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The young company Nlisis Chromatography had all aspects of
its brand and design strategy developed in one go, because it
contributes in a positive way to the image of an enterprise if the
visual identity, the product design, and the spatial design form a
coherent picture. And as a starting company, you obviously have

to present yourself convincingly right from the start. | ® o %
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THE MELFIT ONE BY NLISIS

A few million chemical analysts throughout
the world are busy every day researching sub-
stances with the help of gas chromatography.
In this technology, a substance is heated and
fed under pressure through a glass tube, a
so-called capillary column. This is how the
components of the substance are separated.
The food industry, the petrochemical indus-
try, and pharmaceutical companies cannot do
without gas chromatography for the analysis
of raw materials. Environmental pollution is
also analysed this way.

The glass columns, which can be six to ten
metres long with a diameter of about one
millimetre, must frequently be fitted with a
new front part, because this part may become
contaminated. And sometimes a column has
to be split up in order to catch a certain sub-

stance. In both cases, the analyst must con-
nect a small glass tube to the column. This is
precision work that takes up a lot of time and
often goes wrong.

In 2008, Nlisis Chromatography in Veldhoven
launched the Melfit One, a device that can
connect two tubes almost fully automatically
within a couple of minutes, seamless and
leakproof. This is done by sliding a glass socket
over the two parts to be connected. Through a
heating process, the socket and the two parts
of the column melt together.

The company has arisen from a task force
created by the Dutch government that was to
investigate the possibilities of gas chromato-
graphy. A successful investigation resulting in
so many ideas for new products, that in 2006 it
was decided to start up a business enterprise.

BREAKTHROUGH TECHNOLOGY

The Melfit One solves problems in gas chro-
matography, but there are more problems for
which Nlisis wants to develop solutions. ‘Mare
new products are already in the pipeline’, says
Paul Heere, Nlisis’ marketing man. That was
one of the reasons why the company invested
a relatively large amount in their brand and
design strategy. A form language has already
been created for the products to come. Heere
mentions yet another reason: “The Melfit One
is breakthrough technology in an established
market where large parties supply the equip-
ment and large parties use the equipment.
As a small company, you must try to gain
acceptance for yourself in the market. To do
this, you need a strong brand that on the one
hand communicates that this company works
differently from the other brands, and on the
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other hand, works in confirmation of the mar-
ket." Buyers need this confirmation because
the gas chromatography sector is so heavily
regulated that buyers do not easily take their
chances with a party that deviates too much
from what is customary. This is why a group
of experts from this sector has continuously
beeninvolved in the development of the
brand and design strategy.

FORM LANGUAGE

The brand identity and form language for
the products have partly been designed by
Zilver Brand Driven Innovation, Erik Roscam
Abbing's bureau. This adviser, who was
trained as an industrial designer at the Delft
University of Technology, has developed a
method in which the brand is at the centre of
the design strategy. That was exactly what
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Nlisis needed, says Heere. “Erik has set up the
entire brand identity and brand materialisa-
tion process. The brand has all kinds of mani-
festations. It starts with the name and the
logo, and then there is the product design, the
website, the adverts, and the presentation at
trade fairs, all of which contact moments that
you as a brand share with your customers.

We have constantly asked ourselves where
we want to show ourselves and how we want
to show ourselves.”

The concrete design of all Nlisis brand mani-
festations has been carried out by the agen-
cies Designest and Nandooh, both Zilver af-
filiates. The Melfit One has been designed by
Total Support, Simac, and Faes. According to
Heere, Nlisis distinguishes itself from other
brands in analytical chemistry through both
its multicolour brand identity and the form

language of the Melfit One. “You will not find
the curves and circles of the Melfit One in

any of the products of other providers. Their
products are often cream-coloured, whereas
we have opted for a taut white combined with
brushed aluminium. This gives the product a
high-quality, tactile image. The simplicity of
the design clearly shows the beauty of the
technology.”

Paul Heere will not say how many Melfit One’s
Nlisis expects to sell. It is, however, clear that
this is a worldwide market with a turnover of
millions. The first reactions to the new prod-
uct have raised high expectations, because
even before its market introduction, the
Melfit One has already received a number of
impaortant, international awards. Now, the
organisation itself has received an award for
the consistent application of design. <<



