and interoperability
and any other relevant clauses);

374. Since LinkedIn already provides business users with access to the performance
measuring tools via Campaign Manager and the existing reporting APIs, no changes to
the LinkedIn Privacy Policy or the LinkedIn Ads Agreement were required by the
implementatiorof practices relevant to Article 6(8) of the DMA.

375. In addition, LinkedIn will require all thirgharty measurement partners to agree to
standard terms and conditions authored by Linke8Llrch agreements reflect the terms
negotiated with current measurement partners.

h) any other relevant changes made in connection with the implementation
of the measure concerned not covered by points e) to g) above;

376. Microsoft refers tdSection 2.1.4i) above.

i) any consultation's* with end users, business users and/or any interested
parties that has been carried out in the context of (i) the elaboration of the
measure and/or (ii) the implementation of the measure, and how the input
of these consultedparties has been taken into account. Provide a list of
end users, business users and/or any interested parties consulted in this

160 The Undertaking must provideaclitl-c | i ck descri ption of the end
user interface. The Undertaking may submit visual illustrations and/or recorded demos.

161 This information should include a description of thethodology for the consultation.
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context and a high level description of the topic of the consultation with
those users/parties;

377. To date, LinkedIn has engaged in a limited, informal reach out to a few known
customers and measurement partners, providing a general description of its planned
practices relevant to Article 6(8j the DMA. The informal feedback received was that
the general planned practices seemed reasonable.

)] any involvement of external consultants in the elaboration of the measure,
including a description of the consu
independent from the Undertaking, a description of both their output and
the methodology used to reach that oput and, if applicable, an
explanation of the reasons why the recommendations made by the
external consultants were not followed;

378. There has been no involvement of external consultants in the elaboration of the
practices described above.

K) any alternative measures whose feasibility or implications has been
assessed and the reasons for not choosing them and, in particular, where
relevant (e.g., interoperability), the results of the evaluation of existing
open standards and/or state of the arimplementations and the reasons
for not choosing them;

379. No alternative practices were considered. One alternative practice briefly discussed
was building out a manual businasser request intake and thiparty measurement
partner review and approval process that would involve sharing the relevant venficatio
data through offline servao-server flows. LinkedIn believed that an API solution
would be a more streamlined and efficient way of requesting and sharing information
and thus decided to move forth with a new API product implementation

)] any action taken to inform end users and/or business users of the measure,
their feedback; and any changes to the measure implemented on the basis
of this feedback;

380. In February 2024, LinkedIn published company posts and related materials to inform
its members, customers, and partners about the forthcoming-ieM#ed changes,
including the Article 6(8)Related API Produdf? Further, Developers can check the
status of LinkedinAPI®s n L i n k e d 1®arid haveveedess to areAl chatbot that
they can use to more easily discover and learn about the LinkedIn API Program. In
addition, Microsoft refers t8ection 2.1.2 (ipbove

162 Seee.g, LinkedIn in Europe: Changes for the Digital Markets;&ioviding performancand
transparency measurement toofsdvertiser Transparency APland LinkedIn Regulatory
Developer Products Overview

163 SeeDeveloper Status Page
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m) where applicable, the interaction with measures the Undertaking has
implemented to ensure compliance with other obligations under
Regulation (EU) 2022/1925;

381. None.

n) where applicable, all actions taken to protect integrity, security or privacy
(e.g., data access, data retention policies) pursuant to the relevant
provisions in Regulation (EU) 2022/1925 and why these measures are
strictly necessary and justified and thee are no less restrictive means to
achieve these goals;

382. To ensure platform security, member data security, and member privacy, the advertiser
requested thirgbarty measurement partners must register with the LinkedIn Developer
Program and are expected to meet certain seatnitgn requirements upon
application to the access the Article 6{Belated API Product and to agree to tiwens
and conditions Also, due to its existing member privacy obligatié®fs,inkedIn
requiresthethirgparty verification partners not t«
advertisers.

383. LinkedIn offers a variety of programs to enable tipadty integration with LinkedIn
via APIs for both endiser and businesss e r use kinkedlasAPlI (t he f
Platform 0 ) The LinkedIn API Platform includes functionality to monitor and report
on the use of LinkedIn APIs at the application level. The Article df8JatedAPI
Product relies on this existing functionality to monitor calls to the API to identify, for
example, patterns of calls that may indicate abuse or errors that may indicate a problem
with theArticle 6(8)Related API ProductNotifications to relevant stakeholdeesd,
developers, support teams) can be implemented to alert such stakeholders when errors
occur. To further ensure platform stability, security, and hygiene, the LinkedIin API
Platform monitors for developer applications that are inactiveadied 180 days of
inactivity (e.g, no API calls made) are notified of inactivity and then later, if no activity
occurs, access will be suspended.

0) any type of market analysis or testing (in particular A/B testing?®°),
business user surveys or consumer surveys or end user consent rat&s,

164 Linkedlnods Privacy Rlodsjinatsharg§nemtiedpsrsonahdath with i nk e d | |
any third-party advertisers orad networksd except i n some | imited, s|

165 A/B testing is an experiment where the audience is randomly split to test a number of variations
of a measure and determine which performs better. A/B testingarsdimer surveys may be
particularly weltsuited to demonstrate: (i) compliance with obligations which include a change
to an enduser interface and (ii) the absence of dark patterns, which could jeopardize the
effectiveness of the proposed measure.

166 End user consent rates refer to the percentage of end users who provided consent to the data
processing for which end user consent is required under Regulation (EU) 2022/1925 (for
instance Articles 5(2) and 6(10)).
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that have been carried out to estimate the expected impact of the measure
on the objectives of Regulation (EU) 2022/192%;

LinkedIn has not carried out any type of market analysis or testing to evaluate the
expected impact or evolution of the impact of Arecle 6(8)Related API Produatn
the objectives of the DMA.

p) any type of market analysis or testing (in particular A/B testing), business
user surveys or consumer surveys or end user consent rates, that have
been or are expected to be carried out to evaluate the actual impact or
evolution of the impact of the measue on the objectives of Regulation
(EU) 2022/1925%¢8

LinkedIn has not carried out any type of market analysis or testing to evaluate the actual
impact or evolution of the impact of th&rticle 6(8)Related API Producbn the
objectives of the DMA.

q) a set of indicators which allow or will allow based on their future evolution
the assessment of whether the measures implemented by the Undertaking
to ensure compliance are o6effective
Regulation and of the relevant oblig¢ t i on 6, as required
Regulation (EU) 2022/1925, including an explanation why the
Undertaking considers these indicators to be the most suitable;

Microsoft refers to the introduction of the Compliance Report. Microsoft believes that
the transparent nature of LinkedIn is the most relevant indicator that the objectives of
the DMA are being achieved. Nonetheless, Microsoft remains open to discaisging
additional indicators or data that would assist the Commission in its assessment whether
a particular measure is effective in achieving the objectives of the DMA, taking into
consideration the prexisting measures of LinkedIn.

r any relevant data® which can inform whether the measure is or will be
effective in achieving the objectives of Regulation (EU) 2022/1925, such
as, depending on the circumstances, data on the evolution of the number
of active end users and active business users for the red@w core platform
service and, for each relevant obligation, the interaction of end users with
choice screens and consent forms, the amount of-app purchases, the
number of pre-installed defaults as well as yearly revenues from payments
related to thosepre-installed defaults, counts of end users who switch,
counts of business users who obtain data access, etc. Provide an exact
definition of the terms used and a detailed calculation explanation;

As outlined inSection 2.1.2 (ii) (g)above,Microsoft remains open to discussing any
indicators or data that would assist the Commission in its assessment whether a

167 The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

168 The full methodology for any analysis, testing or survey shall be included in the Compliance
Report.

169 Reported on a sufficiently disaggregated basis to be informative (for example, by reference to

each business user) and, if applicable, per type of device.
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particular measure is effective in achieving the objectives of the DMA. In assessing
such metrics, it will be important to consider whether theeprsting design and
operation of the platform was largely consistent with the provisions in question or
whether significant changes were required. In the former circumstance one would not
expect to see measurable changes in end user or business user behavior and metrics
may not be indicative of effectiveness

388. LinkedlIn allows its LMS customers, or business users, to export and verify via a third
party their ad campaign performance ddtakedin hassince made more visible the
availability of the API to LMS customet€®

S) any internal systems and tools used to monitor the effectiveness of the
measure and the output of such internal systems and tools;

389. Microsoft remains open to discussing any indicators and ways to monitor those
indicators that would assist the Commission in its assessment of whether a particular
measure is effective in achieving the objectives of the DMA, including metrics that
track the choices made by users under mechanisms required by the DMA such as
consent rates, installing and setting applications as the default, use of data portability
mechanismsor others

t) where applicable, when compliance requires granting third parties (e.g.,
business users), access to data, interfaces or other technical features of the
service: describe the procedure for third parties to obtain such access
(including how third parties wil | be informed of this possibility), the scope
(including terms and conditions attached to the access), the format, and
the frequency (e.g. real time) and any other relevant information (e.qg.
whether the shared data/interface or other technical feature carbe
independently audited, data access policies, data retention policies and
measures to enable secure data access).

390. Microsoft refers tdBection 2.1.4i) above.

170 To access this APlegLinkedIn Requlatory Developer ProduetkinkedIn |Microsoft Learn
andLinkedIn Developer Support Portal
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Appendix A

LMS Campaign Manager Metrics

LinkedIn provides below the full list of metrics available through LMS Campaign Manager

Spent, Views, Impressions, Clicks, Other, Total Engagement, Engagement Rate, Full Screen
Plays, Off/On, Status, Campaign, Campaign Group, Objective, Key Results, Start Date, End
Date, Cost Per Result, Total Budget, Avg. Daily Spend, Daily Budget, BidageeCPM,
Average CPC, Reach, Average frequentyerage Dwell Time,Cost per 1,000 member
accounts reached, Average CTRydience PenetratiomlReactions, Comments, Shar@age
Follows, MembefFollows, Total Social Actions, Clicks to Landing Page, Clicks to LinkedIn

Page, Viral Impressions, Viral Clicks, Viral Reactions, Viral Comments, Viral Shares,| Viral

Conversions, Conversion Rate, Cost Per Conversion, Total Conversion Value, Retur
Spend, Leads, Lead Form Opens, Lead Form Completion Ratajs (DateDriven
Attribution), Cost Per Lead, Qualified Leads, Cost Per Qualified LEgeint Registration

Click Event Registrations, View Event Registrations, Viral Event Registrations, Viral Click
Event Registrations, Viral View Event Registrations, Leads (Work Email), Lead Form
Completion Rate (Work Email), Cost Per Lead (Work EmaiBywRate, eCPV, Views @ 259

Views @ 50%, Views @ 75%, Completions, Completion Rate, Viral Video Views, Viral \fideo

Completions, Viral Video Completion Rate, Viral Video Full Scré#ays, PlaysMRC Net
Impressions, MRC Net Clicks, MRC Gross Impressions, MRC Gross Chekgjs, Open

Open Rate, Cost per Send, Cost per Open, Headline Clicks, Headline Impressions,
CTR, Talent Leads, Talent Lead Rate, Cost Per Talent LeadApply Clicks, Job

Download ClicksClicks to Member Profileyiral Download Clicks, Viral Preview Downlo
Clicks, Displays @ 25%, Displays @ 50%, Displays @ 75%, Completions, Viral Displ
25%, Viral Displays @ 50%, Viral Displays @ 75%, Viral Completions
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Appendix B

Metrics Accessible Through Public APIs

LinkedIn provides below the full list of metrics accessible through public XPls.

actionClicks

adUnitClicks
approximateUniquelmpressions
cardClicks

cardlmpressions

clicks

commentLikes

comments

companyPageClicks
conversionValuelnLocalCurrency
costinLocalCurrency

costinUsd

dateRange

documentCompletions
documentFirstQuartilieCompletions
documentMidpointCompletions
documentThirdQuartileCompletions
downloadClicks
externalWebsiteConversions
externalWebsitePostClickConversions
externalWebsitePostViewConversions
follows

fullScreenPlays

headlineClicks
headlinelmpressions

impressions

jobApplications

jobApplyClicks

landingPageClicks
leadGenerationMailContactinfoShares
leadGenerationMailinterestedClicks
likes

oneClickLeadFormOpens
oneClickLeads

opens

otherEngagements

pivotValues

1 For a definition of these metricseeMicrosoftLearn- Ads Reporting: Metricsavailable
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postClickJobApplications
postClickJobApplyClicks
postClickRegistrations
postViewJobApplications
postViewJobApplyClicks
postViewRegistrations

reactions

registrations

sends

shares

talentLeads

textUrlClicks

totalEngagements
validWorkEmailLeads
videoCompletions
videoFirstQuartileCompletions
videoMidpointCompletions
videoStarts
videoThirdQuartileCompletions
videoViews

viralCardClicks
viralCardlmpressions

viralClicks

viralCommentLikes

viralComments
viralCompanyPageClicks
viralIDocumentCompletions
viralIDocumentFirstQuartileCompletions
viralDocumentMidpointCompletions
viralDocumentThirdQuartileCompletions
viralDownloadClicks
viralExternalWebsiteConversions
viralExternalWebsitePostClickConversions
viralExternalWebsitePostViewConversions
viralFollows

viralFullScreenPlays
virallmpressions
viralJobApplications
viralJobApplyClicks
viralLandingPageClicks

viralLikes
viralOneClickLeadFormOpens
viralOneClickLeads
viralOtherEngagements
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viralPostClickJobApplications
viralPostClickJobApplyClicks
viralPostClickRegistrations
viralPostViewJobApplications
viralPostViewJobApplyClicks
viralPostViewRegistrations
viralReactions

viralRegistrations

viralShares
viralTotalEngagements
viralVideoCompletions
viralVideoFirstQuartileCompletions
viralVideoMidpointCompletions
viralVideoStarts
ViralVideoThirdQuartileCompletions
viralVideoViews
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Regarding Article 6(9)

2.1.1. The following statement confirming compliance with the obligation in line
with Article 8(1) of Regulation (EU) 2022/1925:

391. Microsoft confirms that as of the date of this report itérasureccompliance with the
obligation laid down in Article 6(9) of the DMAas applicable to the LinkedIn CPS

2.1.2. An exhaustive explanation of how the Undertaking complies with the
obligation, including any supporting data'’? and internal documents.
Please provide a detailed description of any measures that ensure such
compliance, indicating whether such measures were already in place pre
designation or if they were implemented postesignation.

The description of all the abovementioned measures must enable the
Commission to verify whether the Undertaking has demonstrated
compliance pursuant to Article 8(1) of Regulation (EU) 2022/1925 and
should, at a minimum, include:

)] an explanation on how the Undertaking complieswith the obligation
based on all measures that were already in place paesignation or that
the Undertaking has implemented postlesignation, and

392. Article 6(9) of the DMAp r o v i dhe gatekedpéstiall provide end users and third
parties authorised by an end user, at their request and free of charge, with effective
portability of data provided by the end user or generated through the activity of the end
user in the context of the use of the relevant g@atform service, including by
providing, free of charge, tools to facilitate the effective exercise of such data
portability, and including by the provision of continuous and-teak access tough
data 0

A. Relevant Situation Prior To Implementation Of Compliance Measures

1. Member Data Export Functionality

393. Prior to implementing the measures explained below, LinkedIn provided end users that
have created accounts on the LinkedIn platform andogigedin to those accounts
(members) with a tool to downl oadExiatng ar c hi
Export Toolo ) . The Existing Export Tool enabl e
data type with its own data fields) such as member profile data, list efiéigsee
connections, messages, likes, comments, shares, follows, ads clicked, and job
applications.

394. The data types covered by the Existing Export Tool include data from LinkedIn services
that do not form part of the Linkedin CP$cluding LMS, Jobs, and Learninglated
datai but that are provided together with the LinkedIin CPS. The Existing Expolrt T

172 The Undertaking shall have any underlying raw data ready to be made available to the
Commission in the event the Commissions requests this raw data.
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395. Asiillustrated inFigure 41, amember can utilize the Existing Export Tool by:
i. Clicking the AMeoO icon at the top
i. Selecting nASettings & Privacyo
i. Clicking AData Privacyo on the
iv. Clicking fiGet a copy of your datao
section; and
v. Selecting the data that they ar
Figure 41. Using The Existing Export Tool
<« (¢} 25 linkedin.com/mypreferences/d/download-my-data Q%
® Settings € s
Export your data
Your LinkedIn data belongs to you, and you can download an archive any time or view the rich media you
2 Account preferences have uploaded.
Download larger data archive, including connections, verifications, contacts, account history, and
. . . information we infer about you based on your profile and activity. Learn more
& Slgn in & securlty O Want something in particular? Select the data files you're most interested in.
® Visibility D Articles D Connections D Imported Contacts
D Messages D Invitations [:] Profile
G Data privacy \ Recommendations D Registration

»

396.
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remained available to members after the DMA compliance deadlin®lafch 2024,

and will continue to be made availablé

Request archive

Advertising data

Your download will be ready in about 24 hours
Notifications You can alternatively export your data using our Member Data Portability APIs. Learn more.

Don't see what you want? Visit our Help Center.

Help Center  Professional Community Policies  Privacy Policy  Your California privacy choices  Accessibility
Recommendation Transparency ~ User Agreement  End User License Agreement
Linked
Source:LinkedIn
Once the relevant dats.compiled, the member receives an email from LinkedIn with

of t

from th

e

eft r a

un

ooki

a link from where they can download the requested data. When a member wishes to
export their entire data archive versus just one type of data, the member receives a first

email when the readily aable data are available and another email when the

173 SeeAppendix C for a full list of fields available via the Existing Export Tool.
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remainingi longer to obtaiii datais available.!’* The datas delivered to the member

in a zip folder with multipleCSV files. The data will be available for 72 hours
following the request. A member can make additional requests for their data every two
hours.

397. Figure 42below provides a sample of the data available for download with the Existing
Export Tool

174 Data types that are maintained in online stores are faster to export than data types that need to

be compiled from offline stores.
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Figure 42. Sample Data Available For Download Through Existing Export Tool

Ad Targeting.csv

Account Status History.csv

Time Event

2011/01/16 01:13:42 UTC ~ Account Created

Age Country  Company Companies  Followed Companies Functions Gender  Industries Follewed
Group Sizes Industries
25-34 in 500110000 | Linkedin Harvard Business Engineering = Fermale  Computer
Review BeszemerE Ink Software
CorporationApple
Followed Partner Opt Out  Seniorities  State  Postal Schools Graduation Groups Interface Degree Skills
Industries Advertising Code Year Language Classes
No Entry ka 560001 Sn. College of 2016 Pythen Programmer / en Bachelor's pythonc++.android
Engineering Developers,Cloud Computing Hadoop Degree

Ads Clicked.csv
Ad clicked Date
2018/03/21 01:47:45 UTC

2018/05/04 21:20:32 UTC

Comments.csv

Comment Date
2018/04/24 03:47:33 UTC
2015/06/03 04:08:00 UTC

2015/02/06 04:14:10 UTC

2015/01/08 03:49:04 UTC
Connections.csv

First Last

Name Name

Harvey Spectre

Rachasl Green

Ad Title
Awesome ad title

Click this ad today

India Python Professionals.

Comment Content Type = Comment Content Url
Share https://wwwi.linkedin.com/feed/update/urn®%3Ali%3Aactivity?63A00001
Share https://www.linkedin.com/feed/update/urn®%3Ali%3Aactivity?3A00002
Share https://www.linkedin.com/feed/update/urnSe3 Ali%3Aactivity%3A00003
Share https://www.linkedin.com/feed/update/urnf3Ali%3Aactvity%3A00004
Email Address Company  Position Connected On
hs@mail.com Pearson Head of Development Platforms = 10/22/14, 10:30 PM

Spectre
rg@mail.com Green Inc. founder and CEQ 10/5/15, 8:03 AM

Causes You Care About.csv

Supported Cause

Education

Environment

Science and Technology
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Comment Message
Good read
Congratulations!
Congrats! ;)
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Company Follows.csv

Organization Followed On

BEUC - The European Consumer Organisation Tue Jun 25 18:03:29 UTC 2024
Ace Camps Travel Mon Jun 17 18:02:42 UTC 2024
inVest Ventures . Fri May 03 17:42:45 UTC 2024
National Geographic Sun Apr 14 23:30:59 UTC 2024
Future of Privacy Forum Mon May 15 14:07:11 UTC 2023

Reactions.csv

Date Type Link

2024-09-07 13:52:33 | LIKE . https://www.linkedin.com/feed/update/urn%3Ali%3Aactivity % 3A7237898843231588352
2024-09-07 00:21:05 LIKE https://www.linkedin.com/feed/update/urn%3Ali%3AugcPost%3A7237857624501747712
2024-09-06 23:21:07 | LIKE https://www.linkedin.com/feed/update/urn%3Ali%3Aactivity% 3A7237899114447810561
2024-09-06 23:20:47 LIKE https://www.linkedin.com/feed/update/urn % 3Ali%3Aactivity % 3A7237916272254951424
2024-09-05 14:47:26 LIKE https://www.linkedin.com/feed/update/urn%3Ali%3Aactivity % 3A7237446312336523264
2024-09-03 14:07:26 LIKE https://www.linkedin.com/feed/update/urn%3Ali%3AugcPost%3A7236625475207364609

Source:LinkedIn

2. LinkedIn APl Programs

LinkedIn offers a variety of programs to enable tpadty integration with LinkedIn
via APIs for bothenduser andbusinesauser use casdkrough theLinkedin API
Platform.

The LinkedIn API Platform has a robust backend infrastructure to support application
creation and registration, product provisioning, ongoing application management and
analytics, comprehensive published developer documentation, and a support channel.
The LinkedIn API Platform is further described on and publicly accessible via the
Li nkedl n dev dihkedneDevelspertSiked Y tAbpendif D provides
screenshots of the LinkedIn Developer Site.

MeasuresTo Ensure Compliance

While the Existing Export Tool and existing LinkedIn AF&tform provided access to
a wide variety of member data prior to March 2024, they alone did not fully satisfy
certain elements of Article 6(9) of the DMA. By way of example

1 Existing Export Tool. Although the Existing Export Tool provides a
comprehensive set of member data provided to or generated from using LinkedIn
services, access:i§¢ a ) only provided upon a membe
ongoing basis, and (b) provided as a CSV file, as opposed to a more readily
consumabl e for mat |l i ke AJSONO (which p
format that enables representation of complek mested information via API).

1 Existing API Programs. While the existing LinkedIrAPI Platform provides a
variety of datasets via APIs in amdustrystandard format and on a continuous
basis, LinkedIn does not currently have APIs that provide access to the same
datasets available via the Existing Export Tool.

175 SeelinkedIn Developers
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Therefore, to ensure compliance with Article 6(9) of the DMA, LinkedIn built a free

ofc har ge  ANember( Data ePortdbility APIO ) and supporting
(together with the Me mYemberIat PatabMtpAPt abi | it
Programd) t o enabl e a-autherizea ¢hird partiés ton acoebsethre

member data provided to and generated from their use of LinkedIn, including services
provided together with the Ltiintkeedd | ma nPeS , i
further explained below. The Member Data Portability APl Program isostgapby

the LinkedIn API Platform and made publicly available to Developers on the LinkedIn
Developer Site.

In Section 1 LinkedIn describes how it complies with each element of Article 6(9) of
the DMA. The concrete implementation of the Member Data Portability APl Program
is detailed irSection 2

1. Member Data Portability API

The Member Data Portability API Program satisfies each of the follorgogirements
of Article 6(9) of the DMA.

i Datapr ovi ded at the memberdbés or aut hor

Devel opers are able to request access t
application that the Developer has built to integrate with the Member Data Portability

API. Such access requires member authorization before a Developer can access that
me mb dinkédin datal’”’ Members must blggedinto their LinkedIn account for

the authorization to work. Oneg&gnedin, members are presented with a dialogue box

that describes what LinkedIn data they are electing to make available to the Developer.
The dialogue box also describes how members can terminate the authorization from
within their LinkedIn account and infolstihe member that use of their data as exported

to the Developer wildl be governed by the
member 6s consent, an authorizatiohd® token
which the Developer must include in each API call to the Member Data Portability API.

The authorization token is valid for one year after the initial authorization is given. To
keep members informed, the authorization dialogue pane indicates that the Developer
will have access to their LinkedIn data for up to one year, unless the memtiaates
access earliet’®

176 Each member or authorized third party that seeks access to the Member Data Portability API,
shall be r ©évelopere dand raess kantiar Developeyp, od hirtk-
Party Developero

L7 LinkedIn providesin Appendix E a sample authorization experience and relevant LinkedIn
settings fiPermitted Servicey.

178 The OAuth 2.0 standard is an open standard for access delegation anthimanlyused way
for internet users to grant websites or applications access to their information on other websites
without compromising the security of their passwords.

179 To ensure platform stability, security, and hygiene, the LinkedIin API Platform monitors for
developer applications that are inactive and after 180 days of inactixgtyno API calls made),
such developer applications are notified of inactivity then later, if no activity occurs, have their
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406. Figure 43 below is @ exampleauthorization screen for the Member Data Portability

API.
Figure 43. Example Authorization Screen For The Member Data Portability
AP|
\
™
= 2

DMA Test App - 3rd party would like to:

* Access (up to 1 Year) and use your LinkedIn
data, including your profile information,
posts, synced contacts, connection requests,
messages, likes, and other activity data

You can stop this sync with this third party in your
LinkedIn settings. DMA Test App - 3rd party terms
apply. Learn more.

Not you?

l Cancel ‘

You will be redirected to http://localhost

Privacy Policy User Agreement

Source:LinkedIn

ii. Realtime access to data

407. A Developer is able to access asapohdthet i cul a
time of the requesti.e, a realt i me Asnapshoto of t he me
connections, and all me s SnapghetsDat® h . t h & hme 1
Snapshot Data is consistemith how the data is available to members via the Existing
Export Tool&

access suspended. The same monitoring is in place for the Member Data Portability API
Program.

180 As the LinkedIn platform evolves, product featui@® continuouslyadded, modified, or

deprecated, which mayecessitatehanges to the relevant LinkedIn data typ8ach changes
will be made to the Existing Export Tool, and thereafter, to the Member Data Portability APIs
Therefore from time to time, the Existing Export Tool may contain slightly different data types
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The Member Data Portability APl also provides hangel ogo data for c
that are included in the Snapshot Data, but that tend to change more readily over time
(e.g, Profile, posts, reactions). This means that after a member authenticates to an
application that has integrated with the Member Data Portability API, the Member Data
Portability API can, upon a cal |, send a
datathathasoccurred over the preceding rolling-88a y  p eChangeldg Daté® ) .

Appendix F provides éreakdown of data ailable in snapshot and changelog.

iil. Dataprovided by or generated through the activity of the member in the
context of the use of tHankedin CPS

The Member Data Portability APl Program provides access to the same data types that
are available via th&xisting Export Tool i(e., Linkedln CPS data and data from
services provided together with or supporting the Linkedin CP&ppendix F
provides a list of data types available through the Member Data Portability API
Program.Data is included in the Existing Export Tool based on the following factors:
what data are members most interested in; what data do peer platforms provide; what
data does LinkedIn receive requeisis what data does Linkedlmaveavailable é.g,

i f Li nkedl n 6 practice with respectyto acparticulas data type is to delete

it after a certain amount of time, or to disassociate it from the relevant member,
LinkedIn would not change that practice just to be able to return it in a data export); are
member settings respted (.e. is theremembesto-member blocking); and how
difficult it is to provide the data. For example, whie Existing Export Tool provides
members with the IP addresses of their account logins, providing all of the IP addresses
associated with @ry session a member engaged in duairggarticular period could
possibly takea disproportionatamountof computing time to generate.

iv. Continuousaccess to data

After a Developer integrates with the Member Data Portability APl and a member
grants authorizati on, ti.b, ereqUuessvaedess pog that i s a
member 6s Linkedln data to use on its own
DMA. The Developer can make further calls on the cadence they deem appropriate

(e.g, on a daily basis). Similarly to the rest of the LinkedIn API Platform, throttle / call

limits are established for the Member Data Portability API. These limits are in place to
prevent abusee(g, a massive volume of calls can take down an API service) and not

to Ilimit appropriate access. The | imits
with call patterns for other Linkedln API
deems appropriat®r the Member Data Portability APl Program. The pufdicing

developer documentation that, among other things, describes the technical requirements
and instructions for integrating the Memb
appl i ca Devaloper Documentafiom ,)provides information on rate limiting,

what developers should expect if they hit a rate limit, and how to determine the rate

than the Member Data Portability APl due to the added complexity of updating the Member
Data Portability APIs
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limits for a particular API8! To the extent Developers determine that the limits are not
sufficient, LinkedIn will adjust them as need&4.

V. Effectiveaccess and use

411. The data provided via the Member Data Portability API is in JSON format, which is
generally recogni zed as i pfiediwlyaceessadtaedn d ar d
used by the Developer f ori®tihkedinDaesthatthp er 6s
Devel oper must create a developeDMAapplice
Applicationo %*so it is able to communicate with the Member Data Portability API.
Developers receive and use the data through their DMA Application, upon
authorization by the member through their DMA Application and within the scope of
that authorization.

412. To further ensure that the dasgprovided in an effective and useful way, the Member
Data Portability API allows Developers to limit their calls to certain availdatasets
in accordance with their use case and to
Member Data Portability API supports calls fd): ALL Snapshot Data (via a call to
the Snapshot API endpoint);)(ALL Changelog Data (via a call to the Changelog API
endpoint); {ii) ALL Snapshot Data and ALL Changelog Data (via two catise to the
Snapshot API endpoint and one to the Changelog API endpointy) @ng field type
of Snapshot Data (the Developer can execute this API call sequentiatyi¢ve a set
of field types €.g, first calli profile; second call connectionsthird calli posts)!8®
The Member Data Portability APl does not support calls for a portion of Changelog
Data due to the nature of the datealls are made for changes that occurred based on
a time interval, so any changes made during that time interval is returned.

413. The very first time that a member authorizes a Developer to access their LinkedIn data
via the Member Data Portability APIl, some data fields may be available immediately,
while other data fields may take longer to be available to be returned via the Member
Data Portability API.Data types such as profile datantacts, andrticlesarereadily
available and can be accessed via the Member Data Portability API in around 10
minutes of the first API call. Other data types, for example, engagement datakmay t
up to 48 hours to be able to be retrieved via the Member Data Portability APl because
such data types require compiling and accessing in offline stores. After the first time

that particulsaetmembedds hdweaer, Linkedlr
181 For information on rate limitseeMicrosoftLearni Rate Limiting
162 One developer request higher call limitsduring the last reporting periodAs there was no

evidence of abusé&jnkedInincreased them accordingly.

183 Seein this regard Recital 59 of the DMAAppendix G provides a sample Member Data
Portability API file.

184 The DMA Application, as registered on the LinkedIn API Platform, is not equivalent to the
Devel operds commerci al product . It is the ty
manage APl access. API products are provisioned to developer applichtibasctregistered
with the LinkedIn API Platform as opposed to developer accounts. A developer may have
multiple applications registered on a platform that have access to different API products.

185 Multiple fields per call is not possible given how Snapshot Data is indexed.
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mai ntain updated stores of that member 6s
upon subsequent caff®

414. Appendix F provides areakdown of data available in 10 minutes and in 48 hours.

Vi. Freeof-charge

415. Developers are able to access the Member Data Portability APl and create their DMA
Application freeof-charge.

2. Member Data Portability APl Program

i Member Data Portability APl Program

416. As noted above, LinkedIn provides the Member Data Portabilityféelof-charge to
any Developer that meets certain requirements (explained below). LinkedIn provides
the Member Data Portability API through the Member Data Portability APl Program
that ispublicly available on the LinkedIn Developer Site. The Member Data Portability
API Program consists of two API productsy &n API for Third-Party Developers
wishing to integrate the Member Data Portability API into their product to enable
members to port their LinkedIn data to such product; @ndag APl for members
seeking to integrate the Member Data Portability API into their own application to
retrieve their own LinkedIn datalhird-Party Developers and Member Developers are
able to integrate thelember Data Portability API into their products by completing the
following steps.

ii. DMA Application

417. Developers are able to request access to the Member Data Portability APl Program
through the creation of a DMA ApplicatiqeeeFigures 44-45 below)®” To create a
DMA Application, Developers must provide information such as an application name,
a relevant Linkedin Company Page to be associated with the DMA Application (for
Member Developers, a default Linkedin Company Page is provided for theiasuse
shown inEigure 46), a link to a privacy policy, and a logo for the DMA Application.

418. The Member Data Portability API Program does not enable end users that have either
not registered and created a member ac¢carnare notloggedin to their member
accownestof ito access any data provided to
LinkedIn. This is because: (i) LinkedIn cannot authenticate a Guest for the purpose of
authorizing access to their LinkedIn data as it does not store Guest credentials; (ii)
LinkedIn stores very limited data about Guests and such data are stored in okies;

186 As discussedn Section(vii) below, the Snapshot Data is refreshed every 24 hours, so it is
possible that returned data may not match what is live on LinkedIn if a change was made
between refresheddowever, Changelog Data will be current.

187 SeelinkedIn - Developes - Create an app

188 Examples of these cookies and the data they store include: (i) the li_gc cookie, which stores
consent of Guests regarding the use of cookies folessantial purposes; (i) the recent_history
cookie, which stores up to 10 recent visits (URL visitedetgpURL .g, job search, people
search), Gueshput search terms, timestamp of visit); and (iii) the lang cookie, which stores
user language as selected in list of supported language in page footer.
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and (iii) Guest data across multiple browsers cannot be provided in aggregate as
LinkedIn does not associate Guest data across brotfiers.

419. Appendix H providesscreenshots of Guest choice experiences.

Figure 44. App Creation Process Foi hird -Party Developers

[ peveLorers Products Docsandtools ¥ Resources ¥  Myapps ¥ a ‘ @

Create an app

X

* indicates required

App name *

Enter your app name

Linkedin Page *

A This action can't be undone once the app is saved.

Enter your company's name or Linkedin Company Page URL (eg, https://y

w.linkedin.com/company/...)

For Third Party/Enterprise Developers: The Linkedin Company Page you select will be associated with your app. Verification can be done
by a Page Admin. Please note this cannot be a member profile page.

For Individual Developers: API products available to individual developers have a default Company page associated with them and you
must select that default Company page to proceed.

To learn more about the products and the default Company pages, click here,

+ Create a new LinkedIn Page

Privacy policy URL

Begin with http:// or httpsy//

App logo ™
This is the logo displayed to users when they authorize with your app

Upload a logo

Sguare image recommended. At least one dimension should be at least 100px.
Legal agreement

When you develop on our platform, you are agreeing to be bound by our API Terms of Use,

\:l | have read and agree to these terms

Source:LinkedIn

189 The information related to LinkedIn Guest History can be fourielatst search history
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Figure 45. App Creation ProcessFor Member Developers

Products Docsandtools ¥  Resources ¥  Myapps ™

Create an app X

* indicates required

App name *

Member Test App

Linkedin Page*

B This action can't be undone once the app is saved.

m Member Data Portability (Member-Only Default Company Page) X

Technology, Information and Intemet; 1-10 employees

For Third Party/Enterprise Developers: The Linkedin Company Page you select will be associated with your app. Venfication can be done
by a Page Admin. Please note this cannot be a member profile page.

For Individual Developers: API products available to individual developers have a default Company page associated with them and you
must select that default Company page to proceed.

To learn more about the products and the default Company pages, click here.

Privacy policy URL

Begin with http:// or https://

App logo*
This is the logo displayed to users when they authorize with your app

Upload a logo

Square image recommended. At least one dimension should be at least

Legal agreement

When you develop on our platform, you are agreeing to be bound by our API Terms of Use.

|:| | have read and agree to these terms

Create app

Source:LinkedIn
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Figure 46. Default Linkedln Company Page

Member Data Portability (Member-Only Default Company Page)

Technology, Information and Internet - 252 followers - 0-1 employees

T (e O

Home  About Posts  Jobs People Insights

Source:LinkedIn

iii. API selection

Once the DMA Application is created, Developers are alkdedol e ct t he fi Me mb
Portability API (3p a r t y Thovd-Parfy ®evelopers) i Me mber Data Port
AP I ( Member ) 0 ( f oras thecapiopriate adwcetd lwe @ededstg

their DMA Application(seeFigure 47).
Figure 47. Products For DMA Application

Products

Additional available products

Member Data Portability API (3rd Party)

Standard Tier
ﬁ Provides access to LinkedIn member data to developers upon member

authorization

View endpoints

Member Data Portability APl (Member)

ﬁ Standard Tier

" Provides access to your own LinkedIn Data

View endpoints

Source:LinkedIn
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iv. Terms and conditions

Developers are then required to agree to the terms and conditions for use of the Member
Dat a Por t alMAIAPItPsogramPTérms@ #°° The DMA API Program
Termsare specific to the Member Data Portability APl Program and have not required
any amendment to the LinkedIn User Agreement or LinkedIn Privacy Policy (which
already enable members to access their data via the Existing Export Tool).

API program terms typically place restrictions on how the Developer may use the data
accessed via a specific ARLg, privacy, security, and business restrictions). The DMA
API Program Terms are limited to ensurimglustrystandard security practices and
legal compliance. In particular, they do not contain restrictions on use of the data
accessed via the Member Data Portability APl provided that such use has been
authorized by the member and is compliant with applicabledaeh ashe GDPR

In addition to agreeing to tHeMA API Program TermsThird-Party Developers must
complete an access request form and provide an email address for entity verification.
Member Developers daot need to complete the same verification process. Any
member that is activa.€., their account is not closed, hibernated, or memorialized),
and in good standing.€., their account is not suspended for violations of the LinkedIn
User Agreement), can request access to the Member Data Portability APl Program.

190 SeeAdditional Terms For The Linkedin DMA Portability API Programs
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Figure 48. Access Request Form

Third -Party Developer Member Developer

Request access to Member Data Portability API (3rd =~ X
Party)

You are requesting access to the Default Tier for Member Data Portability API (3rd
Party),

To access this product, you will need to fill in an access request form
with details about your organization. Your access request will be
@ subject to Linkedin review.

As part of our developer application review process, we will be
verifying your organization information (registered name, domain,
and address). Please note that this product is only available for legal
registered entities (e.g. LLC, Corporations, 501(c), etc.) and not
individual developers. You are requesting access to the Standard Tier for Member Data Portability

(Member).

Request access to Member Data Portability (Member) ¢

The access request form will be accessible from this page after a
few minutes.
Legal agreement

provide a business email for verification By using this product, you are agreeing to be bound by the following terms:

We require a business email address as part of our review. Personal email Linkedin API Terms Of Use
addresses can not be used for this process. A verification email from Microsoft

Vetting Services will be sent to the email address you provide. Additional Terms for Member Data Portability (Member)

B Do not use generic usernames like @
“emai “hel marketing@ y do not meet our contact

[ ] 1 have read and agree to these terms

Cancel
Legal agreement
By using this product, you are agreeing to be bound by the following terms:
LinkedIn AP| Terms Of Use
Additional terms of use for Portability APIs
|\ 1 have read and agree to these terms
Cancel
Source:LinkedIn
V. Entity verification (only forThird-Party Developejs

For Member Developers, access to the Member Data Portability API is provided after
the Member Developer agrees to the DMA API Program Terms. By contrast; Third
Party Developers will need to complete entity verification. As shovigiare 49, the
verification consists in checking that the email domain is valid, that they are a registered
entity (e.g, corporation, LLC) in the location in which they are established, that they
are not on any restricted parties listsg( North Korean entities woultil the entity
verification), and that they are not suspected of accessing LinkedIn platform data in an
unauthorized mannere(g, scraping, crawling, spidering). This form of entity
verification is necessary to ensure platform safety and protect against potential platform
abuse or fraud. LinkedIn uses an internal Microsoft tool for entity verification for
Third-Party Developers that apply for access to the Member Data Portability API for
Third-Party Developers
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Figure 49. Third-Party Entity Verification Form

Member Data Portability API (3rd Party) - Standard Tier

Liﬂk&dm Access Request Form

This access request form includes a series of questions about your company, the product
that will be leveraging the Member Data Portability APl access, and the use case you will
be supporting with the Member Data Portabilty APls. Please review the Unkedin Data
Portability API Terms of Use and compiete all fleids on this form for submission to
LinkedIn's Developer Team. Contact developer support for questions.

- Raues * Required

General Access

1. Organization’s Legal Name (This needs to be the registered name of an active business, like

In Inc. We will use the " for verifying its acth istration.) * 9. Do you have another LinkedIn developer application, verified by the same company Page, that

has standard tier access to the Member Data Portability API? *

Enter your answer O Yes

O No

2. Does your organization have an alternate legal name? *
O va 10. What use cases will you be enabling with the Data Portability APIs? (Please describe)

3. Organization Website *

Enter your answer

Enter your answer

* Required

Privacy

11. Please provide a link to your organization's privacy policy. *

Enter your answer

Next Pagelofse
12. Does your organization have a person/team (internal or external) responsible for compliance
with applicable privacy regulations and industry-standard privacy practices? *
Never ghee Ot your password. Repon dase O ves

O no

* Required

13. Does your organization have the capability to comply with all relevant data subject rights (e.g.
access, correction, erasure) for data obtained via the Member Data Portability API if required by
the relevant LinkedIn member? *

Organization Address
This needs to be the registered address associated with your active business.

QO Yes
4. Organization’s registered street address *
O no
Enter your answer =
Back Submit Page 4 of 4
5.City *

Enter your answer

Never give out your password. Report abuse

6. State/Province * Thank \/OU!

Enter your answer

Thank you for submitting the Member Data Portability API standard tier access form.
We are working to review all submissions in a timely manner. We will follow up via
email if we require any additional information. Otherwise, a decision on your request

7. Zip/Postal code *

Enter your answer will be shared on the developer portal.
Important notes:
8. Country * - Please keep an eye out for email verification. You will receive an email from

Microsoft Vetting Services at your business email.

- LinkedIn will attempt to verify the business provided in this form.

- If necessary, we will reach out to you on your business email to request additional
documentation. This may result in a delay in making a decision for your request.

- We will notify you by email once the review process is complete.

Enter your answer

Source:LinkedIn

Vi. Tokencreation

425. Following verification (if applicable), Member Developers and Verified Tredty
Developers are able to createApl-access token. Farhird-Party Developers, this
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can be done by wusing the Developer 6s own
Swagger®! For Member Developers, this can be done through the LinkedIn Developer

Pl at f or nokenge®ehatot tdolseeFigure 50). Once Developers have created

an access token, they can begin to build their API integration and, where applicable,
offer such integration to their users.

Figure 50. Member Developer Access Token Creation

m DEVELOPERS Products Docsandtools »  Resources w  Myapps w
Docs 2
g MyData
Cre  API Status 2
Settings Auth Products )
Postman Collections 2
Products Client Libraries and Sample Apps £

LR LS OAuth Token Tools

Member Data Portability APl (Member)

ﬂ Default Tier
e Provides access to your own LinkedIn Data

View docs (2 View endpoints

Source:LinkedIn

191 For more information about tf@waggersoftware seeSwaqgger
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