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  1. Art, brand, and merch requests

  Source: https://posthog.com/handbook/brand/art-requests

  
  🎨 Need artwork or merch? Please request it using the request templates. Do not request art or merch over Slack or email.


All artwork and merch requests are handled by Lottie Coxon, Heidi Berton, and Daniel Hawkins on the Graphics team.

They can help you with things like:


	Custom visuals for paid ad campaigns

	Blog and social media artwork

	New themed hedgehogs

	Custom CTAs and banners

	Branded merch

	Animated UI elements



They get a lot of work requests, so they use two separate project boards to organize work – one for merch and one for other art projects. This reflects that merch projects often have much longer timelines and need to be handled differently.

Whenever you want to request a new merch design or other artwork, you should use the relevant design request templates in the posthog.com repo – one template for merch, one for other art requests. Each template automatically assigns work to the correct project board.

Art board automations

The Art & Brand Planning board uses GitHub Actions to keep work moving:


	Reminders — A daily job (9 AM UTC) posts one-time comments on issues that have been stuck in...

	Feedback/Review for 10+ days: asks if any feedback is needed to move the task forward.

	No Status for 7+ days: asks someone to pick it up or assign it to a column.

	Status changes — When an issue’s Status is changed on the board:

	Moved to "Done" → the issue is automatically closed (as completed).

	Moved to "Assigned: Daniel", "Assigned: Lottie", or "Assigned: Heidi" → other default assignees are removed so only the assigned person is on the issue. Internal requests (from the design team) keep all assignees.

	These changes do not impact the "Assigned: Cleo" column, as Cleo has a different workload.

	Workflows run under the Art Board Bot GitHub App and live in .github/workflows/ (art-board-reminder.yml, art-board-reminders.yml, art-board-status-change.yml).



To establish a clear connection between the task and the working file, designers will create a frame containing a link to the task. They should then add a link to that frame within the task for easy reference.

Lottie and Daniel usually ask for two weeks minimum notice, but can often work faster on things if needed. If your request is genuinely urgent, please share your request issue in #team-marketing channel and mention Lottie, Daniel, and/or Cory.

Hedgehog library

For team members we keep all our currently approved hedgehogs in this Figma file. This enables us to look through the library of approved hogs, and to export them at required sizes without relying on the design team.

Here's how:


	Open the Figma file. You can manually browse, or use Cmd + F to search based on keywords such as 'happy', 'sad', or 'will smith'.

	Select the hog you want. If needed, adjust the size using the 'Frame' menu in the top of the right-hand sidebar.

	At the bottom of the right-hand sidebar, select the file type you need in the 'Export' menu, choose @2x, then select 'Export [filename]' to download the image.



If you can't find a suitable hog, you can request one from the design team.

Non-team members can find some of the most-used hogs to download on our press page.






  2. Designing posthog.com

  Source: https://posthog.com/handbook/brand/designing-posthog-website

  
  The  is responsible for everything you see on posthog.com. We treat our website & docs as a product, which means we're constantly iterating on it and improving it.

Because our website has a well-defined aesthetic, we often skip the hifi design process and jump straight from wireframes into code. Having a designer who can code means we can reach the desired level of polish without _always_ having to produce hifi designs, thus leading to huge time savings.

Step 1: Wireframes [Balsamiq]

We often produce hi-fidelity wireframes because this allows us to closely envision a design which in turn helps us skip the hi-fi Figma process.

_Note: Balsamiq uses its own Comic Sans-style font. Don't get hung up on this!_

Step 2: Hi-fi designs [Figma]

Designs are scattered across a variety of unorganized Figma files, but here's some of the most recent iteration.

If there are multiple iterations of a single page, we typically work left to right.

Any mocks in pages that appear to be faded out are considered _old_ and _out of date_ and can be ignored, as there is a better replacement nearby. (We sometimes want to keep them around for easy reference (and to leave a comment trail), but they're easily identifiable because their artboards are set to 50% opacity.)

Even with this loosely-documented process, things move quickly and we don't always follow this process. If you're looking for something in particular, it's worth pinging in the #team-brand channel.

We're also working on creating a singular place for product screenshots, which are exported in light and dark mode using html.to.design.





  3. Email comms

  Source: https://posthog.com/handbook/brand/email-comms

  
  Auto TL;DR

  At a Glance

  This long page covers these main areas. The list is generated from the article headings, so it updates with every handbook rebuild.

  	Email broadcasts

	Changelog

	PostHog for Startups

	Launch emails

	Other broadcasts

	Email campaigns

	Onboarding emails

	PostHog Cloud onboarding emails



  Our email communications can be broadly divided into broadcasts (one-off emails to specific lists, like a newsletter), campaigns (repeatable workflows which users move through dynamically), and API triggered emails (self-explanatory).

This page doesn't deal with our Product for Engineers newsletter, which is sent through Substack and managed by the Content & Docs team.

Email broadcasts

We regularly send three types of email broadcasts.


	Changelog, a product announcement email sent bi-weekly via Customer.io.

	PostHog for Startups, an email to users of our startup program. Sent monthly, via Customer.io.

	Launch emails, which are 'random acts of marketing', but fairly consistent with every product team shipping alpha, beta and GA features each quarter.



Occasionally we send other ad-hoc email broadcasts for specific activities such as outages, reminders, announcements, or deprecations.

Changelog

The changelog email is part of the new release process and is used for product announcements.

Every month, we use Customer.io to share a broadcast which summarizes the highlights from the weekly changelog over the last month. We use our discretion to choose which updates to highlight, usually showcasing three or four of the most impactful changes. We usually reserve the top spot for making users aware of new beta features. A test is shared with the team before we send to users.

We tag these emails as Product updates in Customer.io, so users can manage their subscriptions. In order to maintain high deliverability, we target users in the Recently Engaged (4 months) segment which includes everyone who has logged in the last quarter.

PostHog for Startups

Each month, we send an email to users in our PostHog for Startup program. A test is shared with the team before we send to users. This email is targeted to users in the following segments, all at once: PostHog for Startups (Old), Users in the YC program, old and new, Old startup teams (Backfill only), and PostHog for Startups and YC (new).

The email is usually comprised of three sections, which inform users of new guides which are relevant to startup use-cases, new betas which are available for them to try, and a spotlight written about a new org in the program. We end by asking for feedback.

We categorize these emails as Actually useful marketing emails in Customer.io, so users can unsubscribe if they wish. This email usually comes directly from Joe.

Launch emails

Most product and feature launch emails come from the Product Marketer who sent them -- but sometimes campaigns trigger from others, such as billing@posthog.com.

The exceptions and other solutions are:


	Sending emails from hey@posthog.com -- this is what we usually do for BIG sends, because it would overwhelm the sender's inbox with 'out-of-office' auto-replies.

	Sending emails from beta-feedback@posthog.com -- this is a Google group tied to the automation in #posthog-feedback by a Slack bot. Any responses to this address get posted in that channel and anyone can reply to them using the info in there.

	Sending emails from a specific person, but setting the reply-to address as one of the above. This is not common, but it's there if you want to use it.



We specifically do not want emails we think people will reply to going into hey@posthog.com because it is sporadically monitored at best, and hard to collaborate through.


When we ask users to share feedback through email, it should either link to beta-feedback@posthog.com, the support modal, or to ourselves personally. Never hey@posthog.com.

Doing this lets us filter out the noise for everyone else while still giving good visibility on meaningful feedback internally. If a user sends you feedback, you should share that with the relevant product team or in https://posthog.slack.com/archives/C011L071P8U

When adding yourself as a send-from address in Customer.io, be sure to edit the display name to '[your name] from PostHog'.


Other broadcasts

Any ad-hoc customer email broadcasts are owned by the , and are usually sent via Customer.io. These can include product updates, outage alerts, or other PostHog news if needed.

These emails are usually tagged as Service updates in Customer.io when they include important account or product information. These emails are given a dedicated unsubscribe option in the footer, making it clear that we do not recommend users unsubscribe to these emails.

Important service updates are the _only_ type of email we may send to unsubscribed users, and only if we feel it is warranted to do so.

Service updates emails are often part of an engineering incident. We handle comms for those too.


Whenever we need to send an email broadcast like this we begin by creating an issue in the Meta repo, unless it involves discussion of personal information - in which case it is discussed in Company Internal. This enables us to summarize information and seek approval from teams while also keeping our work open source, and without requiring everyone to log in to Customer.io. Issues are closed when an email is sent.

If you'd like to work with Marketing on an email activity, please begin by opening an issue in the meta repo.

Email campaigns

We maintain many email campaigns to help users get the most out of the product. The most developed and documented of these are our four onboarding campaigns.

Onboarding emails

Generally, when we talk about onboarding emails we refer specifically to the flow for PostHog Cloud sign-ups, but there are also other flows in use for other occasions.

PostHog Cloud onboarding emails

The latest revision is Onboarding 8. You can read about old revisions on the blog.

The onboarding flow regularly changes as we test new ideas. Any changes to it are, as with all other email campaigns, documented in the Meta repo.

We aim for all content in this flow to be relevant and helpful to users, without being salesy. All emails come directly from Joe and he triages replies on a daily basis, answering or redirecting as needed. The campaign is triggered when a user signs up for the first time and has a goal of users achieving billing product activated within 7 days of opening any email in the flow.

We tag all these email flows as onboarding in Customer.io and categorize them as Welcome emails so that users can easily manage their preferences.

Self-hosted and open source onboarding emails

We sunset our paid self-hosted product a long time ago, but some users still try to use the legacy version. For this reason we run a dedicated self-hosted onboarding campaign which includes three emails sent over a course of six weeks. These emails come from the hey@posthog.com email address.

The goal of this flow is to set expectations for what the self-hosted experience is like and to encourage users to move to the PostHog Cloud product for a better experience.

Our open source onboarding email is essentially identical to the self-hosted onboarding flow, but excludes information about the sunsetting of the self-hosted product.

Beta onboarding emails

When a user opts in to a beta via the feature preview menu we enter them into an email flow designed to help us collect feedback from users.

This flow currently comprises a single, personal email from either Joe or the team lead working on the beta feature. This email is sent one week after the user joins the beta and features tailored content based on which beta the user joined.

When responses come in, Joe generally triages replies and directs feedback to the relevant team, as well as rewarding users with merch as thanks for their feedback.

Launching a beta? It helps to let the Brand team know in the team Slack. The team can then add your beta to the beta onboarding flow, and plan ahead for marketing announcements as needed.


Onboarding - new hires

This is an internal email flow for new hires, which triggers whenever a new user signs up with a PostHog email address. We currently exclude most old-time hires from this flow, to avoid blocking their inboxes.

This campaign runs for a new hire's first 30 days and sends them 7 emails with information to help them get set up at PostHog.

There's no way to unsubscribe from these emails, but if you're triggering them with test accounts then let the Brand team know and they can exclude you from the campaign.

Other email campaigns

We run a series of other small campaigns with smaller volumes. These include:


	The replay recommender is a campaign which encourages users who have ingested a large number of unwatched replays to watch some of the recordings.

	Teams upsells & cancellations are two separate campaigns. The first triggers when a team invites their sixth and ninth team member, suggesting the Teams add-on to boost collaboration. The second triggers when the add-on is disabled, comes from Zach, and requests feedback.

	G2 review Requester is described in Testimonials & G2

	Startup & YC updates is a series of campaigns for the startups and YC programs. These broadly notify users when they join the program, and use 50%, 75% and 100% of their available credit.



API triggered emails

We maintain a series of API triggered emails by working with the . These are found in Customer.io's transactional tool and broadly encompass billing and security updates, such as an upcoming bill or a change to 2FA settings. These emails are triggered by API in order to keep them highly relevant and with high deliverability.

Transactional emails feature Liquid code to help personalize their content. All transactional emails should contain Liquid in the main body content to clearly indicate to the user which project or organization the email is regarding, with suitable fallbacks. For example:

We turned the free allowance for {{ trigger.product_name | default: "a product" }} on {% if trigger.team_name %}{{ trigger.team_name }}{% else %}your account{% endif %} off and on again, giving you another month of free usage.





  4. In-app comms

  Source: https://posthog.com/handbook/brand/in-app

  
  These are instructions for internal in-app comms tools at PostHog. To do in-app comms of your own, check out surveys.


Occasionally, we use in-app messages to tell users about certain things. We recognize that in-app messages can be intrusive and we want to avoid spamming our users with too many of them, too frequently. For that reason, we're judicious about the way in which we use them.

We currently don't have a separate system for tracking in-app messages, so Brand currently owns the channel and is responsible for ensuring that messages aren't used excessively.

Types of in-app message

Currently, there are three ways in which we can send in-app messages.


	Notification bar: A message displayed across the top of the page, activated using the Notification Bar app.

	In-app prompt: A customizable pop-up which can be targeted to certain URLs and made to appear in the center of the page, or anchored in the corner. Activated using the prompt feature flag. More info.

	Notifications: A notification which is pushed into the navigation bar, as a number on the bell icon. Activated using the changelog-notification feature flag.



How we use in-app messages

We use each of the three channels above for different purposes, guided by the needs of a message and the level of intrustion.


	The notification bar is only used for messages which must be urgently communicated to all users, such as messages about service disruption.

	In-app prompts can be used for a wide variety of purposes, including promotion of new features. However, users will only see one in-app prompt per day and should be targeted to appear only on relevant pages and to relevant users. In-app prompts shouldn't be used to message all users at once, or to direct users to another part of the app.

	Notifications can be used for a wide variety of purposes and are minimally intrusive. We regularly use notifications to promote new features via the PostHog changelog.



Creating new in-app prompts

In-app prompts are intrusive to users, but can be used for a wide variety of reasons. Therefore, if you create one we ask that you...


	Add the Marketing tag to the feature flag used to power your in-app prompt



This will enable others in the team to more easily keep track of what in-app messages are being shown, and what their content is. As a reminder:


	Users will only see one in-app prompt per day, at most

	In-app prompts should be used only on relevant pages and towards targeted cohorts



If you have any questions, please ask in #ask-posthog-anything on Slack.





  5. Brand overview

  Source: https://posthog.com/handbook/brand/overview

  
  The Graphics team focuses on creating all illustration and art work for PostHog. As the team responsible for PostHog's visual identity, they have the final say on all such matters, including in regards to brand.

The Graphics team works closely with all teams at PostHog.

This team does not own product design or website design, which are handled by the engineering teams and the  respectively.





  6. Partners

  Source: https://posthog.com/handbook/brand/partners

  
  We're frequently contacted about revenue-sharing partnerships, or individuals and agencies that want to be listed as official partners. Also, technology integrations!

If someone contacts you about partnering with PostHog, refer them to our partnerships page and ask them to complete the survey there. This will directly alert relevant teams internally.

We recommend users who need implementation help explore our existing resources, purchase time with the onboarding team or contact us. If we can help, we will!

Helpful resources for users

Users who contact us about wanting support from a partner often want particular types of help. We've curated some resources below which we can give them so they can self-serve where possible.

Migration help

If a customer contacts us about migrating data into PostHog we should first refer them to the Sales & CS Team, who will triage them. We also have guides to help teams migrate data on their own.


	Migrating from Amplitude to PostHog

	Migrating from Mixpanel to PostHog

	Migrating from Heap to PostHog

	Migrating from LaunchDarkly to PostHog

	Migrating from Statsig to PostHog

	Migrating from a self-hosted deployment to PostHog Cloud

	Syncing other platforms to our data warehouse



Implementation help

Sometimes teams want help or advice on their event taxonomy, or creating specific insights. Users who look like they have the potential to pay >$20k should generally be referred to the Sales & CS team, otherwise they should go through the regular support flow. We also have a wide variety of dashboard templates and tutorials to help teams get started.

If the user is very new then we usually strongly advise enabling auto-capture and creating an AARRR dashboard as a first step.

Self-hosted help

We no longer provide support for self-hosted deployments. If users contact us for help with self-hosted deployments then we refer them to our legacy docs and strongly recommend they migrate to PostHog Cloud).

Getting more help (from someone else)

If users need more help than we can reasonably provide, they may ask for external support or partners. We do not have any official partners and users should know that any suggestions we may make are not vetted or accreddited in any way.

That said, some users have found success working with the following external partners:


	Taleno.Digital (US)

	Mentat Analytics (US)

	Marketing Engineers (NL)



Sometimes teams are able to find success by posting on platforms such as Upwork.





  7. Design philosophy

  Source: https://posthog.com/handbook/brand/philosophy

  
  Looking for our brand style guide? Look no further.


Different ~~by~~ _with_ design

Design at PostHog works differently than most companies. We fundamentally believe that we can differentiate ourselves with design – by thinking outside the box and pushing boundaries. This means we're not structured like a typical design org.

How our customers interact with product analytics (and other tools) has largely remained unchanged since these tools were created over the past couple decades. There's nothing _wrong_ with how they work currently, but people were also very happy with riding horses until cars were widely adopted.

Does that mean we're going to change how everything works? Not necessarily. It just means we have the freedom to try different things and see what sticks.

Our philosophy started with our website

Our first design hire was our graphic designer, Lottie. It's not every day you see a graphic designer in the first 5 hires! This was the result of a belief by our founders that having a bold, yet relatable brand would be a differentiator.

After a year of constant iteration on our website and docs over 2021-2022, we landed in a place where our website is now a reference for many other startups who are looking to do something innovative with their websites.

We're now extending this thinking into our product.





  8. Press

  Source: https://posthog.com/handbook/brand/press

  
  Press enquiries

Any press-related enquiries should be directed to press@posthog.com - this includes any emails you receive personally. Only Joe, James, Tim or Charles should be talking to the press on PostHog's behalf.

With the exception of occasional major press releases (see below), PR is purely a reactive activity at PostHog. We do not invest in proactive PR yet, as we believe other channels are a higher priority.

Managing press releases

From time to time, we may have significant company news that we want to release via the press, in addition to our usual channels. This is usually for significant company milestones such as funding rounds.

We have a simple process to ensure that any press releases go smoothly.

First steps


	[ ] Write up objectives and comms strategy - what is the purpose of the press release? What key message(s) are we trying to get across?

	[ ] Set an approximate target date



Two weeks before release


	[ ] Confirm key messages and write first draft press release

	[ ] Finalize target date

	[ ] Pitch and secure a media exclusive - our investors can help with this

	[ ] Secure approval for any third party involvement, e.g. quotes we want to use



We currently prefer working with a single media partner on an exclusive basis, as we believe a single, high-quality story is more impactful than taking a broad approach, given our current early stage.

One week before release


	[ ] Finalize press release and share with exclusive media partner

	[ ] Any media prep if interviews have been scheduled



On the day of release


	[ ] Wait for the media partner's story to go live first! Check it carefully and ask for any errors to be amended before proceeding with the below...

	[ ] Push out the press release via BusinessWire

	[ ] Submit via YC's social media request from

	[ ] James to post on his personal LinkedIn (and tag all relevant people)

	[ ] Post in our PostHog Users Slack

	[ ] Post in YC Slack

	[ ] Write post on our blog about the news

	[ ] Post on PostHog Twitter (and tag all relevant people)

	[ ] Share links to all of the above to the PostHog team so they can share

	[ ] Update any relevant online company profiles; Crunchbase, Pitchbook, Glassdoor.



Press release template

Include media and quotes from James, Tim or influential people.

# Headline

News

## About PostHog

PostHog is an open source developer platform. PostHog enables software teams to understand user behavior – auto-capturing events, performing product analytics and dashboarding, enabling video replays, and rolling out new features behind feature flags, all based on their single open source platform. The product’s open source approach enables companies to self-host, removing the need to send data externally.

Founded in 2020 by James Hawkins and Tim Glaser, PostHog was a member of Y Combinator’s Winter 2020 batch, and has subsequent raised $12m in funding from GV, Y Combinator and notable angel investors including Jason Warner (CTO, GitHub), Solomon Hykes (Founder, Docker).

## About Y Combinator Continuity Fund

YC Continuity is an investment fund dedicated to supporting founders as they scale their companies. Our primary goal is to support YC alumni companies by investing in their subsequent funding rounds, though we occasionally invest in non-YC companies as well.

Like YC’s early-stage partners, the entire YC Continuity team has strong operating experience. We work to create opportunities for founders to continue their personal growth and scale their companies successfully.

We also run the YC Growth Program, which brings together founder-CEOs who are leading rapidly growing companies.






  9. Startups & Y Combinator

  Source: https://posthog.com/handbook/brand/startups

  
  Want to apply for our startups program? Sign-up here, or apply on Bookface if you're in Y Combinator.


We run two special programs for early-stage teams. The primary place for discussing both programs is the #project-startups-and-yc channel in Slack.

| Feature                     | Startups                                              | Y Combinator                                          | | --------------------------- | ----------------------------------------------------- | ----------------------------------------------------- | | Eligibility                 | <2 years old, <$5M raised, not acquired               | Must be in YC, <$25m raised                           | | Credit                      | $50,000 for 12 months                                 | $50k per year, whilst eligible                        | | Can use credit for add-ons? | ⚠️ Yes, but cannot use credit for BAA in Boost add-on | ✅ Yes, and can use credit for BAA in Boost add-on     | | Founder merch               | Welcome pack (max 1)                                  | Different welcome pack (max 4)                        | | Community                   | —                                                     | Tim's Whatsapp, priority support                      | | Apply via…                  | Startup page                             | Secret YC page |

PostHog for Startups

Any company that is <2 years old and has raised less than $5M in funding is eligible to apply and claim the following:


	$50,000 in PostHog credits (valid for 12 months)

	One unique welcome pack for founders

	Partner benefits with Speakeasy, Incident.io, and Chroma

	A monthly newsletter for founders



❗Credits cannot be used toward a BAA under the Boost plan.


⭐ Small open source projects without corporate backing and less than $200k annual revenue can contact support to have the 12-month credit expiry waived.


All applications are automatically approved, then manually reviewed for eligibility.

We track all PostHog for Startups applications in this Zapier table and this Zap.

PostHog for Y Combinator

This program is similar to our startup program but has some key differences for YC teams. Teams can be in any YC batch, with any amount of funding raised, and can claim the following:


	$50,000 per year - they only need to register once and it will renew automatically while they're eligible (<$25m raised)

	If they previously registered for the old deal and it expired, they need to re-register

	Up to 4 unique founder merch packs (different from the startup program)

	Access to HogPatch for the duration of their time in the batch

	Partner benefits with Speakeasy, Incident.io and Chroma



You can find the copy for the latest deal on Bookface in this doc. To post updates, you need to ask James or Tim to do it.

This deal is not available to YC alumni, who started another company - if they're eligible, they can apply for PostHog for Startups instead


✅ Credits can be used to claim a BAA under the Boost plan.


YC teams must apply via our secret YC page, where we ask for a screenshot from Bookface to prove their eligibility.

We track all PostHog for YC applications in this Zapier table.

What happens after companies apply?


	Application



A company signs up to PostHog, adds billing details, and applies via the startup form.


	Credit



If they meet the basic criteria, we automatically apply the correct amount of Stripe credit.


	Welcome + merch



Shortly after, they receive an automated email) from Joe Martin, in which we


	Confirm their acceptance, welcome them and explain perks

	Provide unique code(s) to claim founder kit(s) from the merch store (orders are fulfilled by Micromerch, merch questions can go in the #merch Slack channel)




	Milestones



When teams reach 50%, 75%, or 100% of their credit usage — or when credits expire — they receive milestone emails. These come from Customer.io and are managed by Joe Martin.


	Post-credit



Once credit is fully used or expired, teams are moved to a standard paid plan automatically. We automatically email users to let them know and offer a one-time $500 credit bonus to help soften the transition.

Reviewing applications

Applications are automatically enriched with Clearbit and Clay, then approved. We then manually review all emails to ensure eligibility. If there's a mismatch (e.g. on founding date or funding raised), we’ll email the founder. If we don’t hear back in a week or confirm ineligibility, we remove the credits.

Merch

All merch is fulfilled through the PostHog store by Micromerch.


	Founders receive unique codes via email to claim merch.

	They can request up to 4 merch packs for co-founders during signup.

	If a team has more than 4 founders, they can submit a support ticket to request more.

	Additional merch is occasionally granted at our discretion.



Issues? Reach out in #merch Slack. Founders can also email merch@posthog.com.

Monthly Newsletter

We send a short, founder-focused newsletter once per month to all program participants. This is handled as a Customer.io broadcast using a prebuilt template.

Credit usage

Credits can be used for almost all PostHog products and add-ons, including platform packages.


	Startups: ❌ Cannot use credits toward a BAA due to legal risk.

	YC teams: ✅ Can use credits for a BAA under the Boost plan.



Credits are valid are not transferable, and don’t carry over or convert to cash. They are valid for 12 months and that timer begins at application. Once expired or fully used, teams are moved to standard billing.

Partners

We currently partner with:


	Incident.io — $1,500 off a teams plan

	Speakeasy — 50% off for 6 months

	Chroma - $5,000 of credit



Discount codes are sent in the welcome email after signup.

If users run into issues with redemption, we can help liaise — though all offers are ultimately at partner discretion.

Contacts:


	Incident.io: Zain Mobarik

	Speakeasy: Nolan Di Mare Sullivan

	Chroma: Philip Thomas



We previously offered DigitalOcean credits ($25k) and a Mintlify partnership, but these were retired in Q2 2025.

Program extensions

We don’t usually extend credits — the 12-month window is intended to be firm and fair. However, we’re open to requests in exceptional cases.

Founders must clearly explain why they couldn’t use the credit in time and provide evidence of recent progress or changes. Requests are reviewed manually by the Customer Success team.

Reporting

We have a dashboard for this.

Troubleshooting

If the Slack invite isn't sent or you discover founders did not receive it, you can manually invite users to the #posthog-founders-club channel. Make sure to select that they are "An external organization" when prompted right after adding their email address. A Slack admin will need to approve them before they're fully added to the channel.

If they did not receive an automated coupon to order the YC Kit from the merch store), you can generate a new coupon code manually in the Shopify admin view. The easiest way to do that is to duplicate an existing coupon, regenerate the coupon code, and save it. You'll have to repeat the process for every founder.

Credentials for Zapier, Shoify, etc. are available in the shared 1Password account.





  10. Style guide

  Source: https://posthog.com/handbook/brand/style-guide

  
  This guide explains how the PostHog brand should appear across:


	the website

	the product UI

	documentation

	blog content

	marketing

	external assets



Brand != marketing

It's the sum of how people experience PostHog – from the homepage to documentation to support conversations.

Our goal is simple: earn the trust of developers.

Developers tend to distrust marketing. They prefer tools that feel human, honest, and thoughtfully built, not overly polished corporate brands.

Because of this, PostHog deliberately avoids sounding or looking like typical B2B SaaS companies.

Brand is everyone's job

Every interaction contributes to the brand.

Two ideas shape how we build and present PostHog.

Yes and…

We expand ideas instead of shutting them down. This mindset encourages creativity and experimentation.

It'd be better if we built it ourselves

The best products are built by people who care deeply about what they create.

In practice: everyone who ships something contributes to the brand.

Brand personality

| PostHog should feel | Avoid being | |---|---| | Opinionated | Corporate | | Human | Generic | | Slightly weird | Overly polished | | Thoughtful | Forced or cheesy | | Direct | | | Honest | |

Developers connect with products that feel authentic, not brands trying to sound impressive.

Voice and tone

Write the way you would explain something to a smart friend.


	Be clear and simple

	Avoid jargon

	Avoid buzzwords

	Avoid fluff

	Be conversational

	Be honest



Humor is welcome, but it should never feel forced.

The dating profile test

Most SaaS companies write like they're submitting a résumé. Safe. Formal. Generic.

PostHog writes more like a dating profile: authentic, memorable, slightly weird, showing personality.

Users don't connect with product specs. They connect with people and ideas.

Design philosophy

PostHog design focuses on thoughtfulness and clarity, not looking luxurious.

Taste > polish

Design should feel crafted, not corporate. A thoughtful design builds trust.

Care about the details

Small details communicate quality. Examples: typography, spacing, illustration, layout, visual balance.

Users may not consciously notice them, but they still feel them.

Be intentional

Every design element should serve a purpose. Design should help:


	explain something

	guide attention

	improve readability

	add personality



Avoid decoration without meaning.

Visual identity

The PostHog visual style is intentionally distinctive. It should feel: handcrafted, playful, slightly weird, thoughtful, recognizable.

If something could exist on any other SaaS website, it probably isn't PostHog enough.

Core visual elements

Hedgehogs

Hedgehogs are a core brand element (though not every asset needs one).

Guidelines:


	Bold monoline

	No highlights

	Two tone shadow (one at 100% opacity to be used sparingly, one at 24% for creating depth, shadows always to be #000000 black)

	Playful personality



The hedgehog is a creative vehicle for translating our personality into something expressive and alive.

Illustration

Illustrations help explain ideas and add personality. They should:


	Support the content

	Tell a story

	Feel hand-crafted

	Remain simple



Avoid:


	Stock illustrations

	Trendy SaaS artwork

	Overly complex drawings

	Boring or obvious designs



Simple is usually better.

Typography

Primary fonts:


	IBM Plex Sans – main typography

	Squeak – expressive marketing headlines

	Loud Noises – used for quotes in hedgehog artwork



Typography should prioritize readability, hierarchy, and clarity.

Color

Color should guide attention rather than dominate the page.

General approach:


	Solid backgrounds

	Limited palette

	Illustrations more colorful than the layout



Avoid:


	Gradients everywhere

	Too many colors

	Visual noise



PostHog vs. typical SaaS

| | Average SaaS | PostHog | |---|---|---| | Headline | Buzzwords | Clear and direct | | Visual style | Gradients and abstract shapes | Custom illustrations | | Tone | Formal | Conversational | | Design goal | Look professional | Look intentional | | Brand | Generic | Distinctive |

Common mistakes

Generic SaaS design – Gradients, blobs, and stock illustrations make designs forgettable.

Decoration over clarity – Design should support the content, not distract from it.

Forced humor – Humor should feel natural.

Overly polished designs – Perfect designs can feel corporate.

Copying competitors – PostHog aims to be distinctive, not trendy.

Design checklist

Before publishing something, ask:


	Does this feel like PostHog?

	If you remove the logo, will it still feel on brand?

	Is the message clear?

	Is the design intentional?

	Does it feel human?

	Would someone enjoy looking at this?



If the answer to most of these is yes, you're probably on the right track.

The goal isn't to look expensive. The goal is to make people think: "Someone clearly cared about making this."





  11. Testimonials and G2

  Source: https://posthog.com/handbook/brand/testimonials

  
  Social reviews on G2

We collect reviews from users on G2, both to act as social proof and to collect feedback on our product. After a process of trialling incentives, messaging and processes throughout 2022 we have established that:


	Reviews are best sought from users who have had a meaningful experience with the product (see below)

	Direct gift card incentives work better than other incentives, including charitable donations

	Batching reviews into monthly sends is imprecise and a non-trivial amount of work



As such, we have automated our review request process using Customer.io.

The automation currently invites users to leave an honest review in exchange for a $25 gift card, if they match the following criteria.


	User has completed the insight analyzed event at least 3 times in the last 30 days



OR


	User has completed the recording analyzed event at least 3 times in the last 30 days



OR


	User has completed the feature flag created event at least 1 time in the last 30 days



OR


	User has completed the experiment launched event at least 1 time in the last 30 days



AND


	User has a valid email address and is in the Valid Email Address segment



AND


	User has not previously been asked to review PostHog and is not in the Historic G2 Requests segment



This process is handled in Customer.io using the G2 Review Requests segment and the G2 Review Requester campaign workflow. Users are only asked to review PostHog once, with a 2-day delay after the targeting confirms a match. This is important so we can avoid bombarding users with emails and do not nag users for reviews after the initial request.

More information about the G2 review process is available in the initial G2 automation RFC.

New reviews are automatically collected for team members in the internal #posthogfeedback Slack channel.

Testimonials

We speak to our users regularly and are often fortunate enough that they say nice things about our product or our way of working. Other times users talk about us in public, such as on social media or on review platforms and forums.

Not all of the feedback we receive can be used publicly. We don't assume that comments from product feedback calls can be used without explicit approval, for example, though approved customer stories, public reviews and social media comments certainly can.

If feedback can be used publicly then we collect it here, so that we can use it elsewhere to enhance our website or docs.
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