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C O V E R  S T O R Y

Learn the business, not just the brand. 
Expertise requires a deep understanding 
of products, client expectations and the 
regulatory environment.

Michaela Lamers, head of marketing and communications at 
CYCAP Asset Management, operates at the intersection of strategy, 
finance and brand. With deep expertise in asset management and 
renewables, she builds credibility-driven marketing that strengthens 
investor trust, shapes market positioning and turns communication 
into a structural driver of long-term business value.

EXPERIENCE-SHAPED APPROACH: TRUST BUILT 
BEFORE THE FIRST CONVERSATION
My approach to marketing leadership is shaped by one 
fundamental distinction. In asset management, marketing 
does not deliver conversion. There is no “add to cart” moment. 
Conversion happens through sales and relationship management. 
Marketing enables everything that happens before and around 
that interaction. 

We build trust, establish credibility and create content that 
positions the organisation as an expert. By the time a potential 
investor engages, they should already believe they are speaking 
to the right partner.

Because of that, I see marketing as a strategic function, not 
a support role. To operate at that level, expertise is essential. 
You need to understand financial markets, instruments, investor 
expectations and regulatory frameworks in detail. Without that 
depth, you are not building trust. You are communicating without 
substance.

STRATEGIC ROLE OF MARKETING IN ASSET 
MANAGEMENT
Early in my career, marketing in finance was a support 
function. The focus was on making materials look good. 
Today, it is different. Marketing is now much closer to 
business strategy, positioning and stakeholder trust.

The overall picture of a company matters. The website, 
LinkedIn presence, executive visibility and content all 
shape how the organisation is perceived before any 
meeting takes place. This becomes especially important in 
markets like Germany, where public sentiment is currently 
shifting away from renewables, even though the fundamentals 
remain strong.

In that situation, marketing has a clear role. We use data, 
operational track records and concrete proof points to let the 

numbers speak for themselves. When perception moves away 
from reality, we bring it back with substance.

WHAT DRIVES INVESTOR DECISION-MAKING: 
TRUST IN SPECIALIST EXPERTISE
In an increasingly complex market, investor decision-making is 
becoming more selective. Investors choose specialists they trust: 
Organisations with deep expertise and a proven track record 
stand out, and communication needs to reflect that clearly.

Clarity is what makes the difference. It is no longer about 
polished language. It is about defining what we do, where we add 
value and why it matters.

Everything begins with a well-defined value proposition. 
Communication needs to be precise, consistent and grounded in 
expertise. Broad narratives dilute positioning. Focused messaging 
strengthens it.

WHAT SHAPED THE REBRAND: THE CYCLE 
MODEL
Every rebrand begins with a question. Ours was: How do we 
make visible in a brand what we already are? Leading that 
process, transforming CEE Group into CYCAP, a specialised 
renewable energy asset manager with more than 25 years of 
track record and €2.7 billion in assets under management, was 
one of the most defining phases of my career.

My team and I conducted extensive stakeholder and 
market analysis, which led us to one central idea: the cycle. It 
reflects how we operate across the full lifecycle of renewable 
energy assets, including repowering strategies where existing 
wind and solar installations are upgraded with more efficient 
technologies, redesigned layouts and extended operational 
life rather than being decommissioned. With the entire value 
chain managed in-house, this lifecycle approach is operational 
rather than conceptual.

From that foundation, CYCAP emerged as a precise 
expression of our model: Cycle, Capital, Assets and People. 
Capital enables the system to function. Assets represent 
the physical infrastructure. People remain central, shaping 
relationships, decisions and long-term value creation. The 
name was built with intent, not created for effect.

This experience confirmed once more that strategic 
communication begins internally. Alignment must exist before 
external expression. When strategy and communication are 
integrated, the brand becomes durable and credible.

WHAT DRIVES LONG-TERM TRUST: TRACK 
RECORD, VISIBILITY AND CONSISTENCY
I am strongly convinced that building trust and long-term 
brand value starts with contributing genuine expertise to 
the market. Therefore, I focus on thought leadership around 
areas we genuinely own, including repowering, hybridisation 
and portfolio management strategies for renewable energy 
assets. 

Trust is built through consistent delivery and ongoing 
engagement. That engagement is not abstract. It takes place 
through direct interaction with investors, including face-to-face 
discussions, tailored information and the creation of specific 
materials that help them communicate the investment strategy 
within their own organisations. Accessibility also plays a critical 
role. Investors can directly reach the fund management, sales 
and investment teams when questions arise, ensuring clarity 
throughout the relationship.

A clear indicator of that trust is that approximately 44 percent 
of investors choose to reinvest, committing to a second or even 
third fund.

Three principles guide this approach. First, track record 
speaks. Numbers provide clarity and establish a concrete basis for 
trust. Second, the operating model must be visible. Investors need 
to understand how their capital is managed and how decisions 
are made. Third, consistency matters. Communication must align 
with delivery and support investors through transparent, ongoing 
engagement. Over time, brand value comes from consistently 
proving that positioning.

MAKING THE HARD LEADERSHIP CALL: 
CHOOSING BOLD CLARITY OVER SAFE 
FAMILIARITY
One of the toughest decisions I had to make on this project was 
how bold I should be in redesigning the brand. The safer option 
was an incremental update. However, the existing brand required 
constant explanation, which indicated that it was not working.

Creating an entirely new identity required aligning both the 
Management Board and our owner, Brookfield, around a single 
principle: the risk of remaining unclear was greater than the risk 
of change.

That decision reinforced that marketing leadership requires 
advocating for difficult choices and executing them with precision. 
The work does not end at launch. Maintaining consistency and 
discipline ensures that the brand continues to deliver on its 
promise.

ADVICE TO MARKETING LEADERS: BUILD 
BUSINESS EXPERTISE
My advice to marketing leaders is: Learn the business, not just the 
brand. Expertise requires a deep understanding of products, client 
expectations and the regulatory environment.

At the same time, communication must demonstrate 
measurable value. It should support investor conversations, 
strengthen positioning and contribute to business outcomes.

Personal credibility also matters. A distinct voice, industry 
visibility and active participation in relevant discussions strengthen 
trust. In asset management, organisations are evaluated alongside 
the people behind them. A marketing leader with a clear and 
informed perspective becomes a trust signal in their own right. 
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