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The recreational vehicle sector is vast
and varied, consisting of dozens of
manufacturers that, thanks to multi-

form brands, do their best to make their mark
in an increasingly competitive market; a mar-
ket which, due to distances and product
dimensions, is more continental than global.
On one hand Europe, on the other North
America: two large parallel markets with not
much crossover between them. However,
while it’s true that finished products are still
largely linked to their local environment,
some European suppliers of semi-fini-
shed products and components have
successfully managed the leap across
the Atlantic onto the rich U.S. mar-
ket. It takes a good dose of courage
and entrepreneurship – qualities
which are certainly not lacking at
Brianza Plastica, a leading Italian
manufacturer based in the old conti-
nent that is known for its production
of laminated fiberglass. After succes-
sfully entering the motorhome sec-
tor about a decade ago, transferring
its fifty years of experience from the
fiberglass industry, in early 2014
Brianza Plastica opened its very own
subsidiary in the U.S.A., specifically in
Elkhart, Indiana. The head of the Italian manu-
facturer’s U.S. division is Filippo Milani, a
manager with over twenty years experience in
the laminated fiberglass sector. Boasting a
consolidated knowhow both from a technical
and commercial standpoint, Milani is well ver-
sed on the European and North American
markets alike. Together, we sought to under-
stand the differences between these two mar-
kets, and how an Italian company like Brianza
Plastica has managed to convince Americans
of the validity of its products.

Aboutcamp BtoB – What brought a mana-
ger just over forty years old to America,
and just how did Brianza Plastica land on
the new continent?
“The journey was rather complex,” explains
Filippo Milani, General Manager of Brianza
USA Co., “and to be honest, in the early
goings, it was even more complex than expec-
ted. However, as often happens, things even-
tually took a turn for the brighter and I’m now

satisfied with the way our business is
moving forward. I came to Brianza
Plastica in 2006, having already
acquired a great deal of expertise in
the laminated fiberglass sector. After
a few years working in the Rovigo
production site I was transferred to
the company’s headquarters in
Carate Brianza, and in just a short
time I was appointed Sales Manager
for Italy, with responsibility for
various foreign markets. My purely
technical CV was therefore enhanced
with an expertise in sales, completing
a training process that has served me
particularly well in the U.S.A.”

Aboutcamp BtoB – Over fifty years in
business, Brianza Plastica has developed

expertise in a variety of sectors, primarily
in the building industry: does the compa-
ny’s presence in the U.S. market cover all
fronts?
Milani - Never say never, but at the moment
we’re focusing on the vehicles sector, and it’s
not a coincidence if Brianza Plastica’s
American division is based in Elkhart, Indiana.
This small town is actually the ‘RV Capital of
the World,’ with many recreational vehicle
manufacturers based right in the area. The
supplying of fiberglass sheeting to motorho-

me manufacturers has become increasingly
strategic for Brianza Plastica, and in Europe
we’ve signed major agreements with all the
larger manufacturing groups. This explains
our desire to focus specifically on the recrea-
tional vehicle sector, starting up a subsidiary
right in the area that boasts the largest con-
centration of camper and trailer builders. I
want to emphasize that we don’t have a pro-
duction site in Elkhart, but a storage warehou-
se and sales offices. All of the materials are
manufactured in Italy.” 

Aboutcamp BtoB – Let’s discuss the diffe-
rences between Italy, where Brianza
Plastica is based, and the United States.
Milani – “I won’t deny that I noticed differen-
ces right from the start. The sheer size of the
giant American manufacturers makes it har-
der to meet with the people who are directly
involved in the buying and technical develop-
ment process, but in the end the feeling tha-
t’s created thanks to our expertise and compe-
titive products opens the doors to fruitful par-
tnerships and a sense of mutual trust.”
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What are the differences between Americans and Europeans in the way
they perceive and build recreational vehicles? We put this question to
Filippo Milani, head of the U.S. division of Brianza Plastica.

USA - Europe: faraway, so close!

Filippo Milani
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Aboutcamp BtoB – Traditional inside and
outside: are motorhomes made in the
U.S.A. also traditional in terms of building
technology?
Milani – “I wouldn’t define it as traditional -
but rather diversity, which stems from various
factors, and that’s why it’s totally inappropria-
te to express judgments in this case. The
majority of North American users wouldn’t
feel at home in a compact European motorho-
me, yet users and manufacturers alike are cer-
tainly fascinated by European construction
design. Just as, indeed, European RV users are
attracted from the American style and the
dimensions of some motorhomes built in the
U.S. More specifically, in terms of construction
techniques, in Europe laminated fiberglass is
progressively becoming a structural element
of sandwich panels, in which the wooden fra-
mework is increasingly reduced to a minimum
or replaced by a composite material.
Fiberglass sheets realized by Brianza Plastica
and supplied to European manufacturers must
be resistant and aesthetically refined, since
they are glued directly to the internal insula-
tion and have a protective and structural fun-
ction, as well as being clearly visible on the
vehicle, constituting the outer siding. On the
other hand, American motorhomes often still
feature a metallic structural frame supporting
the panels.”

Aboutcamp BtoB – Is it therefore possible
to make changes in building recreational
vehicles in the U.S.A.?
Milani – “The evolution of building techniques
isn’t an immediate concern, since the possibi-
lity of not having to adhere to weight limita-
tions, which in Europe regulate the produc-
tion and sale of vehicles, allows us to maintain
our current operating modes. This doesn’t
exclude the fact that things may very well
change, and Brianza U.S.A. Co. has made spe-
cific proposals to vehicle builders in this sense:
for instance, concerning large and costly Class
A motorhomes. I think that all manufacturers
dream about rollable sheets, allowing for an
effective reduction in handling and storage
costs, and Brianza is headed in this direction.
We need to move away from support panels
onto which fibreglass is glued, and that’s why
we need resistant sheets. We all know that in
the event of water infiltrations in sandwich
panels wood can cause imperfections. Based
on our recommendations, some local manu-
facturers are experimenting with fibreglass
sheeting without a rear support: we’ll have to
wait and see what comes from these tests.” 

Aboutcamp BtoB – Brianza Plastica also
makes special laminates, such as
lightweight materials: can they be
applied to the American market?
Milani – “Brianza Plastica has a vast product
catalogue and we’re involved in a lot of rese-
arch, continuously developing new solutions.
However, we’ve just arrived in America and
we certainly can’t expect to upend a manufac-
turing philosophy that’s been consolidated for

decades. For instance, our laminates lightened
with microspheres reduce overall weight even
though they provide the same thickness. In
this way we can also go down up to 200 gr /
mq (0.04 lb / sqft). Weight reduction is a com-
plex process that needs to involve all vehicle
components.

Aboutcamp BtoB – Why not also consider
eliminating the internal plywood on the
cockpit side?
We can supply excellent fibreglass sheeting,
already prefinished or completable with a thin
lining of manufacturer’s choice, to be cemen-
ted directly to the insulation. These are some
of the possibilities we’re working on. We’re

proceeding with caution, but we’re making
inroads. In terms of special products already
being used, in America we supply RV manu-
facturers fibreglass sheeting with a non-slip
finish: in Europe this material is used primarily
on refrigerated trucks, whereas in the U.S. it is
very much in demand for building hatches,
which once opened, become access ramps to
loading compartments on motorhomes and
trailers.”

Aboutcamp BtoB - The picture you’ve pain-
ted shows differences between Europe
and America, but also a possible future
with a change of scenery. Is this a correct
assessment?
Milani – “Many differences exist, but the two
systems aren’t isolated; we simply need to
understand which technologies from the old
continent can be successfully applied to the
new world, just as certain characteristics from
American vehicles can guide us to new solu-
tions. By proceeding cautiously, while avoiding
excessive interventions, we can find agree-
ments with manufacturers that result in pro-
duct improvements. As far as we’re concer-
ned, we can boast of supplying a high end
product such as the cold rolled Elycold lamina-
te, displaying an excellent quality and finish, at
the right price range. Even our more economi-
cally priced Elyplan laminate is enjoying a
good deal of success on the American market.
Americans have their own way of seeing and
doing things, which differs quite a bit from
Europe, but they appreciate good products.
Whatever the differences between Europe
and America, both markets need innovation
and product quality!”

Elyplan and Elycold
*Elyplan laminates are made using continuous technology, both with and without
a gelcoat finish. Thicknesses can vary from 1 to 2.5 mm; the maximum width is 3200
mm, and lengths are agreed on request. The internal finish can be smooth or mecha-
nically sanded, although the “Corona” treatment is also available (with a small elec-
trical discharge to facilitate bonding). The range also includes Elyplan Design with
printed-paper finish (max width 220 cm), Elyplan Extra Glass with high glass fibre
content (for excellent rigidity and low specific weight), and Elyplan High Finishing
(where the fibres are less visible on the surface).
* Elycold laminates are produced using discontinuous technology with a gelcoat
finish. Thicknesses can vary from 1 to 4 mm. The maximum width is 3400 mm; the
max length, 60 metres. Elycold can be made only with glass fibres with MAT, or with
MAT plus woven matting (for greater strength). Various internal finishes are offered:
smooth, rough, and sanded mechanically or with a film (to counteract dust and
enhance bonding). The range also includes Elycold Lite and Elycold Xlite, special
laminates for greater thickness at no extra weight, and therefore greater rigidity and
flatness, while masking the underlying structures.

B rianza Plastica was set up in
1962 to produce fibreglass

laminates. Over time, it has signifi-
cantly extended its market presen-
ce with a comprehensive product
range. It has served the construc-
tion industry from day one and
has been enjoying increasing suc-
cess in the transport sector since
2006. In this arena, it supplies
fibreglass sheets both to manufac-
turers of recreational vehicles
(campers and caravans) and to
lorry and refrigerated-trailer pro-
ducers. The company is based in
Carate Brianza (just north of
Milan), with other factories in
Ferrandina (near Matera),
Ostellato (near Ferrara) and San
Martino di Venezze (near Rovigo).
It has storage facilities in Nola
(near Naples), Lyon (France) and
Elkhart (USA). Brianza Plastica is
the Europe’s largest producer of
fibreglass. It makes laminates both
with continuous hot and with
discontinuous cold technology.
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