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  1. Campaigns and coupons

  Source: https://posthog.com/handbook/marketing/campaigns-and-coupons

  
  We run promotional campaigns with partners (e.g., newsletters, influencers) that offer exclusive benefits to their audiences via coupon codes.

How it works


	Campaign setup: Campaigns are created in Billing Admin with a strategy defining what benefits are granted (e.g., free addons, increased limits, credits)

	Code distribution: Coupon codes are exported as CSV and shared with the partner for distribution to their audience

	Redemption: Users visit /coupons/{campaign-slug} to redeem their code (requires paid PostHog subscription)

	Expiration: Benefits can automatically expire after the campaign period (e.g., 12 months)



Onboarding flow integration

When new users sign up via a campaign link (e.g., posthog.com/signup?next=/coupons/lenny), they're shown the coupon redemption page early in onboarding:


	User signs up with ?next=/coupons/lenny query param

	After signup, they're redirected to /onboarding/coupons/lenny instead of directly to /coupons/lenny

	They can claim the coupon or skip and continue to product setup

	After claiming/skipping, they proceed to the normal onboarding flow (use-case selection or products page)



This ensures new users see the coupon offer before diving into product configuration.

Note: Existing (already onboarded) users bypass this and go directly to /coupons/:campaign.

Example: Lenny's Newsletter

When launched, our partnership with Lenny's Newsletter offered their annual subscribers:


	Free Scale addon

	2x free tier limits on all usage-based products

	Valid for 12 months from redemption

	Only for organizations with no paid invoices before December 1st 2025



Redemption page: /coupons/lenny

Creating a new campaign

For technical implementation details, see the internal billing docs.





  2. Co-marketing

  Source: https://posthog.com/handbook/marketing/co-marketing

  
  PostHog complements a lot of other software companies. Since we’re active in the startup ecosystem and built around integrations, co-marketing opportunities come up naturally.

Who takes the lead with co-marketing?

Sales, engineering, or support will sometimes tag marketing into customer Slack channels where someone mentions co-marketing. There’s no obligation to say yes just because a partner is enthusiastic. If you’re unsure whether something is worth pursuing, ask in the #team-marketing Slack channel.

The list of partners we are currently doing or planning co-marketing partnerships with is maintained in this canvas.


If it does seem promising, a product marketer will take the lead and loop in events or other teams as needed.

What this article doesn’t cover:


	Influencers and newsletters

	Rev-share partners and individual consultants

	Sponsorships



Integrations and CDP destinations

We have a CDP with 50+ destinations and a data warehouse that connects to tools like databases, Stripe, and HubSpot. Any time we ship an integration, there’s a baseline level of co-marketing we should do:


	Make sure docs are solid on both sides

	Add it to the changelog (and changelog email if it’s really good)

	A simple social media post like this one



If you have a new integration which deserves marketing support, the best way to get it is to ask in the #team-marketing Slack channel. The team will discuss and specific product marketer will take responsibility for running co-marketing.

When to level up: Most integrations stop here. But if there's genuine opportunity, then it's worth doing more:


	A practical tutorial like this one

	A video walkthrough if the workflow is complex

	A blog article or other co-authored content



Typically whenever we are pursuing work like this with a partner, we work with them to reciprocate to their audience through their channels.

In some cases where there's big partnership potential, the partnership is of a strategic significance, and the ICP is the same, feel free to explore a joint in-person event that will gather the community of both partners and deliver value from both sides.

Like all PostHog marketing, co-marketing should be useful to the reader. A super simple way to signal compatibility without being promotional is to casually reference partner companies in docs and editorial. However, we avoid case studies where there isn't an interesting story, guest posts, and other marketing 'fluff' content.


For example, PostHog docs might say "If you're routing LLMs (e.g. via OpenRouter)..." while OpenRouter docs say "Track downstream behavior in PostHog..."

We do this out of goodwill anyway in blog posts like this. It helps readers and costs us nothing.

Enterprise integrations

We haven't done much co-marketing with enterprises like Slack or HubSpot because big companies typically move slowly, and we haven't prioritized it.

If you find yourself working with an enterprise integration partner that's actually responsive and interested in co-marketing, go for it. Just don’t let their timeline block other work.

PostHog customers

If a customer is a logo we’d proudly show on the site, represents who we build for, and is getting real value from PostHog, then a case study usually makes sense.

Examples:


	PostHog + Supabase

	PostHog + Mintlify

	PostHog + Lovable



Social media co-marketing for case studies naturally follows since most companies are excited to have their story featured. It's usually worth raising an art request for these opportunities.

We also will typically thank customers who participate in case studies and collab content by sending them a merch voucher. We're nice like that.

Startup and ecosystem partnerships

We already run a strong startup program. Accepted companies get $50K in PostHog credits plus access to partner benefits. This is one of the best types of co-marketing because it’s a simple value exchange: we help their users, they help ours.

However, we are very selective about which teams we partner with here because these partnerships usually offer outsized benefits to them. As a rule, we want to have no more than three such partners at once - and it's one-in, one-out.

Examples:


	Easier incidents with Incident.io ($1,500 off a teams plan)

	Better SDKs with Speakeasy (50% off for 6 months)

	Better search with Chroma ($5,000 of credit for their search and retrieval service)



If we're signing anything with legal commitments, that needs to go via #legal. If it's an informal exchange of perks, you can usually just coordinate directly with the partner company.

If you’re giving PostHog credits, check with the  to explore the options. See the campaigns and coupons handbook entry for more detail.

When a new startup perk goes live:


	Add the offer to the PostHog for startups page

	Create a new Startup landing page for this partner

	Announce it on social media like this

	Add the offer to relevant emails and onboarding flows (the startup program has dedicated flows)



As a rule we don't commit to reporting sign-up performance to startup partners, as it just adds overhead and they should have their own methods of tracking. We also don't typically agree to rev share deals as part of this program, as it's a long tail activity.

More questions about startup program partnerships? Head to the project Slack channel.


Other ecosystem partners

Co-marketing goes both ways! PostHog’s startup program is promoted through partner channels like Stripe Atlas perks and the Fin Startup Pack.

We maintain a spreadsheet with most of our current partnerships. This also includes partnerships with VCs and PE firms. For the most part we do no co-marketing with these partners, though this may change. This spreadsheet doesn't list all VC partnerships via GetProven, as these are best tracked directly through that tool.

Co-sponsored events

Events are a great place to co-market and vary from intimate gatherings to large scale meetups. These are higher effort and don’t usually sit under product marketing alone. Tag Daniel early – he’s the best judge of what events and co-sponsorships will actually land.

Examples:


	We buy AI YC pitch event with Chroma, Mintlify (and others)

	MCP Builder breakfast with Fiberplane

	Building with (and for) AI event with Vercel and Profound



Virtual events can also work for co-marketing, we just try to avoid boring ones. For example, we participated in ElevenLab’s Worldwide Hackathon, which was rad.

Co-branded merch

Merch collaborations are cool, but should be rare. They require real work from the design team and need a clear purpose beyond “we’re partners now.”

A good example is the limited edition t-shirts we did with Supabase, which was way more fun than a press release.

If you think a merch collab makes sense for a co-sponsored event, use the art request template. Please give thought to distribution and lead-times and add this to the request.

What if the partner wants more?

Not every co-marketing play warrants maximum effort. If someone's pushing for more but the product overlap is thin, it's okay to suggest starting smaller. A changelog mention and social post can always expand into more later if there's real traction.





  3. Customer case studies

  Source: https://posthog.com/handbook/marketing/customer-case-studies

  
  What makes a good case study?

Case studies should make our users look smart, our products look useful, and PostHog look like a company people actually want to talk to.

Things we don't care about:


	if they pay us or not (most customers don't)

	if they use every tool in the box (they might be a power user of only one product)

	if they have a recognizable brand (big logos are nice, but more frequent, smaller stories often beat enterprise red tape)



Things we do care about:


	that PostHog has helped them achieve meaningful results

	that they represent who we build for

	that someone else might benefit from reading their story



Case studies are typically owned by the . They live in /contents/customers/ and appear on posthog.com/customers. If you have a suggestion for who we should interview, let us know in the marketing channel.


Creating a case study

1. Identify the right customer

Start by asking the PM for that product. PMs do lots of user interviews and can suggest warm leads. You can also post in company Slack channels, but give some context for what you're looking for.

2. Make contact

Got a lead? Before reaching out, search for the company in Vitally. If they already have an assigned Account Executive or CSM, give that person a heads-up — they might already be working on something with the customer or have extra context on what to ask them about.

If there’s no one assigned in Vitally, you’re clear to go ahead and reach out directly.

Some customers have a dedicated Slack channel. If they do, that’s usually the fastest way to coordinate. Otherwise, send an email.

3. Lay the groundwork

Someone agreed to chat? Hooray! Make a GitHub issue to draft some questions, tag any relevant sales/CS people, and note if you’ll need artwork later.

4. Schedule the interview

Who you talk to for interviews doesn’t really matter. Speak to engineers, founders, PMs, or anyone who seems keen to chat. If you’re unsure who to interview, email a few people at the company and see who bites.

We use Calendly for scheduling external meetings, such as demos or product feedback calls. If you need an account, ask Charles to invite you to the PostHog team account.


How to be a good interviewer:


	Do some preliminary fact-finding (don't waste time asking general info about the interviewee's company and role)

	Come prepared with good, open-ended questions

	Relax and have a nice chat (30 minutes is plenty)



5. After the call

Trust your gut — if it feels like a good story, it probably is. Worst case, it’s still user feedback to pass on to other small teams.

If it is worth turning into a case study, draft a PR right away while it's still fresh. Ask at least one teammate to review it to catch any grammar mistakes (or really bad jokes).

Best practices:


	Be specific - Use real numbers and measurable outcomes where possible

	Use quotes - Let the customer's voice come through

	Keep it concise - Aim for between 700-1400 words including quotes



6. Review and approval

PR looking good? Tag the customer in Github for review. You're not asking for copy edits – just a quick fact check. Legal and PR teams will sometimes want to be looped in for approval as well. They might also request using Google Docs instead of GitHub.

Do what you need to do. The goal is to get the rubber stamp.

If your draft might include anything private such as screenshots of customer dashboards, keep it in an internal repo like requests-for-comments-internal just to be safe.


7. Publish!

Most people are excited to be featured and will sign off quickly. If you need artwork to go with the case study, use the art or brand request template

Once the case study is merged and live on the website, the last step is to send a merch credit to the participants as thank you.

That's it - you did it!





  4. Marketing Events

  Source: https://posthog.com/handbook/marketing/events

  
  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.

  	Community incubator

	Geographies

	Co working structure

	Venues

	Community events

	Formulating a purpose and structure

	Getting support

	Branding it



  Want PostHog to be involved in your event? See how we do Community events. Want to start a co-working group for builders? Check out our Community incubator program and submit the form. If you'd like to add an IRL event to the events page, contact Daniel Zaltsman or Kliment Minchev.


We did 45 events in real life (IRL) in 2025 and we're just getting started. While we’re 100% remote and set up to work asynchronously–we've found real benefits in getting together with users in real life. All our public events are showcased on the events page.

Events have to be focused on and valuable to our ICP. We prefer not to be a small fish in a big pond, hence we mostly pass on big conferences. And we prefer pull over push, so we gravitate towards content and formats that educate and activate while avoiding booths, badge-scanning, buying attendee lists, paying to speak, and webinars.

The event formats we prefer (and organize ourselves) fall into one of these:


	Hands-on gatherings that enable our users to build better products for their customers

	Experiences that allow engineers and founders to walk away with unique product engineering insights

	Getting product engineers together to identify problems and build solutions for users

	AFK time that we ourselves enjoy like hiking, gaming, cycling, cooking classes, etc.



All plans come together – from conception through to final delivery – on our event management tool which centralizes owners, logstics and feedback in one place.

Community incubator

We connect builders around the world by helping them start IRL micro-communities that gather for recurring co-working sessions. As we know from our own sprints, offsites, and hackathons, we can build a whole lot when we gather in person with other people who have a bias for action.

We have already seen how this format makes a higher impact on communities because of the velocity built over weeks and months of communal work, collaboration, and creativity.

Image: Philadelphia incubator

Taj leading his builder group in Philadelphia

Geographies

The pilot program started in tech hubs mostly in North America, UK, and EU. We now have communities in Austin, Philadelphia, Singapore, New York, Barcelona, and Lahore. At this time, we're open to groups starting in any city with a population of more than half of a million people.

Co-working structure

The focus is on weekly, bi-weekly, or monthly gatherings with small groups of ~10 people. Gatherings typically take place during weekday evenings or weekends and go for about 3 hours.

Discuss → Build → Demo

We suggest starting with a roundtable discussion of the latest dev news and trends, then each builder can set their own goals for the session. Allow at least 2 hours for building, and then close out the session with demos to show off what you built. Outside of co-working, the group is encouraged to get together to connect for an AFK activity such as a walk, bike ride, hike, or local sightseeing.

Venues

The ideal venues for the community incubator are free-to-use spaces conducive to a group comfortably working (accessible, quiet, Wi-Fi-enabled.) They are typically held in tech or VC offices that have an available room, libraries, and co-working spaces. If you have a venue and want to host a builder group, reach out to Daniel directly.

Community events

Community events are in real life (IRL) manifestations of our mission organized by enthusiastic partners and customers. They usually originate when someone has identified an interesting topic or problem set for an event and want to help people move faster, smarter, and more together.

These are some of the event formats we're most actively pursuing:


	Builder Breakfasts: bringing together 35 engineers for unconference-style discussions of hyperspecific software problem sets they are encountering. Breakfast served.

	AI Talks with Demos: technical meetups for 75 people with live demos, where startups and scaleups demonstrate how they're deploying AI native tools to solve various problems.

	Founder Fireside deep dives with one of our co-founders (Tim Glaser and James Hawkins) for 100 founders and product engineers.



What community events are not for:


	Forcing PostHog or any other product into conversations with people

	Watching or planning things rather than doing them

	Just networking for the sake of chit chat



Formulating a purpose and structure

All impactful event follow the principles of user-driven development which stem from the user problem or requests. Who is the ideal attendee profile for your event? They might be your customers, fellow founders, local engineers or any other collection(s) of people. Talk to them first to validate if the event is worth your time.

Put real effort into this first step. Defining the "what, why and how" of an event beforehand will pay off on event day. Let our shared values guide you. Don’t submit your event for support until your answer to “Would I attend this?” is a clear “YES!”

Getting support

Financial support: We are happy to support the growing ecosystem of PostHog users and product engineers more broadly through financial sponsorship. We do this often for events that align with everything outlined on this page. Budgetary support typically falls in the range from $500 to $3,500. When we support monetarily, it almost always involves some added level of engagement.

Speakers: Want a speaker in our ecosystem (team PostHog, customers, partners)? We’ll try our best. When considering speakers for your events try to avoid:


	Corporate speak aficionados spewing tedious enterprise marketing nonsense

	People LARPing (live action role-playing) as executives

	Loudest person pretending to know more than they do



Content: If your speaker(s) are unsure of what to talk about, consider going back to the purpose of the event. Otherwise, we have plenty of material for your inspiration.

Merch: We use the store merch processes to handle distribution of PostHog-branded merch. We tend to be generous with merch for community events. Outline what you had in mind in the issue.

Co-promotion: Most of the time the help requested is in the form of promotion. As a general rule, we don't promote events we aren't supporting or co-hosting ourselves. We decide when to repost community events on our social media channels and email on a case by case basis.

Venue and catering: Identify the vendors and costs and include them in the GitHub issue. If the event will not be possible without monetary support, make that clear. We may support the cost of venue, food, or beverages but require the paper napkin math.

Feedback: You’ll learn more by doing than planning so don’t worry about having every detail complete before submitting for feedback from our team.

Branding it

Our brand is a reflection of us and how we’re experienced by others, including events.

Words: Naming products is hard. Same goes for naming events and writing their descriptions. As a prerequisite, read our primer on writing for developers. Try your best to come up with event names that communicate the 'what?' and will attract the 'who?' And then again ask yourself, "would I attend this?"

Pictures: Every event is improved with a flyer or poster that showcases the essence of the experience. We keep a comprehensive list of brand assets and guidelines on the brand assets page. Share your assets and we’ll give feedback. Depending on the scale and timing of the event, our team may be able to help with branding as well.

Event recaps

Community events are better when organizers share what happened, what you learned, and any follow-up actions. We value feedback and expect the same from event organizers. In addition to what you learned and feedback from attendees, we ask that you share any photos, videos, quotes, data points with our team.

Sponsoring external events

We often get invited to sponsor events - these range in size, location, and audience. We rarely say yes.  For these to be a worthwhile endeavor, the sponsorship should be a win-win primarily for the end user and secondarily for us. Hence, it's important that the audience, content, format, and ethos to all align. Even if we don't sponsor financially, we encourage team members to speak at events and we can support with merch. Ask in the #team-irl-events channel.

Speaking at events

If you're interested in attending or speaking at a developer conference, consider submitting a CFP (Call for Papers) to one of these events taking place in 2026. If you don't see an event you're interested in, please add it directly in the reference sheet.

For first-time yappers, reference the speaker's guide. If you need inspiration for a talk, pretty much any practice we use for actual production code is fair game. This includes integrations and implementations with other products. And at this point people are interested in not just what we build but how we did it.

Sponsoring student organizations

Sometimes students at varying universities ask us if we are interested in sponsoring their career fairs, hackathons, or other student-led initiatives. We don't currently participate in these. Although we don't use specific years of experience as a qualifier for hiring, we rarely hire students straight out of school. If there is a custom partnership you have in mind or it involves an existing employee's alma-mater, ask in the #team-irl-events channel.





  5. Exporting a blog post image from Figma

  Source: https://posthog.com/handbook/marketing/exporting-blog-post-image

  
  Overview

Blog post images are created in Figma. The image appears at the top of each blog post, above the headline. It's also used as the Open Graph image.

Dimensions

Open Graph images are 1200x630, so we stick with those dimensions to keep this simple. (This is approximately double the size they'll be displayed at, making them look nice and crisp on HiDPI screens.)

Export an image from Figma


	Custom blog art lives in Figma: Art board &rarr; Blog

	Make sure artwork fills the entire frame.

	Ensure frame doesn't have a border.

	Rename the frame of the image to closely match the blog post title in a slug format. (Ex: writing-for-developers, where we remove capital letters and punctuation, and replace spaces with hyphens. This will become the filename that is uploaded to the server.) It's best to omit articles (a, and, the).

	Export the image as a PNG (at 1x).

	Save the image and add it to the issue.



The image should be uploaded by the person creating the blog post.

Adding to a blog post


	Upload the file to /contents/images/blog.

	Make sure the filename matches the reference to the image in the .md file.







  6. Incident comms

  Source: https://posthog.com/handbook/marketing/incident-comms

  
  These guidelines are for marketers who support engineering during incidents.


For engineers, we have additional guidance on how to declare and handle an incident.


For GTM workflows and templates, see the communication templates for incidents.


Incidents happen. Each one is different and not all incidents require comms, but when they do we need to have clear processes in mind.

For this reason we've kept our guidelines as flexible as possible and focused on providing high-level guidance and responsibilities. In the event that an incident occurs we trust each others' judgement on when to adhere or deviate from these guidelines.

Appointing a Comms Lead -----------------------

During and following an incident, Product Marketing Managers (PMMs) generally assume responsibility for handling customer communication at a broad level.


	If an incident is focused on a particular product and that team has a PMM focused on it, that PMM typically takes responsibility and becomes the Comms Lead.

	If this is unclear or there's no dedicated PMM, then ownership should be decided by the available PMMs  and a single Comms Lead should be clearly designated in the incident channel.



The role of the Comms Lead typically involves planning how we will respond at a high level by:


	Creating a simple comms plan (who we talk to, what we say, and when).

	Taking ownership of any large-scale communication to users.

	Coordinating with Support, Sales, and Success so we don't duplicate or contradict each other.



Oh no --- all the PMMs are on holiday or asleep!


If this happens, the incident lead may appoint a Comms Lead from the Content Team or another team. If the incident lead fails to appoint a Comms Lead, Team Blitzscale should appoint someone to lead Comms.


Guidelines for Comms Leads --------------------------

These are principles to keep in mind during any incident:


	Identify the per-product impact.



This helps scope the customer impact. Always clarify the impact on feature flags, experiments, and workflows especially. It's always worth asking how it impacts each product and if any data is lost, or merely delayed.


	Don't rush external comms.



It's better to be slower and correct than fast and wrong. The status page and support tickets usually cover the early phase while details are changing quickly.


	Default to transparency, not overcommunication.



We shouldn't send comms unless there's a definite impact and a clear story to tell. If we do send external comms, target owners and admins in impacted orgs where possible, rather than being too noisy.


	Use the status page as the primary public channel.



The status page should be the main place we direct users to during an incident. Extra channels (emails, social posts) are the exception, not the rule. If a post-mortem is created, this supersedes the status page.


	Aim not to send broad customer comms until an incident is resolved or a post-mortem is published.



Major or critical incidents will often have a public post-mortem – this should usually be the backbone of any wider comms. Don't communicate before resolution unless there is a strong need.

When handling a security incident: align with the incident lead in the incident Slack channel about public communication of security issues before proceeding. E.g. it could make sense to hold back communication of an attack publicly, as this could make the attacker aware that we are investigating already. This could it make harder for us to stop this attack for good. However, in some cases of data breach and security incidents, like the download of malicious packages, it is better to notify users immediately, in case the incident lead has identified that users can take action to prevent the malicious packages from spreading further.


What does the Comms Lead do? ----------------------------

At a high level, the Comms Lead is responsible for how we talk about the incident, not for fixing it. In practice, that usually means:


	Join the incident channel immediately and make your role clear.

	Stay in the loop without adding noise.



Read the summaries and updates, follow the thread, and avoid asking for updates just to "check in". Only jump in when you need information for comms, or have a specific ask.


	Make sure the status page is accurate and up to date.



Check-in periodically to ensure the status is updated at least once every six hours, that the current impact is accurately described, and that the incident is closed when needed. The Incident Lead is responsible for these updates.


	Decide whether we actually need outbound comms.



If we do, you should put together a plan for doing so (below).


	Draft, coordinate, and send any messages.



When we do decide to communicate:


	Create a comms plan to coordinate the response. This should be an issue in an internal repo. Here's an example comms plan for a critical incident.

	Share comms drafts in the incident channel and on the comms plan for quick fact-checks from the incident lead or engineers.

	Keep messages in plain English, impact-first, and avoid status-speak. Use existing communication templates for incidents as a reference.

	By default, communicate through email rather than in social posts. Social posts can exacerbate an issue.

	Direct users to the status page or post-mortem (if available) as the source of truth.



When do we need to notify users immediately? For security incidents, like the download of malicious packages, in case the incident lead has identified that users can take action to reduce their risk, we should notify users immediately with clear steps how to act on their side. Product downtime that doesn't involve security breaches/attacks should be addressed after the incident is closed and we have the context needed to inform users.



	Support the post-mortem process.



For major/critical incidents you may need to help shape and review the post-mortem with the incident lead and approvers (Tim and/or Ben, and Charles). Once published, use the post-mortem as the primary reference for any follow-up comms (emails, service messages, etc.), rather than rewriting multiple different explanations.

After a data breach/security incident the comms lead should contribute to the post-mortem by transparently addressing the impact, what went well, and what could have gone better.



	Keep Sales and Support teams notified of impact.



Often these teams are dealing with the brunt of the customer response and your goal should be support them by giving them the information they need to respond effectively.


	Handover to another Comms Lead, if needed.



Most comms can be handled quickly, but in the event of a long-running issue you should develop a plan to handover or continue monitoring the incident status.

These steps are a starting point, not a script. In practice, the Comms Lead's job is to keep communication accurate, calm, and useful --- and to reduce noise, not add to it.

What does the Comms Lead not do? ----------------------------

The Comms Lead is typically not responsible for:


	Updating the Status Page. This should fall to the Incident Lead.

	Updating VIP customers. This usually is best handled by the Sales team.

	Providing technical support to users. They can leave that to the Support team.

	Making technical decisions about the incident. The Incident Lead will handle this.







  7. Overview

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

  
  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.

  	How marketing works

	Marketing values

	1. Be opinionated

	2. Pull, don't push

	3. No sneaky shit

	Marketing vision

	Things we want to be brilliant at

	Things we want to be good at



  How marketing works

Marketing at PostHog is a collaborative effort across several teams. There are six distinct teams that handle different aspects of marketing:


	Graphics – Leads all art, design, illustration, and brand work for PostHog

	Website – Leads all matters related to posthog.com and handles some product design aspects

	Marketing – A multidisciplinary team that handles Product Marketing, Influencers & Partnerships, and other unowned marketing tasks

	Editorial – Leads content, newsletters, and social

	YouTube – Leads video

	Docs & Wizard – Leads on documentation and the wizard



If you're not sure who to talk to, check Who can help me?.

Marketing values


	Be opinionated

	Pull, don't push

	No sneaky shit



1. Be opinionated

PostHog was created because we believed that product analytics was broken, and we had a vision of how it could be much better. We're more than just product analytics now, but the principles are the same.

We need to reflect this vision in our marketing and content, and not dilute it with boring corporate-speak. When we write content, we take a firm stance on what we believe is right. We would rather have 50% of people love us and 50% hate us than 80% mildly agree with us.

We communicate clearly, directly, and honestly.

It's ok to have a sense of humor. We are more likely to die because we are forgettable, not because we made a lame joke once. We have a very distinctive and weird company culture, and we should share that with customers instead of putting on a fake corporate persona when we talk to them. PostHog should not look like a generic software company.

(Sometimes we use terminology like 'value propositions' because that is the standard marketing term for a well-understood concept. That's allowed.)

2. Pull, don't push

_We focus on word of mouth by default._

We believe customers will judge us first and foremost on our product (i.e. our app, our website, and our docs). We won't set ourselves up for long-term success if we push customers into using us.

If a customer doesn't choose PostHog, that means either:


	The product isn't good enough

	The product isn't the right solution for them

	We didn't communicate the product and its benefits well enough



We don't believe companies will be long-term customers of a competitor because they did a better job of spamming them with generic marketing. We know this because we frequently have customers switching from a competitor to us – they are not afraid to do this.

Tackling (1) is the responsibility of everyone at PostHog. The job of marketing teams is to avoid spending time advertising to people in group (2), and making sure we do a great job avoiding (3).

This means:


	Making sure our comms are extremely high quality

	Sharing our messages in the right places, where relevant users can see them

	Spending enough time and/or money in those places so that our messages get through



3. No sneaky shit

Our ideal customers are technical and acutely aware of the tedious, clickbaity, hyperbolic marketing tactics that software companies use to try and entice them. Stop. It's patronizing to them and the marketing people creating the content.

For these reasons, we:


	Don't use any analytics except PostHog. No Google Analytics, Facebook Pixel etc. Customer trust is more important than making our marketing team's lives easier.




	Don't make claims about our product that are not 100% genuine and verifiable. And we don't make promises for future functionality either beyond what's already in GitHub.




	Don't unfairly criticize or make false claims about our competitors. We will compare ourselves to them to help customers make a decision, and occasionally they will be a better solution for what a customer needs. And it's ok to have a sense of humor about this.




	Don't bombard customers with 'deals', pop-ups, and other dark patterns. These devalue our product in the long term.




	Don't pretend our customers are different from us – i.e. more gullible, more susceptible to marketing. We are an engineering-led team building products for other engineers. If you wouldn't like it, assume our customers wouldn't either.




	Don't do cold email marketing to acquire new customers. When was the last time you read the 8th email a company sent you and thought 'ok yes, I now want to use this product'?



Marketing vision

Beyond PostHog's company mission and strategy, we have some marketing-specific areas we want to focus on.

Things we want to be brilliant at


	Word of mouth mindset: We want to build a hugely successful company driven primarily by word of mouth, rather than paid ads or PR. This means being known for quality in all things we do.




	Helping our ideal customers be successful: Through our docs, tutorials, newsletter, emails, video, and beyond, we help our ideal customers be more successful, both generally in their goals as founders and engineers, and as users of PostHog.




	Launches: Our team ships a lot of products and features. We need launches to break through the noise and get noticed. This helps create the momentum products need to succeed.




	World-class documentation: We work with product teams to maintain up-to-date, high quality docs. We work with Website & Docs to ensure users can discover them. Doing this enables users to "self-serve," discover what they need, and get the most out of PostHog.




	Supporting YC founders: Lots of PostHog's DNA comes from Y Combinator. Their companies and founders are our ideal customers. We've done a great job being valuable to them (50%+ of batches using us) and want to continue to do so.




	Merch: We make the coolest tech company merch. Let's keep it this way.



Things we want to be good at


	Events: We have been involved in some events, but we are still figuring out "the PostHog way" to do them. We don't just want to be a name on the sponsor list. We want to create superfans.




	Social media: Specifically Twitter, where we've seen good traction posting on James' personal account and the PostHog brand account. We have been posting more on LinkedIn to promote the newsletter. We don't use any other social media channels.




	Paid ads: We run a lot of paid ads on Google and others. It is fuel for everything else we are doing. We want to be good at this, but do it in a way unique to PostHog. We're not throwing everything at the wall and seeing what sticks. We have a minimum brand bar we need to hit.




	Graphics: We're not the most visually focused team, but creating visuals and animations is a great way to communicate complex ideas. They also make for excellent content. Create a basic version and get the design pros (Cory, Lottie) to help.




	Developer influencers: We sponsor creators like Theo and Fireship to drive awareness and signups to PostHog. Many of the influencers we sponsor don't work out, but the ones that work drive great results.




	Billboards: Billboards are a way to get our brand in front of a lot of people.




	Doing sales without salespeople: Rather than care a lot about "capturing every lead" or "marketing qualified leads," we'd rather work with sales to create content that helps potential customers, ideally without a salesperson.



Things we might want to be good at but haven't tested yet


	Broader partnerships: PostHog is a complement to a bunch of types of companies, from vibe coding tools to infrastructure platforms. Our data warehouse and CDP are built to enable integrations. How can we leverage this?




	Video essays: Video essay style content is a natural extension of what we are doing in our newsletter. When done well, it is what "great video content" looks like.



Things we don't want to spend time on


	Optimizing marketing spend: We're more concerned about growing fast than being the most efficient marketing team. Go fast, run experiments, look for upside.




	Big, highly coordinated marketing campaigns: We can do them, but our reactive, short turnaround campaigns have been far more successful.




	PR: If we do word of mouth well, our community will be far more valuable/credible than an appearance in TechCrunch.




	Being cool and interesting people in online communities: There are a bunch of communities we could be more active in like Reddit and Discord, but we'd prefer to focus on our own community first.




	Conferences. We're not a natural fit for conferences and being a small fish in a big pond isn't really our style.




	Short-form video. We tried it, but it didn't work. Our audience might be there, but we're not flashy or dedicated enough to reach them.







  8. Influencers

  Source: https://posthog.com/handbook/marketing/influencers

  
  We work with creators and influencers to make content about PostHog and sponsor placements to drive awareness and sign ups.

We're open to inbound proposals, if you're interested in collaboration with us, you can send emails directly to Adlet Smykov, we're always open to seeing thoughtful proposals.

Some of the influencers we sponsor include:


	Theo. He is a great partner for us. His audience is ideal, he is doing YouTube right, and he's a PostHog user.

	Fireship

	Chris Raroque



Sourcing and evaluating influencers


	You can find new influencers by looking at the creators engineers share or mention internally, searching for ones who have made relevant videos, looking at the recommendations of ones we've already sponsored, inbound, and Passionfroot.




	Their audience needs to be relevant to us, ideally targeting our ICP, but broadly engineers and founders.




	Even within this group, there are some categories to avoid like job interview prep, career growth, low-level engineering, and heavy computer science focus. Try to find web or mobile developers, product engineers, startup founders, and indiehackers instead.




	The channel is growing, gaining in subscriber growth rate and views. Use Social Blade to see this.




	They should have engaged audiences. Strong Twitter or Discord communities are good signs as well as view to like/comment ratios:

	Weak: 0.001 comment/view, 0.02 like/view

	Average: 0.001–0.002 comment/view, 0.02–0.03 like/view

	Good: 0.002–0.005 comment/view, 0.03–0.05 like/view

	Excellent: 0.005+ comment/view, 0.05+ like/view




	Above 5k views per video. Anything below this is just not worth your time. This number will likely grow over time. Larger influencers, although they charge a lot more, are often more efficient, so we don't have an upper limit for size.




	Both short video creators and podcasters haven't worked well for us in terms of conversion and signups. We're open to trying this again in the future though.



Negotiating with influencers


	Make sure you know what type of slot it is: pre-roll, mid-roll, end-roll, integration.




	Ask for examples of other ad slots they've run to judge the quality of ad read.




	For influencers we've never worked with, you should negotiate quite aggressively. The number they give is usually pulled out of a hat and is often 2-3x higher than it should be.




	Use our model for how much a placement should cost to get to a better number and work towards that. Feel free to make changes to the model if you think it's not accurate.




	Make sure the link is in the top 3 lines of the description.




	We pay invoices net 30 (30 days after they've sent them to us).



What should the placement actually look like?


	Make a judgement call on whether to use a unique link set up with Dub (like https://go.posthog.com/sponsored) to point to specific UTMs unique to each video or an influencer-specific link using posthog.com redirects (like posthog.com/theo) to the same UTMs across videos. These links should have utm_source and utm_campaign set to the influencer and campaign name.




	Make sure they tell their audience to "mention them on sign up" or "say that they heard about PostHog from them" so we can track the attribution.




	We generally let influencers decide on what the ad read is like so that it best fits their audience. We can provide guidance on what to talk about though. These points are helpful to share:

	PostHog is a developer platform that helps people build successful products. We provide a suite of dev tools to help them do this.

	This means product analytics, web analytics, session replay, error tracking, experimentation, feature flags, LLM analytics, surveys, and more.

	We also have a CDP for sending data to 50+ destinations and a data warehouse product that lets you connect to external sources like your database, Stripe or Hubspot to query with SQL (or no code insights) alongside your product data.

	The goal of these tools is to help founders and engineers debug their product, understand their customers, analyze usage, and ship a more successful product faster.

	We have a generous free tier for every one of our products. You can sign up and get started with all of them for free right away. 90% of users use PostHog for free.

	Setup is as simple as installing one of our SDKs or pasting a snippet into your site header, we then autocapture data like pageviews, button clicks, and sessions. We also have SDKs for all the popular backend languages like Python, Node, Go, etc.




	There are a handful of video assets for them to use here. Feel free to add more, but also suggest the website and in-app as sources.




	Ideally, a placement should relate to ongoing marketing efforts, like a new product launch, product push, or pricing change.



Measuring impact

Some metrics we look at for individual videos include:


	CPM (cost per thousand views)

	Unique sessions from the custom link (or clicks if you're using a Dub link)

	Sign ups, either from converting from sessions or who mentioned the influencer on sign up



We track these on our marketing budget and spending spreadsheet. We also have an influencer marketing performance dashboard in PostHog that can help you get an overall view of different influencer's performance.





  9. Sponsorship

  Source: https://posthog.com/handbook/marketing/open-source-sponsorship

  
  We do three types of sponsorships - commercial, charitable, and open source.

Measuring attribution directly is basically impossible with sponsorship activities, so we try hard to make sure we are targeting the right channels by validating opportunities properly first. We like to make sure their target audience is in our ICP and test with smaller amounts when possible.

Commercial sponsorship

Although we've done a variety of commercial sponsorships, including newsletter ads, podcasts, and billboards, we're mostly focused on sponsoring influencers to drive awareness and signups to PostHog.

We track these sponsorships in our marketing budget and spending spreadsheet.

Ian Vanagas has the contacts for these people if you want them.

Influencers

See influencers.

Podcasts

We've sponsored podcasts one-off in the past, but have no plans to do them again at the moment. They include:


	Lenny's Podcast

	Data Engineering podcast



Newsletter ads

We sponsored a variety of newsletters to drive subscriptions for our newsletter, Product for Engineers, but have put that on pause as we revaluate the quality of the subscriptions we're getting.

Charitable sponsorship

We are looking to partner with charities who are aligned with our mission of increasing the number of successful products in the world. These partners are likely to focus on giving greater access to under-represented groups in tech.

We currently sponsor:


	Django Girls - $500/month

	Transtech - $390/month



Open source sponsorship

PostHog is an open-source developer platform built on top of many other amazing open-source projects. We believe in open-source and the open-core model. However, many open-source projects go underfunded.

We are investing in open-source, not just as a business, but directly via sponsorship in key projects we benefit from every day. We're doing this for three reasons:


	We want valuable open-source projects to continue to be maintained and enhanced

	We fundamentally rely on some open-source projects, and it's essential they continue to be maintained and enhanced

	We believe the PostHog brand will benefit from the sponsorship



In addition to sponsoring key projects, we also provide a $100/month budget for every team member to sponsor projects that have helped them.

Projects we sponsor regularly

| Project                        | Author           | Why does PostHog sponsor                                                              | Sponsored via                           | Amount/month           | | -------------------------------| ---------------- | ------------------------------------------------------------------------------------- | --------------------------------------- | ---------------------- | | [tailwindcss]                  | [tailwindlabs]   | A utility-first CSS framework we use to style our website and app                     | Directly                                | $2500                  | | [rrweb]                        | [yz-yu]          | Powers our session recording functionality                                            | [Open Collective][open-collective]      | $1000                  | | [Tiptap]                       | [ueberdosis]     | The headless editor framework that powers our Notebooks feature                       | [GitHub Sponsors][github-sponsors]      | $149                   | | [Next.js Boilerplate]          | [ixartz]         | Boilerplate and Starter for Next JS 14+, Tailwind CSS 3.3 and TypeScript              | [GitHub Sponsors][github-sponsors]      | $100                   | | [Refined GitHub]               | [fregante]       | Browser extension that simplifies the GitHub interface and adds useful features       | [GitHub Sponsors][github-sponsors]      | $100                   | | [ESLint]                       | [nzakas]         | Find and fix problems in your JavaScript code.                                        | [GitHub Sponsors][github-sponsors]      | $10                    | | [Prettier]                     | [jlongster]      | Prettier is an opinionated code formatter.                                            | [GitHub Sponsors][github-sponsors]      | $10                    | | [Jest]                         | [cpojer]         | Delightful JavaScript Testing.                                                        | [Open Collective][open-collective]      | $10                    | | [SwiftFormat]                  | [nicklockwood]   | A command-line tool and Xcode Extension for formatting Swift code.                    | Directly                                | $10                    | | [detekt]                       | [arturbosch]     | Static code analysis for Kotlin                                                       | [GitHub Sponsors][github-sponsors]      | $10                    | | [Periphery]                    | [ileitch]        | A tool to identify unused code in Swift projects.                                     | [GitHub Sponsors][github-sponsors]      | $5                     | | [Rollup]                       | [Rollup]         | Next-generation ES module bundler.                                                   | [Open Collective][open-collective]      | $5                     | | [SeaweedFS]                    | [Chris Lu]         | SeaweedFS is a fast distributed storage system for blobs, objects, files, & data lake | Patreon | $100 |

<!-- projects --> [rrweb]: https://github.com/rrweb-io/rrweb [tailwindcss]: https://github.com/tailwindlabs/tailwindcss [Tiptap]: https://github.com/ueberdosis/tiptap [Next.js Boilerplate]: https://github.com/ixartz/Next-js-Boilerplate [Refined GitHub]: https://github.com/refined-github/refined-github [detekt]: https://github.com/detekt/detekt [Periphery]: https://github.com/peripheryapp/periphery [ESLint]: https://github.com/eslint/eslint [Prettier]: https://github.com/prettier/prettier [Jest]: https://github.com/jestjs/jest [Rollup]: https://github.com/rollup/rollup [SwiftFormat]: https://github.com/nicklockwood/SwiftFormat [SeaweedFS]: https://github.com/seaweedfs/seaweedfs

<!-- authors --> [tailwindlabs]: https://github.com/tailwindlabs [yz-yu]: https://github.com/yz-yu [ueberdosis]: https://github.com/ueberdosis [ixartz]: https://github.com/ixartz [fregante]: https://github.com/fregante [arturbosch]: https://github.com/arturbosch [ileitch]: https://github.com/ileitch [nzakas]: https://github.com/nzakas [jlongster]: https://github.com/jlongster [cpojer]: https://github.com/cpojer [nicklockwood]: https://github.com/nicklockwood [Chris Lu]: https://github.com/chrislusf

<!-- other links --> [github-sponsors]: https://github.com/orgs/PostHog/sponsoring [open-collective]: https://opencollective.com/posthog [plugin-server]: https://github.com/PostHog/plugin-server [patreon-seaweedfs]: https://www.patreon.com/c/seaweedfs

Request sponsorship

If you know of a project that is fundamentally important to PostHog, add the project to this page via a PR and tag Charles. If we decide to sponsor, we can set up the sponsorship via either Open Collective or GitHub. To get an invite to Open Collective, create an account first with your posthog.com email address and then ask Charles to invite you.

Anyone on the PostHog team can do this!





  10. Who can help me?

  Source: https://posthog.com/handbook/marketing/ownership

  
  If you have a general marketing question, go to #group-marketing-and-content in Slack.

If you need help with the website, go to #posthogdotcom.

Here's a quick guide to who to ask if you want help with a specific marketing activity.

<summary>I need a product marketer, but I don't know which</summary>

Product marketing is part of . You can see which PMM is focused on which team on the  team page. If it's a team which doesn't currently have an assigned marketer, just ask in #group-marketing-and-content in Slack and tag the team lead.

<summary>I'm interested in running, attending, or speaking at an event</summary>

You should speak to , our resident party planners. Read the events strategy handbook for more.

<summary>I want to launch my product out of beta</summary>

Speak to  and read about product launches.

<summary>I need help with documentation</summary>

Your main contact is the , but please read the docs ownership handbook to understand how best to work with them.

If you just need someone to review something, tag Team Docs & Wizard in GitHub.

<summary>Someone wants to write a guest post / is requesting a backlink etc.</summary>

Unless it's someone huge and important with a real audience, "Mark as spam" and "Move to bin".

<summary>Someone wants to partner with us</summary>

Refer them to our partnerships waitlist and let  know.

<summary>Someone wants us to sponsor them</summary>

If it's an influencer, newsletter or podcast, refer them to Adlet Smykov.

If it's an event, speak to .

<summary>I want to create a video, or have a video idea we should try...</summary>

To start with, post ideas in the #content-and-video-ideas Slack channel. Alex van Leeuwen and Jordo Dibb on the content team are your main points of contact here.

Please also read How we do video at PostHog. We're still figuring things out, though, so very interested in suggestions.

If your idea is for PostHog Stories (HogTok), hit up Edwin Lim as well.

<summary>A customer is interested in doing a case study with us</summary>

Speak to Joe Martin, Cleo Lant, or Sara Miteva.

<summary>A customer has an issue with merch</summary>

Please share in the #merch channel. Kendal Hall owns fulfillment issues. Lottie Coxon owns merch design and creation. Cory Watilo and Eli Kinsey own the storefront.

<summary>I have a question / problem / suggestion for the website</summary>

The website is owned by Cory Watilo and Eli Kinsey. Generally, the best place to ask is the #posthogdotcom Slack channel.

For larger pieces of work — a new product page, a significant copy overhaul — read Working with the website team for the process to follow.

<summary>Hey, can we run some paid ads for my product?</summary>

We probably are already, but if you have something specific in mind, speak to Brian Young, who is a Growth Marketing Manager embedded in the sales team.

<summary>I need a new hedgehog design, illustration, or other art asset.</summary>

Speak to Lottie Coxon or Daniel Hawkins, but please read Art and branding requests first.

<summary>I need a font, logo, etc.</summary>

See Logos, brand, hedgehogs

<summary>A journalist has contacted me</summary>

Direct them to press@posthog.com, where one of Joe, James, Charles, or Tim can respond. They're the only people who should speak to press. See: Press & PR





  11. Paid ads

  Source: https://posthog.com/handbook/marketing/paid

  
  The paid ads team exists to do two things only:


	Generate high quality new business leads for the sales team

	Convert high-intent, high-ICP-scoring engineers searching for PostHog or products we offer into signups that drive MRR growth



We don't do paid ads for general awareness of the PostHog brand - our website, content, and word of mouth are much better (and cheaper) ways to do this.

For now paid ads sits within the , but will become its own thing once we have more people. This page is for paid ads for PostHog in general. If you're looking for paid ads for our newsletter, see the newsletter ads guide.


Channels

We currently run ads on:


	Google Search - _conversion_

	Bing (for DuckDuckGo) - _conversion_

	LinkedIn - _conversion_ + _leads_

	Reddit - _conversion_ + _leads_

	YouTube - _conversion_



We have previously tried and no longer use X, Product Hunt, Carbon Ads, and Google Display, as they did not drive high quality user signups or leads. We usually focus campaigns on users in the US, Canada, UK, Germany and France, as these tend to lead to the most high quality signups and leads.

We work with Hey to manage these channels - they set up the campaigns and ensure that spend is paced properly. We have a shared internal Slack channel, and Brian Young has 2 check-in calls with them each month.

In addition to Hey, we also have a monthly call with Google Partners who provide feedback on performance and competitive analysis on a per product basis as requested.

Mission 1 - Generating new business leads

We have four ways we target new leads:


	ABM on LinkedIn

	ABM on Reddit

	Light prospecting on Reddit

	Light prospecting on LinkedIn



We use a variety of creative campaigns here which we don't list in the Handbook, as they keep changing over time. Some principles though:


	We are open to using gated content if it is fun and/or weird and/or actually useful

	Gated content must be freely available elsewhere



The full flow of how this works can be found here.

Tracking conversion & conversion optimization

Using 3rd party trackers or pixels like Google Tag Manager is against our brand and values, so we use a combination of PostHog, BigQuery, Clay, Clearbit, & Census.

PostHog sends back anonymized (click ID) conversion data to each ad platform with conversion values based on ICP score to improve lead quality via target ROAS bidding. Our goal is to use our ads program as a powerhouse for the sales team and a key tool for onboarding users that will improve both MRR and CAC:LTV ratio.

In order to keep our privacy policy front of mind we've built a bespoke conversion tracking system that uses the following flow:

PostHog > Clearbit > BigQuery > Census > Ad Platforms.

You can learn more about this flow here here.

We take privacy seriously, and follow these principles:


	If it creates third-party cookies for us, don't do it

	All testing must align with our privacy policy

	Always verify what data is collected and how it is used

	Don't collect or share any user PII contained within PostHog, obviously (Including IP addresses)

	Limit data collection only to what is _absolutely_ required

	Always be transparent with users about what we're collecting, if any

	All ClickIDs are considered safe to send back to each ad platform



Mission 2 - Converting people to signup

We do this through search ads on Google and Bing, and you can find the master sheet of ad copy here.

We change up campaigns frequently, but generally run campaigns for:


	Brand

	Individual products

	Competitors



We generally turn these on and off depending on performance and spend, and review copy every 4 weeks. The flow is Brian Young writes copy, Charles Cook reviews. We try both fun and straightforward copy. Even if the fun stuff doesn't convert super well, we keep it if it's doing ok as it helps with our brand - we know people screenshot and share it sometimes.

We aim for as much product coverage as possible unless there are compelling reasons to not do them (e.g. it's just very expensive). We prioritize ads for those products closest to our ICP.

It is typically only worth running paid ads for individual products once they are generally available, with pricing, and where we feel the feature set is broadly on parity with the main competitors.


Landing pages

We use custom presentations that match the style of our website as our landing pages. We have an internal guide on creating presentations.

In addition, PostHog now allows us to copy a URL to share a set of open windows in a specified layout allowing further customization for ad landing pages.

How we work

Brand guidelines and creative

By default, all paid ads visual creative should be based on stuff that already exists in some form on one of:


	Our website

	Product for Engineers

	Hoggies library

	Merch

	Events

	Video

	Billboards



We take anything we've ever created there, and then repurpose/reformat/reconfigure it as an ad. This minimizes approvals - because these assets have previously been through a round of approval with design, we can use them knowing we don't need to get approval again. The only check required is then between Charles Cook and Brian Young on the concept and/or copy. This means we are doing less creative work, but the upside is that we can move faster (and have a lot of Lego bricks to play with). Brian Young works with Daniel Hawkins on this.

For the copy itself, we also use the search ads copy where we can as a starting point, so we're not repeating work.

If we have a particular campaign in mind that _really does_ require a new, one-off asset, then we request it from Lottie in the usual way.

Budget

Brian Young maintains the media plan, which can be found here.

Growth review

Brian Young runs a monthly growth review with Charles where we look at the main performance metrics for the month prior. Here are the main sheet and commentary. For completeness, this also covers the organic funnel, though the main focus is still paid.





  12. Product Positioning

  Source: https://posthog.com/handbook/marketing/positioning

  
  _How_ do we name things?

Here's a typical flow:


	engineer builds cool thing

	engineer gives it a name

	design thinks it should be called something else

	um



So, how do we name things:


	engineer builds cool thing

	_sometimes_ James or Tim realize it's happening and get the positioning right first time around

	but if they don't / or don't spot it...

	engineer gives it a name

	design iterates the name (and adds it to the all hands so we can get everyone else to realize this has happened)

	everyone - reinforce the name if people are calling things the wrong thing



This has a downside - it's messier from a user perspective, but the upside is that design / "execs" aren't a blocker to getting work out the door. In practice, we rarely push hard on marketing a new thing to users anyway (usually we soft launch stuff) so we think the downside is pretty minimal.

Picking a good name

By default, everything should be positioned as something a _user_ is familiar with, not what is necessarily the most technically accurate description.

For example, when we build new products, we often name them based on what the major competitors are calling themselves.

This means users get it way faster, so we grow more quickly, and it encourages us to build the basic features that a given product needs versus trying to innovate _before_ we hit product market fit with a new product in our platform.

What positioning actually means

Positioning is more than just picking a name. It's about understanding how users will encounter, understand, and use what we're building.

It also means being clear about what problem we're solving and who it's for. Are we building this for someone debugging an issue right now, or for someone planning next quarter's roadmap? The same feature might be positioned differently depending on the context.

We also think about how new capabilities fit into the broader PostHog story. Every new product should reinforce our core positioning: one platform that gives engineers everything they need to build successful products.

Positioning is dynamic

The reality is that positioning changes as products mature. Early on, we might position something narrowly to get feedback from a specific user segment. As it grows and we understand usage patterns, we can broaden or refine that positioning.

We're comfortable with this iterative approach because it means we're not overthinking positioning before we know what users actually want, and how the product fits into the broader market.





  13. Product announcements

  Source: https://posthog.com/handbook/marketing/product-announcements

  
  Have something you want to announce? Let the Marketing team know! If it's an iterative update, you can also demo it in the all-hands, or post in the #tell-posthog-anything Slack channel.


Product marketers take responsibility for coordinating and publicizing news about PostHog, including product announcements. We also help with incident and maintenance announcements, if needed.

Types of announcement

We classify announcements using the general guidelines below, with full discretion for doing something different.

Minor announcements

Minor announcements involve changes which have no noticeable impact on the experience of most users. They can involve small visual changes, such as UI tweaks, but are more often small bug fixes or back-end changes. They do not require action from users and pose no known risk.

We may typically support minor announcements by:


	Including them in the weekly changelog update.

	Writing a short Twitter and/or LinkedIn post.



An example of a minor announcement is the UUID format change.

Medium announcements

Medium announcements involve changes which have a noticeable impact on the experience of some users, but not the majority. They are likely to involve visual or functional changes, such as adding a chart type, but do not introduce wholly new features. They do not require action from users and pose no known risk.

We may typically support medium announcements by:


	Including them in the weekly changelog update and related emails.

	Creating an in-app changelog notification.

	Writing a Twitter and LinkedIn post.



An example of a medium announcement includes the launch of the NPS app.

Major announcements

Major announcements involve changes which have a noticeable impact on the experience of most users, or require specific action from affected users. They may introduce new features, require product downtime, or include opt-in betas for upcoming work.

We might do anything and everything for a major announcement.

Examples of major announcements include the surveys beta or the analytics pricing change.

New product announcements

New product launches are major announcements. They have their own GitHub template: Launch Plan. Product marketers should always create a launch plan for new product announcements.

For new product announcements we generally apply the following best practices:


	Ensure the product has a product page added to the website.

	Ensure the product team has implemented intent and activation signals for the product.

	Ensure the product has at least one customer story created for it within 3 weeks of launch. example

	Ensure we publish best practice content for the product and link to it from docs. example

	Ensure the product has at least one tutorial created for it at launch. example

	Ensure launch activities (such as changelog) link clearly to the docs.

	Ensure the product is added to email and in-app onboarding flows.

	Ensure the product is added to the pricing page (this is typically owned by the product team's PM and the )

	Submit an art request for any creative assets needed for the email campaign, blog post, social media posts etc...



Comms should also be aware of the engineering best practices for product launches, so we can be sure that features launch well.

If the product is moving from free beta to paid general availability (GA) you might also want to choose a reward for beta users. Examples of this include giving PostHog AI beta users 30 extra days of unlimited free usage, or giving Workflows beta users a discount code for merch.

PR announcements

We do not typically do public relations for anything other than company-level news. We have separate processes and guides for managing press announcements.

Maintenance communications

Occasionally, we have to conduct scheduled maintenance. When this happens, it's important that we tell users about it in advance if they would experience any disruption.

If you're aware of any upcoming maintenance which would cause disruption, please inform the Support, Marketing, and Customer Success teams as soon as possible. Marketing will ensure that users are notified as the work is planned and completed. Customer Success may wish to inform specific users at the time.


Typically, Product Marketers take responsibility for informing users about maintenance work beforehand by telling users who will be impacted through email and other channels.

When informing users about maintenance, it is important to answer all of the following points:


	When will the maintenance occur?

	How long will it take?

	Who will be impacted?

	Will any data be lost?

	Do users need to take any sort of action?

	How will feature flags and experiments be impacted?

	What will the impact be? Will insights, etc., still function?

	Why is the maintenance being done, and what benefit will there be for users?



We typically notify users of upcoming maintenance by email, so the Marketing team will need a way to target the correct users before they can update them. For smaller maintenance updates which will not cause any user updates, engineering teams can also update our status page.

Incidents communications

When an incident is declared the Brand team should join the incident channel as observers, and monitor to make sure that customer comms are handled correctly.





  14. Guide for doing PostHog talks and demos IRL

  Source: https://posthog.com/handbook/marketing/speaker-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.

  	1. Know your room before you write a word

	2. How we talk about PostHog (and how we don't)

	3. Build the talk around one true thing

	4. Your demo is the talk

	Demo setup checklist:

	5. Building your slides

	6. Practice out loud. Twice minimum.

	7. The first 60 seconds are everything



  You volunteered or have been asked  to speak at a dev meetup, give a demo at a conference, or present PostHog to a virtual or in-person audience. Maybe you said yes before you thought too hard about it. That's fine — good talks happen this way. This guide is for preparing and delivering your talk.

For examples from other speaker, reference slides from previous talks. Have any questions? Ask in #team-irl-events or ping whoever put you up to this.


1. Know your room before you write a word

Before you build anything, answer three questions:

Who's in the room? A meetup for early-stage founders is different from a Clickhouse conference. Find out: their persona. Are they product engineers or founders? What sized team do they work at? What stack? What company stage? Also, how many people will be in the room? Ask the organizer — they want your talk to land too.

What format are you filling? Confirm the exact setup:


	Length (20 minutes including Q&A? 45 minutes? Lightning talk?)

	Slides, live demo, or both?

	Will you have reliable Wi-Fi, or should you run demos locally?

	Microphone or projecting your voice?

	Is it recorded?



What else is on the agenda? If you're one of four speakers, you don't want to cover the same ground as the person before you. Get the full lineup.

2. How we talk about PostHog (and how we don't)

No talk should ever be a blatant product or company pitch. Whatever your audience, they didn’t come to this event to receive a pitch (anyone can visit PostHog.com themselves.)

The PostHog voice in talks:


	Let the work speak. Lead with what you built, what broke, what you learned. PostHog appears naturally because you work here and we love to dogfood.

	Share real lessons. The interesting part of any content is the thing that went wrong, the assumption you had to throw out, the number that surprised you, the unpopular opinion.

	Have opinions. "Here's what I think about this" is more useful than "there are tradeoffs on both sides." Take a position, avoid hedging.

	Be inclusive with language. Avoid jargon that excludes people who aren't already PostHog users. Assume the audience is smart, not that they're familiar.



If you finish writing your talk and the word "PostHog" only comes up three times, that's probably good.

3. Build the talk around one true thing

Kelsey Hightower — a best in class technical speaker — doesn't use slides as a crutch. He treats his talk like a live demonstration of a belief. Every word moves toward a single point.

Pick your one true thing → build evidence for it → show it working live

That's the whole structure. You don't need five points. One claim and the proof. Good examples of what a "one true thing" sounds like:


	What we learned from pivoting 5 times before reaching PMF

	Lessons from a year of building AI agents in production

	Why we stopped writing unit tests for our data pipeline (and what we do instead)

	How we cut our onboarding drop-off by 60% without a redesign



Notice what these have in common: they're useful to the audience whether or not PostHog exists.

4. Your demo is the talk

Software demos should tell a story, not show features. The biggest mistake we can make demoing PostHog at events is simply narrating the UI instead of showing a problem being solved.

Bad: "So here's the dashboard. You can see we have charts. This one is a trend. This one is a funnel..."

Good: "We shipped a new onboarding flow last Tuesday. By Wednesday I was looking at this drop-off and thinking something was wrong. Here's what I found." Then show that.

Pick one real scenario — something that happened at PostHog related to your work, or something a real user told you. Build the entire demo around it.

Demo setup checklist:


	\[ \] Use a demo project, not a live account with customer data

	\[ \] Pre-load data that looks real — sparse data makes features look broken

	\[ \] Disable notifications on your laptop

	\[ \] Silence your phone

	\[ \] Bookmark your demo URL — don't type it live

	\[ \] Know what happens if Wi-Fi dies (screenshots as backup)

	\[ \] Zoom your browser to 125–150% so the back row can read it

	\[ \] Test the projector before anyone arrives



If you’re pre-recording your demo, \#team-youtube, has created this helpful guide.

5. Building your slides

A few principles for building out slides:


	Before the slides, start on paper or in a notes app and build out your talk outline

	PostHog talks use our standard slide template in Figma. Here’s a guide on how to use it.

	Code on slides: use a large font (24pt minimum), a dark background, and only show the lines that matter. If you're pasting a full file, you've already lost.

	One idea per slide. If you're writing full sentences, you're writing speaker notes, not a slide. If applicable, allow memes to replace text.

	If a slide doesn't support the one true thing you identified in step 3, cut it.

	Speaking of speaker notes, you will save yourself time and head space if you always have notes.



For feedback on design or help with navigating the PostHog brand assets (Hoggies included), stop by \#team-marketing

6. Practice out loud. Twice minimum.

Reading your talk in your head doesn't count. Your mouth is slower than your brain. The VM Brasseur public speaking guide has a useful rule: practice until the words feel boring to you. If they still feel fresh and interesting when you say them, you haven't done it enough.

Two run-throughs, out loud, at speaking pace, with your actual demo running.

The “cut” rule: If you stumble on a section more than twice in practice, that section is probably bad. Rehearsal reveals structural problems — stumbling usually means the logic isn't clear, not that you need to practice more. Stop, figure out why it's hard to say, and fix the content.

7. The first 60 seconds are everything

Open with something that makes the room lean in:


	An uncomfortable question: "How many of you are flying blind on what users do after signup?"

	A specific number: "We had 847 session replays from one user in a single session. Here's why."

	A short story: "A customer emailed us asking why their funnel had 0% conversion. The button said 'Sumbit'."



Don't introduce yourself first. The host does that. You start with the thing. Then you can re-introduce yourself to set the context of why you’re the person qualified to speak on this subject.

8. Prepare to not know something

We always want to encourage Q&A after our talks as it builds conversation and connection. Someone will ask a question you can't answer. Don't bullshit. The right response: "I don't know — but here's how I'd find out, and I'll follow up with you." Then actually follow up.

If you receive a question that you believe is off-topic or unfitting for the setting, you can let the asked know this and express an interest in moving on to the next one.

9. After the talk


	Express an willingness to keep the conversation going - by letting the audience know that you (and any other team members in the room) are sticking around to chat more.

	Write down the questions you couldn't answer — do this right away so you don't forget and can focus on interacting with attendees the remainder of the event.

	Tell the marketing team — a 2-line Slack in #team-irl-events with the event recap, approximate audience size, and any interesting take-aways.

	Share your slides — Share them on social, QR code, email, path of least resistance. Don't make people hunt.



---

Examples from previous talks:


	Feb 2026 - Emanuele Capparelli - Lisbon SaaS Founders Presentation

	Feb 2026 - Michael Matloka - 10 learning from launching an agentic AI product at scale

	Nov 2025 - James Hawkins - How to build a cult

	Oct 2025 - Joshua Snyder - Code that fixes itself

	Oct 2024 - Michael Matloka - Parsing at the speed of light







  15. Dashboard templates

  Source: https://posthog.com/handbook/marketing/templates

  
  Dashboard templates simultaneously showcase the use cases of PostHog and make it easier for users to get started. You can find a full list of them on the templates page.

This is "internal" documentation to show PostHog staff how to add new global templates.

Let us know on this GitHub issue if you'd like to see templates that are private for your team.

Creating a new dashboard template


	Create your dashboard with all the insights you want on it. Be sure to add descriptions to both.




	Open the dashboard dropdown, click "Save as template."




	Add variables as objects with the format below. Reference them in your template by adding the ID in curly brackets, like {SIGNUPS}, to replace the placeholder event.



"variables": [
  {
    "id": "SIGNUPS",
    "name": "Signups",
    "type": "event",
    "default": {},
    "required": true,
    "description": "The event you use to define a user signing up"
  }
],


	Once done, click "Create new template." Test that it works in the team project.




	Create a dashboard image in Figma in the Hoggies file. Make the size of image small (like 396x208). Export and upload to Cloudinary.




	With the URL, go to templates tab under dashboards, click the three dots to the far right of your template, and click "Edit." Add the URL to the image_url field and press Update template.




	For the website, copy the same hedgehog as a small square thumbnail image (400x400) with a transparent background. Export and upload to Cloudinary.




	While you are in Figma, create a 1920x1080 feature image with a couple of the insights. Export and upload to Cloudinary.




	In the posthog.com/contents/templates folder, copy another .mdx file from another template, and modify for your new template. Add the thumbnail and feature images you uploaded to Cloudinary.




	Open a pull request.




	Once merged, click the three dots on the far right again, and click "Make visible to everyone."




	To add to EU Cloud, click the three dots to edit the template and copy the JSON. Go to the PostHog EU Cloud instance, create a new blank dashboard, click "Save as template", paste the JSON (minus deleted, created_at, created_by, team_id, and scope), and "Create new template." Add image_url, edit, and test if needed. Finally, make visible to everyone.



Removing a dashboard template

If you ever need to remove a dashboard template, you need to:


	Open the templates list

	Click on the three dots to the right of the template you want to remove and then click Make visible to this team only. This is a required step before you can delete it.

	Click on the three dots again and then click Delete Dashboard.



Be sure of what you're doing as this is a non-reversible action.





  16. Overview

  Source: https://posthog.com/handbook/marketing/video

  
  The YouTube team's mission is to:


	Increase awareness of PostHog, especially among people in our ideal customer profile, through content that is genuinely entertaining

	Help developers and PostHog users be more successful through, through content that is genuinely informative



Our model is that of content creators, not a marketing department, as it is for the rest of content. This means that we start from a place of producing great video first that stands alone, irrespective of its connection to PostHog and our products. We have found over the years that if we get this right, the marketing benefits naturally follow, but if we start from a marketing-first perspective, people are never as interested.

As a result, our focus is on awareness, not converting people to sign up or revenue. Other parts of our marketing and product are a much better fit for that.

Who is our audience?

It should be the same as who we are building for, but 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.



Who is our competition?

Our competition is _not_ our competitors' video content (the bar is too low), it is the other stuff that our audience is generally watching and enjoying. Think popular YouTube creators, podcasts, even viral content on TikTok and Instagram.

Entertaining vs. informative

Videos exist on a spectrum from 100% entertaining to 100% informative. Some are in the middle and do a bit of both. Generally, when we are making a video, we should try to aggressively pursue one path only, as doing both is _extremely difficult_ - the most likely outcome is that we fail at both and end up with something that is ok.

What does success look like in 2026?


	We have a successful YouTube channel. Success means momentum. Momentum means a predictable publishing schedule of videos that fit our audience and brand, thousands of views per video, and a strong understanding of what works.

	Video that extends the reach of the brand. We have a consistent and well-oiled system for producing video that extends the reach of PostHog products, features, and the brand.

	We are a benchmark. People love what we do. They want to copy what we do. We are proud of our work. People on the internet cite our video as an example how to do video right.



What we're working on

Going from most informative to most entertaining:


	Core brand assets: Demo videos and short feature trailers that showcase cool things you can do in PostHog.

	Launch videos: The goal is to have a creative format that's repeatable and can be shot at (reasonably) short notice.

	These can also easily be repurposed as ads

	Startup stories: Regular YouTube output focused on telling the stories of cool companies that our audience is interested in.

	Brand-centric hero videos: We have a unique culture and brand, and we want to share that through weird content that no one else would invest in because it's too hard - who else would do an action figures video for April Fools'?

	This is where we have the greatest freedom to #do-more-weird - we just need to be wary of the pitfalls of corporate try hard



How to work with the video team


	Know what type of video you want to make. Try to fit it into one of the above categories (and remember, we're up for doing a "one-off" film that is totally different to what we've done before).

	Got a random idea? Share in the content and video ideas channel.

	Got a specific request? Reach out to the video team directly in the Team YouTube channel and explain your idea thoroughly.

	Know your product, even if it's early. What does it do? What are the important features? What are some real world use cases? What's coming next? Why should someone pick it over a competitor? What's interesting about it? Many videos will rely on these details.

	Accept that the team may say no to your cool idea. Like all small teams, Team YouTube have the final say in what is worked on.







  17. Working with the website team

  Source: https://posthog.com/handbook/marketing/working-with-website

  
  The website is owned by Cory Watilo and Eli Kinsey. For general questions or quick updates, the best place to start is the #posthogdotcom Slack channel.

For most pieces of work, like blog posts and copy updates, you can ship without needing a review from the website team. However, for larger pieces of work — a new product page, a significant copy overhaul, a new landing page — there's a more structured process to follow.

Why can't I vibecode? You can, but vibecoded stuff tends to be harder for the website team to review and has a tendency to not work well with some existing systems.


Requesting large website changes

1. Draft the content in a Google Doc

Start with words, not designs. Write out the full copy, structure, and any specific requirements. This gives the website team something concrete to work from, and keeps early-stage feedback focused on what matters: the message.

2. Submit it to the website team as a GitHub issue

Open an issue in the posthog.com repo using the Website Request template and link your Google Doc. Include:


	A brief description of what you're trying to achieve and why

	A link to your Google Doc

	Any relevant context or references

	Your timeline and deadline, if there is one



3. The website team builds from that and opens a PR

Once the issue is picked up, the website team will build the page. They'll open a PR and tag you when it's ready for review so you can give feedback on changes.

4. Review and give feedback from the PR

Review the PR, leave comments, and iterate from there. This is the right moment to give design and layout feedback — not before, when things are still just ideas.

Why this process

This approach is designed to stop time being spent on designs that don't get used. It also keeps the dynamic clear: the PMM team hands off, the website team builds, and everyone can feedback.

We don't want to overbake or complicate this process. This is as simple as it can be and as complex as it needs to be.
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