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  1. List No Nextline Md

  Source: https://posthog.com/handbook/content/_snippets/list-no-nextline-md

  
  - **Feature flags:** PostHog offers robust, multivariate feature flags which support JSON payloads. This enables you to push real-time changes to your product without needing to redeploy. Visit our feature flag page for more information. LogRocket doesn’t have any in-built feature flag functions.
- **Experiments:** PostHog offers multivariate experimentation, which enables you to test changes and discover statistically relevant insights. Visit the experimentation page for more information. LogRocket doesn’t have any in-built experimentation features.
- **Open source:** PostHog is entirely open source, under a permissive MIT license. The biggest advantage for users is the ability to build on top of PostHog and to access the source code directly. Our team also works in the open. LogRocket is not an open source company, nor is the product available under an open source license.





  2. List No Nextline

  Source: https://posthog.com/handbook/content/_snippets/list-no-nextline

  
  
	Feature flags: PostHog offers robust, multivariate feature flags which support JSON payloads. This enables you to push real-time changes to your product without needing to redeploy. Visit our feature flag page for more information. LogRocket doesn’t have any in-built feature flag functions.

	Experiments: PostHog offers multivariate experimentation, which enables you to test changes and discover statistically relevant insights. Visit the experimentation page for more information. LogRocket doesn’t have any in-built experimentation features.

	Open source: PostHog is entirely open source, under a permissive MIT license. The biggest advantage for users is the ability to build on top of PostHog and to access the source code directly. Our team also works in the open. LogRocket is not an open source company, nor is the product available under an open source license.







  3. List With Nextline Md

  Source: https://posthog.com/handbook/content/_snippets/list-with-nextline-md

  
  - **Feature flags:** PostHog offers robust, multivariate feature flags which support JSON payloads. This enables you to push real-time changes to your product without needing to redeploy. Visit our feature flag page for more information. LogRocket doesn’t have any in-built feature flag functions.

- **Experiments:** PostHog offers multivariate experimentation, which enables you to test changes and discover statistically relevant insights. Visit the experimentation page for more information. LogRocket doesn’t have any in-built experimentation features.

- **Open source:** PostHog is entirely open source, under a permissive MIT license. The biggest advantage for users is the ability to build on top of PostHog and to access the source code directly. Our team also works in the open. LogRocket is not an open source company, nor is the product available under an open source license.





  4. List With Nextline

  Source: https://posthog.com/handbook/content/_snippets/list-with-nextline

  
  
	Feature flags: PostHog offers robust, multivariate feature flags which support JSON payloads. This enables you to push real-time changes to your product without needing to redeploy. Visit our feature flag page for more information. LogRocket doesn’t have any in-built feature flag functions.




	Experiments: PostHog offers multivariate experimentation, which enables you to test changes and discover statistically relevant insights. Visit the experimentation page for more information. LogRocket doesn’t have any in-built experimentation features.




	Open source: PostHog is entirely open source, under a permissive MIT license. The biggest advantage for users is the ability to build on top of PostHog and to access the source code directly. Our team also works in the open. LogRocket is not an open source company, nor is the product available under an open source license.







  5. Content brand messaging

  Source: https://posthog.com/handbook/content/brand-message

  
  What should we be trying to communicate about PostHog?

PostHog makes your product self-driving. It pairs all the context needed to build a successful product with agents that find opportunities and ship fixes. You can use our Web, Slack, MCP, and Code products (with Mobile to come) to leverage our tools like product analytics, session replay, feature flags, experiments, error tracking, AI observability, logs, and more.

Beyond literally communicating what PostHog is and what it does, we want to equip developers to build successful products. We do this by communicating the following:


	There is a lot of hard-earned knowledge in the startup and product space that developers don't know yet because it's not written for them. We've also learned a lot from building PostHog and from our customers. We want to share all this with them.




	We provide all the tools developers need to build successful products. All of them are powerful, but require expertise to use effectively. Some don't even know these tools exist. We help developers build this expertise by providing world-class docs, tutorials, and technical content.




	Developers can build successful products. They don't need product managers or data analysts to tell them what to build. They are capable of making product decisions themselves, but need the right tools and knowledge to help them do so.




	Talking to users, shipping what they want fast, debugging and fixing issues, measuring impact, and iterating is the core loop of building successful products.




	PostHog aims to do "the right thing" for our users. We're self-serve with usage-based pricing. We don't have loss leaders and are in it for the long haul. We don't do sleazy marketing or sales tactics. We're open source and transparent. We don't want to be another boring B2B SaaS company, even if that is "optimal for the creation of shareholder value."



Who is our audience?

Ideally, our ICP: the people building products at high-growth startups. The full persona — product engineers, the technical-founder subset, and how we talk to them — lives in Brand foundations.

When we are working on content (like blogs, docs, and tutorials) for a specific product, we should write it for the persona of that product, which might be different from our primary persona.

Learn more in Who we build for.


Why do developers, product engineers, and technical founders pick PostHog?

We help them debug and ship their product faster.

PostHog already has all the data about how people use your product and how your product performs, like usage analytics, error tracking, session replays, logs, traces, and more. This lets them discover and understand issues and their context, but also feeds our product autonomy loop.

This loops turns that data into signals, feeds those signals to an agent running in a sandbox, and automatically opens PRs that improve your product. Both our agents and the use can then use feature flags to rollout new features, experiments to measure impact, surveys to get feedback, and evals as checks.

We have all the tools and context in one. This means less time spent patching these tools together and paying for them all separately. When engineers need a new tool, they can just use PostHog.

Our team is technical and speaks the language of developers. Our engineers talk with customers to figure out what to build. Our support team are all former engineers and get into the nitty-gritty of issues. Our sales and CS teams are very technical too. They focus more on your use cases and implementation than steak dinners.

We want engineers to self-serve. They can sign up and use all of the features of PostHog for free. We also work hard to have world-class docs and technical content that enables them to solve their own problems and come up with their own solutions.

See Why buy PostHog and How we make users happy.


Things PostHog is not

PostHog could be a lot of things, and we have a lot of terms for the same things. This creates cognitive load and confusion, and we'd rather our audience use their energy elsewhere. The canonical what we are not list and the self-driving framing both live in brand foundations — start there. On top of those, a few content-specific things to avoid:


	We are not a dev tool platform. This makes it seem like we are just dev tools to use.




	We are not a collection, group, set, bunch or any other collective noun of tools or products. We are not “product and data tools” as this isn't developer-focused enough. Product and data should refer to our customer's products and data.




	It's not “product analytics product”, it's “product analytics tool” or just “product analytics” whenever possible.




	We should assume our audience either has to do technical work or wants to, regardless of whether they can code. Most of them are developers, and for the rest, we're the bridge, giving everyone direct access to data and the power to ship.







  6. Overview

  Source: https://posthog.com/handbook/content

  
  The Content team has two core goals:


	Increase awareness of PostHog, especially among people in our ideal customer profile

	Help developers and PostHog users be more successful through great content, videos, and docs



We do this by:


	Building a reputation for world-class content

	Constantly working to improve our documentation

	Identifying where content can help users be more successful

	Holding a high bar for quality in everything we do

	Never being satisfied with how high that bar is

	Being weird, opinionated, and unafraid of being wrong

	Reacting quickly to opportunities whenever they arise

	Not being precious about our work and priorities

	Having a team of talented, technically literate writers (and Andy)

	Not relying on freelancers or guest contributors for content

	Avoiding tedious enterprise marketing nonsense (PDFs, gated content, webinars, etc.)



Content is the main pillar of our marketing strategy. Our strategy is to go _deeper_ and create better content as we grow. We don't rely on AI. We don't take content in exchange for links. We don't have arbitrary volume goals.

Our latest goals can be found on the  page. You can share ad-hoc ideas in our #content-ideas Slack channel.

Who is our audience?

It should be the same as who we are building for. Specifically:


	Product engineers: Software engineers who want to improve their product skills, understand users, and build successful new products.




	Founders: Technical and non-technical founders seeking advice on how to run a successful startup.




	PostHog users: Existing PostHog users who want to develop their skills and learn how to get the most out of PostHog.




	B2B SaaS companies: Our ideal customers are B2B SaaS companies who need reliable user data and a simplified data stack. Most of our output is tailored toward B2B use cases.



What kind of content do we produce?


	Opinionated advice: Articles where we offer a strong point of view on a topic that impacts our audience. Examples include The Product-Market Fit Game, Burning money on paid ads for a dev tool, and How to design your company for speed




	High intent SEO comparisons: Articles for people actively considering PostHog, or searching for a product like ours. Examples include comparisons between PostHog and competing products, guides on the best alternatives to popular tools, and guides to most popular tools in our segments.




	Helpful evergreen guides: Articles on topics of interest to our users and potential users. They generally target popular search terms. Examples include How to measure product-market fit, The AARRR pirate funnel explained, and 8 annoying A/B testing mistakes every engineer should know.




	Engineering tutorials: Guides on how to do specific things in PostHog. These can be for existing PostHog users, or aimed at potential users who are trying to solve a specific problem. Some, like How to set up Python A/B testing are SEO focused. Others focus on specific PostHog user pain points.




	Newsletters: Our newsletter, Product for Engineers, is both a distribution channel and its own content category. Issues often curate or summarize our existing content, or that of others, into an easy-to-digest, snackable format.



How we work

We work autonomously. You don't need permission or approval to write something or make a change. You're the driver.

It is often helpful to share ideas in our #content-ideas Slack channel or as a GitHub issue. The GitHub issue template provides a structure to help you think through your idea.

You can ask for feedback whenever, but it's often better when it's:


	Clear what feedback you're looking for. Ask if specific points or examples work, how you could word something better, where do you get bored, etc.

	You have something solid to give feedback on. Again, pull requests are better than issues.



For specific details about writing, see our style guide. When you're ready to get writing reviewed, create a pull request for your Markdown file(s) (*.md or *.mdx) in the posthog.com repo. See developing the website for more.

Once you've gone through the pull request checklist and got an approval from the relevant person on the content team, you're ready to merge (aka publish).

Content distribution

So you've written a great piece of content. Now what? Here are various ways to spread the word:

1. SEO

If we can capture search traffic, we should try to do it. Start by identifying the keywords most relevant to your article, and aim for a mix of short-tail terms (broad, high-volume) and long-tail ones (specific, lower-volume but higher intent). Use them naturally throughout the piece – especially in headings, intros, and anchor text – and make sure your target keyword appears in the meta title and meta description.

Good SEO doesn’t just help your content rank in search, it also improves your chances of being cited by LLMs (aka AEO).

Follow our SEO best practices guide for more on structure, formatting, and linking.

2. LinkedIn

Share a post using either your own account or the company account, but note that the company account will have dramatically less reach than your personal one. To post using the company account, use Buffer (ask Andy Vandervell to add you to it if you don't have access).

See our LinkedIn posting advice for more.

3. Twitter / X

Again, use Buffer to post from the company account.

Tips for writing a good post:


	Write a brief summary of the post while sharing as much content as possible in it. Good example.




	Attach an image to the post (don't rely on the link's social graph preview). Again, you can use Add entry in the changelog to create a nice image.




	Do your best not to sound "corporate" or serious. Authenticity is appreciated on Twitter. Have fun with it!



4. Share internally

Internal teams, especially sales, CS, and the relevant product team, can often make use of the content you write if they know about it. They can share it with customers and use the ideas and examples in their conversations.

It's worth sharing in their Slack channels directly as they don't see everything we publish. Asking them to smash the like button, subscribe, and share with their friends and family is a good tactic too.

5. Paid ads + newsletters

You can promote your post by buying sponsored slots in newsletters. Ian Vanagas has a list of newsletters and booked slots we can use to promote content. See sponsorships for more.

If you want to run a paid ad campaign on Reddit, Google, or Twitter, see the paid ads page.

It's a good idea to create an issue highlighting what you'd like to achieve in your campaign. Here's an example.





  7. LinkedIn

  Source: https://posthog.com/handbook/content/linkedin

  
  Yes, I realize LinkedIn has a bad reputation, but it’s a popular channel with our ICP, important for recruiting, and our posts often do well there. We're posting more there, so here's what we've learned about doing it well so far.

Advice on LinkedInposting


	The hook is everything. Get people to click “show more.” What works:

	Money - “We spend $X and here are the best things we learned”

	Dilemma - “What would you choose X or Y?”

	Provocative statements - “Collaboration sucks”

	Transformation stories, before and after - “This product helped us go from X to Y”

	Data reveals - “PostHog has seen an ~8x increase in traffic from ChatGPT in the last year”

	Resource lists - “Here are the 10 best posts on X”

	Takeaways - “After weeks of researching X, I’ve published Y deepdive. Here are Z interesting things I learned a long the way.”

	Work - “I wrote a 2000-word long article on how AI impacts performance of software and systems.”

	Use lists and numbers.




	Be specific with numbers. Say “$8,500” not “around 8k.” This feels more credible, like you aren’t making it up.




	Ask yourself if there’s a story or anecdote you can use to make this real.




	Be useful. Write the posts you want to read.




	To drive clicks to links, either either say “link in comments” and add it to the post ~6 hours later or include an image in your post. The algorithm hates direct posts to links.




	A great graphic goes a lot way. “Zero-click” content like ByteByteGo gets thousands of likes with basically just a graphic. Information does better than memes.




	Add a question at the end to get comments. People want to respond. Comments boost posts in the algorithm, often more than shares do.




	Commenting on popular posts works, comments can get 30k+ impressions.




	Posting time doesn’t matter to going viral.




	Posting daily beats 1-2x/week “perfect” posts. A lot won’t hit, but this will more than pay off for the ones that do.




	If you are posting a changelog update, you can create nice images when clicking Add entry in the changelog. It's under the Social sharing header.



Thank you to Lucas Faria for many of these tips.


Boosting posts from the PostHog brand account

If you post PostHog-related content to LinkedIn more than once per week and aren't scheduling it in advance, please:


	Ask Liam Graham to add you as a content admin to the PostHog LinkedIn page if you aren't already.

	Immediately after posting, switch your profile to the PostHog page and:

	React (like, love, insightful, etc.)

	Repost (the regular "Instantly bring [your] post to others' feeds" option)



The first couple of hours of a LinkedIn post are critical algorithmically, so sharing from the company page early helps maximize reach.

If you _are_ scheduling content, aim to engage from the brand account within ~an hour of the post going live (e.g. liking comments, adding the supporting article link as a comment). Liam will cover this when possible, but morning GMT posts may fall outside PST working hours.

LinkedIn posters and their newsletters

A primary way we use LinkedIn is to promote our newsletter, so here are some examples of people doing the same:


	Gergely Orosz - The Pragmatic Engineer




	Tom Orbach - Marketing Ideas




	Lenny Rachitsky - Lenny’s Newsletter




	Alex Xu - ByteByteGo




	Aakash Gupta - Product Growth




	Ben Lang - Next Play




	Paweł Huryn - The Product Compass




	Luca Rossi - Refactoring




	Jordan Cutler - High Growth Engineer




	Alexandre Zajac - Hungry Minds




	Gregor Ojstersek - Engineering Leadership




	Neo Kim - System Design Newsletter




	Ashish Pratap Singh - Algomaster







  8. Writing metadata

  Source: https://posthog.com/handbook/content/metadata

  
  Every piece of writing we do has metadata included in it.

URLs and content folders

The URL is defined by the folder it's placed in and the filename.md of the markdown file - e.g. a post in the founders folder with the filename i-love-hedgehogs.md would have the URL /founders/i-love-hedgehogs.

Folders also decide _where_ on the website articles appear.

The main folders are:


	/contents/docs - Docs.

	/contents/blog - A catch-all posts section. Company announcements, technical deep dives, SEO-focused comparisons, and more.

	/contents/founders - Posts written for founders.

	/contents/product-engineers - Posts written for product engineers.

	/contents/newsletter - Newsletters republished from Product for Engineers.

	/contents/tutorials - Tutorials

	/contents/customers - Customer stories

	/contents/spotlight - Startup spotlight

	/contents/handbook - The PostHog company handbook



Important: Some articles can rightfully belong in both the founder hub _and_ the product engineers hub. In this case, choose the most appropriate hub folder and then add the crosspost: field to your frontmatter so it appears in both. So, add crosspost: product-engineers to post a founder's hub article in product engineers as well, and vice versa. You can also add tags from either hub like normal.

Frontmatter

This is the default frontmatter for most posts:

---
title: "Your headline here"
date: YYYY-MM-DD
author: ["your-name"]
featuredImage: IMAGE URL
featuredImageType: full
tags:
  - Content tag here
  - Content tag here
  - Content tag here
  - Content tag here
  - Content tag here
---

The frontmatter for tutorials is similar, but they don't require a featured image:

---
title: "Your headline here"
date: YYYY-MM-DD
author: ["your-name"]
tags:
  - Content tag here
  - Content tag here
---

Note: Each handle in the author field must match a handle in the authors.json file. If you're a first-time author, add yourself to authors.json in the authors data file using this format:


```json


{


  "handle": "your-handle", // This is what you'll use in the author field


  "name": "Your name",


  "role": "Your role at PostHog",


  "link_type": "linkedin", // Or "twitter", "github", etc.


  "link_url": "https://www.linkedin.com/in/yourprofile",


  "profile_id": 12345 // Your community profile ID from posthog.com/community/profiles/[ID]


}


```


Tags

Below is a complete list of tags, organized by section.

You can use tags from the Founder's hub in product engineer posts, and vice versa, if you're crossposting the article.

Founder's hub


	Being a founder

	Culture

	Fundraising

	Growth

	Marketing

	Ops & finance

	People

	Product

	Revenue

	Sales & CS



Product engineer's hub


	Experiments

	Feature management

	Growth engineering

	Product analytics

	User research

	Engineering



Blog


	CEO diaries

	PostHog news

	Inside PostHog

	Using PostHog

	Comparisons

	General



Guides & tutorials


	product os

	product analytics

	session replay

	feature flags

	experimentation (labeled A/B testing on website)

	surveys

	cdp

	AI Observability



Note, there are other tags we've used in the past here, but they're largely optional.

Creating new tags

Creating a new tag is as simple as adding the text to a post – it also means typos can generate new tag pages, so please be observant.

It's best to avoid a proliferation of tags, so please raise an issue before creating a new one.





  9. Newsletter ads

  Source: https://posthog.com/handbook/content/newsletter-ads

  
  We promote our newsletter across a variety of different channels. This page covers the paid options.

Budget

Budget plans can be viewed in this spreadsheet.

Uploading emails to Substack

Annoyingly, Substack doesn't have an API, which means that we manually need to upload emails we capture via our website, InstantForm ads, and most other paid marketing channels. This means that we have to manually upload these emails to Substack. Andy Vandervell does this once a week.

The emails are to PostHog via an event called newsletter_subscribed, which are sent to the #newsletter-sub-alerts in Slack.

If you wish to avoid doing this, an alternative is to send users directly to our Substack so they can sign up directly there. The drawback is that we're unable to send conversion events to 3rd parties (e.g. Meta, Reddit), so their algorithms won't know if their targeting is working (and we cannot send them the emails of people who signed up, because privacy).

You can still track how campaigns on Substack by using this loophole Ian Vanagas found:


	Sign up for Substack with another email (lior+refer@substack.com or something, can create multiple).

	Subscribe to Product for Engineers.

	Go to https://newsletter.posthog.com/leaderboard and get your ref code/link. You can add the ?r=1tb4kk bit to any newsletter link and it will track who signs up using it.

	See results here.



Meta Ads

In Q2+Q3 2025, we're testing Meta ads as a way to increase newsletter subscribers. You can view our ads in Ads Manager.

For access to the Ads Manager, please contact Lior Neu-ner or Brian Young.

We do not have Meta's pixel installed, as we do not allow any third-party cookies on our site. For tracking conversions, we use Meta's Conversions API via the PostHog destination.

🚨 Important: We must be extremely careful not to include any personally identifiable information. We should only include the fbclid parameter and the client_user_agent. Avoid sending personal identifiable information to Meta such as name or email.


Our ad creative can be accessed in Figma.

This issue has some information on learnings from previous ad campaigns

Instant Form ads

Meta has something called InstantForm ads, which enable users to sign up to our newsletter directly in the FB+IG apps without needing to open our website. Facebook then sends us these emails via Zapier.

Paid placements in other newsletters

We're not running paid placements anymore due to the high cost per conversion. More details in Slack


As mentioned above, Substack's attribution sucks. Historically, we instead created a custom link for each campaign using Dub.co and calculate cost per click to measure success. However, we should now be able to track signups using leaderboard + referral code workaround mentioned above.

We generally prefer to use a pay-per-sub model, which perform better and are easier to track. This issue outlines our current partnerships with other newsletter as of June 2025.

We look for newsletters that focus on software development and engineering. We don't care about list size or reach as much as we care about clickthrough rate (you can ask for their average CTR). Some we like working with and sponsoring include:


	Pointer

	Bytes, React newsletter (same publisher for both)

	Quastor

	Tech Lead Digest, Programming Digest (same publisher for both)

	Software Lead Weekly

	Architecture Notes

	React Status, Frontend Focus, Node Weekly (same publisher)

	The .NET Weekly

	hackernewsletter

	Unzip

	Internal Tech Emails

	This Week in React



Smaller newsletters that we also have supported:


	Level Up

	Console

	FOSS Weekly (same publisher as Console)

	Fullstack Bulletin

	freek.dev



Newsletter sponsorship content

Titles that work well include:


	Product for Engineers: A newsletter helping flex your product muscles

	Product for Engineers: The first newsletter dedicated to product engineers



The main copy is some variation of:

Product for Engineers is PostHog's newsletter dedicated to helping engineers improve their product skills. Learn how to talk to users, build new features users love, and find product market fit. Subscribe for free to get curated advice on building great products, lessons (and mistakes) from building PostHog, and deep dives into the strategies of top startups.


We have also found that linking to an article directly converts better than just a generic "subscribe to our newsletter" link.

If you need images, there is a collection of many sizes of them in Figma.

LinkedIn and Reddit Ads

We tried to run LinkedIn and Reddit ads for the newsletter but both were unsuccessful. Here's what we found:


	LinkedIn is too expensive. Cost per link clicks were north of $5, about 10x-20x more expensive than meta ads

	Reddit ads had CPCs similar to meta ads, but converted at a significantly lower rate (about 20x worse), meaning that cost per sign up was between $50-$90.







  10. Tips for new writers

  Source: https://posthog.com/handbook/content/newsletter-tips

  
  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.

  	Before you write anything

	Timeline expectations for your first newsletter

	The 1 guiding principle when writing here

	Coming up with ideas

	How to write for our readers

	How to actually write a newsletter

	When your writing doesn't feel good

	When you hit writer's block



  PostHog has unusually high editorial standards (especially for a B2B SaaS company). When I first started writing here, I struggled quite a bit. The feedback was good, but it was a lot, and for a while I couldn't tell if I was actually getting better or just spinning my wheels.

This handbook page is all the stuff I would tell myself from back then if I could. I wrote it for any future writers who join our editorial team. (It might also be useful for anyone trying to understand our unique developer content marketing and style more deeply.) It won't make the learning curve disappear, but hopefully makes it easier!

Before you write anything

Remember that you are new. Learning how to do any creative skill in a specific style takes time. Even the most talented writer in the world would make mistakes adopting PostHog's voice. As the wise old saying goes, "sucking at something is the first step towards being sorta good at something."

Don't compare your ramp-up speed to peers or people who've been here longer. Comparison is almost meaningless because everyone here has wildly different backgrounds It's why you were hired; it makes us better as a team. You have your own strengths and experiences, so make use of them.

While things are still relatively chill early on, read and absorb as much PostHog content as you can: blogs, newsletters, the handbook. Fix typos or update things as you go. Small PRs are genuinely appreciated and noticed.

Bonus tip: Keep a daily work journal. The random thoughts, questions, and observations you have as you're onboarding will make for great material later on. Even this guide is based on my notes from onboarding.


---

Timeline expectations for your first newsletter

A lot of people underestimate how much work it takes to write a genuinely good newsletter.

Experienced writers (i.e., people who've been doing this at PostHog for years) take about 2 weeks end-to-end to ship a great newsletter. That includes outlining, drafting, and 2–3 rounds of review to get to the finished piece (plus time juggling other projects in between).

As someone new, expect it to take longer. My first newsletter took me about 4–6 weeks:


	1 week purely on the outline

	5-8 rounds of feedback (shorter toward the end) spread over 2-3 weeks

	The last stretch was tiny edits and infographics over 1 week

	You will get sick of writing it. That's normal, too.



At the end, I didn't personally feel like my first newsletter was amazing, even though I was told it was very solid. Like I said earlier, remember it takes time to adapt to a new style for creative work.

To keep from going insane, have 1–2 smaller shippable projects running alongside the newsletter. In my first month, I tunneled on just the newsletter because it felt like The One Thing I had to do to prove to myself I could do this. In hindsight, putting all my confidence eggs in one basket added a lot of unnecessary pressure and honestly dampened my creativity. A blog refresh, smaller SEO post, along with handbook edits in parallel gives you breathing room. The early wins and visibility on the team are a real bonus, too.

---

The #1 guiding principle when writing here

Make it second nature to constantly ask yourself: "What do I want the reader's reaction to this piece to be?"

For example: "I want to challenge their assumptions and make them feel surprised."

Charles' Collaboration sucks article is a great example. It was right on the edge of clickbaity, enough for someone to comment "I was expecting to be annoyed but then I read it and was like, okay."

That's the goal. This one question should drive your title, your headings, your tone, your pacing — everything, really. A "How to do X" title can almost always be turned into something that makes a person feel something.

This matters most for newsletters, but it applies to everything we write. Our distinguishing factor is that we always have an opinion, a flair, a point of view. Without that, we'd become so bland, so fast.

---

Coming up with ideas

Ideas come from anyone and anywhere. A lot of times, conversations that happen in all-hands or Slack can be the inspiration for a blog. Basically, whatever you think might be interesting is game – you were hired as a developer who likes writing, so you have the advantage of already somewhat knowing our ICP's interests.

Even when you are new, don't let content ideas live inside your head. Turn them into a GitHub issue as soon as possible. Before you commit to writing something (including your first newsletter), have 2–3 issues with some preliminary research already done so you can make a more informed choice about what to actually write.

Not all ideas are good. Many ideas will die, fizzle out, or get picked up again later.

---

How to write for our readers

Writing nonfiction is a user-centered design problem. You have to start with: who is this for?

Our newsletter has three main reader groups:


	Product engineers — developers who also own product work at startups

	Technical founders — CEOs of early startups with technical or product backgrounds

	Software engineers — not always our ICP, but developers who are curious about broadening their knowledge of product and startup culture (think: a SWE at a big tech company who wonders what else is out there)



Every article should naturally appeal to at least one of these groups — ideally all three, but that's not always possible.

Once you know your reader, make sure the intro and headline appeal to them immediately. The hook should answer: why should an engineer care?

Don't narrow the audience too much, but don't be so broad that you capture nobody. And note that the most compelling hook for your audience might not be the most interesting one for you to write and that's okay.

For example, when I was writing my first newsletter, 10x job posts for 10x engineers, I first kept gravitating toward hooks like "recruiting is so hard" or "we've all read boring job ads." Those were fun and interesting to write, but none of them were actually that targeted for any of the three audiences.

I realized that the best audience was technical founders who want to hire great talent early on, so I ended up opening with "your company is only as good as your people". It's a line that's been said a million times and I personally found a little dull. But it was highly effective for technical founders.

(Think of choosing a hook like choosing a character in a fighting game: sometimes your second-highest DPS character is the best pick because they do physical damage, and the enemy has a lot of magic resistance.)

You can also angle for one group first but weave in relevance for others. For example, the 10x job posts piece was aimed at founders, but by telling them what to look for when hiring great engineers, it was also implicitly signaling to the product engineers and SWEs reading it what traits they should aspire to have themselves while job searching and interviewing.

A few smaller principles worth keeping in mind:


	Avoid double intros. Pick one good hook and then get right into the content.

	Never say "it depends". If you're leaning that way, it usually means you need to go straight to examples

	Paint the problem, then get to "how to deal with it" as early as possible. Developers want the useful part fast.

	The line between funny and cringe is very easy to cross.

	Don't lean on big enterprise company examples unless it genuinely fits the piece. It usually won't.

	Snark and strong opinions are good. Pure negativity is not.



---

How to actually write a newsletter

The biggest lesson I learned was that writing a newsletter is 80% research, 20% writing.

What sets PostHog content apart is that we actually do the work. We don't just say what we think, we actually go and find out.

In other words, we gather evidence usually in the form of (1) real-world examples or (2) first-hand experience to establish credibility.

Real-world examples are observed data from other companies, blogs, and people — and this is what you'll lean on most as a writer. Research examples first. They don't just support your outline; they are the foundation of it. You might have a strong opinion and feel certain it's right, but you don't actually know until you go find out.

For example, for the 10x job posts newsletter, the "data" I used to develop my opinion were literally job posts from other companies.

You should include real examples even during your outline phase because without them, you don't actually have an informed opinion to build on yet.

Where to find good examples:


	exa.ai — an AI search engine that's much better than ChatGPT for surfacing real examples (ChatGPT has a tendency to give you plausible-sounding examples that are just made up)

	First Round Review

	HN Algolia search — the comments can be just as useful as the posts themselves

	Slack search for what PostHog people have actually said about the topic

	GitHub — past PRs and issues at PostHog



Avoid using other blog posts as your primary source material. Basic digital literacy. "I saw it on the internet" or "I made that shit up" is not a valid source.

First-hand experience is more like "things we've learned at PostHog." Charles can write a piece that's mostly just his perspective because he has the experience and credibility as an exec — he'll almost always open with a personal anecdote or something from PostHog's history to establish that.

As a writer, you probably don't have that kind of experience to lean on yet, but you can do this too by framing things as "what we've learned at PostHog". I do this by reading all past PostHog content on a topic before I start writing, and then pulling out the real internal perspectives and examples. (Conveniently, you can save those to put in as internal links later!)

---

When your writing doesn't feel good

A useful gut-check: would someone who knows a lot about this topic share this with someone else? Worth noting that this person might not be the same as your target reader. For the 10x job posts piece aimed at technical founders, the person who'd actually share it is more like a seasoned recruiter or someone on a talent team.

If the answer is no, here's a quick diagnostic list:


	The topic feels overdone and unoriginal. That's okay, originality isn't really the goal. Your goal is to write something that genuinely moves this audience at this time.

	We've written about something too similar to this in the past. Also fine. Nobody remembers something we published two years ago. We commonly refresh old blogs into newsletters because the structure and style naturally evolves it into something different

	It's too clickbait-y or fluffy. You probably need to go one level deeper. If it feels fluffy, it means you're not even convinced by your own argument. Find more concrete examples to back up your opinion.

	It's getting dry and boring. It probably needs a stronger take. Talk to people with real experience on the subject. For example, when I was writing the "WTF does a PM do?" piece, I asked PMs directly what they thought were the most important parts of the role, and what made for a bad PM. That made it so much better.

	The content is interesting but isn't flowing well. Rewrite it, then rewrite it again. When I was stuck on the intro for "WTF does a product manager do?", I wrote three completely different versions, then wrote out a pros/cons list of what I liked and disliked about each before deciding.

	It's too deep and detailed. Try zooming out. Ask yourself "why would anyone actually read this?" Most of our newsletter topics hover at a certain level of detail. For example, we've written "An engineer's guide to talking to users," but we haven't written "An engineer's guide to dealing with difficult customers on quick calls." If the topic feels too niche, reconsider the scope (You'll probably also struggle to find enough examples for it.)

	I can't figure out what's wrong, I just know it is. Ask for help — especially in your first few pieces. I asked Ian to write an entire section for my newsletter because I just needed to move on at a certain point.

	I tried all of the above and it still just feels forced. The topic might just not be working. Depending on how deep you are, it might be worth pivoting rather than pushing through. You might just save it for a later issue.



---

When you hit writer's block

Writer's block is real and it will happen. It usually isn't actually about the writing — for me it's almost always anxiety or self-doubt in disguise. Things that helped me:


	Change your environment. Go work at a cafe or outside for a bit. Especially since we work fully remote, getting out of the house makes a huge difference.

	Switch to a different project. Something more tactical and less creative helps reset things and give you a little boost.

	Brain dump — stream of consciousness, no editing, just write it. Even if you don't use the output later, it's like a nice warm-up exercise.

	If your stuckness is rooted in self-doubt, try all of the classic self-care and self-compassion tips. Journaling, exercise, or whatever works for you. Staring at the doc rarely fixes anything for me, personally.



---

Things click eventually, but might just take longer than you'd expect. As always, don't hesitate to ask for help and feedback from the rest of the editorial team along the way. We want you to succeed!

– Jina Yoon





  11. Newsletter

  Source: https://posthog.com/handbook/content/newsletter

  
  Our newsletter is called Product for Engineers. It's owned by Andy.

Sent and managed via Substack, we put together an issue planning content for each installment of the newsletter. One person writes it and Andy edits and publishes it.

The newsletter is long-form, original copy, often based on blog posts we already wrote. It focuses on product and business lessons and information for engineers.

We run ads to drive subscriptions for this newsletter.

Art from previous newsletters is in Figma and diagrams are in FigJam.

How to write a good newsletter

These aren’t rules, just things that have worked well in the past. They provide some guidance on writing a successful newsletter.

Topic


	Write about ideas, practices, and experiences unique to PostHog. Challenge conventional wisdom (ChatGPT is good for discovering what “conventional” is). For example, “Product management is broken. Engineers can fix it” goes against standard practice and details the way product management works at PostHog.




	Help our audience directly. Our audience is engineers, founders, aspiring founders. Helping them get a job or launch a startup works well. Buying software, less so.




	Let the examples guide you. It’s ideal to have strong examples in mind before you start. These can be from PostHog (like How we got our first 1,000 users) or from similar companies (like Doist, Gitlab, and Zapier in Habits of effective remote teams). It’s easy to say things, examples prove them.



Title


	The title is the frame for the entire piece. It is worth spending more effort on upfront. Come up with multiple options and get feedback on them if you can.




	Be bold and direct. Address common questions. Focus on a specific role (engineers, founders). In retrospect, “Using your own product is a superpower” is too boring and generic. Less is better: Gmail on mobile truncates titles at 35-40 characters




	Get readers curious to learn more. Highlight a gap between where readers are and where they want to be. Hint at exclusive or non-obvious information.




	Some title formats that have worked well:

	Non-obvious lessons / advice [about topic]

	Mistakes to avoid [doing a thing]

	WTF is (thing) and what you should you care?

	How to think like (person)

	The magic of (thing)

	What we learned about (blah) when doing (blah)

	What nobody tells you about (thing)

	X things we've learned about (thing)



Intro


	Why trust us to write about this? We can write about hiring because 900 people applied in the last two months. We can write about A/B testing because Lior has run hundreds of them. Build credibility.




	Use a counterintuitive take as a hook. If you’re writing about something we do differently than others, the intro is a great place to start. For example: "When Tim and I first started PostHog in 2020, I was adamant we would never hire a product manager."




	Clarify what the reader will get out of it. A playbook, framework, lessons learned, pitfalls to avoid. Better yet, what’s the benefit to them? More sales, a job, product-market fit?



Structure


	Headings, lists, and numbers are your friend. These help readers know where they are and create a sense of progress. 2, 3, 5, 7 are all a good number of points to aim for. 4 and 6 are awkward.




	Use takeaways. Help readers implement the ideas themselves. This makes posts more actionable. Non-obvious behaviors that will kill your startup does a good job of this.




	Use pattern breakers. Walls of text are hard to read. Make graphics in Excalidraw. Use hedgehogs. Add screenshots and quote blocks. Get more visually skilled people to help you if you need. Use these at the beginning and/or end of sections.




	Go deeper. Longer newsletters let us fully explore a concept. How we choose technologies ended up being ~1750 words and Product management is broken. Engineers can fix it was ~1900.



Style & tone


	Think about rhythm: Two long paragraphs back-to-back is tiring. Use bullet points to break things up where needed, and mix short, clear sentences with longer ones, so the pace doesn't become monotonous.




	Break up very hard to read sentences: Use a tool like Hemingway to identify sections that are very hard to read. Some long sentences aren't bad, but lots of them consecutively will drain the reader's attention. Aim for readability grade of 8 or less.




	Use footnotes tactically: They're useful for adding context that's useful, but not important enough to bog down your core narrative. If something is hard to explain and slowing things down, consider using a footnote. They're also a fun way to add jokes, rants, easter eggs, and references.




	Be opinionated: Sitting on the fence isn't interesting. It's ok for people to disagree with you, so avoid too much hedging.




	Use graphics and charts: These are great ways for explaining complex ideas and make for great social content. Create bad version and ask Cory to help you make it better.




	Be fun and lighthearted: We're writing about building software, not internet safety. Throw in jokes and memes occasionally. Again, footnotes and captions can be useful here.




	But use memes sparingly: Too many memes can become overwhelming and a distraction. One per article is probably enough – two if they're really good, or the article is on long / serious side.




	Address the reader directly: Say this "this will help you" rather than "this will help your company" or "this will help people". You're talking to one person, not a collective.



Publishing details


	Having a good post preview image is important. Either create one using hedgehogs from the Hoggies file in Figma or open an art request to have Lottie make one for you (give her at least 1 week to do so). This needs to be 1200x630 px for the posthog.com OG image and 1456x1048 px for the Substack preview image.




	We publish the newsletter on Substack and then add it to posthog.com/newsletter via GitHub.




	Make sure links in the newsletter point to posthog.com and include UTMs like ?utm_source=posthog-newsletter&utm_medium=post&utm_campaign=enter_name_here.







  12. Style guide

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

  
  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.

  	General principles

	Assume almost nothing

	Get to the point

	Make it easy to read

	Avoid hedging

	Style rules

	Use American English

	Use sentence case for titles



  This style guide explains our guidelines for contributions to PostHog's documentation, tutorials, and blog.

Be sure to familiarize yourself with our library of MDX components that are supported in Markdown to make your article more scannable and engaging.

General principles

Assume almost nothing

As you gain mastery of a product or feature, some things become second nature, but remember they weren't always so obvious. Call these out, and provide links to relevant docs or websites.

Make it easy for your reader to implement their feature or solve their issue, whether they are an expert or just starting out with PostHog.

Get to the point

If you're explaining something, don't wait three paragraphs to do so. Start with the explanation and expand later. Almost all articles can be improved by shortening (or removing) the intro.

Don't be boring.

Make it easy to read

Most readers will scan a page before committing to reading it. They're looking for signs it'll answer their question(s) and quality.

Use clear headings, diagrams and tables to demonstrate thoroughness.

Avoid hedging

We are opinionated at PostHog. That means avoiding hedging like saying "it's complicated" or "it depends." This is frustrating for the reader and doesn't add value. Instead:


	Have an opinion.

	Provide an example.

	Do the research until you can do 1. or 2.



Style rules

Use American English

PostHog is a global company. Our team and our customers are distributed around the world. For consistency, we use American English spelling, grammar, date, and time formatting.

Use sentence case for titles

Write "Documentation style guide", not "Documentation Style Guide" and "PostHog has product analytics and session replay tools", not "PostHog has Product Analytics and Session Replay tools".

But...

Capitalize product names and proper nouns as appropriate

When using a product's name, capitalize it as a proper noun, like: "PostHog's second product was Session Replay." When referring to the general industry term while _not_ referencing a product name, you'd use it lowercase, like: "how many companies now offer product analytics."

Capitalize acronyms and define where needed

Write "URLs", not "urls".

Many acronyms, like that one, will be familiar to developers. When in doubt, link the first use of an acronym to a definition, or provide one.

Use the Oxford comma

Write "bananas, apples, and oranges", not "bananas, apples and oranges".

Why does this matter? Consider the old joke:

"There are two hard problems in computer science: naming things, cache invalidation, and off by one errors."

That doesn't work without the Oxford.

Use "enable", not "allow"

Allow is another way of saying permit.

Example: Your partner allows you to stay up late and play video games.


Enable means providing the means or opportunity.

Example: PostHog enables you to understand user behavior.


In most cases, PostHog _enables_ users to do things.

Add extra line breaks between long bullet points

Sections with long bullet point items are hard to read without extra line breaks (when looking at Markdown). For example, this passage:

Markdown Preview

Is harder to read than this passage:

Markdown Preview

Both render as the same list, but one is easier to read in Markdown. This isn't necessary for shorter bullet-point lists.

Use straight apostrophes and quote marks

Many writing tools, such as Google Docs, Notion and Word, add curly quotes and apostrophes. Please avoid using these. They can normally be turned off in the settings.

"Open source" vs "open-source"

Both can be correct depending on usage.

Open source should be hyphenated when it appears before a noun.

Example: "The open-source community is awesome"


But should be written without a hyphen in other contexts.

Example: "PostHog loves being open source."


Use British-style en dashes

While we default to American English in most things, we prefer using the British-style en dash ( – ) with a space either side rather than the longer em dash with no spaces (—) used in American English.

Example: "Don’t up vote your own content, and don’t ask other people to – post it and pray."


Please don't use a hyphen instead of en dash. On Macs, holding down Option and the hyphen key will give you an en dash.

<strong>A short public service announcement from Andy Vandervell:</strong>





As an editor, readability / aesthetics are more important to me than following grammar and style rules to the letter. British-style en dashes are a case in point.





Don't get me started on using hyphens instead (like - this) – that's just wrong. Here's that last sentence with an em dash instead... "Don't get me started on using hyphens instead (like - this)—that's just wrong". Doesn't that em dash look cramped and nasty?





Honestly, though, I don't care that much, but I will find and replace every em dash and orphaned hyphen on the website. It's fine. It's not a big deal. I'm cool about it.


Adding media

Images, gifs, and short videos

Most media for your article should be uploaded to Cloudinary (under 20 MB).

You can do this from posthog.com by signing in, clicking on your avatar in the top right, then clicking Upload media in the dropdown menu (available to moderators only).

Our uploader supports images, gifs, mp4 and mov, PDFs, and SVGs.

Image: Upload

Copy the link and paste it where you want the image or movie to appear in your file. A max of 1600px is usually good, as this is double the typical display width of an article. Using an image twice the size of the display resolution will make screenshots look crisp on hi-DPI/Retina screens.

Use the orig (optimized) size when adding a featuredImage to an article in Markdown frontmatter, as Cloudinary's resize strategy isn't supported by our Markdown parser.

See more details in the uploading assets with Cloudinary handbook page.

There are MDX components available for embedding images or gifs (`) and [videos](/handbook/engineering/posthog-com/markdown#product-videos) (`).

Videos

Short videos (like screen recordings) should be uploaded to Cloudinary.

There are two other places we host videos:


	YouTube - videos that are intended for wide distribution

	Wistia - hosted videos used for embedding on PostHog.com (like our product demos) – like in product presentations, or for large videos (for blog posts or tutorials) that aren't beneficial to have on social media



YouTube embeds

When embedding YouTube videos, use YouTube's iframe embed code with the "Enabled privacy-enhanced mode" box ticked. This ensures Google doesn't drop a cookie on our website. You'll know it's enabled if the code includes "https://www.youtube-nocookie.com" in the URL. Also add the allowfullscreen attribute to the iframe so users have the option to watch the video in fullscreen (useful for reading code snippets).

Wistia

Cory Watilo or Jordo Dibb can upload videos to Wistia. It's best to also have a thumbnail image which can be uploaded to Wistia as well. Videos can be embedded on the site using our <a href="/handbook/engineering/posthog-com/markdown#embedding-wistia-videos">Wistia component</a>.

Best practices for images and videos


	In most cases, PNGs are the ideal file format. Images are optimized for the web and converted to webp automatically. That said, don't upload 4K resolution images. Be sensible.




	_Do not_ upload animated GIFs. They're large and lossy. Instead, record short clips as MP4s using Screen Studio and add them to your markdown file as you would any normal image.




	If your article needs custom artwork, please file a request. See Art and branding requests for instructions.



Technical and docs writing

See our docs style guide.





  13. Screen recording guide

  Source: https://posthog.com/handbook/content/screen-recording-guide

  
  If you plan on recording a demo, a screen share, or the PostHog UI for use on the PostHog website and/or YouTube channel, the PostHog YouTube team kindly asks you to watch the video below and follow the corresponding instructions for your recordings.

Important! While Loom is great for personal use videos, it does not meet our quality standards for videos that will be going on the PostHog website and/or YouTube channel. Please use Screen Studio for such recordings, steps listed below.


Feel free to ask any questions in the #team-youtube Slack channel.

Video:

You like cookies? Then watch this video. Plus, you’ll learn about how to properly set up Screen Studio and your recording area aspect ratio for PostHog videos:

<iframe width="560" height="315" src="https://www.youtube-nocookie.com/embed/UCsfwjlcBbc" title="YouTube video player" frameborder="0" allow="accelerometer; autoplay; clipboard-write; encrypted-media; gyroscope; picture-in-picture; web-share" referrerpolicy="strict-origin-when-cross-origin" allowfullscreen></iframe>

1. Download Screen Studio


	Download Screen Studio.



By default, Screen Studio is free and there’s no need to upgrade to a paid plan.

2. Set Recording Settings

Before recording, make sure you correctly set up the three Screen Studio settings listed below:


	Camera If you’d like to record yourself during your recording, make sure you select which camera you want to record from. Most likely your laptop’s camera.



Important! Set the “Max Camera Resolution” setting to 4K or the highest available option. If you’d like to record your camera but don’t want to see yourself as you record, enable the “Hide camera preview” option. If you don’t wish to record yourself, then select “Don’t record camera”.



	Microphone Select which microphone you’d like to record your audio from. Be sure to enable the “Reduce noise and normalize volume” setting.




	System Audio If your screen recording requires that you capture audio from an app, then select the appropriate option. Otherwise, select the “Don’t record system audio” to ensure no system audio is recorded.



3. Set Up 16:9 recording area

You’ll need to ensure your recording area is a 16:9 aspect ratio. Most displays are not 16:9 by default. If yours is not or you are unsure, follow the instructions below:


	Select the “Area” option in the Screen Studio toolbar

	Click on the “Any” drop down and select 16:9

	Adjust the recording box to be as large as possible while retaining the 16:9 aspect ratio.

	Adjust the recording area and your browser to completely fill the 16:9 recording area and so it only shows the PostHog UI.



Do not record:


	Your browser URL or bookmarks

	Your computer’s menu bar

	Your computer’s docks/apps



4. Prepare to record

Run through this checklist before recording to make sure things go as smoothly as possible:


	Turn off your computer’s notifications or set it to Focus mode

	Silence your phone

	Ensure your notes/script are readable, outside of the recording area

	If you are recording yourself, make sure you’ve taken measures to ensure you are positioned and lighted properly. Read this great guide for how to do this well.



5. Do a final test

Before you start your actual recording, run through these quick steps to ensure everything is set to go:


	Double check all the steps listed above.

	Click record and do a 10s test run. Speak some lines, make sure your recording area is only recording the PostHog UI, etc.

	Stop the recording and preview it, with sound on. Make sure your audio was recording and everything looks and sounds good. Delete the test draft.



6. Record

Now simply record and do your thang! Use the Pause option to take breaks, answer the doorbell, compose yourself, etc. Re-enable when you’re ready, or use the restart function if you want to give it a fresh go.

Don’t be afraid to start lines over if you mess up or say “Cut”. Our post team loves direction vs having to assume things, so feel free to give us direction in the recording, do multiple takes, etc.

Click the red record icon to finish recording.

7. Save as a Screen Studio Project

Once you’re done recording, it’ll either open the recording up into a new editable project or you’ll see the “Edit” option in the preview box, which you should click.

Now simply go up to the “File” menu and select “Save as...”.

Use your name or the project’s name for the file name, and ensure the file ends in the .screenstudio file extension.

Drag that file into the “ScreenStudio Projects” Google Drive and ping the YouTube team/member in the corresponding GitHub issue.

Important! If your recording contains any customer-sensitive information that needs to be blurred or removed, please leave exact timestamps of where the information appears in the recording project. Please triple check your work, as our post team will not always be able to catch this on our own.


And voila! You’re done! Thanks for following these steps, and feel free to ask any questions in the \#team-youtube Slack channel.





  14. SEO best practices

  Source: https://posthog.com/handbook/content/seo-guide

  
  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.

  	General principles

	1. Start with search intent

	2. Make it easy to digest

	3. Headlines matter

	4. Demonstrate expertise and authority

	5. Be conversational

	6. Don’t put all our eggs in one keyword basket

	7. Write for our ICP



  General principles

1. Start with search intent

Don't obsess over exact-match keywords, ask: What is the searcher really trying to accomplish? For example, a user searching "difference between retention rate and churn" will likely also benefit from actionable insight on improving customer retention, not just definitions.

We craft our content to address those underlying needs. Cover the main topic thoroughly, include related sub-questions and themes, and anticipate next steps a reader might take.

Here’s what that might look like for "Retention rate vs churn"


	Quick answer first: Retention rate shows who stayed, churn shows who left. If churn is 20%, retention is 80%.

	Context next: Add formulas, a simple numeric example, and a short paragraph on why retention matters for growth.

	Related questions:

	What’s a "good" churn rate?

	How do you reduce churn?

	When should you focus on retention vs. acquisition?

	Next steps: Link to guides on retention strategies, cohort analysis, and churn reduction.



2. Make it easy to digest

When answering a question, lead with the answer first, then expand with supporting details. This helps impatient readers and aligns with how AI tools select responses.

We keep our structure simple and scannable:


	Use a clear heading hierarchy (H1, H2, H3) so readers and crawlers can follow your logic.

	Use one H1 per page to avoid confusion about the page’s main topic.

	Write short paragraphs and use bullets or numbered steps for lists.

	Use plain language – drop the jargon and explain terms plainly so anyone (and any language model) can understand what you’re talking about.

	Facilitate easy navigation – use anchor links or a mini table of contents for long articles.

	Use visuals – charts, tables, and screenshots make key points faster to absorb.

	Structured extracts – add TL;DRs, “Key takeaways” boxes, or pull-quotes to highlight what’s most important at a glance.



3. Headlines matter

Our headlines are the front door to our content – they’re what convince someone (or an AI) to pick us. They should stand out in search results, be enticing enough to click, and still make it clear what the page is about.

We should be bold, creative, and opinionated – but not so clever that we lose relevance. If every result has a nearly identical headline, we win by being different, but if we get too abstract or too witty, we risk missing the actual query intent and dropping out of search entirely.

Quick rule of thumb: If it sounds like every other search result, sharpen it. If it sounds clever but hides what the article’s about, clarify it.


4. Demonstrate expertise and authority

The internet has never been so full of words. The friction for content creation has dropped to nearly zero (thanks, ChatGPT), which means the bar for quality has shot up. The only way to win attention is to raise the bar: create content that actually teaches, clarifies, and adds something new.

Establish yourself (and PostHog) as a subject matter expert. We do this by:


	Backing our claims with data. Include relevant statistics, research findings, or mention credible studies. Citing reputable sources or adding footnotes for facts can also build trust (and AI models tend to favor answers with a cited source).




	Including expert insights. If possible, add quotations or insights from experts (it can be an internal one). An authoritative quote or a first-hand insight provides uniqueness and value that generic content lacks.




	Offering a unique point of view or proprietary data. Bring something new to the table – something only we can. Share internal data\* or a novel insight from your personal experience. Google’s algorithms now consider “information gain,” which measures the uniqueness of information your content adds beyond what’s already out there.




	Be thoughtful about what you share – protect sensitive data and respect user privacy – but don’t shy away from leveraging the knowledge only we have. Our unique perspective is our moat.



5. Be conversational

Our tone is friendly, focused, and human – especially now that voice search and AI chat engines are shaping how people consume information. Content that sounds natural and answers questions simply is more likely to show up in featured snippets, People Also Ask boxes, and AI overviews.

That said, conversational doesn’t mean rambling. Stay on topic and be clear and direct. Think of how you’d explain the topic if speaking to a colleague – friendly but focused.

A more dialog-like tone can also help capture featured snippets or People Also Ask boxes, as the content directly addresses how users phrase questions.

Bad Q&A example


- Heading: Strategies for reducing customer attrition


- Body copy: Customer attrition is a key challenge for many businesses and must be addressed with a comprehensive set of initiatives. Companies should consider improving their product offering, implementing proactive customer success programs, and monitoring engagement metrics over time.


Good Q&A example


- Heading: How do we reduce churn?


- Body copy: Start by identifying where customers are dropping off – look at cancellation reasons, churn cohorts, and feedback surveys. Then tackle the biggest issues first, like onboarding problems or missing features. Even small fixes (e.g. a clearer onboarding flow) can reduce churn quickly. Follow-up questions we could answer: What’s a “good” churn rate for SaaS? What metrics should we track to spot churn early? How do we measure if our retention efforts are working? How can we build a feedback survey?


6. Don’t put all our eggs in one keyword basket

Good SEO articles always target more than one search term. While you may start with a core query (or prompt) in mind, remember there are always multiple ways to search for the same information. Sometimes it's better to target a similar but lower volume search term than the big obvious one.

For example, the parent search term "user persona" (27,000/mo) has numerous derivations:


	Define user persona (8,100)

	Create user persona (3,600)

	Persona modelling (720)

	Benefits of personas (50)

	User persona examples (5,400)

	Examples of user persona (260)

	How to create personas (2,900)

	What is a user persona (260)

	User persona template (27,000)



We target clusters of intent, not just one keyword. Long-tail variations are often easier wins and build topical relevance. Over time, our page can rank for multiple terms and even capture the broad head term as authority grows.

7. Write for our ICP

The more specific we make our content, the more likely it is to resonate – and perform. This matters more than ever with AI-driven search and tools like ChatGPT's Deep Research, which don’t just answer the initial query but often fan out into follow-up questions and related recommendations.

For example, a generic “Best session replay tools” list might compete with thousands of others. But “Best open source session replay tools for startups” positions us as the exact match for a highly qualified search.

When we write, we should ask ourselves:


	Who exactly is this for? What unique context, goals, or constraints does our ICP have?

	What contextual qualifiers would they use? (e.g. “for nonprofits,” “for remote teams,” “for Europe in 2025”) and weave them naturally into the copy.

	What’s next? Anticipate the next three questions they’d ask after reading and answer them in the same piece. This keeps us the source that AI models (and readers) turn to as the conversation deepens.



8. Updates work / are important

Publishing a great article is not the end of the story. SEO is an ongoing process, and one of the best ways to maintain or boost rankings is to keep content up-to-date.

How often this should happen is very subjective, but the more traffic a page gets the more often it should be updated. When updating, don’t just change a few words or the date; search engines are smart about detecting meaningful updates versus superficial ones. Add genuinely valuable content: new stats, a new tip, clearer structure, recent developments, etc. And if your last update was a while ago, consider adding an "Updated on \[Date\]" notice to show readers (and Google) that the page is maintained.

Likewise, updating and improving a page that isn't ranking is often the best way to get it to rank successfully. Just because something didn't rank at the first attempt, doesn't mean it never will.

9. Internal linking isn't optional

Internal linking is a vital part of successful SEO. It helps Google find our content and understand how pages relate to each other. It can also help prevent internal conflicts (where Google is unsure which article to list for a term), by signalling to Google what specific term we think a page should rank for.

Here are some best practices for internal linking:


	Link early, where it makes sense. Google tends to value links placed higher up on the page more than ones buried at the bottom. So, when you mention a concept that you have a deeper article on, link it to that first mention if appropriate.

	Use descriptive, varied anchor text. The anchor text (the clickable text of a link) should give a hint about the destination page’s content. Instead of saying “click here” or linking the same generic phrase every time, use keywords or descriptive phrases that fit naturally in your sentence.

	Link relevant pages only. Ensure your internal links are contextually relevant. Don’t force a link where it doesn’t belong; Google can tell if links are unnatural. The goal is to guide readers to related content they’d find useful, which in turn guides search engines.

	Don’t overdo it. A handful of well-placed internal links (3–5) is usually enough. You don’t need to link every other sentence. Too many links can dilute their value and be distracting for readers.

	Maintain your links. Periodically, use tools or audits such as #alerts-broken-website-internal-links to check for broken internal links (if you reorganize pages or change URLs, update any old links). Broken links hurt user experience and can waste crawl budget.



10. Optimize for LLMs

We’re no longer just writing for Google – we’re writing for the answer engines too. ChatGPT, Perplexity, Claude, and Google’s AI Overviews are pulling from our content to build answers. To win those spots, we need to make our pages easy to retrieve, easy to quote, and obviously authoritative.

The goal is to make our content the easiest, clearest, most trustworthy answer in the room, for both humans and machines. How we do that:


	Clarity over cleverness: Say the thing plainly. LLMs work best with clear, declarative sentences.

	Structure for retrieval: Use clean headings, bulleted lists, and short paragraphs so answers can be extracted in chunks. Each section should stand alone if it’s pulled out of context.

	Front-load the answer: Start with the takeaway, then explain. (Think: “TL;DR first, nuance after.”)

	Semantic redundancy: Repeat key terms and phrases naturally – it helps LLMs reinforce relevance without guessing.

	Authority signals: Cite sources, include data, and highlight expert input. Models tend to favor content that “looks” trustworthy. Author bios, sources, and first-hand insights boost trust.

	Chunk quality: Keep sections focused. A 200-word section that completely answers one question is more reusable than a 1,000-word wall of text.

	Stay fresh and correct: Outdated or wrong info can keep us out of results (or worse, get us quoted incorrectly). Include timestamps, years, and up-to-date references (“as of 2025”).

	Favor Q&A format: Perplexity loves conversational answers and listicles (think “Top 5 tools for X”).

	Consistency matters: Keep facts about PostHog accurate and aligned across different pieces of content.

	Watch competitors: Monitor what SGE cites and improve on those answers to outrank them.



11. Steelman competitors

Many other companies "straw man" their competitors. They claim their competitors are worse than reality, focus on differences that don't matter, and make hyperbolic claims about how much better they are. We don't do this.

When writing about competitors, be honest about their capabilities. Assume they are reading and will dunk on you for being dishonest. PostHog may not have all the features competitors have today, that's okay. Our reputation and trust with readers is more important than whatever "marketing win" being dishonest gives us.

It's also okay to make mistakes here. Competitors change faster than we can keep up. Whenever we find a mistake, we fix it as soon as we realize. We also happily accept updates from competitors if they make our post more accurate.

Additional tips

Good metadata is like a handshake – it’s the first impression users (and AI tools) get before they ever see the page. Well-crafted titles and descriptions can improve click-through rates and help AI engines understand context.

Quick metadata checklist:


	[ ] Meta title includes the primary keyword and stays under \~60 characters

	[ ] Meta description is under 160 characters and compelling (can include primary or secondary keywords)

	[ ] Each page has unique metadata (no duplicates)

	[ ] Preview in a SERP simulator before publishing to check for truncation

	[ ] Add dates, numbers, or benefit-driven language where relevant to make metadata feel fresh and worth clicking.



Useful SEO tools

We use and recommend all the following tools to all writers.

Ahrefs

Ahrefs is an all-in-one tool. It's useful for:


	Rank tracking: We use the built-in rank tracking to keep an eye on our visibility in Google for terms we're targeting with content. It updates ranking every 7 days. We only track desktop rankings in the United States atm.

	Competitor analysis: Arguably the most useful feature. Use the Site Explorer feature to analyze traffic and keyword patterns for competing websites.

	Keyword research: There are better keyword research tools, but the Ahrefs Keyword Explorer is still a useful way to find and analyze keyword and article opportunities.

	Site audits: We use Ahref's Site Audit tool to identify website issues – 404s, broken internal links, etc. A scan runs once a week. Andy looks after this.

	Backlink analysis: Allows us to see who is linking to our website and competitors. We don't use this extensively atm, but it's useful every once in a while.



Keywords Everywhere

Keywords Everywhere is a very useful Chrome extension that adds keyword research context to Google searches and other popular SEO tools. It's a great way to do quick bits of keyword research and find related terms.

It's only ~$15 annually.

Google Search Console

While the data is somewhat sampled, Search Console is a useful tool for analyzing the top-level numbers, or specific pages. Especially useful for seeing exactly which search terms are driving traffic to a particular page – sometimes the results will surprise you.

Mangools Google SERP Simulator

A free tool that lets you test how your headline will look in Google search results. This is useful for seeing:


	Whether Google will clip the headline because it's too long – Google has a 600px width limit on headlines.

	Comparing your headline to other results – ideally we want headlines that stand out / are more enticing than other results



AlsoAsked

A useful little tool with a decent free tier – 3 searches per day. It generates "people also asked" questions based on search terms.

It's useful for deciding what subheadings to include in articles, though exact matches aren't really necessary.





  15. YouTube

  Source: https://posthog.com/handbook/content/youtube

  
  See also how we do video at PostHog.


We experimented with YouTube from November 2022 to July 2023, but have paused creation and publishing for now. We may try again in the future.

Although videos were driving X00s of views each (some hit X000s), and we received some positive feedback, we didn't see an increase in signups, traffic, or mentions from the videos. For example, the video on why and how we use GitHub as our CMS got 3,000 views in 1 one week, but made no noticeable impact on signups.

We also were starting to run out of obvious tutorial and SEO blog content to turn into videos. Basically, we ran out of low-hanging fruit. New videos would have taken increasing amounts of time.

Learnings


	The less PostHog-related videos did better across all three types.

	Title and thumbnail matter more than video content.

	YouTube growth compounds heavily, but it requires multiple years and 100s of videos to reach the scale we'd need for a meaningful impact.

	Lighting is what makes the most difference in video quality.

	The PostHog demo is the most important and popular video we have. It should be updated at some point.

	OBS works well to manage the recording of videos (screen, audio, webcam).

	Only 2.5% of video traffic came from posthog.com. 60% came from YouTube features like search, channel pages, or recommendations.



Types of videos we made


	Tutorials like How to bootstrap feature flags

	SEO-ish content like The best GA4 alternatives for apps and websites

	"Essay" videos like The modern data stack sucks



YouTube comments

YouTube comments are posted to Slack using Make. It's a tool similar to Zapier, except Zapier doesn't support YouTube comments.

For access to Make, ask anyone in the . They're all admins and so they can add you.

Thumbnails

Thumbnails can be accessed in Figma
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