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Introduction 
Triton Systems, Inc. (Triton), a pioneering research and development firm founded in 1992, had long 
been recognized as an advanced materials R&D company in defense and aerospace markets.  
However, since then, the company has evolved into a multifaceted incubator for breakthrough 
technologies — including AI, robotics, environmental systems, and health innovations. So, it 
became clear that the company’s outdated brand identity no longer reflected its vision or value. It 
was concluded that a rebranding was necessary for the company to increase recognition and brand 
awareness. 

DTW Associates (DTW) was brought in to lead a strategic rebranding initiative to realign 
Triton’s image with its cutting-edge mission, growing capabilities, and expanding markets. 

Case Study 
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Why Brand Identity Matters 
A strong, consistent brand identity is more than just a logo—it’s a reflection of a company’s values, 
vision, and promise to its audience. It encompasses visual elements (logos, color schemes, 
typography) and verbal cues (tone, messaging) that build recognition, trust, and emotional 
connection. For innovative companies like Triton, brand identity must also communicate 
technological leadership and forward momentum. 

 

FIGURE 1. The Brand Identity Prism is a well-known marketing model, also referred to as Kapferer's 
Brand Identity Prism. It is a hexagonal prism that represents the six key elements that make up 

brand identity.  

TABLE 1. Key Data on Brand Impact 

Element Why It Matters Supporting Data 

Consistency Boosts recognition and trust +23% revenue (Lucidpress) 

Visual Design First impressions and recall 80% recognition (Loyola University) 

Emotional Resonance Drives loyalty and referrals 3x more word-of-mouth (Capgemini) 

Brand Purpose Strengthens loyalty and growth 2x faster growth (Kantar) 

Clear Messaging Enhances customer acquisition 50% more likely to convert (Bain & Company) 

Storytelling Improves memory and brand impact 22x more recall (Stanford) 
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Company Background 
Triton Systems began as a materials-focused R&D firm supporting space and defense. Over three 
decades, it grew into a 130-employee enterprise with a mission to commercialize disruptive 
technologies across diverse sectors, from defense to human health and clean energy. The company 
recently moved into a state-of-the-art facility, reinforcing its commitment to innovation and 
expansion. 

The Problem 
Triton’s original logo—featuring the acronym "TSI"—reflected its early roots as Triton Systems 
Incorporated. However, the acronym had fallen out of use, and both clients and employees 
universally referred to the company as "Triton" or "Triton Systems." New hires found the logo 
outdated and disconnected from the company’s evolving direction. Additionally, customer surveys 
revealed confusion about the name and visual inconsistency across touchpoints, signaling a 
growing misalignment between brand and business identity. 

 

Figure 2. The Triton Systems Logo. 

DTW Associates’ Strategic Approach 

1. Discovery & Research 
DTW Associates began with a comprehensive audit that included internal interviews, customer 
surveys, competitive benchmarking, and brand perception analysis. Key findings revealed that the 
existing brand was perceived as outdated, lacked coherence, and did not reflect the company’s 
cutting-edge innovations. 

2. Strategy & Positioning 
The goal was to modernize Triton’s brand while honoring its legacy. The strategy centered on: 
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• Retaining elements of the original identity to preserve brand equity 

• Developing a future-forward visual language 

• Differentiating from competitors through unique design and messaging 

• Aligning the brand with Triton’s expanding portfolio and ambitions 

3. Design Development 
DTW explored a wide range of visual directions, including color palettes, typography, iconography, 
and layout styles. The team narrowed down options in collaboration with Triton’s leadership and 
engaged employees and key clients to ensure stakeholder alignment. 

4. Brand Identity System 
The final identity included: 

• A redesigned logo that emphasized “Triton” over the outdated “TSI” 

• A fresh color system and typographic hierarchy 

• Business cards, letterhead, digital templates, PowerPoint decks 

• A complete brand guideline manual for internal and external use 

• A new tagline to represent the company’s commitment to innovation 

 

Figure 3. Triton Systems New Logo and Tagline 

5. Rollout & Implementation 
A six-month rollout plan was crafted to ensure a smooth transition. DTW worked closely with 
departments across Triton to phase out the old identity, implement the new system, and manage 
costs and logistics. The plan included internal communications, digital asset replacement, and 
updated signage and collateral. 
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Results 
• Unified Identity: A cohesive, modern brand now accurately reflects Triton’s capabilities and 

vision. 

• Improved Recognition: Early feedback from partners and customers praised the clarity and 
professionalism of the new design. 

• Employee Alignment: Team members embraced the refreshed identity, enhancing internal 
pride and brand advocacy. 

• Market Positioning: Triton’s new brand positions it as a leader in high-tech innovation 
across industries. 

 

Figure 4. Triton Systems New Logo Brand Guidelines 

Conclusion 
For companies undergoing transformation, a brand identity refresh isn’t just cosmetic—it’s 
strategic. In the case of Triton Systems, the new brand launched by DTW Associates strengthened 
external perception, boosted internal cohesion, and positioned the company for continued 
innovation and growth. A thoughtful, research-based approach and close collaboration were 
essential in delivering a brand that honors the past while building momentum for the future. 

Need help with your brand? Call us today at: 978-505-1275 or 
email us at dwilson@dtwassociates.net. 
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