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Welcome!

• MSCI is a leading provider of critical decision 
support tools and services for the global 
investment community

• With our expertise in research, data and 
technology, we power better investment 
decisions by enabling clients to understand 
and analyze key drivers of risk and return and 
confidently build more effective portfolios. 

• We create industry-leading, research 
enhanced solutions that clients use to gain 
insight into and improve transparency across 
the investment process.

• AlignOrg Solutions is a team of 
organization design & change partners.

• We specialize in helping clients clarify 
strategy, optimize their organization 
designs, and align organization systems to 
lead transformational change and drive 
growth & marketplace success.

• We are dedicated to serving HR and 
business leaders who know that 
transformation is the prerequisite to 
achieving desired future results.



What We’ll Cover Today

1 2 3 4 5
Why MSCI 
started the 
journey on its 
customer-centric 
transformation

How clarifying 
MSCI’s Value 
Offering set up 
the redesign of 
the whole 
organization to 
be more 
customer centric

A tool for 
developing 
Differentiating 
Capabilities to 
drive marketplace 
differentiation

How we utilized 
the development 
of an Operating 
Model to drive 
clarity and 
changes across 
MSCI

Lessons learned
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MSCI Business Case

Ensure clear points of differentiation that enable MSCI’s 
strategy along with an understanding of the needed 
organization capabilities (determine critical capabilities 
needed to deliver the strategy)

Ensure other organizational elements like work processes, 
roles/jobs, governance, P&L management, metrics, 
leadership & culture, people & rewards, etc. are aligned to 
deliver expected results (organization alignment)

Develop a change and implementation road-map for how 
MSCI can transition to the proposed future state once 
designed (realization and change management)Pu
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How can MSCI become fully 
client centric to ensure our growth 
strategies and deliver business 
value in a differentiated and 
entrepreneurial way? 

What should be MSCI’s future 
state organization design and 
operating model (including 
structure and capabilities), culture 
transformation and rewards 
systems to bring to clients our full 
suite of offerings and become their 
solutions provider?



Transformation Roadmap for MSCI



SITUATION ANALYSIS

MSCI Business Case

ü MSCI already has a clearly defined 
strategy – needs to be integrated 
into a design work. 

ü Keys to success will be the integration 
of MSCI’s people, strategy, organization 
and culture. 

ü Current org structure is okay but 
showing signs of limitations. 

ü Competitors are much larger in 
capital and revenue – but also tend 
to be very divisionalized in their 
organizing rationale. 

ü Publicly traded company – stakeholders 
and level of transparency expectations.

ü Need to look at the work activities: 
drive the competitive work for 
effectiveness and the running the 
business work for efficiency. 

ü Need to optimize our efforts both 
at the global level and locally at 
the same time. 

ü People and Rewards: currently 
working on improving this aspect 
of the organization but need to assure 
alignment.

ü Ensure we have an organization 
structure to support the strategy. 

ü Structure must be scalable, agile, 
and be able to support multiple P&Ls 
while still maintain some semblance 
of centralized control/integration. 

ü We must create empowerment with 
managers/leaders/SMEs to foster 
innovation, diversity of ideas and 
entrepreneurial spirit. 

ü Client-centricity must be the 
cornerstone of the go-to market 
strategy.

Keys to SuccessAreas for ImprovementCurrent State



We Started by Clarifying our Value Offering (ANCHOR)

Clients >$x, or the 
potential to be this type 
of client
1. Brand Ambassadors 

who believe MSCI is 
indispensable to their 
success (i.e., Senior 
Stakeholders)

2. Brand Advocates who 
love MSCI solutions and 
influence decisions (i.e., 
Senior Users)

3. Grass Roots Enablers 
who influence the 
continued use of 
solutions and the 
service MSCI provides

I choose MSCI over the 
competition because:
1. Industry expertise
2. Competitive 

differentiation
3. Brand affinity
4. Best-in-class 

qualifications
5. Premium client 

experience

Inside and outside 
sales, partnerships and 
technology

To enable us to better 
meet our Clients’ 
needs, we are wiling to 
make trade-offs:
1. Streamline maintenance 

requirements
2. Enable scalable 

architecture 
3. Extract non-critical 

business areas
4. Evaluate alternative in-

house and/or external 
resourcing

Fee for 
service/subscription

Note: We will focus our efforts first on 
building differentiating capabilities around 
the top four needs

Who do we need to love us the most?

CHannelNeedAudience Omit Revenue



Consider Your Organization

What are the statements 
your target customers 
would say about why they 
choose your organization?
“I choose you because…”

What trade-offs is your 
organization willing to 
make so that you can be 
excellent at other things?

Turn to a partner, 
introduce yourself and 
share your thoughts



“They have best-in-class expertise, credibility, 
industry influence and thought leadership”

We Identified our 
Differentiating Capabilities
Value Offering
I choose MSCI over the competition because:

1. They know my industry and have differentiated 
solutions that drive the best quality commercial 
outcomes for us (help us sell more, provide us 
with mission-critical capabilities, will scale with 
our business)

2. They help me best serve my key stakeholders; 
my clients ask for MSCI products

3. They have best-in-class expertise, 
credibility, industry influence and 
thought leadership

4. They are easy to do business with, from 
contracting through delivery and servicing

Current State Assessment
• Strong/Best in Class   • Adequate/Okay   • Deficient/Gap

Experienced, educated and client-oriented Research, Coverage, 
Product teams w/deep expertise across ALL client segments, ALL 
investment asset classes and ALL functions (e.g., technology)

1

Active client engagement by subject matter experts in all 
functions who serve as evangelists

2

End to end quality control processing and data integrity, including  
across research, production,  issue identification and resolution

3

A – Marketing strategy and leadership to position the firm as a 
thought leader

B – Active Industry Engagement through high profile conferences 
and panels to demonstrate thought leadership

4

Establish relationships and influence key regulators across 
the globe

5

Establish and influence (actors X) regulators across the globe6
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Consider Your Organization

Turn to a different partner, 
introduce yourself and 
share your thoughts

Does your organization 
have a way of describing 

its operating model?
How clear are people at 

your organization about your 
operating model and how it 

is supposed to work?

How could you help 
drive further clarity, and 
how might that benefit 

your organization?

How does your organization 
design for critical capabilities 

that deliver its strategy?



What we could have done differently:

What We’ve Learned

What worked

Engaging the whole executive team to 
do the design work

Following a systematic, outside-driven 
process

Utilizing the executive team (the design 
team) to scope and plan next steps

Compress the time to get the work 
done

Plan further in advance to meet public 
company reporting needs, i.e., 
announcing at beginning of fiscal year

Don’t let go too soon

Prioritization and trade-off design was 
particularly impactful



© 2022 MSCI Inc. All rights reserved. 
Please refer to the disclaimer at the end of this document.

June 21, 2022

Alejandro De Lara, Global Human Resources Partner, MSCI
Ken Thompson, CEO & Principal, AlignOrg Solutions

THE CONFERENCE BOARD’S CHANGE, TRANSFORMATION 
AND ORGANIZATION DESIGN CONFERENCE

Designing for
Customer Focus


