
Mountain Club of SA

òWhen we reach the mountain summits we leave behind all the 

things that weigh heavily on our body and our spirit. 

We leave behind all sense of depression; we feel a new freedom, 

a great exhilaration of the body no less than the spirit."

Jan Christiaan Smuts 
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Background & Introduction

Å The MCSA was founded in 1891 and is one of only two mountain 

clubs in Africa which are affiliated to the world mountaineering 

body, the UIAA. 

Å The Club consists of 14 Sections geographically distributed. 

Å The MCSA has traditionally enjoyed good patronage, from 

mountain lovers, however, in more recent years, membership and 

relevance is thought to be on the decline, given the changing 

environment that it now operates within.

Å A project was initiated in 2008 by the Cape Town Section to 

develop a new vision, supporting values and a clear brand strategy 

for the club moving forward.

Å The following presentation represents the culmination of insight 

gathering conducted to date, and some initial recommendations on 

the strategic direction of the MCSA moving forward.
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Project Process
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Market Insight
Where we have come from?

Macro & Category?

Consumer?

Competitors?

Vision & Brand Strategy
Vision & Brand Positioning

Brand Portfolio & Architecture

Market Segmentation

Brand Development
Brand Identity (Look)

Communication Strategy (Say)

Brand Engagement (Do)

Brand Innovation (Invent)

Implementation
Brand Identity Roll-Out

Global Communication Plan

Global Engagement Plan

M&E



òIf you donõt know where you are going, 

all roads lead there.ó

American Indian Proverb

Vision & Brand Positioning
VISION & BRAND STRATEGY PRESENTATION - 14 MARCH 2009
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Attributes of a successful vision

1. Leader initiated

ð This will give the vision focus, coherence and power.

2. Shared and supported

ð Creating a community of like minded individuals, all striving for the 

same goals.

3. Comprehensive and detailed

ð So that each individual understands their role in the delivery process, 

and understands the significance of their contribution.

4. Positive and Inspiring

ð This process has to be worth the efforté it must challenge us to go 

beyond what we think is acceptable, or even possible.

5
Joel Barker ïThe Power of Vision
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The importance of brand

Å There are two sides to any business or organisation:
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EMOTIONAL

Å Operations

Å Employee / member 

skills

Å Products & services

Å Fixed & movable 

assetsé

Å Vision, mission & values

Å Personality & Identity

Å Member behaviour

Å Intangible assetsé

BRAND

BUSINESS
SWEET
SPOT

Both must be built 

responsibly to 

ensure long term 

success!
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Brand Peers

& Mentors

Brand Personality

& Archetypes

Brand 
Values

Functional 
Brand 

Benefits

Brand 
Essence

Emotional 
Brand 

Benefits

Market Definition

Brand Proposition

What we believe in 

most as a brand

The soul of our 

brand

What you get from us How we make you feel

What kind of person 

would this brand be?

Which brands do we 

associate ourselves with 

and who do we admire?

How  do we define our market?

Who are we and why are we better?
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Market Definition Inputs

ÅNature

ÅMountains

ÅAccessibility

ÅGreat 

Outdoors

ÅNatural

appreciation

OUR

ENVIRONMENT

ÅConnection

ÅLeisure & 

Lifestyle

ÅClimbing

ÅSociability

ÅSport

ÅFitness

WHAT 

WE DO

ÅThe 

environment

ÅSocial 

investment

ÅLink between 

city & 

mountain

WHY ITS 

IMPORTANT

ÅAdventure 

ÅTherapy

ÅFriendship

ÅPersonal

liberation

WHAT IT 

GIVES US

OUR MARKET DEFINITION WHAT MAKES US 

DIFFERENT
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MCSA Market Definition

Leisure 

Connection

Environment & 

Sustainability

The Great 

Outdoors
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Overview of market insight

Å We need to explore the market we are operating in, to ensure that 

our strategic vision is based on a solid foundation:

INSIGHTS

Other 

Mountain 

Clubs

Our 

History

Our 

Consumers 

Great 

Outdoors 

Brands
óGreat 

Outdoorsô 

Brands

Leisure & 

Lifestyle 

Clubs
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The MCSA

Å The Mountain Club of South Africa (MCSA) offers climbing, 

mountaineering and hiking opportunities to its members and is 

involved in mountain search and rescue, training, conservation of 

mountain areas, procurement of access for mountaineering, and 

competition climbing, through its 14 Southern African sections:

1. Cape Town

2. Johannesburg

3. KZN

4. Eastern Province

5. Magaliesberg

6. Stellenbosch

7. Southern Cape

Our 

History

8. Free State

9. Hottentots Holland

10.Amajuba

11. Namibia

12.Paarl Wellington

13.Tygerberg

14.Worcester
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An internal perspective

Great heritage and respect Mountains at core of all we do

Lacking relevance Member driven organisation

Declining awareness
More relevance and 

broader accessibility

Lacking focus and direction
Clear vision and action plan 

moving forward

Slow and old Fun, engaging, social

Reactionary Proactive & sustainable
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Some questions being asked

Å What is happening in the world around us that we should be aware 

of and responding to? (World turning green again, and accessibility 

of mountains at every level)

Å Who is our target audience, both now and in the future?

Å What do they want from us?

Å What do we have to offer them, and is it relevant and appealing?

Å Who should we be partnering with to have more impact?

Å What direction should we be taking moving forward to ensure our 

long term sustainability as a club?

Å How can we bring this vision to live in an inspiring and accessible 

way? (NB channels ðmeets, www, newsletters, etc.)

Å How can we ensure ongoing relevance through effective 

measurement, evaluation and renewal of our efforts?
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MCSA Group
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Cape Town
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Johannesburg Section
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KZN Section
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Key insights to take forward

Practical & Functional
Yet what drives us to climb 

mountains is EMOTIONAL

12 Different Clubs/Brands?
A truly GLOCAL approach

(Top-down/Bottom-up)

Very information rich Less is more

The same for everyone
Segmented, relevant,

targeted information

All doing our own thing Partnership & Connection

Lots of history & heritage... 

But a little bit scary

History & heritage in a more 

accessible package
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UIAA
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The American Alpine Club


