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  1. Being a brand ambassador

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

  
  Everyone at PostHog is a brand ambassador.

Every person who ever writes anything, ships anything, or talks to anyone is doing brand work. Here's how different roles can be deliberate about it.

For engineers

You might write more words than the marketing team does. PRs, commit messages, GitHub issues, Slack threads, changelogs, error messages, tooltips, empty states, documentation.

All of it is brand.

Quick guidelines:


	Write clear commit messages. Other developers read them. How you describe a change reflects on you and on PostHog. Be transparent when co-authoring with AI tools.

	Reply to GitHub issues like a human. If someone filed a bug, they're frustrated. Use empathy and be liberal with giving away merch.

	Changelog entries are marketing. When you ship something, write a one-liner that would make a developer excited, not confused.

	Don't use robotic error messages. If you're writing an error message, explain what went wrong and what to do. "An unexpected error occurred" is a cop-out.

	Every UI string matters. Before shipping a feature, read every label, placeholder, tooltip, and error message out loud. If it sounds robotic, fix it. If this isn't your strong suit, ask for a second opinion – otherwise #group-marketing-and-content are happy to help!



For support & customer success

Someone who's frustrated or confused forms an opinion about PostHog based entirely on how you respond. We talk about this more in our support playbook.

For sales

Sales conversations are brand experiences. How you show up on a call, what you emphasize, how you describe competitors – all of it reflects on PostHog. We talk about this more in our sales playbook.

For everyone on social media

When you're talking about PostHog on your personal accounts, you're not officially representing PostHog, but you're still associated with it.

Feel free to:


	Share your genuine opinions about PostHog and the industry

	Engage authentically in conversations where PostHog is mentioned

	Share things you've built or learned at PostHog

	Be proud of working here without sounding like a corporate shill



Avoid:


	Sharing confidential information (upcoming features not announced, customer details, financial information)

	Starting Twitter wars with competitors, even if you're provoked



It's okay to be helpful or respond to posts from frustrated users, but be mindful of your tone and determine if your personal channel is the best response or if a situation should be escalated.

The simplest test: would you be comfortable with a screenshot of that tweet being shared in the #general Slack channel? If yes, go for it!

Our users are brand ambassadors too

Our brand is ultimately owned by the people who use us, talk about us, and advocate for us. We can shape it, but never fully control it.

By building a transparent, weird, and irreverent brand, we've won over a legion of hedgehog fans, some of whom pay us. They're fans, not customers – and they shape our brand as much as we do.


	The better informed a user – the better user they'll be. That's why we share mistakes and lessons freely through content.

	Use brand to shorten the distance. Big companies feel far away. As we grow, everything we post and every room we show up in is a chance to stay close to who we're building for.

	A two-way dialog means listening, not always agreeing. We give our users a voice, and we respect what that voice says. Sometimes they'll tell us they don't agree with our choices.

	Brand attracts talent. People with cool ideas want to work at companies where they see cool ideas actually come to life.



Giving someone the brand ambassador experience

The best way to create brand ambassadors isn't to ask people to be them, it's to give them an experience so good they can't help but talk about it.

Things that create brand ambassadors:


	Surprising someone with merch when they post something nice or submit a helpful, detailed bug report

	Responding to a GitHub issue in 10 minutes with a real answer

	Shipping a feature someone asked for and tagging them in the PR

	Writing documentation so good it gets shared on its own merits

	Making someone laugh with a genuinely clever turn of phrase







  2. Ownership & approvals

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

  
  We don't want to be a place where everything has to funnel through a single person or group, but it's also important we maintain consistency as we grow. We try to make this easy with the #design-review channel.

What needs designer approval

Not everything needs sign-off. Here's a rough guide:

| Asset type                                                   | Approval needed?                                          | | ------------------------------------------------------------ | --------------------------------------------------------- | | New illustration or hedgehog                                 | Yes – submit a request    | | Conference booth design                                      | Yes                                                       | | Print materials (going to a vendor)                          | Yes, before print                                         | | Merch design                                                 | Handled by Team Graphics                                  | | Partnerships or third-party co-branding                      | Yes                                                       | | Major website changes outside of the handbook, docs, or articles | Yes                                                   | | Social media graphics (simple)                               | Recommended if it's a significant post, otherwise no      | | Blog post, changelog, tweet                                  | No – but self-check against this guide                    | | Product UI copy, tooltips, empty states                      | No – but read out loud before shipping                    |

When in doubt, ask in the #design-review Slack channel. Lottie and Cory are, for now, the only people who can approve work or otherwise.

Who owns what


	– Website, copy, major design decisions, motion work for web.

	– Graphics, artwork, merch, anything illustrated, motion work for video.

	– Blog, email copy, messaging guidelines, social presence.

	– Email copy, external partnerships, influencers.

	– Video production, editing.

	– In-person events, PostHog speaking engagements, meetups.

	– Docs, obviously.

	Everyone – Handbook updates.



Graphics team responsibilities

This is who owns what on #team-graphics:


	Illustration (Heidi) – Newsletter and blog images, email artwork, hedgehog illustrations (used across the website, events, etc.), animating hogs, team crests, and merch design.

	Graphic design (Lottie) – Website art (e.g. icons, backgrounds), paid ads, billboards and OOH, event graphics, and doing more weird. Also owns YouTube thumbnails and video assets temporarily, until the rebrand is done (then → Daniel).

	Production design (Daniel) – Design ops (cleaning up and componentizing Figma), social media (repurposing existing assets only, no net new), merch file formatting, event flyers (soon to be self-serve on the web), and moving off Pitch and into Figma Slides.







  3. 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-graphics 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.






  4. Logos & hedgehogs

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

  
  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.

  	Logo and brand usage for third parties

	Briefing external vendors

	Logo

	Squeak

	Usage guidelines

	Examples

	Loud Noises

	Example



  Want to use our hedgehogs for your community event or article? We have a huge library of them you can use. Can't see what you need? Let us know! Please don't use AI art though. We're quite particular about our illustrations and AI just doesn't get it right.


Logo and brand usage for third-parties

We’re really happy people want to build on top of PostHog, but we want to keep it clear when something is made by us or made by someone else. If you've built a third-party app on top of PostHog or want to partner with us in some way, here is some high-level guidance for you to bear in mind.


	We're _generally OK_ with people using the PostHog name to describe compatibility. For example, you can say your product "works with PostHog," is "built for PostHog" or "built on PostHog".




	We're _not OK_ with people using the PostHog name to make it look like your project is made by, endorsed by, or is officially partnered with PostHog if it isn't. So for example, while "Desktop Studio for PostHog" would be fine, "Official PostHog Desktop Studio" or "PostHog Desktop Studio" would not be.




	You can use our logo or brand assets only in unmodified form, and not as the main branding for your own project. However, you may not use our hedgehog mascot or other illustrative brand assets in any commercial or marketing materials without explicit permission, as this can imply endorsement and confuse people. You cannot make it seem like your product is an official PostHog product, or that we've endorsed your product or partnered with you if we haven't. Please make sure that logo, brand asset and name usage are consistent with the rules we've laid out in this page.



We don't like doing it, but if we spot some name, brand asset or logo usage that are inconsistent with our guidelines or brand, we will reach out to try to get that sorted out, so please try to be thoughtful about branding and try to be consistent with the guidelines we've set out here. If you have questions, please reach out to us at marketing@posthog.com for clarification.

Briefing external vendors

When you bring in an external party to produce brand work – a print vendor, a video production company, a hotel, a conference AV team – send them this guide. Key things to brief them on:


	The PostHog visual style (see visual identity)

	Logo files (provide SVG, not PNG, as source)

	Color palette (provide hex values)

	Typography (provide font files or specify licensed fonts)

	Illustration style (share examples from posthog.com and Figma)

	What "not on-brand" looks like (blobs, stock art, generic SaaS layouts)



Avoid pairing the logomark with the "PostHog" wordmark in regular text that isn't part of the logo itself.

Logo

If you're looking for the PostHog logo, you came to the right place. Please keep the logo intact. SVG is always preferred as it will infinitely scale with no quality loss.

(Images shown below have transparent backgrounds but appear here with a solid background color.)

| Preview                                                                                                                             | Name           | Vector                                                     | PNG                                                                                                                             | PNG w/ padding\*                                                                                                                              | | ----------------------------------------------------------------------------------------------------------------------------------- | -------------- | ---------------------------------------------------------- | ------------------------------------------------------------------------------------------------------------------------------- | --------------------------------------------------------------------------------------------------------------------------------------------- | | <div style="background:#EEEFE9;padding:5px 5px 0;margin-left:-5px;"><img src="/brand/posthog-logo@2x.png" width="157" /></div>      | Standard logo  | <a href="/brand/posthog-logo.svg" download>SVG</a>         | <a href="/brand/posthog-logo.png" download>PNG</a> \| <a href="/brand/posthog-logo@2x.png" download>PNG @2x</a>                 | <a href="/brand/posthog-logo-padded.png" download>PNG</a> \| <a href="/brand/posthog-logo-padded@2x.png" download>PNG @2x</a>                 | | <div style="background:#EEEFE9;padding:5px 5px 0;margin-left:-5px;">Image: /brand/posthog-logo-black.svg</div>                        | Dark logo      | <a href="/brand/posthog-logo-black.svg" download>SVG</a>   | <a href="/brand/posthog-logo-black.png" download>PNG</a> \| <a href="/brand/posthog-logo-black@2x.png" download>PNG @2x</a>     | <a href="/brand/posthog-logo-black-padded.png" download>PNG</a> \| <a href="/brand/posthog-logo-black-padded@2x.png" download>PNG @2x</a>     | | <div style="background:#111;padding:5px 5px 0;margin-left:-5px;">Image: /brand/posthog-logo-white.svg</div>                           | Light logo     | <a href="/brand/posthog-logo-white.svg" download>SVG</a>   | <a href="/brand/posthog-logo-white.png" download>PNG</a> \| <a href="/brand/posthog-logo-white@2x.png" download>PNG @2x</a>     | <a href="/brand/posthog-logo-white-padded.png" download>PNG</a> \| <a href="/brand/posthog-logo-white-padded@2x.png" download>PNG @2x</a>     | | <div style="background:#EEEFE9;display:inline-block;padding:5px 5px 0;margin-left:-5px;">Image: /brand/posthog-logomark.svg</div>     | Logomark       | <a href="/brand/posthog-logomark.svg" download>SVG</a>     | <a href="/brand/posthog-logomark.png" download>PNG</a> \| <a href="/brand/posthog-logomark@2x.png" download>PNG @2x</a>         | <a href="/brand/posthog-logomark-padded.png" download>PNG</a> \| <a href="/brand/posthog-logomark-padded@2x.png" download>PNG @2x</a>         | | <div style="background:#EEEFE9;display:inline-block;padding:5px 5px 0;margin-left:-5px;">Image: /brand/posthog-logo-stacked.svg</div> | Logo (stacked) | <a href="/brand/posthog-logo-stacked.svg" download>SVG</a> | <a href="/brand/posthog-logo-stacked.png" download>PNG</a> \| <a href="/brand/posthog-logo-stacked@2x.png" download>PNG @2x</a> | <a href="/brand/posthog-logo-stacked-padded.png" download>PNG</a> \| <a href="/brand/posthog-logo-stacked-padded@2x.png" download>PNG @2x</a> |

\*PNGs with padding are useful when uploading the logo to a third-party service where there is limited control over padding/margin around the logo.

When using the logo on a dark background, use the white-only version of the logo. _Never_ modify the colors in the logomark (like changing the hedgehog's face color to white when using on a dark background).

The @2x version of PNGs are designed for hi-dpi (or "Retina") screens. When using the logo in third party services that support uploading multiple versions (standard and hi-dpi), please be sure to include the @2x logo as it will appear crisper on newer devices, tablets, and high resolution mobile devices.

Important: We updated our logo in 2021. (Note the square font and sharp edges on the logomark in the old version.) Please be sure to use the _correct_ version. 👇🏼


Image: Logo usage examples

Squeak

Squeak is used in informal settings, generally accompanied by hedgehog artwork.

Usage guidelines


	When used for headlines or at larger sizes, use the Bold variant

	Only for small (description) text, use the Normal variant in regular casing. Never use for more than a couple lines of text in a row.

	Always use uppercase letters

	Letter spacing: -2%

	Line height: 100% (generally)



Examples

Image: Squeak font example

Image: Squeak font example

Image: Squeak font example

Loud Noises

Loud Noises is used for quotes in hedgehog artwork.

Usage guidelines


	Only use for quotes in hedgehog artwork or where hedgehogs are otherwise communicating something

	Only use uppercase



Example

Loud Noises is used in the sign the hedgehog is holding:

Image: https://res.cloudinary.com/dmukukwp6/image/upload/loud_noises_5919818659.png

---

If you have questions about which font to use, please ask in #team-website - don't just do what feels right to you!

Colors

We have two color schemes (light and dark mode), but primarily use light mode.

We use the same set of colors, and only swap out a couple hues depending on the color scheme.

Colors denoted with an asterisk (\*) are the same between palettes.

| Name                        | Light mode                                                      | Dark mode                                                       | | --------------------------- | --------------------------------------------------------------- | --------------------------------------------------------------- | | Text color (at 90% opacity) | <span style="color:#151515; font-size: 20px">■</span> #151515 | <span style="color:#EEEFE9; font-size: 20px">■</span> #EEEFE9 | | Background color            | <span style="color:#EEEFE9; font-size: 20px">■</span> #EEEFE9 | <span style="color:#151515; font-size: 20px">■</span> #151515 | | Accent                      | <span style="color:#E5E7E0; font-size: 20px">■</span> #E5E7E0 | <span style="color:#2C2C2C; font-size: 20px">■</span> #2C2C2C | | Dashed divider line         | <span style="color:#D0D1C9; font-size: 20px">■</span> #D0D1C9 | <span style="color:#4B4B4B; font-size: 20px">■</span> #4B4B4B | | Red\                       | <span style="color:#F54E00; font-size: 20px">■</span> #F54E00 |                                                                 | | Yellow                      | <span style="color:#DC9300; font-size: 20px">■</span> #DC9300 | <span style="color:#F1A82C; font-size: 20px">■</span> #F1A82C | | Blue\                      | <span style="color:#1D4AFF; font-size: 20px">■</span> #1D4AFF |                                                                 | | Gray\*                      | <span style="color:#BFBFBC; font-size: 20px">■</span> #BFBFBC |                                                                 | | Links                       | Use Red                                                         |                                                                 |

Use opacity over more colors

When possible, use opacity to modify colors. This allows us to use fewer colors in our palette, which is light years easier when working with two color schemes.

| Paragraph text | rgba($value, 90%)                 | | -------------- | ----------------------------------- | | Links          | rgba($value, 95%) (and semibold)  | | Links:hover    | rgba($value, 100%) (and semibold) |

Presentations

We use Pitch for polished presentations (like when giving a talk). Read more about this in our communication guidelines.

Illustration guide

Our hedgehog mascot is called Max and we're quite particular about how he (or any of his hoggy pals) are illustrated. We're exploring AI tools for internal use, but currently ask that you don't use AI tools to create your own hedgehog art. Instead, you can follow the guidelines below, or create a new art request.

Image: How to draw a hedgehog

If Max is drawn in color he should always have a beige body with brown spines, arms, and legs. His arms should only bend once in the middle and he doesn't have fingers unless swearing or pointing. His feet are stubby by design and his snout lines should be visible unless obscured by a mask or beard. His expression comes mainly from his eyebrows.

Image: Draw the rest of the hedgehog

He should be outlined with a strong, black monoline with consistent thickness. He should always face left, right, or straight-on but shouldn't be drawn with a side profile or from behind as he's self-conscious.

A more detailed version of this guide is available on Figma for team members.


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.






  5. 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.





  6. Brand foundations

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

  
  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.

  	What is brand?

	Our mindset

	Taste

	Brand personality

	Who we're talking to

	The Hacker News test

	How we describe PostHog

	Self driving is the story



  If you work at PostHog, you are a brand ambassador. This brandbook outlines how to extend our brand to your personal responsibilities at PostHog.

What is brand?

PostHog's brand is the total sum of how people experience us – from a first visit to posthog.com to an onboarding email, from how quickly we ship a bug fix someone complained about on X to billboards, merch, event collateral, ads, and more.

Every person who encounters PostHog forms an opinion. Brand is the accumulated weight of all those opinions.

This matters for two reasons:


	Brand is a growth driver. It's one of the four main reasons PostHog gets recommended. People who trust a brand talk about it. Developers who find us authentic fight for us in comment sections.




	Trust is slow to build and fast to lose. A generic headline, a forced joke, a bad sticker, a robotic support reply – each of these chips away at the trust we've earned.



Our mindset

Everything flows from two ideas:

"Yes and…" We expand ideas instead of shutting them down. When someone proposes something, the instinct is to find what's interesting about it and build on it – not critique it to death. This shapes how we design, how we write, and how we talk to each other.

"We can do this better ourselves." The best things get made by people who genuinely care about what they're making. When we ship something, it should feel like someone made this on purpose – not like it was generated, templated, or outsourced.

Taste

Taste is the most important design principle PostHog has. "Polish" is surface-level – smooth gradients, perfect shadows, trendy layouts – the visual equivalent of buzzwords. "Taste" is deeper: making decisions that reflect a real point of view, caring about whether something is right and not just done, going the extra mile even if only one person notices.

A design with taste looks like someone made this on purpose, especially in a world where more people are shipping AI slop.

What taste looks like in practice:


	Caring about details. Typography, spacing, alignment, whitespace – these are felt even when not consciously noticed.

	Intentionality. Every element has a reason to be there.

	Going the extra mile. Especially for things most people won't notice (you'd be surprised how many actually do).

	Enjoying the work. When you enjoy making something, it shows.

	Knowing when trends are played out. Our visual identity is nostalgic and distinctive because we deliberately avoided what everyone else was chasing.



Brand personality

PostHog should feel:

| Feel like this | Not like this                             | | -------------- | ----------------------------------------- | | Opinionated    | Diplomatic to the point of saying nothing | | Human          | Corporate robot                           | | Slightly weird | Trying to be funny in a try-hard way      | | Thoughtful     | Random                                    | | Direct         | Fluffy                                    | | Honest         | Corporate fluff                           | | Playful        | Childish or unprofessional                | | Approachable   | Arrogant                                  |

Who we're talking to

Our primary audience is product engineers – product-minded, full-stack engineers with a slight bias toward the frontend – and product-minded builders more broadly. Many of them are technical founders or assume the role. It's incredibly important that we don't alienate them, as they're a driver of word-of-mouth growth.

This shapes everything. Developers...


	distrust marketing by default. They've been burned by overpromising before.

	prefer specificity over benefits language. "It does X" beats "It empowers you to unlock X."

	can tell within seconds if something is authentic or corporate. They view source code for fun.

	react well to honesty, including honesty about limitations and tradeoffs.

	respond to wit, but are allergic to forced humor.



The right model: you're talking to a smart, skeptical friend who happens to be a product builder. Not an enterprise buyer. Not an executive. A person.

For the full picture, see who we build for.

The Hacker News test

Before you ship anything – copy, design, a campaign, a policy – ask: how would this be received on Hacker News?

Hacker News is intensely logical and skeptical. They'll call out corporate spin, vague claims, and try-hard humor in seconds. If you think your thing would get roasted, change it. If it would hold up to scrutiny, ship it.

How we describe PostHog

Nothing has changed about our overall positioning: PostHog makes _your_ product self-driving. This is the frame everyone at PostHog should use, across the product, website, marketing, content, and support. Product marketers can find the granular vocabulary rules and the per-tool playbooks in Positioning and selling.

Self-driving is the story

Self-driving is the narrative everything sits under. PostHog makes your product development self-driving – a better version of you, with your product and all its context in one place. It isn't a product or a tool you can point at. It's what PostHog is and enables. Don't write "PostHog is a self-driving product" or "the self-driving app" – keep the customer's product as the subject.

Because it's a capability, not a product, always write it lowercase and hyphenated: it's not "Self-Driving" or "self driving", it's "self-driving".

The standard description

Use this whenever you need a standard description of PostHog:

The four layers

Everything we offer is one of four things. Use these words exactly:


	Products – the surfaces a customer adopts; how you access self-driving. Today that's Web (app.posthog.com, where Inbox and PostHog AI live), Slack, MCP, and Code (PostHog Code; becomes Desktop in future, once it has non-coding use cases). Mobile is coming. The context warehouse is a product from a marketing perspective (its own PM/PMM, pricing, and so on), but on posthog.com we present it as the platform everything is built on, not as another item in this list.

	Tools – the functional capabilities accessed through the products: product analytics, session replay, feature flags, experiments, error tracking, surveys, web analytics, and so on (as granular as annotations or comments). We used to call these "apps."

	Context – the data that feeds the self-driving loop: events, recordings, errors, and logs from PostHog, plus other business data (Slack, code, Notion, support tickets, and so on). This is the fuel.

	Context warehouse – the data warehouse plus the full context-ingestion pipeline (modelling, data pipelines, batch exports, and so on). Don't say "PostHog Data Stack" – the warehouse, modelling, pipelines, and exports are all part of the broader context warehouse, and "Data Stack" isn't something we talk about externally.



In one line: self-driving is the story, products are how you access it, tools are the supporting capabilities, context is the fuel, and the context warehouse is the platform where context lives.

What we are not

A few things to avoid when describing PostHog:


	Not "an analytics platform." PostHog has grown well beyond analytics. Lead with what we actually are: a platform that makes your product self-driving, with tools — product analytics, session replay, feature flags, and more — that help people build successful products.

	Not a single product. We're a platform that makes _your_ product self-driving — you (and your AI agents) ship improvements from your product's own context.

	Not a "product improvement platform." This is vague and buzzwordy.

	Not enterprise-first. We build for people who self-serve. We get in early and grow with our customers. We don't go out of our way to build niche features just to chase a large contract. Don't let copy, design, or tone drift toward enterprise-speak.







  7. Brand in practice

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

  
  This section covers how the brand should appear across every surface where PostHog shows up.

Website (posthog.com)

The website is our primary brand expression. It gets the most scrutiny and sets the expectation for everything else.

Design principles for web


	Art accentuates content; it doesn't distract from it. Content always comes first.

	Smooth drop shadows on cards and contained elements. Pops of color where appropriate.

	Typography hierarchy is deliberate and readable at every viewport.



Copy principles for web


	Lead with the specific. Don't open pages with a mission statement.

	Short paragraphs. Developers scan.

	No walls of text. Break with subheads, illustrations, or white space. Ideally a paragraph doesn't contain more lines than the number of fingers on your hand.

	Every page should have one clear next action.



Product UI

Product UI has a different purpose than the website or other surfaces. The design should get out of the way and let them do it, but should still nod to being part of PostHog in tasteful ways.

Principles


	Clarity > cleverness. Clear empty states, error messages, and loading states.

	Typography: Open Runde for titles and buttons; system font for body in product.

	Icons: Central Icon System (outlined vector icons, 1.5px border).

	Don't use Squeak in product UI – it's a marketing/hedgehog-context font only.

	Use our icon and color systems consistently; don't introduce new visual elements without design review.



Product writing

Every label, button, tooltip, placeholder, and error message is brand. Write them like a human being, not a system log.


	Empty states: tell users what to do next, not just that there's no data.

	Error messages: explain what happened and what the user can do about it.

	Confirmation dialogs: be specific about what will be deleted/changed.



Documentation

Docs are often the first deep experience someone has with PostHog. They need to be accurate and clear above all else, but that doesn't mean they have to be cold.

Principles


	Use second person ("you").

	Write for someone trying to accomplish a task, not trying to understand a concept in the abstract. Making something tangible helps the reader understand how it applies to their use case.

	Code examples should be real, and should be context-aware. For example, if the visitor changed the language of a code snippet, we should infer that's the language they're interested in on other pages.

	When something is limited or has a gotcha, say so. Developers will find it anyway. Don't downplay flaws or product gaps. It creates trust when we're honest. This is why each product page has a section that covers reasons a user might not be a good fit to use a PostHog product.

	Small personality touches are welcome in introductions and notes – not in the middle of an instruction.



Blog, newsletters & social media

Every blog post should make an argument. Not "here are some thoughts about X." An actual point of view.

Social media channels can be more casual and reactive than the website, but they should never feel like a corporate account posting congratulatory content or generic "tips."

Marketing emails

Same voice as the website, but can be slightly more casual.

Presentations

PostHog uses Figma Slides for polished presentations. See the communication guidelines for more.

When designing a deck


	Fewer words per slide. One idea per slide.

	Don't use slide templates that look like every other B2B SaaS deck.

	Use the templates supplied by the Graphics Team. Use of the Squeak font is fine for punchy visual moments.

	PostHog color palette throughout.

	Hedgehogs can appear – use the art library.



Informal decks (internal, demos)

These have more flexibility. Speed > perfection. Use the existing templates and don't spend hours on formatting.

Our board meeting deck still uses a title slide with branding circa 2021, but it (sort of) intentionally shows we put our focus in the right places, not in making pretty decks for people who already believe in us.

Events & conference booths

Events are a high-density brand moment where first impressions form in seconds. Booth design, event-specific assets, and staffing guidance live in the Marketing events handbook.

Print materials

Print requires additional consideration because you can't iterate after it's shipped.

General rules for print


	Export at 300 DPI minimum for anything that will be physically produced.

	CMYK color profile for print. (Note: our brand colors are defined in RGB/hex. Confirm CMYK equivalents with the design team before going to print.)

	Bleed and safe zones: Use standard 3mm bleed. Keep critical content at least 5mm inside the trim line.

	SVG logos always preferred as source; export as PDF for print vendor.



Materials that commonly need to be produced


	Posters: Think billboard-first. One message. One big visual.

	Brochures: Rare. If needed, follow the website's editorial style and make it look handcrafted, not template-y.

	We've traditionally avoided sell sheets or business cards, but work with the Graphics Team if you need something specific.



Approval:

All print materials should be reviewed by in #design-review before going to print. Mistakes in print are expensive. Submit a request early.

Merch & swag

Merch is brand in the physical world. It's also one of PostHog's most effective developer marketing tools. That means merch has to be genuinely good. We put a lot of effort into our merch.

The bar for merch

Would someone who doesn't work at PostHog actually want this? If the honest answer is "probably not," it's not good enough.

Bad merch: cheap pen with a logo, generic t-shirt with a logo on the left chest, tri-blend, etc. If you can order it from a website where all you have to do is upload your logo and submit payment, it's not the right approach for us.

Good merch: great hoodie people actually wear, thoughtful sticker set, item that's interesting in its own right and happens to be branded.

We work with MicroMerch for both merch development and fulfillment. Orders submitted through our headless Shopify store are routed to them.

Design principles for merch


	The hedgehog earns his spot on merch – he's one of the most recognizable things we have.

	Hard drop shadow aesthetic on graphic elements.

	Limited palette. Don't print 8 colors when 3 work.

	Quality over quantity. One great item beats five mediocre ones.



Logo placement on merch


	Embroidered chest logo: use the logomark only (not full wordmark) for embroidery. The hedgehog logomark embroiders cleanly; the wordmark can get muddy at small sizes.

	Screen printing: full logo or logomark work. Use high-contrast colorways.

	Sublimation/all-over print: can use full illustrations. Requires design team involvement.



Giving away merch

PostHog has a deliberate strategy of giving merch to people who say nice things about us publicly. This creates genuine brand advocates. See our merch guidelines for how to do this well.

YouTube & video

Video is a growing PostHog channel. While the video handbook covers our overall approach, we also have specific guidance on thumbnails, which are easy to overlook and do an average job at:


	Bold, readable at small sizes

	PostHog color palette

	Illustrated elements preferred over headshot-only

	Squeak works well for punchy text overlays

	Hard drop shadow on graphic elements







  8. Brand matters to us, greatly.

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

  
  It's one of the four major reasons people get recommended PostHog so directly helps us grow. Everyone else is largely terrible at it so it's a massive opportunity to build a long term advantage as a company, and frankly it's fun. It's every interaction we have with our users and comes from how the company itself is designed. It's more than hedgehogs:


	How our pricing works

	The way we word our emails

	The vibe on sales calls

	_You get it by now_



The harsh truth of cat videos

When it comes to attention on the internet, you are competing with cat videos and TikTok, _not_ B2B SaaS competitors. Be realistic - if it's not actually funny (and it's "corporate try hard") then it's not good enough. At one point we realized we were getting cutesy - "ooh a hedgehog". That's not interesting enough for people outside PostHog, even if we think it's cool.

It is thus encouraged to be rogue / sarcastic / meme-y / unhinged / weird.

Our competitors are (i) more defensive and self-interested in their approach (focused on optimizing revenue growth), and (ii) more boring. Let's keep it that way. If we have fun, we'll stick it out longer and will win in the long term.

Brand first

We should always optimize to not piss users off unless they're being totally, extremely unreasonable, in which case figure out how to be the bigger person. Even when that costs us revenue.

For example, we should refund customers when they screw up their tracking and get a shock bill.

Pavlovian merch response

Give it out to people who say nice things about us. That'll create an army of developer warriors fighting for PostHog on the internet!

Breaking bad news

Sometimes you may need to tell customers something they don't want to hear - e.g. "we don't have X planned in our roadmap". Instead of a vague "I'll share this feedback" type response, be specific and give context like "Hey we don't have that planned because we're focused on X, Y, Z at the moment. If you want to suggest it to the wider team, you can do so by X".

Karma

Be helpful to other companies. We are here to increase the number of successful companies in the world – especially those with high potential that are putting in the work, like YC current batch ones. For example, if a YC company reaches out, take them seriously and buy their product (if it's genuinely valuable and safe to do so) or give direct feedback if not.

---

Things you're probably looking for


	Brand assets (logos, downloads)

	Content & messaging guidelines

	Requesting artwork

	Writing for PostHog







  9. Voice & tone

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

  
  Writing for PostHog? Be sure to check out our full writing style guide.


The core principle

Write the way you'd explain something to a smart friend, not a business associate you're trying to impress or a prospect you're trying to close.

That means:


	Clear and simple. If a simpler word works, use it.

	Specific. Concrete nouns and real examples beat abstract claims every time.

	Direct. State what the thing is. Don't make the reader infer. Don't use filler words.

	Honest. Including about limitations. Developers trust honesty more than polish.

	Conversational. Contractions are fine. Starting a sentence with "But" or "And" is fine.

	No jargon for jargon's sake. Technical precision when it helps. No buzzwords.



If there's an industry-standard phrase, question if it's actually the best way to describe something – or if somebody came up with it once and then everyone else followed suit. Maybe it makes sense to stick with it, but we also have the unique opportunity to coin a new term if the juice is worth the squeeze.

What to avoid

Hedge words and weasel phrases

These make copy feel weak and corporate. Cut them:

| Instead of this         | Consider...                                  | | ----------------------- | -------------------------------------------- | | "helps you to"          | just say what it does                        | | "empowers teams to"     | say what teams can now do                    | | "enables you to unlock" | say what they get                            | | "leverages"             | uses                                         | | "utilize"               | use                                          | | "streamline"            | speed up / simplify                          | | "robust"                | strong, solid, or just describe it           | | "best-in-class"         | show, don't claim                            | | "holistic"              | comprehensive, or just describe the parts    | | "seamless"              | describe why it's easy                     | | "synergy"               | C'mon, really... |

Passive voice

Active: "PostHog tracks your events." Passive: "Events are tracked by PostHog."

The active version is shorter, clearer, and more confident.

Feature-first headlines

"Introducing our new dashboard" says nothing about why anyone should care. Lead with the benefit or the specific capability.

Forced humor

A joke that has to be explained isn't funny. Humor in PostHog copy works when it's specific, unexpected, and comes from a genuine perspective. It doesn't work when it's "here's a wacky metaphor to make our SaaS product seem fun."

When in doubt, just be clear. Clear beats clever, and makes the genuine humor stand out.

For how the voice shifts across surfaces (website, product UI, docs, blog, social, support, GitHub), see Brand in practice.

Dos and don'ts with examples

Headlines

| ✅ Do                                               | ❌ Don't                                            | | -------------------------------------------------- | -------------------------------------------------- | | "Feature flags that don't slow you down"           | "Supercharge your feature delivery workflow"       | | "See exactly what your users are doing"            | "Unlock actionable user insights"                  | | "Built for engineers who ship fast"                | "The all-in-one platform for modern product teams" | | "Ship, measure and iterate – all on one platform." | "Streamline your product development lifecycle"    | | "Make your product self-driving"                   | "PostHog is self-driving software"                 |

On that last one: PostHog makes _your_ product self-driving. Keep the customer's product as the subject — they get a product that improves itself; PostHog is how. See how we describe PostHog for the full nuance.

Body copy

| ✅ Do                                                         | ❌ Don't                                                      | | ------------------------------------------------------------ | ------------------------------------------------------------ | | "PostHog stores your data in your own cloud."                | "With PostHog, you can leverage our advanced data sovereignty capabilities." | | "There's no separate pricing for each tool. Pay for usage across all of them." | "Our holistic pricing model enables teams to seamlessly utilize all of our integrated products." | | "We wrote this ourselves because existing solutions weren't good enough." | "Drawing on our extensive expertise, we've developed a best-in-class solution." |

Error messages

| ✅ Do                                                         | ❌ Don't                                          | | ------------------------------------------------------------ | ------------------------------------------------ | | "Can't connect. Check your API key and try again."           | "An error has occurred. Please contact support." | | "This experiment needs at least 100 events before we can calculate significance." | "Insufficient data for statistical analysis."    |

Emails

| ✅ Do                                              | ❌ Don't                                                      | | ------------------------------------------------- | ------------------------------------------------------------ | | "You've been quiet for a bit. Here's what's new." | "We noticed you haven't engaged with our platform recently and wanted to reach out." |





  10. Visual identity

  Source: https://posthog.com/handbook/brand/visual-identity

  
  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.

  	Overview

	Logo

	Variants

	Rules

	What not to do

	Color system

	How to use color

	Typography



  Overview

PostHog's visual identity is intentionally distinctive. It should feel handcrafted, slightly weird, thoughtful, and recognizable. If a design element could belong to any SaaS company, it probably isn't PostHog enough.

The test: remove the logo. Does it still feel like PostHog? It should.

This identity is also un-copyable – because it's a reflection of the people who made it, and it keeps evolving as they do. No design system doc can quite define it, because it's constantly evolving and is subject to the taste of the people creating it.

There's a version of PostHog that could use AI to produce all of its illustrations, icons, and copy. It would be faster and cheaper. It would also be instantly identifiable as not made by humans, and that trust signal would erode. Handcrafted beats generated.

Logo

Find logos on our brand assets page.

Variants

| Variant                                           | When to use                                                  | | ------------------------------------------------- | ------------------------------------------------------------ | | Standard logo (horizontal, colored with gradient) | Default for the web. Use this most of the time. NEVER use on dark backgrounds. | | Dark logo (black wordmark)                        | Light backgrounds where full-color feels off.                | | Light logo (white wordmark)                       | Dark backgrounds.                                            | | Logomark only                                     | Small contexts (favicons, app icons, social avatars). Use only when the full logo won't fit. | | Stacked logo                                      | When horizontal space is limited but the full name is important. | | 4-color logo                                      | Print version, when gradients can't be printed. Only use the 4-color logo for this case. |

Download all variants at /handbook/company/brand-assets.md. SVG is always preferred.

Rules


	Never modify the logomark colors. Don't turn the hedgehog face white on a dark background. Use the white-logo variant instead.

	Never stretch, skew, rotate, or add effects to the logo.

	Never use the old logos. We updated it in 2021 (rounded the edges, rounded font) and then again in 2026 (gradient, no space between the body elements of the hedgehog). If you see the old versions anywhere, replace it or let us know in #design.

	Maintain clear space. Leave at least the height of the "P" in PostHog as clear space around all sides of the logo.

	Minimum size. Don't use the full logo below 80px wide. Use the logomark instead.

	On colored backgrounds. Use the light (white) version on dark/colored backgrounds. Never use the standard logo on a background that makes it unreadable.



What not to do


	Don't place the logo on a busy photographic background without a clear container or sufficient contrast.

	Don't use the logo as a watermark at reduced opacity.

	Don't surround the logo with other logos of similar size – it should have room to breathe.

	Don't animate the logo (spin, bounce, glitch) without explicit approval.



Color system

PostHog uses a deliberately limited palette. Fewer colors, used consistently, create a stronger visual identity than a sprawling palette used inconsistently. For hex values, see brand assets.

How to use color

Color guides attention – it doesn't decorate. In practice:


	Backgrounds should be solid, not gradient-heavy.

	Illustration is where color lives. Illustrations should be more saturated than the surrounding layout to draw the eye.

	The more color you use, the less any single color means. Use restraint.

	Use opacity to modify colors rather than adding new ones: paragraph text at 90%, links at 95%, links on hover at 100%.



Gradients. PostHog uses no gradient backgrounds by default. Gradients are a cliché of generic SaaS design. When in doubt, solid.

What to avoid:


	Rainbow palettes or too many simultaneous accent colors

	Dark-on-dark combinations with insufficient contrast

	Using red (#F54E00) for warnings or errors (it's a brand color, not a status indicator – use separate status colors in product UI)



Typography

PostHog uses three typefaces, each with a specific role. Using them correctly is one of the fastest ways to make something feel on-brand.

Open Runde

Our primary typeface. Used for all text on posthog.com and in most contexts.

Cuts used:


	Bold – Titles and section headers

	Semibold – Paragraphs with large headers, paragraph links

	Regular & Regular Italic – Body text



Unfortunately there are no italic variants at this time, but Cory is trying to convince the font creator to make them...

Squeak

Used for marketing headlines and informal settings, generally accompanied by hedgehog artwork. This is our expressive, personality-forward display font, _not_ used for copy or descriptions.

Usage rules:


	Always uppercase. No exceptions.

	Use the bold variant. No exceptions.

	Never use Squeak without hedgehog art or a deliberate informal context (event signage, stickers, merchandise, splash screens)

	Never use Squeak for body text, subtitles, or descriptions.



Loud Noises

Used exclusively for quotes in hedgehog artwork – the signs, speech bubbles, and text the hedgehogs are holding or saying.

Usage rules:


	Uppercase only

	Only in hedgehog artwork contexts

	Do not use for any other purpose



General typography rules


	Hierarchy is everything. A page with three levels of size that mean nothing teaches readers nothing. Every size choice should communicate something about importance.

	Sentence case for headings. "Documentation style guide" not "Documentation Style Guide."

	No decorative fonts beyond the three listed here.

	Left-align body text by default. Center-align is fine for short marketing headlines and call-outs.

	Line height. The most obvious way for a design to feel not _quite_ right is for the line height to not be dialed in. Take special note of the line height for individual elements where text wraps, as well as the space between associated elements like a title and description. If you have questions, ask in #design-review.



Illustration & hedgehogs

Our mascot: Max

Max is our hedgehog mascot. He's a core part of the PostHog visual identity. He's a creative vehicle for translating our personality into something expressive and alive. Use him thoughtfully, not just to fill space. For how to draw him, see the illustration guide in brand assets.

Do not:


	Use AI-generated hedgehog art. PostHog is very particular about how Max looks, and AI doesn't get it right. If you need a new hog, request one.

	Modify existing hedgehog illustrations without approval.

	Use competitor hedgehog styles or derivative designs.

	Use our artwork on a personal website or for anything that isn't PostHog-related. While our code is open source, our brand assets are property of PostHog. (The exception is for assets explicitly intended for community use like desktop or mobile background images.)



Artwork library: Team members can find all hedgehogs under the Account menu -> Art library.

Illustration style (general)

Beyond Max, PostHog illustration has a consistent aesthetic:


	Custom, not stock. Stock illustrations are instantly recognizable and forgettable. We draw our own.

	Simple and expressive. Complex doesn't mean good. Usually the simpler illustration works better.

	Bold and graphic. Thick outlines, strong shapes, limited color palette.

	Bringing external elements into our world. We sometimes re-draw external things (competitor logos/mascots, cultural references) in our style.



Avoid:


	Trendy SaaS illustration (floating shapes, abstract blobs, isometric 3D)

	Stock art services

	Overly complex or detailed illustrations

	AI-generated illustration



Team crests

Team crests are bold, punchy graphic badges used to represent PostHog's internal small teams. They're an extension of the brand's slightly irreverent, self-aware personality.


	Bold, punchy designs

	PostHog's color palette

	Can appear on stickers, slide decks, team merch



Stickers

Stickers are a significant part of PostHog's culture and brand ambassador strategy. People actually use them. Rules:


	Small team crests can work well as stickers

	Die-cut is preferred over square/rectangle stickers

	White border with hard drop shadow is the PostHog sticker aesthetic



Portraits

When we need portraits of real people, we use hand-drawn realism style rather than photography alone. This keeps a human, handcrafted feel that's consistent with the broader illustration identity. Every employee has received a hand-drawn illustration based on a photo of them since the inception of when Lottie was hired as Graphic Designer.

Icons

PostHog uses three icon styles for different purposes:

| Style                                       | Use case                     | | ------------------------------------------- | ---------------------------- | | Outlined vector icons (Central Icon System) | Interface/product UI icons   | | icons8 sticker pack                         | Stickers and casual contexts | | OS-style icons                              | Website desktop              |

Cory cares a little too much about icon glyphs. Icons should be intentional.


	When an icon is accompanies by a label, the icon should be complimentary.

	When an icon is used without text, they should be clear enough to stand on their own.



Use restraint when selecting an icon, and rather than sourcing your own, ask in #design.

Interaction

User interfaces should feel...


	snappy, thus we don't use animation when hovering onto a button. It's okay to use an animation when leaving a button.

	interactive, thus a slight zoom effect on hover and a "pressing down" feel when clicking a button is a subtle way to spark joy.



Animation

When animation is used, it should feel deliberately understated – not flashy or attention-grabbing. Animation is one of the most challenging things to get right. Without extreme attention to detail (like easing, for example), icons can feel cheap. It's better to _avoid_ animation than implement something that feels even a little bit off.

PostHog animation characteristics:


	Puppet rigging for character animation (Max and other hedgehogs)

	Shadows animate with the character

	Animate in rather than looping constantly (team crests, blog art) and ease out to a still final frame



Use animation to add delight and bring characters to life – not to distract from content.

Photography

When photography is used:


	Prefer candid, authentic shots over staged, stock-style photography

	Real team members > stock people

	Real situations > constructed scenarios

	If using desktop/screen mockups, keep them honest (don't fake impressive-looking data)



Product screenshots

Show, don't tell. A screenshot of PostHog in use tells a developer more about the product than any amount of words.

Capture process

Use html2design to capture real webpages and import them directly into Figma. This makes sanitizing data much easier than working from flat image exports.

All screenshots are stored in a private Figma file (private because source data may contain PII).

Using synthetic data

Replace real customer data with synthetic data before publishing. This isn't just about privacy; it's an opportunity. The data in a screenshot gets more attention than most copy. Use it to tell a story, reinforce a use case, or leave an easter egg for the developer who looks closely. A screenshot of a session replay showing a user clicking "Upgrade" 47 times, or a funnel named "Cory's Haircut Funnel" – these land with people who actually read the interface.

Make it specific enough to feel real, interesting enough to make someone smile.

Where screenshots live in the codebase

Screenshots are referenced through product hooks so they can be pulled in consistently across the site without duplication. See session replay for an example of how they're structured.

Light and dark – always both

Every screenshot must be captured in light mode and dark mode – always at the same time, with the same data visible. The two versions are paired: the website swaps between them automatically based on the visitor's color mode preference. If you update data in one version, update the other to match. A user should be able to switch color modes and see the screenshot change color while the content stays identical.

Export everything at @2x so text is crisp.

Responsive variants

For high-traffic placements like blog posts getting heavy social promotion or articles with paid traffic – produce up to four versions of each asset where relevant:


	Landscape, light mode

	Landscape, dark mode

	Portrait, light mode

	Portrait, dark mode



The website serves the appropriate version based on screen size and color mode. Desktop visitors typically see landscape; mobile visitors see portrait. This matters because a landscape screenshot with small UI details is often unreadable at mobile sizes.

Data visualization

Charts and graphs show up throughout posthog.com – in blog posts, feature pages, and as product screenshots. They follow the same principles as everything else: clarity first, PostHog palette, no decoration that doesn't earn its place.

Design principles for charts


	Less is more. Remove chart junk – unnecessary gridlines, tick marks, legends that explain what the axis already says. Every element should help someone read the chart faster.

	Label directly where possible. A label on the line beats a legend the reader has to cross-reference.

	One chart, one point. If a chart needs a paragraph of explanation to make sense, simplify it. If it's showing two different things, split it.



Color in charts

Use the PostHog color palette. Don't introduce new colors just for a chart. If a chart needs more colors than the core palette provides, use opacity or pattern fills before reaching for new hues. Using HSL color space ((hue, saturation, lightness)) over hex makes it easy to adjust the lightness without inadvertently adjusting the tone.

The same light/dark rule applies: if a visualization appears on posthog.com, it needs to work in both modes. This generally means using CSS variables or producing paired versions the same way you would a screenshot.

Annotations and context

A chart without context can mislead. When publishing a chart – especially in a blog post – annotate significant moments: a feature launch, a spike, a known data anomaly. Readers should understand why something happened, not just that it happened.
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