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Praise for Product Delight

“Though analytics often drive product design decisions, Dr Changuel reminds us in this book that the best way to create real business value is to connect with customers on an emotional level. This book provides the frameworks and solutions you need to create products customers love.”


— Aarron Walter, Author of Designing for Emotion, Co-founder



“Strong product people have recognized that to get someone to actually choose and use your product, customers need to perceive real value. With some products, especially in the enterprise, just being able to reliably deliver the necessary functionality can be enough to earn you a very happy and devoted customer. But often, value requires more. For those products, we strive for our customers to feel real emotion for our products, such as delight, or even love. Nesrine’s book is not the first to tackle this important topic, but most of the earlier efforts took a shortcut. It’s not that hard to use techniques like gamification to make products that are addictive. But today we all know the ethical, cultural and environmental consequences of this lazy approach. For those that want to do better, Nesrine is trying to help you create meaningful delight.”



—  Marty Cagan, Silicon Valley Product Group


“Product Delight explains why creating emotional connections with users isn’t optional—it’s essential for product differentiation. Nesrine Changuel lays out a practical framework for designing experiences that resonate beyond mere utility. A valuable resource for anyone aiming to build products that stand apart.”


—   Nir Eyal, Author of Hooked: How to Build Habit-Forming





“Nesrine was on my team when working on Google Meet. We closely worked together on bringing a delightful and fun meeting experience to our users during the COVID pandemic. While it was a very intense time to work on video calling, it was also very rewarding to support our users with positive and delightful experiences. I am really happy to see that Nesrine is now taking her experience across different companies and products to a broader audience. I truly hope that this book will result in many more products focusing on user delight.”


—  Niklas Blum, Director Product Management at Google


“In a world increasingly driven by machines, emotion is the key to product success. In this engaging and practical book, Nesrine Changuel makes it easy to build products that delight their users.”


—    Jeff Gothelf, Co-founder Sense & Respond Learning


“Nesrine Changuel has created a much-needed guide for product teams who want to go beyond functional success to build products that delight customers. Product Delight gives teams a framework for creating experiences that feel personal, intuitive, and memorable. Whether you’re a product manager, designer, or developer, this book is a valuable addition to your toolkit.”


— Dan Olsen, Author of The Lean Product Playbook


“At Mind the Product, one of our slogans for the product community was to ‘build products people love’, but while our industry talks a lot about delight, it’s not often put into practice. It can be really hard to connect the dots between our customer discovery, our business needs, and delight - until now. In this book, Nesrine connects the dots and lays out an indispensable model and toolkit for systematically integrating delight into everything we build.”


— Martin  Eriksson, Co-author of Product Leadership and co-founder of Mind the Product






“I followed Nesrine’s career over the past years, and I knew she would, one day, step back, reflect, and write down what it really means to build GREAT PRODUCTS! She was always passionate and excellent at thinking, managing, designing, and living Product Management and Development. In her book, Nesrine has put her soul and genius to articulate BEST what it means to build products that NOT ONLY work, BUT that win user HEARTS! Her product delight model leads to aligning business objectives and user goals. Her model indeed humanizes technology and makes it LOVABLE! BRAVO Nesrine for bringing to life this product delight structure and model to enlighten product makers on the need to design products that meet user expectations at both the Functional and the Emotional levels! BRAVO!”



—  Jamel Gafsi, General Manager at Microsoft


“Building truly impactful products today feels like navigating an ever-shifting landscape. Achieving technical excellence — usability, reliability, security — is no longer a differentiator, but simply the foundation. And that’s only the start. Users now also expect products to feel personal, function seamlessly across devices, and align with their values around sustainability and ethics. It’s a tall order — and for product managers already stretched thin, the idea of also creating emotional connection can feel like an insurmountable hurdle.

Yet in today’s saturated digital landscape, functional superiority alone will not suffice. As AI promises to make technically sound products easier to build, emotional connection has become the true differentiator. Indeed, delight increasingly marks the divide between products that fade and those that win and keep hearts.

Nesrine’s book meets this challenge with clarity and structure. It offers an approachable model that makes the idea of delight more tangible and actionable. For those seeking a well-organised overview of how to incorporate emotional considerations into product development, this is a helpful place to start. Still, delight isn’t a formula. The real challenge lies in applying these ideas in the messy, human, and often unpredictable world of product development. This book won’t do that work for you, but it will help you begin, with focus and intent, at a time when genuine emotional connection has never been more essential.”


—    Marcin Floryan, Engineering Leader, Former Director of Product and Engineering at Spotify



“Users do not remember features. They remember how a product made them feel. In Delight, Nesrine shows why emotional connection is not optional but essential. AI makes launching products faster than ever, but without the craft of delighting users, it only speeds up irrelevance. Nesrine shares real lessons from top tech companies and empowers you to build products users care about, not just use.”


— David Pereira, Author of Untrapping Product Teams



“In a world where functionality is table stakes, emotional connection is the true differentiator. Product Delight is a powerful, practical guide to building products that don’t just work—but make people feel. Nesrine Changuel draws from deep experience at the world’s top tech companies to show us how to create products that resonate, inspire, and endure. A must-read for product builders who want to transform user delight into strategic advantage.”



—   Robert Aichner, Partner Director of Product Management at Microsoft

“My favorite product books are almost relentlessly generous in helping product people do their jobs better. I am very happy to say that Nesrine Changuel’s Product Delight is exactly such a book. Product Delight makes a compelling and comprehensive case as to why emotion is key to making products that actually matter to people—and gives you all the information you need to take that idea and apply it directly to your work. I love how it brings a new perspective to some common product development frameworks and methods, as well as introducing a few new ones to which I will be referring frequently. I highly recommend this book to everybody working in product development!”


— Matt LeMay, Author of Impact-first Product Teams and Product Management in Practice


“Product Delight is a thoughtful, well-crafted guide to designing emotionally resonant products. It’s easy to read, packed with relatable examples, and every chapter ends with prompts that help teams put ideas into action. Nesrine offers a structured, approachable way to think about user delight that’s both practical and inspiring. This book won’t revolutionize your practice—but it will sharpen your thinking around something AI still can’t replicate: the human capacity to understand and design for emotion. I believe everyone working in product should be advocating for more emotionally resonant products, and this book helps you do just that.”



— Petra Wille, Product Leadership Coach, Author, and Conference Curator

“In a world saturated with too many useless features, Product Delight helps you cut through the noise. Nesrine Changuel offers a simple and structured approach to something many teams talk about but few know how to deliver: emotional resonance. This is not a book about adding charm on top—it’s about building from the inside out, with purpose, with intent. If you care about building products that are not only useful but meaningful, this book will help you discover and focus on the details that truly matter.”


— Rémi Guyot, Author of Discovery Discipline Personal Product Stories from Google, Spotify, Microsoft, and More


PRODUCT DELIGHT

How to Make Your Product Stand Out with Emotional Connection




DR. NESRINE CHANGUEL


Copyrighted Material

Product Delight: How to Make Your Product Stand Out with Emotional Connection

Copyright © 2025 by Nesrine Changuel. All Rights Reserved.

No part of this publication may be reproduced, stored in a retrieval system, or transmitted, in any form or by any means — electronic, mechanical, photocopying, recording, or otherwise — without the prior written permission of the publisher, except for brief quotations used in reviews or scholarly works.


Publisher: Product Excellence,  www.nesrine-changuel.com


Author and Illustrations: Nesrine Changuel 

Cover design: Lucas Poot

Layout design: Anna Mishchenko 

Editor: Kent J McDonald

ISBN 979-10-977104-0-8 (Paperback)

ISBN 979-10-977104-1-5 (e-book)

ISBN 979-10-977104-2-2 (Hardback)

First published: September 2025 

Legal deposit: June 2025


For more information, visit:  www.nesrine-changuel.com






“To my delighters in life, Maya and Nael”



Thank you so much for taking the time to read Product Delight. I hope it sparks ideas, challenges your thinking, and gives you tools to create more meaningful and delightful products.



Interested in ordering multiple copies or organizing a book club around Product Delight? I’d love that, just reach out at contact@nesrine-changuel.com.


Curious about how to bring the product delight model into your organization? I offer workshops, consulting, and coaching. Drop me a line at the same email and explore the “Work With Me” section at the end of this book for more details.

And if you just want an honest recommendation on the best way to experience Paris, I can help with that too. Don’t hesitate to get in touch.
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Nesrine Changuel is a product expert, coach, trainer, lecturer, speaker, and author. She has spent more than a decade as a product manager and product leader in some of the world’s most successful and product-influencing companies, including Google, Spotify, and Microsoft.


After completing her MSc, Nesrine pursued a PhD at Alcatel-Lucent Bell Labs in Paris, driven by a deep desire to explore and expand her expertise in computer science. Her research journey gave her the freedom to dive into domains such as signal processing, video compression, reinforcement learning, and optimization. She has shared her research at prestigious international conferences and holds a portfolio of patents in her name.


After five years as a full-time researcher at Bell Labs, Nesrine transitioned into product management when Microsoft offered her a role as a video product manager at Skype. She relocated to Sweden to join Skype’s Stockholm office, where she led platform growth, developed core video calling experiences, and even collaborated with NASA to integrate Skype with HoloLens devices. She also worked on strategic initiatives such as interoperability between Skype and Microsoft Teams.


After four years at Skype, Nesrine thought that video conferencing tools reached a good maturity level and considered exploring new areas. She joined Spotify, where she led product areas such as video podcasts and media quality, helping the company scale its platform to support new formats and a wider range of devices. But when the COVID-19 pandemic hit, her view on the maturity of video communication was challenged. As society rapidly shifted toward fully digital interactions, new user needs emerged that were deeply rooted in emotional experience and human connection.

This led her to Google, where she worked on Google Meet with a mission to create the most delightful digital meeting experience possible. Nesrine worked on features such as background replace, emoji reactions, and filters. She built solutions for users who didn’t just need functionality, but needed to feel seen, heard, and comfortable. In 2022, she moved to Paris and joined the Chrome team, where she took on fresh product challenges at the intersection of productivity and emotional resonance, focusing on delivering delightful experiences in Chrome iOS.


In 2024, Nesrine left Google with a new mission: to help companies and product leaders build more delightful products. Having experienced the power of delight firsthand, she became determined to demystify the concept and make it more accessible. Her goal is to help teams move beyond mere utility, toward crafting emotionally engaging experiences that users truly love. Today, she teaches the concept of product delight through academic programs, executive education, and corporate training, empowering leaders and organizations to adopt the delight model and thrive in increasingly competitive markets.





Nesrine lives in Paris, France.


Introduction

I started my journey as a researcher. Right after completing my PhD, I joined Alcatel-Lucent Bell Labs as a research engineer. Being a researcher deeply shaped my product management skills and personality, it taught me how to dive deep into complex problems, explore them from every angle, and build thoughtful, innovative solutions. In my research work, I investigated challenges, prototyped solutions, presented those solutions, and patented them when needed. However, once a prototype showed promise, it was handed over to the development department for productization. That handoff always left me wondering. What happens next? Do users use what I built? Do they like it? That curiosity pushed me to discover the world of product management. This journey has profoundly shaped me, not just as a product manager but as a thinker and communicator.


I’ve always loved being on stage, ever since my research days, and I’ve carried that into my product career, speaking at many conferences around the world. One day, a conference organizer asked me a simple but powerful question: “Have you noticed a common thread among the successful companies you’ve worked at?” It was not an easy question to answer but reflecting on it sparked a realization. Yes, there is a common thread. Each of these companies, from Microsoft to Spotify to Google, are deeply invested in building emotional connections between their products and their users.


That insight led me to dig deeper into the topic of emotional connection in product development. I put on my research hat again, dove into the literature, interviewed product leaders across industries, and synthesized what I learned. In 2024, I left Google with a new mission: to help companies and product leaders create products that connect more emotionally with users.


I call this concept “Product Delight.” Why delight? Most product people agree on the importance of delighting their users, but many don’t know how to operationalize it. That’s why I wrote this book. My goal is to demystify the concept of delight and raise awareness about its power, but also to provide actionable tools, techniques, and a detailed product delight model that makes it easier than ever to build with delight in mind. This book is for every builder who wants their products to be used and loved.



Why Product Delight?


Launching a new tech product is a high-stakes game, with more than 30,000 launches each year and a staggering 95% failure rate.1 With more than 5 million apps competing in app stores and new hardware innovations emerging every year, building something that merely functions is no longer enough. The hard truth is that a product that works well may still struggle to gain traction if it doesn’t make users feel something. Users don’t just want efficient solutions; they crave experiences that connect with those solutions on a human level.


This book makes the case that emotional connection is no longer a luxury, it’s a necessity. Think about Spotify: millions of users can stream music on dozens of platforms, but features such as Spotify Wrapped, personalized playlists, and mood-driven recommendations make users feel seen, understood, and emotionally connected. That connection keeps them coming back. The same holds for Apple, Dyson, Atlassian, and many other category leaders. These companies have learned that delight is the differentiator, the X-factor that turns a good product into an irresistible product. The goal of delight is not just about sprinkling joy on top of utility; it’s about weaving emotion into the core experience so that the product becomes memorable and meaningful.


Delight has long been discussed in the worlds of design and marketing, with established methods and successful case studies, but there’s still a noticeable gap when it comes to its place in product management and business. As a result, many product teams struggle to align cross-functionally on what delight actually means and how to consistently build for it. This book exists to bridge that gap, offering not only a shared language, but also actionable steps to enable smoother alignment between product, design, engineering, and business. When delight is treated as a strategic lens rather than a finishing touch, entire organizations can rally around creating products that are not just functional, but unforgettable.


This book will help you do exactly that. It provides the clarity, tools, and structure needed to make emotional connection an intentional, measurable, and collaborative part of the product development process. Your team won’t just build the product right; they’ll build the right product that resonates deeply with users.



What to Expect from Product Delight?


I built this book using stories from my own personal and professional journeys, and from others who crafted products that people truly love. I believe that we understand better, remember longer, and connect more deeply through storytelling. That’s why each concept in Product Delight is brought to life with real-world examples, lived experiences, and voices from product leaders across different industries.



In Product Delight, you’ll uncover the critical role emotional connection plays in product success, and how it enhances customer loyalty, strengthens brand reputation, and drives organic growth. Backed by research from Harvard Business Review, McKinsey & Company, Capgemini, and others, this book explains why emotional connection isn’t just a nice-to-have; it’s a long-term competitive advantage. You’ll learn that not all delight is created equal and discover how to differentiate between surface delight (surprising, charming touches), deep delight (solutions that emotionally connect by solving core needs), and low delight (functional solutions).


The book is intentionally designed to be flexible. Whether you choose to read it from cover to cover or jump directly to the parts most relevant to your current challenge, you’ll find that every chapter stands on its own. Each section is crafted to be self-explanatory and lightweight in dependency, so you can move freely across chapters without losing the flow or needing to backtrack.


■   At the heart of this book is the product delight model, which consists of four key steps: 1) listing the user’s motivators, 2) defining opportunities, 3) listing and categorizing solutions using the delight grid, and 4) validating those solutions to maximize impact.


■    We’ll dive into methods for identifying functional and emotional user motivators and transforming them into meaningful product opportunities through segmentation, user interviewing, and research- driven discovery.


From insight to execution, you’ll follow a clear, step-by-step approach to developing delightful features that balance emotional connection with practical value.


■      The delight grid is just one part of the product delight model. It helps you classify your ideas across emotional and functional dimensions, and guides you in moving features from low delight to deep delight.



■     And because delight shouldn’t be left to intuition alone, you’ll explore ways to measure it effectively using dedicated metrics and behavioral signals to validate its impact.



■        We’ll also address the concept of delight excellence, highlighting common pitfalls to avoid such as gimmicks or unsustainable ideas, and cover how to ensure your delightful solutions remain impactful and aligned with your long-term product vision.



■   Beyond tools, this book shows that delight is a mindset, one that must shape how teams operate, prioritize, and connect with users. Creating truly delightful products means building a culture in which emotional connection matters as much as usability. Leaders play a key role in making this mindset stick, and a full chapter is dedicated to helping them embed and sustain a delight-driven culture across their teams.


This book is a reference you can revisit over and over again; a guide explained through stories, grounded in real challenges and practical solutions. My hope is that you’ll not only learn how to build delightful products, but also feel inspired to reimagine what your product could mean to the people who use it.


Who Is This Book For?

This book is for anyone involved in building products that people use and who believes those products should also be loved. Whether you’re a product manager trying to balance user needs and business goals, a designer striving to craft meaningful experiences, or an engineer committed to building solutions that aren’t just functional, but lovable, this book is for you.

It’s for product leaders and founders who want to create products that stand out in saturated markets. It’s for teams that are tired of launching features that check all the boxes but fail to resonate. It’s for those who believe that delight is important, but don’t yet have the tools, language, or shared mindset to make it a consistent part of their product practice.


While the idea of emotional connection is often embraced in design and marketing circles, Product Delight brings it into the core of product and business strategy, giving cross-functional teams a model to align around delight as a shared goal. If you’re working in a company where delight feels like a vague ambition rather than an actionable strategy, this book is here to change that.


Whether you’re early in your career or leading large teams, this book will give you the mindset, methods, and vocabulary to build products that don’t just work, they win hearts.


CHAPTER 1

What Is Product Delight?
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DELIGHT PRINCIPLE 1:

A delightful product exceeds expectations and anticipates needs.

Think for a moment. What were the best meals you had in the past few months? Do you have a favorite? Great. Now, why did you choose that


meal? Was it because it was healthy? Delicious? Beautifully presented? Or maybe it was the atmosphere, the people you were with, or the overall experience.

Chances are, it wasn’t just about the food itself. You remember it because it made you feel something. It created a moment of emotions that stuck with you. The same applies to products. Think about a tech product that you enjoyed using. Not one you felt obligated to use, but one that sparked joy, making a lasting impression.

Chances are, you’ve formed an emotional connection with that product. And that wasn’t by accident. The product team behind it approached their work through the lens of product delight, creating experiences that foster emotions, not just utility.


Introducing Product Delight

Imagine a world in which products do only the bare minimum: meeting users’ needs in the most functional, mechanical way. They work, yes, but they’re forgettable. No spark, no emotional pull.

Now imagine the opposite: a beautifully engineered product that fails to meet real user needs. No matter how impressive the design or technology is, if it doesn’t serve a meaningful purpose, it leaves users frustrated and disconnected.

While the second scenario is clearly worse, the first scenario isn’t inspiring either. Because today, solving problems isn’t enough. What makes a product truly memorable is its ability to create an emotional connection, to make users feel understood, empowered, even delighted.

True product delight happens when a product solves a need, but does so in a way that feels effortless, joyful, and a little magical. Loyalty is born in those small, unexpected moments when utility meets emotion.


The Three Pillars of Product Delight

Delivering delight isn’t about exceeding expectations randomly. It requires understanding what makes an experience truly great. Here are three essential elements of creating product delight:

Addressing Pain Points

Users often turn to products because they want to solve a problem or eliminate frustration. Delight happens when a product removes that friction and does so seamlessly.


Take Chrome’s password manager; a feature I love. Now, “love” might seem like a strong word for managing passwords, but consider this: you’re trying to log into a website but can’t remember the password you set six months ago. Frustrating, right?


But just as you hover over the password field, Chrome steps in: “Hey, I’ve got your password, let me fill this out for you.” Saved!

In seconds, you’ve gone from frustration to relief. That’s a delight. An effortless problem-solving that turns a negative experience into a positive one.


Anticipating Needs

Not all user needs arise from frustration, many are unspoken and subtle, and only emerge when the right solution appears. Great products anticipate these needs before users even articulate them.

A product that anticipates needs is one that understands and addresses what the user requires before they even have to ask.

Anticipate needs = Predict + Serve before users ask for it

Take background replace in Google Meet. When we built it, we weren’t solving an explicit user complaint. People hadn’t flooded forums asking for it. But during the pandemic, we noticed a deeper, often unspoken need: the desire to protect privacy while working from home. Kitchens, bedrooms, and shared spaces became our new offices, and with that came vulnerability.

Background replace was one of the best solutions to solve those needs. Quickly, the feature became a must-have across video conferencing platforms.

This is the essence of anticipating needs: noticing subtle behaviors, listening between the lines, and building features that users instantly value, not because they demand them, but because they feel seen.

Exceeding Expectations

A product that exceeds expectations goes a step further by delivering more value, joy, or quality than the user imagined. It surprises and delights.

Solving user needs is fundamental, but true product delight comes from going beyond expectations. It’s about delivering value in ways users didn’t ask for but instantly appreciate. Delight happens when a product surprises with effortlessness, memorability, and the feeling that it’s genuinely looking out for them.

Exceeding Expectation = Delivering more than expected


Take cashback2 in Microsoft Shopping. A few weeks ago, my husband was browsing for a coffee machine on Edge, comparing models and trying to decide which one to buy. After settling on the one that fits best, he proceeded to checkout, expecting the usual process, only to be pleasantly surprised by a suggestion to apply a 5% discount. Edge had automatically sourced a working coupon without him even
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2 Cashback when shopping on Microsoft Edge https://www.microsoft.com/en- us/edge/features/shopping-cashback



searching for one. He hadn’t planned on saving money or looking for deals, so that unexpected gesture felt like a thoughtful bonus.

This is the essence of exceeding expectations: not just removing friction, but adding unexpected value that goes beyond what users assume a product will do. It transforms a routine task, such as online shopping, into a moment of delight that builds emotional connection and long-term loyalty.


A Personal Story of Delight

In 2005, I packed my bags, left my home country, and moved to France to study electrical engineering in Grenoble. It was the start of an exciting new chapter, but also a lonely time. Being far from my family and loved ones was harder than I had imagined. International calls were expensive, and writing letters felt too slow and distant. I missed the feeling of being truly present.

Skype was a perfect solution at that time. It offered me the best way to stay connected within my budget.

A year later, Skype introduced video calling, and everything changed. I could see my parents’ faces, feel their reactions, and be part of their lives again. I was there, virtually, for birthdays, everyday chats, and even my best friend’s wedding. It didn’t just solve the problem of communication; it recreated the feeling of presence. It met a deep emotional need I hadn’t been able to articulate: to feel close, seen, and connected across thousands of kilometers.

Fast forward to 2014. Life came full circle when I joined Skype as a Video Product Manager. That year, my team worked on launching group video calls on mobile. I still remember testing it with my own family. What began as a tool to reconnect, suddenly brought more people into the moment, too. It turned one- on-one calls into family reunions, weaving in joy I hadn’t expected but deeply cherished.

Skype wasn’t just about video calls. It was about creating emotional closeness in a digital world.

Skype recently celebrated its 20th anniversary, but also rang for the last time in May 2025. This example serves as a reference that long before video conferencing became the norm, Skype showed us that the most powerful technologies are those that make us feel something.


The Three Types of Delight

When you first heard the term “product delight,” you might have imagined a tech product with a sleek interface, vibrant design, or a playful Easter egg.


In his book, Designing for Emotion,3 Aarron Walter refers to these elements as “surface delight,” and that’s often what people think of when they hear the word “delight.”


However, delight goes deeper than aesthetics. There are three types of delight, each playing a different role in shaping user experiences. Understanding all three helps us intentionally incorporate delight into products.








3        Aarron Walter, Designing for Emotion (A Book Apart, 2011).



Surface Delight

Surface delight is purely visual or interactive, with polished user interfaces, animations, or small moments of surprise. While these elements can make a product feel more engaging, they don’t help users accomplish goals or fulfill deeper needs.

It’s the most common type of delight because it requires little understanding of user behavior beyond making interactions feel enjoyable.

Apple Watch Celebration

Every New Year’s Eve, the Apple Watch delivers a small celebratory moment. As the clock strikes midnight, a burst of fireworks lights up the screen, marking the occasion. A notification invites the user to tap and replay the animation.

Similarly, on my birthday, I received a “Happy Birthday Nesrine” message. When I tapped it, colorful balloons floated across the screen, adding a festive touch.

Delightful? Yes. These interactions don’t help me achieve a goal or solve a problem, but they make the user smile and foster connections between the user and the product.

Chrome Dino

Google’s Chrome Dino is another example of surface delight.


When a user loses internet access and tries to load a webpage in Google




Chrome, a pixelated T-Rex dinosaur appears, launching into a simple game. The idea originated to entertain users during moments of frustration, turning a negative experience into a playful one.


Even if it doesn’t solve the actual problem of lost connectivity, it’s fun and delightful.

By the way, why a dinosaur? The Chrome Dino is from the metaphor that being offline is like going back to the prehistoric era. When Chrome can’t connect to the internet, it’s like you’re being thrown back in time. So the team chose a dinosaur to represent that moment in a playful way.
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