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“Our magazine is growing. It is now the third consecutive issue that

offers a bumper 32 pages. Number 10 will be even richer, with

much news and many innovative products. Aboutcamp BtoB was

born in Italy, where there is an extraordinary abundance of local

OEM producers that finds this media an effective tool to promote themselves worldwi-

de. Yet we are becoming more and more international, and there will be the opportu-

nity to guest star other OEMs: Europeans, Americans, Australians and Chinese...  I

would like to take this opportunity to thank all the readers who are spuring us on to

do better: "At last a magazine for us!”,  as some technical directors and purchasing

managers have kindly written to us. Not that we're invented anything new. After all,

most technical sectors have one or more b2b magazines. In the nautical world there

are over a dozen. In the RV industry… far less. So please stay tuned

Antonio Mazzucchelli
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MARKET & PRODUCTS

RV wholesale
shipments rea-

ched an eight-year
best of 356,735
units in 2014, an
11% gain over the
321,127 units ship-
ped the previous
year, according to
RVIA’s December
survey of manufacturers. Towable units ended the year at
312,784 units, a 10.6% increase over the 282,795 units
shipped in 2013. Motorhomes climbed by 14.7% to
43,951 units from 38,332 units. On a monthly basis,
December shipments totaled 26,736 units, which was
23.3% better than the December 2013 total of 21,676
units. This was the highest December total for RV whole-
sale shipments dating back to 2005. “It’s only fitting that
the remarkable year that the RV industry has enjoyed
would be capped off by the best December for the RV
market in nine years,” said RVIA President Richard Coon.
“The RV industry saw vibrant growth last year thanks to
improving economic conditions and the deeply held prefe-
rences that consumers have for RV travel and camping.
We look forward to riding that momentum to further
gains in the upcoming year.”

All in CARAVANING 2015 will open its doors from June
26 to 28, 2015 at Beijing Exhibition Centre. After

three successful editions, the show has underlined its lea-
ding role as the No.1 trade show for motorhomes and
caravans in China. This year, it will be bound to set off a
new upsurge of caravaning and camping lifestyle. Looking
back on extremely positive results of All in CARAVANING
2014, the show has hit a new all-time record of 20,000
exhibition space, 183 exhibitors, 5,231 trade visitors, 200
media, and 153 vehicles. The exhibition hall presented a
bustling business atmosphere, indicating the great and
uninterrupted interest in caravan vacationing. In responds
to the strong market demand, the four organizers will
work closer this year to realize continuous innovation and
breakthrough in exhibition scale, exhibit scope, and servi-
ces. The show will far exceed the industry’s expectations
with multiple highlights. 240 exhibitors with over 300
domestic and internationally renowned brands are expec-
ted to attend All in CARAVANING 2015, offering wide
coverage of products ranging from motorhomes and cara-
vans as well as base vehicles, accessories, upgrade compo-
nents, tents, mobile homes and travel destinations. All in
CARAVANING Annual Conference 2015 and various
technical workshops will be held simultaneously, attracting
industry experts from home and abroad to get together
and exchange experiences while searching for common
ground and joint development. All in CARAVANING  is
jointly organized by Messe Düsseldorf (Shanghai) Co., Ltd.,
YASN International Exhibition Co., Ltd., China National
Travel Service (HK) Group, China Association of
Automotive Manufacturers Recreational Vehicle Industry
Committee (CMRV), and China Self-Driving Tour and
Camping & Caravaning Association (STCCA）of CTACA.

Caravan Industry Manufacturing production reaches record level as
consumers insatiable appetite for caravan and camping continues.

Australian RV production statistics released by the Caravan Industry
Association of Australia are the highest monthly production on record.
October 2014’s monthly total of 2,152 recreational vehicles (RVs) produ-
ced is the highest since monthly production figures began being reported
in 2008.
These new statistics tell a story of continued strength and growth in the
Australian auto-manufacturing sector. The RV production statistics for
October show a year on year growth of 4.7 percent compared to October
2013. Since 2008, RV registrations have increased by 21.6 percent
(528,869 up from 414,469). These numbers demonstrate that the
Australian auto-manufacturing industry is alive and well in the world of
RVs. “The strength of the caravanning and camping industry in Australia
is undeniable,” said Stuart Lamont, CEO of Caravan Industry Association
of Australia. “The manufacturers are a big part of what makes our indu-
stry strong, and contribute to the growth and future of the industry in
Australia. The Australian Design Rules for the construction of RV’s for
Australian conditions are some of the toughest in the world, and it’s
important that products being supplied to the market continue to meet
these standards. With deregulation of the Government’s agenda, it is
important that consumers purchasing products in our industry are sup-
plied with products that are able to stand up to the rigours of the
Australian landscape.” 
To provide a greater level of comfort to Australian consumers the Caravan
Industry has developed its own accreditation program – RVMAP - which
is represented by an accreditation key. This key provides the consumer
with an added level of confidence that manufacturers displaying the key
have been inspected by the industry peak body, and are committed to the
manufacture of RV product in accordance with the strict Australian
Design Rules. “RVs that are made in Australia, and comply with our rigo-
rous design regulations, are the best products for use in Australia’s uni-
que environment and conditions,” Lamont said.

According to European Caravan Federation (ECF) figures, 2014 sales of
new leisure vehicles in Europe remained relatively steady:  around

136,800 new leisure vehicles were sold in 2014, a decline of about 0,5 per-
cent relative to the prior year, for the sector as a whole. However, sales
results differed for the two main types of leisure vehicles. Caravan sales fell
around 2 percent, whereas motor caravan sales rose slightly, by nearly 1
percent. After a number of years of sales losses, industry experts regard
these figures as the first positive sign that leisure vehicle sales figures are fir-
ming up.“I am pleased that, in addition to Germany – which in recent years
has been almost the only national market whose results have run counter
to the negative sales trends elsewhere – other national markets are now
also registering sales increases,” noted Hans‐Karl Sternberg, general secre-
tary of the European Caravan Federation (ECF). “Five national markets
apart from Germany registered sales increases last year. And as for motor
caravans, even ten national markets (including Germany) registered sales
increases.” According to ECF figures, more than 65,000 new caravans were
sold in Europe in 2014 – an around 2 percent decline. Sales increases were
registered, however, apart from Germany, also in the important markets
France and Sweden, as well as in the relatively small markets constituted by
Spain, Belgium and Slovenia, while sales declined in all other national mar-
kets. The situation was considerably better in terms of motor caravan sales.
With 72,000 new units sold, this sector registered a sales increase of
around 1 percent in the following national markets: Germany, Great
Britain, Switzerland, Sweden, Belgium, Austria, The Netherlands, Denmark,
Spain and Portugal.

Australian industry continues to prosper

European leisure vehicle sales stabilizeUSA RV shipments: vibrant grow

China show is gearing up

News



In April, the Commercial Court of Siena
has approved the arrangement with cre-

ditors of the company Autocaravans Rimor
which puts an end to the process of takeo-
ver of the assets of this company by Luano Camp, subsidiary of Trigano. This
expected decision allows Trigano to become the owner of the brands RIMOR
and KENTUCKY and therefore to strengthen its business on the low cost seg-
ment. Rimor, located in Poggibonsi (Italy) close to the Italian factories of
Trigano, has sold around 1.200 motorhomes in 2013/2014. Trigano anticipa-
tes full-year sales around EUR 50M in the short term.

Trigano acquired
Autocaravans Rimor 

News

Filippi Legnami has obtained the certification
UNI EN ISO 9001. But it is not the only change

for 2015. The company, in fact, can now also
boast PEFC ® and FSC ® certifications, attesting
the responsible forest management and chain of
custody of products. PEFC ®, in particular, offers
buyers of wood and surface materials the oppor-
tunity to help sustainable forestry, to promote the
image of wood as a renewable raw material and
to encourage a responsible management of
forests.

Filippi Legnami is ISO 9001, FSC and PEFC certified

Very useful to realize
components requi-

red to equip the work
machines or to prepare
prototypes, the new 3d
printer bought by
Metallarte is a Fortus 3D
production system that
uses ABS plus production
grade thermoplastic,
which is up to 40 percent
stronger than standard
ABS material. It creates
fine-detailed, accurate
and durable end-pro-
ducts. It’s possible to print in 9 standard colours
or custom colours (ivory, white, black, dark grey,

red, blue, olive
green, nectarine and
fluorescent yellow).
The printer Fortus
250mc utilizes Fused
D e p o s i t i o n
Modeling (FDM)
Technology to build
models from the
bottom up in layers. 

Metallarte acquired a 3D printer
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Focus on TRENDS

Words Michel Vuillermoz

Innovation that excitesInnovation that excites

Innovation that excites is the winning claim
of a Japanese automaker that aligns perfec-
tly with the automotive world, a world in

which innovation (including performance,
beauty, comfort, safety, originality, distinction,
research, and ecology) moves forward alongsi-
de developments in technology and electronics. 
But how does one reconcile the frenzied rush
towards innovation in recreational vehicles,
given the unlimited number of components,
whose developmental technology and produc-
tion have, for the most part, remained unchan-
ged for decades?
I believe this challenge plays out on several
fields: the automotive, that is the progress
achieved in the automotive sector by producers
of camper shells, engines and chassis for RV; in
on board domotics, the technological service,
simplicity, practicality, and ease of use included
in the vehicle; and creativity, the element repre-
senting the distinction between a company
that manufactures motorhomes by assembling
components furnished by third parties, and one
makes its own motorhome, instilling them with
personality, style, and originality. 

AUTOMOTIVE
The chassis is to a motorhome what a building
plot is to a house: the component to which the
automotive world transmits innovation.
Although at times innovation comes randomly,
as in the case of the Euro 6 engine adjustments,
where some manufacturers are still today follo-
wing Euro 5+, a great deal has been achieved
with regard to comfort and safety, in both acti-
ve and passive ways. For example, more effi-
cient air conditioners suitable for much larger
spaces, automatic transmissions (Mercedes-
Benz 7G-Tronic and Iveco Hi-Matic ZF) worthy
of the top cars, and a combination of devices
dedicated to the increasing needs of a vehicle’s
weakest point, the driver. ABS systems, comple-

An overview of developments and challenges in recreational vehicle design and construction, withAn overview of developments and challenges in recreational vehicle design and construction, with
the technical journalist Michel Vuillermozthe technical journalist Michel Vuillermoz
An overview of developments and challenges in recreational vehicle design and construction, withAn overview of developments and challenges in recreational vehicle design and construction, with
the technical journalist Michel Vuillermozthe technical journalist Michel Vuillermoz
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te EBD brake balance systems, Adaptive ESP
able to gage the load (and consequently the
propensity of skidding and grip) of each tire,
driver assistance systems (Cross-Lane
Assistance, to keep the vehicle in its own lane,
Crosswind Assist to manage spin outs caused
by side winds, Collision Prevention Assist to
manage the appropriate safety distance (and
breaking distance) with respect to the prece-
ding vehicle, Traction+, Hill-Descent-Control,
Hill-Holder, Tempomat are all tools adapted
from the automobile, now available in all
newly-registered vehicles and making an
increasingly strong entry into the world of
recreational vehicles. All with self-levelling
suspension, allowing for immediate manage-
ment and control of the vehicle’s balance. 

DOMOTIC
The automobiles and recreational vehicle
worlds, however, travel at different speeds: the
significant renewal introduced with the launch
of basic mechanics of the 2006 generation, so
nine years ago, has meant, among other
things, the introduction of CAN-bus electrical
systems, the series standard in multicast buses
(simultaneous information distribution to a
group of recipients), that utilizes a line of
potential difference as the transmission
medium, thus reducing the number of wiring
harnesses present on board the vehicle, and
resulting in an easier, more convenient mana-
gement of all the electrical components.
Adjusting the electrical systems of vehicles with
living spaces to the potential offered by CAN-
bus systems started officially, though, only in
2011, with the installation of a common CI-Bus
platform, based on an initiative of the German
CIVD: a cooperative agreement signed by
about twenty makers (Alphatronics, Adria, AL-
KO, BCA, BPW, Buettner, Carthago, Dataschalt,
Dometic, Waeco, Frankia, Hella, Hobby,
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KnausTabbert, Kurz Elektronik, -
LMC, Niesmann+Bischoff, Reich,
Remis, Sargent, Schaudt,
Thetford, TopTron, Truma,
Votronic, and Webasto) with the
intention of developing a single
data system for caravans.
Developing not only electrical
systems but also on board domo-
tic components (from refrigera-
tors to air conditioning, heating
systems, and satellite antenna
position systems), in a way that
can be managed through a sin-
gle, simple, functional central
command panel, able to best
assist the crew both while in use
and during routine maintenance.
A simplification that allows for a
central “master” control unit that
manages all peripheral devices,
the “slave”, and that is already
installed in vehicles by Hobby,
Concorde and Morelo, and on
Knaus Eurostar 650 SF caravans,
the series by luxury concept
makers Caravisio.

Advanced heating systems
Staying in the field of CI-BUS devices, Truma recently updated its very
modern CP Plus digital control panel, by adapting it to the platform
desired and developed by CIVD: a particularly important sign, espe-
cially when one considers that the Putzbrunn company, through its
digital Control Panel Plus display, allows not only for heating and boi-
ler systems control (Combi/CombiE/Combi Diesel), but also runs the
Saphir and Aventa air conditioning systems. An all-in-one, user-frien-
dly, reliable system, one moving ever-closer to the concept of auto-
matic air conditioning in automobiles, with a central intelligence unit
that can determine whether to heat or cool the cabin based on cur-
rent conditions, thus maintaining a constant temperature.  A similar
idea is found in the newest Alde Compact 3020, with the new
Swedish-made boiler dedicated to convection heating of auto-cara-
vans and boats, the latest version of which was released in mid-2014,
and distinguished by increased energy efficiency. This water-based
heating system has already conquered the high end lines and is now
starting to appear in the mid-range (Gruppo Trigano based on Ajax
such as Autostar, Challenger Sirius, Chausson Exaltis) and on some
models designed for Northern European markets (including the Itineo
DB 740). Alde is agreeable not only for its ability to heat the vehicle
uniformly, but also for its perfect integration in the chassis with heat
exchangers and pre-heating engines that allow the engine to heat
the interior of the motorhome, and, when appropriate, allows the
water heater to warm up the engine with electrical or gas consum-
ption, a markedly competitive feature. Today, Alde enjoys a trusted
position among leading brands, which have chosen this type of hea-
ting system over traditional warm air duct systems. Among others,

these include Pilote, which makes Alde available on
every vehicle exceeding 7 meters in length, regar-
dless of its level or sophistication of the model, and
Laika, with a rich catalogue of new Ecovip motorho-
mes available in both the Truma and Alde versions.

Other domotic examples
Domotics, naturally, are not limited to heating
systems: this is where the pursuit of innovation has
focused on various internal components, starting
with trivalent refrigerators, with Dometic and
Thetford products available today in various sizes in
order to best accommodate the needs of builders
during construction; lighting systems, most of which
are today fully LED  and more and more equipped
with dimmers and multi-function controls to manage
light sources in different areas of the camper at once;
as well as those accessories that are rarely part of
standard equipment but which are hugely successful
in the aftermarket, such as satellite antennas. In this
field, the most modern automatic control  systems
are making more and more headway, integrated in
only two elements (antenna and LCD television),
which up until now have always been divided into
three (antenna, decoders and control systems, and
LCD televisions): the result is the possibility to direc-
tly manage every function through a classic television
remote control, with an antenna that detect the

channel wanted by the user and starts up automatically by selecting
the satellite and positioning it to receive the signal. All of this in a few
seconds, in a simple, intuitive manner and with a system that also
frees up more space for other purposes within the vehicle. These are
a shining example of the new Smart systems offered by the specialist
Teleco.

CREATIVITY
Automotive, domotic, inventive: all things considered, this third ele-
ment is the one that makes a true difference. In fact, the basic
mechanics are standard for all outfitters (Fiat Ducato, Iveco Daily,
Ford Transit, Mercedes-Benz Sprinter, Renault Master, VW
Transporter, to name a few of those used), and, as such, the techni-
cal components that literally bring life to the vehicle. The only aspect
a manufacturer can work with directly to distinguish his product is, in
short, on the level of what he designs, makes, and assembles him-
self. This component more than any other marks the DNA of a brand,
the distinction from others. This is achieved by following progress,
passing from semi-craftsman to an industrial perspective, and having
the courage to dare. Simplifying construction, standardizing assem-
bly, striving for quality-testing criteria that reduce the need for
human intervention during assembly phases. But note, standardizing
does not mean producing uniform vehicles, but rather producing
vehicles by following a uniform production process. Starting with the
development of internal plants, the landscape of European construc-
tion, despite being wide and varied, has become heavily focused on
a few internal measures repeated across almost all types of construc-

Focus on TRENDS
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tion: the transverse queen-sized bed over the
garage, the twin beds in the rear (above the
garage in Southern Europe, lower and some-
times with full-width rear bathrooms in
Northern European models), and the classic
central bed that represents the evolution of
the so-called ‘French style’ double bed, born
in the early 1990s along with the spread of
the first low profile coachbuilt. 
The rear bed
Universally approved in France, the central

bed seen some interesting interpretations, a
trend rooted in the Rapido 640, designed
directly by company owner M. Rousseau,
bringing together all necessities, from
bathrooms with showers to refrigerators, in
an interior living space less than six and a
half meters, thanks to a unique placement of
the transverse kitchen block. A solution
copied in the 840F motorhome and then
extended with some modifications to the
other products, including Itineo MC 650 and

Florium Mayflower 65 LMX. The Pilote
Pacific P 650 Essentiel and Bavaria T
650 Style take this concept to the
extreme with a rear bed no longer
next to the bathroom but with
the bathroom centrally placed,
in the living area. 

Compacts
For years the tendency has been to offer
large vehicles, but we are now witnessing a
reversal that’s bringing together discretion,
agility, ease of driving and parking. The
design is still one with a couple-based crew
in mind, but in a more dynamic version that
puts every aspect of the vehicle to use: this
explains the constant rise of vans now seen
everywhere throughout catalogues, which
and can be divided into three essential
trends: the classic multi-purpose vans,
descendants of the Volkswagen Transporter;
the classic vans up to and often exceeding 6
meters in length; and the compacts, which
for years have seen the Concorde Compact
as the dominant firm example, followed by
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Focus on TRENDS

recent proposals by the Trigano (Font
Vendome Bel Horizont) and Rapido
(Campereve Neovan) groups. The lion’s
share of these are classic vans, typically with
Fiat Ducato L3H2, 599 cm in length and 258
cm in height, for example. The two most in-
demand interior arrangements are: the tran-
sversal queen bed with a removable frame
to favor use of the storage compartment
through the two rear doors, and the longi-
tudinal double bed positioned along the left
wall, opposite the bathroom and closet.
Two classic plans that over the years have
seen great success in partial versions and
which are now starting to become available
in fully integrated versions, with compact
mid-range and medium-high-range motor-
homes: from the new Laika Ecovip 600 to
the Hymer Exsis I414, from the Knaus Van-I
550MD to the Dethleffs Globebus I1,
without forgetting the Pilote Galaxy G600,
Rapido 803 and Itineo LB600.

Customization
Upgrade and customization have always
been winning elements in the automotive
and are of key importance today for recrea-
tional vehicles. In a small van, Knaus offers
the possibility to have or not have the for-
ward bed with lifting system, to choose two
types of bathroom (central or lateral), to
select the rear zone according to one’s
needs (single, double, or a maxi-queen bed
measuring 2x2 meters), combing all these
elements in a rear cargo area with the sim-

ple hoisting of the bed, without removing
any components. Interesting developments,
on the other hand, with regard to the low
profile coachbuilt, are coming out of
Poland, with the enterprising NeoTraveller
that, starting with a Ducato L3H3, on the
Voyager models substitutes roof and rear
blocks with fiberglass, gaining an additional
twenty cm in length, a decidedly more har-
monious external look, and the benefits of
smoother interior spaces and surfaces. 
Among the classic productions, the new
path is about upgrades: two or three types
of interior furnishing, two or three types of
flooring, a setup that can be enriched with
accessory packages. At the forefront is
Pilote, which allows choices in external wall
coverings (fiberglass or smooth aluminium),
the chassis (Fiat Camping-Car Special or AL-
KO AMC), the structure of double floor, the
style of furniture, three levels of internal
outfitting and two types heating for every
class A motorhome exceeding 7 meters in
length.  Less possible to choose but in any
case worth highlighting are the Laika offe-
rings for the new Ecovip motorhomes (here

as well there are three interior designs and
two types of heating for every vehicle),
Rapido (large part of the vehicles by
Elegance or Montalcino), Challenger and
Chausson.
And creativity? It’s not about simply moving
the bathroom position with respect to the
central bed, obliging those who need to
reach the rear room to pass through the
bathroom—something that happens rarely
in a home, and moreover should not hap-
pen in a recreational vehicle—but rather
creativity is knowing how to read the spa-
ces, how to position an emotional and fun-
ctional mix within the interior, one that
replicates the comfort and ease of a modern
home. Not of a gothic cathedral, not even
of a mountain cabin. Creativity is creating
new forms, the capacity to lend dynamism
to a vehicle even when it is stopped. It’s
having imagination. It’s the desire to keep
up with innovations as they developed and
made available by the connected worlds of
travelling tourism, automobiles, and domo-
tics. And imagining the future is the only
way to reach it, in any sector.





Aboutcamp BtoB is sent free of charge to motorhome and caravan
manufacturers all over the world. It contains extremely close-up and specific information on
a selection of international component manufacturers. The recipients of this quarterly should therefore be purchasing, technical and
product managers as well as designers and company management. If you are not yet registered in our mailing list or if you have
colleague who wants to receive the magazine, please fill the form on the website www.aboutcampbtob.eu or send us an e-mail to
redazione@aboutcamp.eu or fax us at +39-02-58437051 or telephone at +39-02-58437693.

Receive your free copy of the magazineReceive your free copy of the magazine
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Brianza Plastica has been
in business for over 50
years, producing fiber-

glass laminates. It is currently
experiencing a substantial
growth trend in the automotive
sector, in which it has been ope-
rating for the past ten years or
so, supplying heavy vehicle out-
fitters, especially manufacturers
of refrigerated trailers, as well as
manufacturers of recreational
vehicles (motorhomes and cara-
vans). We met up with Gianluca
Della Pedrina, export sales
manager at Brianza Plastica,
who illustrated the company’s
plans and future projects. “The
recreational vehicle market is
increasingly important for us,”
explains Gianluca Della
Pedrina, “accounting for at
least 30% of our turnover in
the automotive sector. We
now have a strong presen-
ce in the Trigano group,
with whom we’ve establi-
shed a fruitful partner-
ship, supplying on an
ongoing basis the
French branch Trigano
VDL (where the
Challenger, Chausson,
Caravelair and
Sterckeman vehicles
are manufactured),
as well as the Italian
division SEA
(Elnagh, McLouis
and Mobilvetta)
and the Spanish
m a n u f a c t u r e r
Benimar. This
ongoing partner-
ship with a major

group that is a ben-
chmark for the market ser-
ves as a guarantee for our
other customers, both in
terms of the validity of
our products and the level
of reliability our company
provides, with over half a
century of experience,
four production sites and
two logistics locations in
France and in the United
States. The opening just
this past January of our
branch in Elkhart,

Indiana,” – adds Brianza
Plastica’s export sales manager,
“provides a very strong sign of
our presence in a highly strate-
gic market such as North
America; a long-term inve-
stment that demonstrates our
desire to grow in markets
beyond Europe. The Southeast
Asian market also looks very
promising to us, and we intend
to participate in a variety of
trade fairs, both on our own and
with local partners.”   
“Our potential for growth and
expansion is sustained by a
very broad range of pro-
ducts: we offer recreatio-
nal vehicle manufacturers
both Elycold laminates,
produced with disconti-
nuous technology, with a
gelcoat finish, with MAT
glass fibers only, or with MAT

plus matting (for greater resi-
stance), or our range of Elyplan
laminates produced with conti-
nuous technology, with or
without a gelcoat finish,”– con-
cludes Della Pedrina.
“Production flexibility is guaran-
teed for all products, but it’s at
its highest level when we’re tal-
king about Elycold cold lamina-
tes, for which we can supply
even just one roll 60 meters in
length.”

Brianza Plastica SpA - Via Rivera, 50 - 20841 Carate Brianza - Italy
Ph: +39 036291601 - Fax: +39 0362990457
www.brianzaplastica.it - info@brianzaplastica.it  

With a strong foothold in the recreational vehicle sector, in which it has been operating for years, this Italian
company aims to increase its share of European markets and those further afield – primarily North America.

Words Andrea Cattaneo

Fiberglass laminates for every need

Company Profile
Brianza Plastica was set up in 1962 to produce fiberglass lami-

nates. Over time, it has significantly increased its market
share thanks to a vast range of products: from an ongoing pre-
sence in the construction industry, to a major expansion in the
transport sector as of 2006, supplying fiberglass panels for both
manufacturers of recreational vehicles (motorhomes and cara-
vans) and outfitters of trucks and trailers with cold storage cells.
The company is based in Carate Brianza (just north of Milan),
with production sites in Ferrandina (near Matera), Ostellato (near
Ferrara) and San Martino di Venezze (near Rovigo). Warehouse
and sales centers are located in Nola (Na), Lyons (France) and
Elkhart (USA). Brianza Plastica is a leading European manufactu-
rer of fiberglass panels, producing laminates with both conti-
nuous hot and discontinuous cold technology.
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CBE Srl - Via Vienna, 4 - z.i. Spini (settore D) - 38121 Trento   - Italy
Tel: +39 0461 958381 - Fax: +39 0461 960009

Web: www.cbe.it

CBE demonstrates its leadership
also in the production of wiring
harnesses
Inside an entry-level motorhome, there can be over 500 meters of electrical cabling. CBE specializes in the
manufacturing of wiring harnesses as well. Thanks to its decades long expertise in this production segment,
the company is well aware of and can solve any kind of issues, and successfully manages to meet all requests
for special applications of any kind. This is thus a strategic sector for CBE, which is a leader in the mid-to-high
end market segment, and supplies nearly 70% of European manufacturers in the Premium range.

Words Andrea Cattaneo

Among the less
visible, less
g l amo ro u s

parts of a motorho-
me, wiring harnesses

are nonetheless an
essential component –

a characteristic that is little known indeed to
end users, but very well known to manufac-
turers of recreational vehicles. The wiring insi-
de a vehicle is a wealth of hidden “roads”
and “highways” for the transmission of both
the electrical power and the data required by
such a complex living system on wheels to
operate correctly. As a leader in the European
market of electrical systems and electronic
components applied to caravanning, CBE has
been well aware of these needs for years.
And today wiring harnesses represent an
important part of the Italian based company’s
business activities. We asked CBE owner
Bruno Conci to tell us a little more about
wiring harnesses and their applications.

How did CBE develop its presence in such
a specific market segment as wiring har-
nesses?

Our revenues in this sector are well consolida-
ted: by the mid 1970s, CBE had already deve-

loped and was supplying various types of
wiring harnesses. During the early 2000s, our
revenues in this market segment significantly
increased both due to a reorganization of our
internal resources, and as a result of our
customers’ – motorhome manufacturers –
increasing demand for wiring harnesses sup-
plied as a complete package. We therefore
began focusing our efforts on this business
activity – which for years now has accounted
for roughly 1/3 of our revenues. First of all,
we acquired one of our historical suppliers in
Italy; then, we created a start-up in Tunisia.
Both production sites are exclusively dedica-
ted to the manufacturing of wiring harnesses,
so we own the whole process, from product
design to production, thus providing an
added-value service to our customers. The
entire process is managed by our headquar-
ters in Trento, which has full control over all
the company operating and decision-making
functions related to product design & deve-
lopment and purchasing of materials, and
also coordinates from a technical and logisti-
cal point of view the subsidiaries where
wiring harnesses are physically produced.
This is how our company has become a sup-
plier of integrated solutions and systems for
everything concerning electrical systems.

At a time when many motorhome buil-
ders have achieved a certain degree of
production maturity, wouldn’t it be more
advantageous for them to manufacture
their own wiring harness systems?

I don’t think so. For manufacturers, it’s more
convenient to outsource the production of
wiring harnesses, relying on a supplier with
consolidated experience. At least in theory. In
fact, the outsourcing option is much harder
to apply for companies that already have their
own wiring harnesses department. Such an
in-house organization cannot be just discon-
tinued from one day to the next, above all
because of the consequences that this deci-
sion would have for all the involved employe-
es. Besides providing a complete service from
design to finished product, our company can
also support at various levels the manufactu-
rers who want to undertake some production
processes in-house. A manufacturer must
make decisions aimed at achieving the best
possible compromise in terms of price, quali-
ty and timing. The higher degree of product
industrialization and production planning a
company manages to attain, the more advan-
tage it will get by relying on specific external
suppliers that can offer quality and expertise,
such as CBE.

Bruno Conci
CBE Owner
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Can manufacturers having their own in-
house wiring harness department hope
to achieve the same level of experience
and expertise as yours?

That’s very unlikely. Or better yet, perhaps
they can get there, but only for a limited pro-
duction segment. On the contrary, our com-
pany has a very high degree of know-how
related to vehicles of all price ranges, vehicles
that are very different and require specific
solutions. Thanks to its decades-long expe-
rience in this production segment, CBE is well
aware of and can solve any kind of issues,
and successfully manages to meet all requests
for special applications of any kind. We spe-
cialize in the manufacturing of wiring harnes-
ses for motorhomes, so we perfectly know
our end of the business. Problems related to
applications on recreational vehicles are diffe-
rent from issues that may arise in the civil sec-
tor, or during the construction of a building.
They’re also different with respect to other
types of vehicles, such as cars and motorcy-
cles. In order to meet the high levels of quali-
ty and reliability requested for this essential
component, huge investments are required.
And these can be justified by important volu-
mes alone. CBE manages to offer high quali-
tative standards at a competitive price thanks
to the economies of scale it can obtain and to
its capacity to buy large quantities of mate-
rials. 

How do wiring harnesses fit into such a
complex system that is a modern-day
motorhome? And what are the implica-
tions from a production point of view?

We’re talking about a component that –
while it doesn’t have a huge cost – is none-
theless strategically important because it’s
one of the first to be installed on the assem-
bly line. This means that for a motorhome
manufacturer, having a 100% reliable sup-
plier who can guarantee prompt deliveries is
vital. Otherwise there’s always a risk that the
entire production process will come to a stan-
dstill. But we’re also talking about compo-
nents that must be top-quality and fully relia-
ble. That’s because wiring harnesses can only
be tested after completing the vehicle, i.e.
when everything else has already been instal-

led, and of course that’s a long time after
we’ve supplied our product. If a defect or
malfunction were to come up, it would be
difficult, and in any case costly, to try to resol-
ve the problem when the motorhome is by
then out of the production assembly line.

Regarding wiring harnesses on motorho-
mes, is there any difference between
economy and luxury vehicles?

Oh yes, absolutely, there’s a great deal of dif-
ference. At first glance, it would appear that
there isn’t, since there are
obviously many points in com-
mon, and very often the same
materials are used in the same
quantities. In theory, the same
issues arise, since we need to
guarantee resistant connec-
tors that are as sturdy as pos-
sible and not subject to mal-
functioning due to vibrations,
just as in both cases we need
to protect the cables, for
example using PVC sheathing
and corrugated tubes that are
compliant with standards in
the automotive sector.
Nonetheless, a great many
differences exist. The main
difference is the number of
mains to be cabled. On an
entry-level motorhome, which
can be conceptually simple,
we essentially have a limited
number of mains; while on a
complex high-end model a far
greater number of mains are
needed.

So are the differences limited to the num-
ber of mains involved?

Yes, but that is not a negligible factor, becau-
se it has significant implications on costs. But
there’s more. On a high-end motorhome, for
instance, there are several complex equip-
ments with special characteristics, such as
dedicated connectors, which require interfa-
cing. You therefore need dedicated terminals
and specific machinery to connect these ter-
minals to electrical cables. In short, for smal-

ler production numbers – as it is often the
case in the sector of luxury vehicles, but in
other categories too – we are required to use
more expensive materials, as well as more
complex machinery. It’s easy to understand
how only companies such as ours, with a high
production output, can effectively manage
such a situation at an acceptable cost.

Can we then say that CBE specializes in
wiring harnesses for high-end vehicles?

That’s true. We’re market leaders in the mid-
to-high end range, and in
the premium range we
supply up to nearly 70%
of European manufactu-
rers, which allows us to
innovate and come up
with advanced solutions.
Solutions that will ultima-
tely also be launched in
the economy end of the
market. One of our com-
pany’s strengths – inclu-
ding in terms of wiring
harnesses – is that we’re
able to operate in very dif-
ferent sectors; indeed,
we’ve designed special
kits conceived for entry-
level vehicles and for small
series productions. With
so-called “standard kits,”
we supply wiring harnes-
ses for connecting our
equipment, with connec-
tors that are anything but
ordinary, even though they

may be economical. The fact
that the equipment we supply is based on our
wiring harnesses, and therefore delivers the
reliability and quality of CBE wiring harnesses,
allows us to guarantee that such equipment
will work all the time, and function to the
best of its ability. This isn’t always the case,
since the market is riddled with faulty equip-
ment that does not work well due to pro-
blems related to connectors, or to cable
dimensions. Our point is that we just don’t
want to take any risk. That’s why all of our
products include the wiring harnesses requi-
red for connecting our equipment. 
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CTA Srl  - Via Groenlandia, 23 - 00040 Pomezia (RM) - Italy
Tel: +39.06 91601096 - Fax: +39.06 91601096 

Web: www.ctapomezia.it

CTA offers an inged selection of baggage rack for recreational vehicles with transverse bars (repo-
sitionable) and equipped with fastening systems furniture perfect for the installation of solar
panels, storage compartments, air conditioners, antennas , equipments.

Everything holder lightweight
and versatile

Words Giorgio Carpi

nearly oval, is installed vertically, in the
second case the bars are designed to be
bedridden. In substance, with the first
system we have two bars which run longi-
tudinally along the sides of the roof of the
camper, lifted and secured to the structure
of the body by means of mergers in alumi-
num, generally two terminals and a inter-
mediate support. The crosspieces engage
to the bars, by exploiting the groove that
runs centrally along the bars, but today the
side bars are the most popular, but there is
also a variant of the peripheral closure, on
four sides, a sort of restraining enclosure
obtained with profiles and angular to add
on to the side bars. Different instead the
system to bars recumbent, which are atta-
ched directly to the roof and evenly distri-
bute the weight along the entire perimeter.
In this case, the braces are fixed in the top
part and overcomes the longitudinal bars.
The profile of the cross used for both
systems is the same. The rods have a rubber
protection with anti-slip and shock absor-
ber function for the support of various elec-
trical loads. But the profile can be removed
to make room for systems specific that
allows installation of several components:
air conditioners, satellite antennas, solar
panels, storage compartments, ski rack,
canoe rack, and so on.
Very robust, the CTA bars of roof are also
extremely versatile, as it confirms Dario
Bellezze. “ The versatility of the
system - says the Sales Manager
of CTA – lies in the fact that
at an any point in time,
you can insert additio-
nal cross at any
point of the
r o o f ,
w i t h o u t
e x t r a c -
t i n g
t h e

other cross, then without the need to per-
form disassembly. The crosspieces engage
on its mounts and are attached to the bars
with screws with diamond head that are
inserted in the groove and are rotated so as
to self. You complete the whole with a
small bracket so that beam itself is locked
in total safety.” This versatility is ensured
both with the bars recumbent, since the
system if rails has the same operation.
Systems from roof are produced as a kit,
with various standard lengths of bars for
adapting to the different widths of the
camper on the market, and however you
can purchase the components individually,
to compose the boot as you prefer, this can
be useful for small fitters with limited pro-
duction or prices only, in all cases, the pro-
files of the bars may be an anodized alumi-
num or painted, usually in the classic white
RAL 9010. It is interesting to note that the
profiles of aluminum with central groove
are proposed by CTA also for other purpo-
ses: as amounting rails in the forepeak
garage or guides
for TV holders
at variable
height.

CTA has a 38 year long experien-
ce in the automotive industry,

and it is mainly focused on tran-
sforming different kinds of techni-
cal vehicles and structures. It
addresses mainly vehicle manufac-
turers which need not only the
design, production and supply of
finished products, but also after-
sales assistance. Its great experien-
ce and organization capacity lead
to a rapid development in produc-
tion; this is what enables the
technical department to carry out
extremely innovative studies, while
efficiently following up on the pro-
gress of purchased orders. Today
CTA works with the most famous
Italian and European RV manufac-
turers providing seatbelt ancho-
ring structures, luggage racks, seat
swivels, TV brackets, ladders. All in
compliance with European safety
standards.

Company Profile

It is long time that CTA moves with
mastery in the field of roof bars, produ-
cing aluminum components that, toge-

ther, form a support system to luggage and
accessories. The evolution of this product
lies in the presence of guides on the longi-
tudinal bars that allow not only the easy
insertion of crosspieces perpendicular, but
also the possibility of changing their posi-
tion in a fast and easy way. ”We have two
types of side bars - explain us  Dario
Bellezze, sales manager of CTA - which
allow different configurations of the boot
from roof. The difference is the aluminum
profile used, but also the sealing system. In
one case the profile, which has a section
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Multifunction ladders

Although it is not the product of tip, ladders are an
important voice in the CTA catalogue. Innovative

and original the multifunction ladder has a portion that
is used both inside and outside of the medium with
cost savings and weight. The concept is simple: the
internal ladder, to be used for climbing in the cabcover,
is designed to be used also on the outside to extend
the ladder to the roof attached to the back wall of the
vehicle made in anodized aluminum or painted, CTA
ladders multifunction are certified and comply with all

applicable laws. They are manufactured
in different lengths, from 85 to 170

cm, starting from two until
seven steps. “Our solution is
really appreciated – tells us
Dario Bellezze – because it
prevents access to the roof
by spiteful person,
without our appendix, in
fact, it lacks the final part
of the ladder. The coupling
system is simple and really

safety: the ladder attaches
securely with the simple enga-

gement. So it inserts the ladder
with a certain angle, holding it raised

from the ground, and then rotates toward the wall.
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Lamicolor SPA - Via Roma, 23 - 12030 Caramagna Piemonte (CN) - Italy
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Artistic laminates

To a distracted observer, Lamicolor’s
presence in the caravanning sector
might appear marginal, since it focu-

ses solely on supplying laminates for furni-
shings. In fact, these laminates are far from
being of secondary importance in the make-
up of a motorhome or caravan’s living
space, with implications both from an
aesthetic standpoint and in terms of the
usability of furniture elements. We’re refer-
ring to finishes for table tops and kitchen
counters, commonly used surfaces that also
have an overall aesthetic importance in the
general decor.  
As a manufacturer of HPL laminates (High
Pressure Laminates), it is essential for
Lamicolor to guarantee the product’s resi-
stance to abrasion and shocks, ensuring
that it will be easy to clean – and, not least,
has a trendy and attractive look that will
blend in well with the rest of the interiors. 
At the company’s manufacturing facilities in

the region of Piedmont, with an overall sur-
face area of 12,000 square meters of cove-
red production space, where it employs
about one hundred people, every year
Lamicolor produces over a million laminated
panels, and the caravanning sector accounts
for an important slice of its turnover, with
exports making up the lion’s share. 
“Our first range of products for the caravan-
ning sector dates back to 1998,” explains
Roberto Gandino, general manager of
Lamicolor. “Since then, we’ve always
sought to create specific product lines for
the recreational vehicle segment, a market
that’s become strategic for us. We now ope-
rate with Europe’s major groups and manu-
facturers, and our presence is also growing
abroad.” 
In addition to table tops and kitchen coun-
ters, Lamicolor’s laminates are also used for
kitchen shelves and doors, minor details in
bathrooms, and shelves in the sleeping area.

The collection of lamina-
tes specific to the sector is
continuously updated,
with new solutions propo-
sed periodically to manu-
facturers and outfitters,
including designers and
architects working in the
recreational vehicles sec-
tor. 
Lamco HPL is a laminate
created using a high pres-

sure production process. The starting point
consists of layered sheets of kraft paper that
are impregnated with phenolic resins, to
which a sheet of decorative paper impre-
gnated with melamine resin is added.
Quality components first and foremost, as
well as a production process that combines
pressure and heat, employing heat presses
(90 kg/sq. cm of thrust at 150°C) in which
the polymerization of the resins takes place.
The result is a malleable laminate that is
easy to process, but with a high degree of
mechanical and chemical resistance. 
An excellent product that can also count on
a highly professional organizational structu-
re, capable of managing all stages of pro-
duction with expertise, from manufacturing
to sales, and a customer care service that is
second to none. 
“We have a good product, there’s no que-
stion about that, but our real strength lies in
flexibility,” states Santino Chiaramello, the
company’s sales manager, “flexibility in pro-
duction, which is essential in our dealings
with the world of recreational vehicles.
We’re capable of satisfying specific requests
in just a short turnaround time. Market
reactivity is one of our strengths, including

Words Antonio Mazzucchelli

Lamicolor’s presence in the recreational vehicles sector continues to grow: its laminates for kitchen and table
tops are a hit with manufacturers throughout Europe, and are constantly updated to keep up with current
fashion trends.

Santino Chiaramello 
and Roberto Gandino
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the ability to respond quickly and professionally to customer needs,
and this has enabled us to become a prefer-
red partner of many Italian and foreign
manufacturers. A production flexibility that
is never separated from reliable customer

service. What gives us an edge is
the ability to combine quality

products, planning effi-
ciency and

p r o m p t
c u s t o -
m e r

r e s p on s e
times.” 
This level of
flexibility is
well suited

to quickly chan-
ging trends in furni-

shings for motorhomes
and caravans. At one time, a marble effect was preferred for table
top and kitchen laminates, or wood tints; however, in the past few
years glossy effects have really taken hold, in a plain light coloured
finish or with soft patterns, providing a bright ambiance and contra-
sting well with other parts of the furniture.

“Laminates are elements that are decided on towards the end of the
design phase,” continues Santino Chiaramello, “and we customari-
ly present our collections of laminates to manufacturers a few
months in advance, well before the introduction of new models. At
one time, vehicle builders tended to make use of the same type of
laminate of different models. Today, on the other hand, there is a
need to differentiate the range, which entails a greater commitment
on our part.” 
“We work hard to try to adapt to the whims of the designers and
manufacturers we work with,” says Roberto Gandino, general
manager of Lamicolor. “Production has rigid parameters in terms of
formats and sizes, but we’re flexible in everything else. Our lamina-
tes are produced in five standard measurements, up to 160 cm in
width by 420 cm in length, and the manufacturers then indepen-
dently cut these sheets as required. On the other hand, for decors,
tints and patterns, we can customize the product based on the
customer’s demands. Roughly 70% of our products are standard,
but a good 30% of production is customized. With our standard
products, we can even supply small series.” 
Quality, variety and manufacturing flexibility are therefore the pri-
mary guidelines at Lamicolor, which in maintaining its market lea-
dership position boasts various certifications, not just on production
processes and pollutant emissions, but also on energy savings and
the use of timber (for paper) acquired from responsibly and sustai-
nably managed forests.

Lamicolor is an Italian manufacturer specializing in the production of laminates. The company’s benchmark product is Lamco
HPL, created using a high pressure, high temperature pressing process. Every year, Lamicolor’s production lines manufacture

over 5 million square meters of laminates, of which 55% are exported. Located in southern Piedmont, the company’s production
site covers an overall surface area of 27,000 sq. m, including 12,000 sq. m of covered production space. Lamicolor employs 115
people, with an annual turnover of around 20 million euros. The caravanning sector accounts for an important share of the com-
pany’s sales, supplying laminates for furnishings (kitchen counters and table tops) to leading European recreational vehicle manu-
facturers and outfitters, as well as partnerships with Australian companies. The first collection of products for the RV sector dates
back to 1998: since then, specific ranges of laminates are created annually for the sector. Lamicolor’s production is guaranteed by
various European and international certifications, including FSC and PEFC certifications attesting to its commitment to making
use of materials from sustainably managed forests.

Company Profile
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Tailored suits for motorhome 
and caravans

Words Giorgio Carpi

Larcos is an Italian company specialized in the production of insulating covers to be applied to windows, win-
dshields and motorhome cabins. For the OEM market, Larcos presents a new cover for heating pipes, its line
of carpet and an antistatic device for mattresses.

You can not say that ideas are
lacking to the Italian entrepre-
neur Andrea Costa, owner of

Larcos Srl, who has developed a very
wide range of accessories for motor-
home embracing all segments of tis-
sue processing: curtains, awnings,
thermal blinds, staves, foot boards,
scat covers, porthole covers, total
covers...
Products are made to measure for any
need, in Larcos laboratories with high
quality material, specifically designed
to allow quick installation. The suc-
cess of Larcos in the after market is
mainly due to its “Overcoat”: a real

overcoat for the whole motorhome’s cab, manufactured with tear-
resistent fabrics, reflective and oil-water repellent, with a non con-
ductive thickness of mm 6, it ensures a good protection against heat
and intense cold. 
Very appreciated also the external sun shade: extremely fast to install
(5 sec.), it offers a reliable protection from the sun; combining a
pleasant aesthetic effect, it allows the window to close without pro-
ceeding with an additional dismantling. Like the other Larcos’ pro-
ducts, it can be tailored for each type of windows, in thermal or
colorful tissue.
A real best seller is pre-entry for motorhomes and caravans, made of
resistant and waterproof material, extremely versatile, suitable for all
seasons and all occasions. The reduced size offers the possibility to
use it in parking areas, parking and reduced spaces. For the OEM
market, the company based in Forlì, presents an interesting solution
that enables to preserve the heat inside the pipes that diffuse the
hot air. A project experimented with the heating system Truma, but

Andrea Costa
General Manager

Larcos di Costa Andrea - Via Golfarelli, 157 - 47122 Forlì (FC) - Italy
Tel. +39 0543 796988 - Fax +39 0543 796988

Web: www.larcos.it
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Larcos has also a range of products designed to improve the quality of rest, which includes a bed base in staves, made to mea-
sure for any single or double bed, using evaporated beech staves resting on a polyurethanic support with closed cell and memo-

ry effect, contained in pure cotton lining. The mattress is made of polyurethanic foam with memory effect. The part in contact with
the body is a bio-device static screening fabrics made with silver and carbon stabilized with magnetic stripes. It is a coating to be
placed on the mattress with magnetic field stabilized north-south and able to promote the psychological well-being, protecting the
body from the harmful effects of electromagnetic fields that alter the body's balance. The fabric is certified by Polab, a specialized
Italian electromagnetic laboratory.

Bio campering

applicable to any system that uses forced air.
Very often the heating system is placed in
the rear of the vehicle, under a queen bed or
a "French bed". In this way, the path for the
hot air to reach the front of the motorhome
is long and creates heat loss. Even more if
they are placed in a double floor. Larcos
applied the technology developed for the
heat shields also to the hot air pipes creating
an easy application with techincal fabrics
that surrounds the corrugated tube and iso-
late it. Larcos also has other interesting pro-
ducts for the OEM market. For example its
wide range of shaped and bordered footbo-
ard with polyester ribbon, manufactured in a
single piece tailored for every space of the
motorhome or caravan, using a nautical
fabric for moquettes, with excellent anti-
wear, anti-uv, antimicrobial and anti-moud
properties. It can be easly palced, is easy to
handle and it is removable for the cleaning
with water. 

Company is included in the national ethical consortium, able to guarantee valve
and quality on an entirely italian product. From January 2008 Larcos became part

of handicrafts catalogue of ethics, drawnup by the chamber of commerce in Forlì-
Cesena. The Brand “Crafts of Ethics” was created to communicating the values of
artisan enterprises.
Simple and clear in the functioning, designed to be coherent with the structure of
small and medium-sized organizations. It communicates the active membership of
the organizations with the principles of sustainable development in work, enviro-
ment, consumer interest, economic aspects, relationships with land and community:
dimensions that are supported by the commitment of Larcos firm.
"We were able to keep in our company all the qualities of craftsmanship - tells
Andrea Costa, owner of Larcos A further example is the commitment of our
Company Larcos regarding research, development and use of quality materials cho-
sen to obtain quality products. The materials and all the various processing steps that
allow to realize our items are executed in Italy. All this ensures quality and value
obtainable only from the Italian experience in this field».

Crafts of Ethics
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Nobilpan S.p.A - Via Partigiani d'Italia, 8 - 43055 Mezzano Superiore (PR) - Italy 
Ph. +39 0521 815974 - Fax +39 0521 816737

Web: www.nobilpan.it

Now widely consolidated in
a variety of production sec-
tors, wood finishing

techniques are nothing new, and
are a reliable and economically
advantageous way of creating
furniture and furnishings.
This is precisely Nobilpan’s

area of expertise, boasting
forty years of experience in the
recreational vehicles sector, sup-
plying manufacturers and specia-
lized carpenters. With around 20
employees on its payroll,

Nobilpan’s presence on the Italian
market is well rooted, collaborating
with major manufacturers, but the

company intends to extend its sphere of influence to foreign mar-
kets, thanks in part to some recent investments. For the past three
years, Nobilpan has participated in the Caravan Salon in Düsseldorf,
establishing partnerships with RV builders across Europe and abro-
ad. In addition, new contacts have been developed with major
manufacturers in emerging countries.
“We’re not afraid of the global market” says Marcello Maestri,
Nobilpan’s Sales Manager, “and our desire to extend our range is
always stronger. Our production can certainly be increased.” 
Just what are the products Nobilpan proposes to the caravanning
sector, and what are their applications? The product catalogues lists
various types of finished panels, i.e. raw wood panels to which a
thin surface coating layer is applied to achieve a wood effect, or
other types of finishing. The process, which is ubiquitous to the
recreational vehicle sector, was brought over from the home furni-
shings industry. Nobilpan uses different types of surface coatings
(decorative paper, laminates, PVC, polypropylene, etc.), while plywo-

Quality, expertise and respect for
the environment
Nobilpan’s ever growing commitment to the recreational vehicles sector has oriented the company to broa-
den its horizons, not just on the European scene – but worldwide, increasingly perfecting its production and
focusing on the finishing of wood furniture.

Words Antonio Mazzucchelli



Contacts:
Marcello Maestri
E-mail: info@nobilpan.it

21

od is used as a support for the panels, which
are produced both within and outside of
Europe.
Applications on motorhomes and caravans
can be diverse: from furniture pieces, such
as closets and cabinets, to tables and kit-
chen countertops. However, finished panels
can also be used for doors, walls and cei-
lings, and even to finish the floors of RV loc-
kers. 
The choice of materials and coatings
depends on the individual manufacturer’s
choice, different building techniques, and
current tastes and trends in vehicles.
Nobilpan specializes in floor coverings, with
panels from 1.5 to 40 mm. The product
range also includes very large formats, up to
a maximum size of 5600x2200 mm.
Nobilpan’s flexibility in production allows for
just about any type of customization, based
on the customer’s request.
“We’re constantly working with our clients’
architects and designers” explains
Nobilpan’s Sales Manager Marcello Maestri,
“and we take pride in providing professio-
nal, quality products based on their specific
demands. We work with all industry sup-
pliers, for the wooden supports as well as
the coverings, and we can provide a variety
of solutions. The fact that we also work with
the furniture and home furnishings sector
allows us to manage design and production
issues, and foresee future design trends, so
that we can be ready for changes. Indeed,
design trends in the caravanning sector
generally follow those developed in the fur-
niture industry.” 
Today, the tendency in furnishings is
towards different tints, compared to the
classic hues popular in the past. Current pro-
posals include ash, elm and larch, combined
with shades ranging from light to expressi-
vely dark tints. Some walnut and oak upda-
tes are also markedly innovative. Often, a
wood effect is combined with various types
of inserts, especially for cabinets. And the-
re’s certainly an increasing demand for spe-
cial solutions, such as glossy materials and
embossing. Excellent three-dimensional
effects can be achieved both working with

plastic film and decorative paper. 
In recent years the changes in the recreatio-
nal vehicle market have also meant that
suppliers have had to change their method
of production and logistical organization.
Nobilpan has been capable of adapting its
organizational structure to these new needs.
“In both the caravanning and furniture sec-
tors,” explains Nobilpan’s Sales Manager,
“our products have always stood out for
their high quality, fast track production and
prompt delivery. I believe I can affirm that
these characteristics have made Nobilpan a
reliable and competitive supplier. We can
guarantee a significant level of flexibility in
production, and to obtain the best product
at competitive costs, we place a great deal
of attention on the selection of materials
and up-to-date technologies. Furthermore,
we’re sensitive to environmental issues, with
continuous controls on production proces-
ses aimed at containing environmental
impacts, selecting quality raw materials from
certified suppliers with guaranteed traceabi-
lity, using coatings that visually reproduce a
true wood look, or other surfaces, and are
therefore not derived from deforestation.
We adopt a production process that doesn’t

make use of formalde-
hyde, with machining
processes that limit
energy consumption,
making Nobilpan an
eco-oriented compa-
ny. We’re also very
active in conducting
research and deve-
lopment into mate-
rials and new solu-
tions aimed at
resolving - with the
same technical and
aesthetic specifica-
tions - which is
now considered
an issue of
utmost impor-
tance and
urgent imple-
mentation in the
field of recreatio-
nal vehicles,
especially at a
European level:
reducing the weight
of vehicles.”

For over 40 years, Nobilpan has focused its business on wood finishing techniques. Through the application of thin she-
ets of coating using PVA, the raw panels assume colours and designs with no limits to the imagination, from traditional

wood effects to a metallic, fabric or mural effect. Founded in 1974 thanks to the entrepreneurial insight of Alfredo Pezzali,
Nobilpan has evolved and perfected its finishing techniques, making use of a variety of supports (pressed wood, plywood,
MDF, chipboard and hardboard) and different decorative films (polypropylene, decorative paper, PVC, HPL and thin CPL
laminates). Applications are truly endless, and have increased over time: today Nobilpan’s production no longer focuses just
on the furniture sector, as it manufactures products for doors, exhibition stands, interior furnishings for recreational vehi-
cles, mobile homes, ships and boats. Based in the province of Parma, in Emilia Romagna, Nobilpan’s production site measu-
res 7,000 square meters, and the company has around 20 employees, with an annual turnover of about 11 million Euros. In
2000, Nobilpan was awarded UNI EN ISO 9001 certification, and recently also completed its FSC certification for the respon-
sible management of forest resources. Today, Nobilpan’s sensitivity to environmental issues and natural resources is summed
up in the “Eco-Friendly by Nobilpan” brand, attesting to the company’s commitment to adopting a wide range of produc-
tion techniques and best practices aimed at giving real meaning to the value of eco-sustainability.

Company Profile
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Panguaneta plywood:
driving a possible future
A strong connection to its surroundings and community is a vital force for Panguaneta. Quality, research,
customer service and responsible industrial management are the values behind a leading manufacturer in
the caravan sector, and an example of Made in Italy excellence.

Words Antonio Mazzucchelli

Panguaneta isn’t just the name of an
Italian company, it’s also synonymous
with poplar plywood products.

Located in Sabbioneta, a city that has been
declared a UNESCO World Heritage Site,
Panguaneta’s roots go way back, having been
founded 55 years ago. Nowadays, it is guided
by Mauro, Nicoletta, Miriam and Fulvia, the
descendents of Giuliano Azzi and Antonio
Tenca, who in 1960 gave life to this wonder-
ful industrial experience, establishing an
unbreakable bond with the cultivation of
poplar, which in these parts constitutes both
a raw material and landscape heritage.
Panguaneta was the name of a town along
the river Po, and its fields, often flooded by
the river’s waters, were once home to lush
poplar forests.
“Our roots are very important to us,” says
Miriam Tenca, Quality System Manager of
Panguaneta. “Sabbioneta isn’t just the loca-
tion of our production site, it’s the communi-
ty in which we have grown and developed,
even beyond the logic of profits. We continue
to invest to increase the poplar plantations in
this area, in order to create opportunities for
growth for the entire community, and create
value for those who own these lands. Over
80% of the raw material we use comes from
riverside areas on the banks of the River Po.”
The shortage of wood as a raw material wor-
ldwide, and the consequent increase in mar-
ket prices mainly due to protectionist policies
on species at risk of extinction by over-cut-
ting, are two aspects of the same problem,
which Panguaneta has solved concretely and
sustainably: making use of 100% Made in

Italy raw materials. Panguaneta continues to
grow, simultaneously improving its environ-
mental performance and impact on the pla-
net. Indeed, cultivating poplars isn’t just a
boost to the local economy, it also contribu-
tes to a global ecological balance, landscape
conservation, and the economic sustainability
of industrial products. Poplars serve as a bul-
wark against flooding, helping to break down
carbon dioxide concentrations in the atmo-
sphere, are an active factor in the process of
phytoremediation, and are a 100% renewa-
ble crop. The poplars used by Panguaneta,
which in part are cultivated on farm estates
that are directly owned, are a local product
cultivated following the principles of biodiver-
sity, thereby ensuring a respect and protec-
tion of the natural environment. An environ-
mental sustainability that is recognized all
around, including at the highest institutional
levels.
On March 8, Nicoletta Azzi, representing
the company, has been awarded by the
President of the Italian Republic, Sergio
Mattarella, for the initiative “Donne per
la Terra” [Women of the Earth]. Pure
poplar plywood or poplar in combination
with other materials allow for an infinite
range of solutions for formats that keep pace
with the latest trends in paper production
and laminate coatings, industrial applications,
and the specific needs of large retailers. 
“We make use exclusively of cloned poplars
specifically selected to respond to precise spe-
cifications,” explains Mauro Azzi – “The I-
214 is an Italian clone that has been modified
and developed prevalently for certain indu-
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stries, among which are the caravan sector.
Although it has the same resistance characte-
ristics and highly performing mechanical pro-
perties of other clones, the I-214 provides
high quality and extraordinary lightness,
thanks to a very low density that helps con-
tain the final weight of the vehicle.” 
’Industrial’ plywood is the prime product in
Panguaneta’s product range for the motorho-
me and caravan sector. For over 40 years,
Panguaneta has been an undisputed leader in
this market segment, thanks to its constant
growth in terms of innovation, research and
development. Quality control over the entire
supply chain is one of the company’s
strengths, and it all starts right from the selec-
tion of raw materials. Quality is guaranteed in
every single production process, giving life to
finished product that has no defects, is ready
to be coated and assembled onto the most
modern recreational vehicles all over the
world. Partnerships with industry leading
wood finishing specialists and ongoing con-
tacts with the most prestigious European and
international manufacturers have led
Panguaneta to develop a type of plywood
that allows for coatings with materials that
are increasingly thinner, more delicate and
refined.
“The key to our success is to contribute and
significantly improve the performances of
our customers,” states the Commercial
Director Giorgio Morini. “We’ve develo-
ped technical partnerships, sharing our
expertise and experiences to innovate and
implement targets that are increasingly
ambitious. With this approach, we’ve conso-
lidated since more than forty years relation-

ships with the leading manufacturers from
around the world. These relationships are
based on reciprocal trust in terms of people,
who are at the heart of any company, and
the performance, reliability and duration of
our products over time. Our goal is to create
value for our partners, by investing in
technology and know-how, guaranteeing
production quality, efficient service and
attention to processing costs. We allow our
customers to improve their own performan-
ce in terms of efficiency, prompt deliveries,
reliability and productivity.”
Regarding sustainability, Panguaneta has a
great deal to be proud of. The energy system
that powers its production lines includes an
advanced steam generator, designed specifi-
cally to enhance Panguaneta’s processing
cycle. Biomass produced from in-house pro-
cesses is a totally renewable “0 km” energy
source. Combustion processes are managed
electronically to ensure maximum yield and
minimum atmospheric emissions.
Environmental attention is also very high in
the choice of adhesives. Pangua PureGlue
Plywood uses an innovative non-toxic bon-
ding system, where technology allows for a
reduction in formaldehyde emissions and
improves air quality inside recreational vehi-
cles. Developed in partnership with Solenis
LLC, a multinational chemical company, and
produced with Soyad ™ adhesive technolo-
gy, this adhesive makes use of resins and
soybean meal, providing very high bonding
properties, but is not subject to moisture.
Projected into the future, and with a great
deal of respect for its past, Panguaneta pre-
serves its historic and industrial heritage,

acting responsibly in its relations all-around,
from its surrounding community to its custo-
mers, suppliers and employees. An in-depth
knowledge of its production sector, total tra-
ceability, the use of advanced technologies,
concrete environmental sustainability - invol-
ving every aspect of the industrial process in
a virtuous and dynamic cycle; these are the
strengths of an Italian company that opera-
tes in the global market with a great sense
of awareness. A company that competes in
order to significantly improve the perfor-
mances of its customers.
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Solidly anchored to the motorhome and caravan sector, the Florence based manufacturer has achieved an
important goal, with twenty years in business. Innovation in products and production processes: these are

the keys to development, extending market range and improving internal efficiency .
Words Giorgio Carpi

As everybody knows, some birthdays
are more important than others, and
must be celebrated a little more

emphatically. And a look back at the past is
also inevitable. Project 2000 was founded in
1995, so this year marks its first twenty years
in business. Twenty years which, in hindsight,
are not many when compared to the compa-
ny's remarkable growth. What’s striking
about Project 2000 is in fact its constant
development, year after year, which has tran-
sformed it from a small business to a solid
industrial reality. And what’s more, from a
limited business outlook based solely on the
region of Tuscany, a key area for the caravan
sector in Italy, Project 2000 has expanded its
range to continental Europe first and then
globally, in America foremost, as well as in
Asia and Australia. From what can essentially
be defined as a single-product company,
focusing on the production of electric steps,
Project 2000 has become a multi-form manu-
facturing reality, with a product spanning
over different market segments. It is a fact
that few manufacturers in the industry have
managed to develop at such a rate, capable
of riding the downturn of the economic crisis
with their head held high. The reasons for this
success are not a mystery. On the one hand,
the Nardini family, the company’s owners,

have sought to diversify production, and
while remaining anchored to the caravan sec-
tor, have been able to propose innovative
ideas and projects, interpreting emerging sec-
tors and also creating new trends, as in the
case of drop-down beds. On the other hand,
Project 2000 has also entered new markets:
we need only consider that the company arri-
ved in America just recently, say a few years
ago, but America has already become one of
its major markets. However, we mustn’t for-
get to mention that a significant contributing
factor to the company’s growth has been its
investment in machinery, high-tech and infor-
mation technology. 

Evolving production technologies
Niccolò Nardini, production manager at
Project 2000 and son of the company
owners, explains in detail: “Initially we made
use of traditional, handmade systems. Metals
were cut, welded and processed with a signi-
ficant amount of workmanship. We used
band saws, welders and drill presses.
However, from the start, we understood that
we needed to invest in machinery with a high
level of automation. Therefore, just a few
years after establishing the company, we
bought our first numerical control bending
machine. Then in 2000, we installed a pun-

ching machine, also capable of functioning as
a shear. In those years, we manufactured only
steps, but the orders kept on growing. We
then purchased the first two special machi-
nes, custom built to our needs, with which
we could cut an aluminium bar and fit an
anti-slip rubber insert. This allowed us to
significantly cut down on production time for
this phase, while notably increasing the pro-
duct’s quality.”
Between 2004 and 2007 the company had to
manage a strong period of growth, with a
significantly increasing turnover and person-
nel hiring, as a result of a progressive opening
of markets abroad, after our first appearance
at the Caravan Salon in Düsseldorf in 2000,
and the introduction of two new product ran-
ges: the TV supports on the one hand, and
the lifting systems for rear beds. In 2004 the
first laser cutter arrived at the Project 2000
production site, followed by two robotic ben-
ding and welding machines. 
“The use of advanced machinery,” explains
Niccolò Nardini, “allowed us to detach our-
selves completely from outsourcers, as well as
significantly improving both product quality
and production times, thereby gaining on
competitiveness.” 
The latest arrival is an automated milling
machine with 14 controlled axes, i.e. an auto-

Niccolò Nardini
Production Manager

Twenty years later, step by step,
Project 2000 has made its way up
the market
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mated work center capable of working on all
bar corners up to 7 meters in length, with 6
spindles and an additional 600mm diameter
blade for cutting the bar to measure, but also
usable as a milling machine, with a semi-
automatic unloader. The goal is to heighten
the machine’s level of autonomy, with an
unloader that is totally automated. The auto-
mated milling machine is used today at
Project 2000 to process all special profiles and
the like used in its products. 

The advent of Information Technology in
production processes
The computerized management of produc-
tion processes is the other pillar on which the
company’s internal evolution rests. “In 2004,
we acquired our first management softwa-
re,” Niccolò Nardini points out, “and we
began managing the first BOMs. We under-
stood that, having reached a certain compa-
ny size, a control system for monitoring the
various production processes, at every stage
of production, became inevitable.” In 2011
the company took a big leap forward, pro-
gressively introducing an advanced manage-
ment software, capable of dialoguing with all
company departments, from the design
department to shipping and purchasing, and
to the stock department and production.
“With the start-up of the management
system,” continues Nardini, “our way of wor-
king totally changed. Once a customer has
analyzed a design project and prototype and

gives its approval, we begin to enter all the
data into the management software.  Having
full control over the whole planning and pro-
duction process, we can make our customer
an offer that takes all factors into account,
with very little or no risk on costs and delive-
ry times. When we go into production, the
program automatically creates purchase
orders for the various materials. The manage-
ment software allows us to optimize orders
by combining similar orders and stocks. Each
assembly station is connected to the informa-
tion system, and an exploded view of the pro-
duct being assembled can be displayed on
the screen, with the various indications of
parts and assembly methods. There’s been an
effective improvement in quality, in addition
to controlling delivery times and, essentially,
an improvement in overall efficiency. The
software house has developed a specific pro-
duct for our needs, and this has allowed us to
enhance our performance, and be more com-
petitive. Operating from the design phase to
sales, the management software has signifi-
cantly reduced errors during the various pro-
cessing phases, and has enabled us to cut
back on costs while raising product quality
and service levels.”
In 2010, in an effort to manage its increasing
workload, Project 2000 decided to expand its
operating structure, creating new production
departments and administrative offices, as
well as design and sales management depar-
tments. A warehouse improvement program

was also initiated, which has now been defi-
nitively completed and is entirely operative.
The system avails itself of four vertical auto-
mated storage areas: these are tower units,
compared to the old lengthwise warehouse
system, allowing for effective savings in terms
of space and time. Indeed, pick-up times for
goods have been greatly reduced: operators
no longer move back and forth along the
shelves, but simply enter orders and wait for
the machine to deliver a box with the pro-
duct. A coding system for the stockroom was
also put in place, using barcodes, allowing for
the total monitoring of all items.
Following a surprising boom in the semi-inte-
grated market with drop-down beds, Project
2000 recently expanded its production site,
adding an extra 1500 square meters of cove-
red surface area, for an overall production
surface area of 5200 sq. m. This has allowed
the company to manufacture finished pro-
ducts, i.e. the whole bed, complete with the
spring box frame and lifting mechanism. Beds
are still assembled prevalently manually,
admits Niccolò Nardini, but assembly times
have been optimized for the better, and
we’re working on further improvements
through major investments. 
At this point, we’ll be curious to discover
what inventions Project 2000 has in store for
us in the coming twenty years, and what
innovations it will introduce in its production
processes to promptly satisfy market
demands for its quality products.
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The future of sandwich shells
starts here
TecnoWall is an Italian company specializing in the production of sandwich panels for
motorhomes. It has introduced innovative systems and technologies in a sector that is tra-
ditionally very conservative: from bi-component bonding to reinforced polyurethane
strips for shell frames.

TecnoWall s.r.l. - Via Sardegna, 15 IT - 53036 Poggibonsi (Siena) – Italy
Tel: +39 0577988285 - Fax: +39 0577988961

Web: www.tecnowall.it

Words Antonio Mazzucchelli

Even in a manufacturing sector that
evolves slowly, such as for recreational
vehicles, something is changing. There

are actually quite a few transformations
under way, and it would appear that the
time has finally arrived for vehicle shells. The
primary players in this process are not just
the vehicle manufacturers, but also outside
suppliers, those who specialize in a particu-
lar area of production. This is precisely the
case of TecnoWall, who have made the pro-
duction of shell panels their main line of
business.
TecnoWall is based in Tuscany, where the
majority of Italy’s motorhome manufacturers
are located, and over the course of its fifte-
en years in business, the company has consi-
stently perfected its products, with new
materials and assembly techniques. The
recreational vehicle sector is certainly a prio-
rity for Tecnowall, in spite of the fact that the
factory located in Poggibonsi also manufac-
tures products for naval shipyards and tran-
sportation vehicles, in addition to compo-
nents for pre-fabricated and mobile homes.
“We began working with some historic
Italian manufacturers such as Arca and
Mirage,” explains Yuri Pierini, owner and
sales manager at TecnoWall, “and then
expanded our customer portfolio, working
with the likes of Sun Roller, SEA, Itineo, Eura-
Mobil, Rimor and many others.” 

“I’m increasingly convinced that in light of
the events of the past few years, it isn’t con-
venient for a motorhome manufacturer to
have an in-house production department for
panels, because it means having to sustain
very high fixed costs. A company’s flexibility
to market fluctuations are certainly also
influenced by this area of production, and a
specialized company such as TecnoWall
manages to do more and better with less
people. The reason is the know-how we’ve

acquired over fifteen years in the business,
working for a global customer base, emplo-
ying different types of technology and mate-
rials, and creating various types of panels for
sectors with different concepts and philoso-
phies.” To this we can obviously add one of
the elements typical of a small to mid-sized
company: its production flexibility, a modus
operandi that allows it to tackle demands
from customers in short time spans, and
with variations on traditional processing

T ecnoWall was founded in 2001 in Tavarnelle Val di Pesa,
initially working with manufacturers such as Arca and

Mirage, supplying sandwich panels for motorhome shells. In
2006, the production site was transferred to Poggibonsi, and
in 2009 the production surface area was doubled. Today, the
company employs about twenty people, availing itself of a
covered production structure of 5,800 sq m. TecnoWall manu-
factures shells for recreational vehicles, supplying vehicle out-
fitters with sandwich panels for walls, roofs and floorings. It
makes use of a variety of internal materials: from traditional
expanded polystyrene (EPS) to more modern extruded polysty-

rene foam (XPS), as well as closed cell PVC, PU and honeycomb
polypropylene. Traditional wooden battening is combined
with frames in polyurethane strips, and even polyurethane
with embedded metal reinforcements. With an extensive pre-
sence in the European recreational vehicle market, TecnoWall
also maintains business relations with manufacturers in China,
Australia and South Africa. Although the motorhome sector is
its predominant line of business, the company also supplies
naval shipyards and heavy transportation vehicles, in addition
to producing panels for pre-fabricated and mobile homes.
TecnoWall has obtained UNI EN ISO 9001:2000 certification.

Company Profile

Yuri Pierini
Sales Manager
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Tecnoplast and Fibroplast: innovation in frames

outlines, incorporating changes and custo-
mizations to the final product. TecnoWall
can process a customer’s order in four
weeks’ time, which is quite an achievement.
This is possible thanks to three bonding
lines, in addition to three pantograph cut-
ting areas. A traditional bonding line is one
that uses liquid polyurethane cement, with a
subsequent pressing by a steel press with
heated platens. It’s a widely used system and
extremely versatile, which can be used for
just about everything. A hot melt system was
added to this, using a thermal fuse adhesive:

the process makes use of an environmental-
ly friendly adhesive, free of volatile organic
compounds and applied at a high-speed,
allowing for contained costs and significant
production volumes. But the highlight of
TecnoWall’s manufacturing process is
without a doubt the bi-component adhesive
production line.
“Bi-component is the best structural bon-
ding system,” affirms Yuri Pierini, “and it
was created to produce loading cells for
large transport vehicles. It’s a system that
guarantees a robust frame, to the point

where these cells fitted onto trucks can even
sustain heavy loads, fitted from the inside,
without any danger of tearing or breaking.
With bi-component bonding, and with equal
resistance, we can save up to 25% in the
amount of material used. As an example,
over an average motorhome floor, this tran-
slates into a savings in weight of between
10-15 kg. We’ve invested a great deal on
this advanced bonding system: a technology
that exists only here at TecnoWall, at a
European level, and in the recreational vehi-
cle sector.”

TecnoWall is thus looking to the future, by
introducing innovative products and
technologies, and investing in a sector that
has remained anchored to its past for too
long a time. 
“With the advent of inert materials capa-
ble of replacing wooden frames inside the
shell,” continues Yuri Pierini, “there was a
real innovation in a sector that has been
building in the same way for the past thir-
ty years. Wood is a fantastic material, but
it presents a variety of problems: it shrinks
under high temperatures and expands
when there’s humidity in the air, and
unfortunately these changes will “mark”
the sides, with clear traces of battening
beneath the fiberglass and aluminium. This
is why several years ago we believed it
would be possible to bring in to the motor-
home sector some of the advanced
technologies already making headways in
the naval industry, by eliminating wood
and adopting high performing materials
and adhesives that are non water degrada-
ble.”
TecnoWall has two advanced product lines,
designed specifically to replace the tradi-
tional wooden battening inside the side
panels, roof and flooring. TecnoPlast is a
polyurethane compound that employs only
original materials, using no recycled mate

rials. It is produced in various densities, but
the most common are 350, 400 and 450
kg/cubic m. Dimensionally stable, with
operating temperature limits of -
40/+100°C, it is not subject to rotting
because it absorbs very little water.
TecnoPlast 400, for instance, according to
EN 12087, has a dimensional variation of
less than 0.2% after 24 hours in water,
and a long term water absorption rate
under 2.5%. Compared to its density, its
capacity as a thermal insulator appears
excellent: using the intermediate product
TecnoPlast 400 as a reference once again,
we have a thermal conductivity of 0.052
W/mK, with a linear thermal expansion
coefficient of 0.112%. The mechanical
properties are excellent, with a compressi-
ve strength greater than 10500 kPa and a 

flexural strength greater than 14 N/mm²
(TecnoPlast 400, values according to ISO
844 and UNI En ISO 178). Yet another hi-
tech advanced product as an alternative to
wood is FibroPlast: conceptually similar to
TecnoPlast, it is instead combined with
about 30% fiberglass. This allows for a
roughly 30% reduction in weight compa-
red to all other materials designed for the
same purpose, providing unattainable
structural performance for non-reinforced
products. “Today, we have a range of pro-
ducts that act as an alternative to traditio-
nal wooden frames and are highly perfor-
ming,” concludes Yuri Pierini, “and we’re
prepared to work alongside vehicle manu-
facturers to create shells that are even
more evolved, improving on transmittance
and weight specifications, for instance.” 
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Truma enchants North America
Truma is gaining foothold in the North Amercan market with its new product: AquaGo™  a new genera-
tion of instant water heaters offering unprecedented water comfort in RVs, and Truma Combi™, forced air
LP gas furnace with integrated water heating function.

The Truma AquaGo™ supplies hot water
reliably and constantly for showering, rin-
sing or hand washing in the RV. Is the most
powerful water heater on the market and it
is connected between the vehicle’s fresh
water supply and its hot water plumbing
system. 
It assures maximum energy efficiency as the
appliance – unlike standard tank water hea-
ters – only consumes LP gas when hot water
is being tapped. 
It runs on propane gas and uses an energy-
efficient technology which contributes to
saving propane and electricity. In addition,
the burner switches off automatically when
the faucet is closed to reduce LP gas con-
sumption. The comfort and comfort plus
versions can be operated even at tempera-
tures of -4 °F without risk of freezing. It
ensures constant water temperatures – and
this even at low and high flow rates. A ste-
pless burner control adjusts the heater out-
put based on volume flow and inlet water
temperature, thus holding a constant water
temperature of approx. 120 °F. A tempera-
ture stabilizer minimizes outlet temperature

fluctuations. This patent pending technolo-
gy allows for a pleasant and comfortable
showering experience: no scalding, no tem-
perature variations, no running out of hot
water. A constant water temperature is
maintained even when turning the water
off and on.  The Truma AquaGo™ is not
only efficient and functional – it is also
appealing in terms of design. As an option,
the access door is ready to be painted in
order to match vehicle graphics or colors
without any preparation of the surface.
With its compact dimensions the device can
easily be installed in standard 6-gallon water
heater cut-outs. By using an adapter moun-
ting plate, it can also be fitted in 10, 12, and
16-gallon cut-outs. Additionally, mainte-
nance is simple and intuitive. Before winter
or extended storage, a distinctive valve
mechanism specially developed by Truma
simplifies the process of draining the pro-
duct. Just press the “Easy Drain Lever” on
the front side of the AquaGo™ – and the
water lines are opened and the appliance
completely drained. The lever serves as a
chute and guides the water away from the

vehicle, thus preventing water stains on the
exterior of the RV. Simultaneously the reusa-
ble, stainless steel filter cartridge is ejected
and can be cleaned if necessary. The filter
protects the device from dirt or scale parti-
cles in the plumbing system. The innovative
device is manufactured at Truma’s head-
quarters in Germany. High-tech testing
equipment ensures a 100% quality control
of every product and traceability of key
components at the production line. 

Words Andrea Cattaneo

Truma AquaGo™

With its office and warehouse in
Elkhart, Truma is right in the heart
of American RV business and close

to important OEM customers. The company
was founded in 1949 and named after U.S.
President Harry S. Truman. Through the
Marshall Plan for economic recovery follo-
wing the end of World War II,
President Truman made it possible for
Germany to become industrialized.
That’s why in Truman’s honor, the
company founder Philipp Kreis called
his business Truma.  Kreis developed
the first certified RV heater for Europe
in 1961, paving the way for Truma’s
success story. Today, the family-
owned company offers a wide range
of products for heating, air conditio-
ning, water systems, propane and
power supply as well as maneuvering
systems for travel trailers. In
December 2014 Truma presented
itself and its products at the National
RV Trade Show in Louisville, Kentucky.
The focus of the exhibition booth was
a new product that Truma had spe-
cially designed to meet the require-
ments of the North American market:

the Truma AquaGo™. 
The Truma Combi heater, modified to the
special needs and regulations of the US
market, was also the subject of great inte-
rest at the exhibition because combined
warm air and warm water devices are as
yet unknown in North America. 

Truma Booth at Louisville

Truma Corp
825 East Jackson Blvd - IN 46516 Elkhart - USA

Tel. +1 (855) 55-TRUMA 
Web: www.truma.net
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Truma launches North America’s first forced air LP gas furnace with integrated water heating function, the Truma Combi™. Thanks to its
compact dimensions, energy-efficient technology and quiet operation, it has been the best-selling RV furnace in Europe and Australia for
more than 20 years. The Truma Combi™ is available in four models: the eco and comfort version operate on propane and rated at 14,300

and 20,400 BTU/h thermal output respectively. The eco plus and comfort plus models include an electric option with
three operating possibilities of: propane, electricity or both propane and electricity. The “plus” models are
equipped with 1,700 W electrical heating elements at 120 VAC. In all modes, the furnace operates extreme-
ly quietly and maintains a constant, comfortable room temperature without variations. Three microprocessors
provide intelligent temperature control in the device and ensure maximum safety. One processor controls per-
formance while the other two monitor safety. 
The Truma Combi™ is very compact and, at 35.1 lbs, the most light-weight heating system on the market.
The remote cowl-kit requires a minimal wall cut-out diameter of 3.27” and provides flexibility in installation at
different locations of the vehicle such as small storage spaces, closets, beneath beds or benches. Four air outlets

on the heater and a special insulated duct system ensure optimal and uniform warm air distribution throughout
the vehicle. The digital LCD control panel “Truma CP plus” offers great operating ease and ensures a pleasant cli-

mate in the vehicle. The near silent, variable speed fan can be set between four operating modes: “Eco”, “High”,
“Boost” and the fan only “Vent” mode. The boost function heats up the RV 15% quicker ensuring a pleasant room climate in no time. 

Truma Corp executive team for the
North American market is composed of

Gerhard “Gary” Hundsberger as President;
Elden Wood, Vice President Sales &
Marketing; and Mark Howlett, Vice
President of Business Development. Six
employees are responsible for sales, marke-
ting, service and business development.
Gerhard  Hundsberger was born near
Munich in Germany. After completing a
Masters Degree in Business Administration,
he was employed for five years with the
American company Xerox, responsible for
sales in southern Germany. Hundsberger
first joined Truma in 2001 as Domestic and
International Inside Sales Manager. From
2010 through 2012 he was Director of
International Sales Services until being pro-
moted as Head of Global Strategy, responsi-
ble for developing growth strategies in Asia
and North America. As of 2013,
Hundsberger also serves as President of
Truma’s new North American headquarters
in Elkhart. We interviewed him.

Mr Hundsberger, how is your feeling
about the US market? 
The US-RV market is doing very well. Since
the financial crisis and the negative impacts
to the RV industry in 2008, the market
annually grew 10 to 15%. The annual new
vehicle registration numbers has been
increasing since the recovery from the crisis.
There is still potential to grow, as this kind of
vacation is very popular. Americans have
easy access to many local, state and federal
parks intended for camping with RVs.
Generally speaking, they are passionate
about spending time outdoors.

How was the welcome to Truma
AquaGo™ during the Louisville show?
We had a wonderful show in Louisville, and
a great welcome from the market. A few
months before the show, we introduced the

Truma AquaGo and Truma Combi to some
manufacturers. They decided to use our
products in their RVs and showed them to
their dealers in Louisville. On our own booth
we had a functioning AquaGo display
which gave us the opportunity to demon-
strate the superior performance of the
AquaGo to a large number of dealers and
manufacturers. And because business rela-
tions don’t always have to be serious, we
transformed our both one afternoon to a
small German Christmas Market and served
hot wine with ginger bread.

Why this new product is so innovative
compared to the normal water heaters? 
Traditional boiler-tank water heaters are
always limited to a certain amount of water.
The most popular water heaters contain 6
or 10 gallons of water. This means that you
have only about 4-7 minutes of continuous
hot water at maximum flow for taking sho-
wers or washing dishes. You always have to
remember to turn on your water heater
before taking a shower. They are also less
efficient because you heat up more water
than you actually use, especially if you for-
get to turn off your water heater when it’s
not in use. Traditional water heaters also
need regular maintenance like replacing the
anode rod to prevent the boiler from corro-
ding. The Truma AquaGo addresses all
these issues and more. As an instant hot
water system, the Truma AquaGo provides
endless and most important constant 120
degrees hot water. You will never run out of
hot water again and you can take showers
in your RV like at home. With a variable bur-
ner capacity from 20,000 to 60,000 BTU it’s
the most powerful and most efficient water
heater in the RV market. Its innovative and
user friendly “easy drain lever” makes it
very convenient to drain the system for win-
terizing the RV without requiring any tools
like traditional water heaters. And the

Comfort model with its optional recircula-
tion pump, automatically protects the
AquaGo from freezing. It also gives you
control to keep the system temperature at a
minimum of 100 degrees, which helps to
get a faster response of hot water at your
tap.

Is the Combi heating system a product
with good chances in the US market?
Why?
The Truma Combi is an absolutely unique
product for the North American RV market.
It is the only LP powered, forced air furnace
with an integrated water heater. So, 2
appliances in one system saves a lot of
space and weight in your RV, compared to
the space that a traditional furnace and
water heater require. But even more impor-
tant is the almost silent operation of the
Truma Combi. Because of its 3 stage burner
and variable fan speed, you could install the
Truma Combi under your bed for example,
and you would sleep very comfortable while
barely hearing it operate. And with the
Combi Plus you can operate the system
with 2 energy sources, Propane and 110
VAC.

The floor to Gerhard Hundsberger

Truma Combi™

Gerhard Hundsberger
Truma Corp President
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Dino Zoli srl - Viale Bologna 286/A - 47122 Forlì (FC) - Italy
Ph. +39 0543 755711 - Fax. +39 0543 756568

Web: www.dinozoli.it

Fashion climbs on board with DZ
A well stocked warehouse to satisfy every customer need, with a wide product range and great production
flexibility: these are the factors that have enabled this Italian fabric manufacturer to become a market lea-
der in the production of fabrics for furnishings, including in the recreational vehicles sector.

Established in 1972, Dino Zoli srl has
cut itself a very special market niche in
fabrics, supplying motorhome and

caravan manufacturers with materials for
upholstering seats, as well as for curtains and
wall panels. No need to be an expert to
understand the importance of furnishing
fabrics in modern recreational vehicle habi-
tats. Even while not foregoing on their origi-
nal calling, third millennium motorhomes
and caravans have moved away from the old
fashioned Spartan camping lifestyle and
become more and more sophisticated living
environments, where style, elegance, and
specific tones for furnishings now play an
essential role. Fabrics, in particular, can be a
primary factor in conditioning the end consu-
mer’s decisions, thereby contributing to the
success of a model or product. Many people
believe that potential buyers decide on a
vehicle purchase in the initial moments when
they first climb on board. In recent years,
interior decors have changed a great deal,
and upholstering has played a major part,
but fabrics have also changed from a techni-
cal standpoint: wear resistance, a soft touch
and stain resistance are all factors that can no
longer be neglected, not to mention the
increasing demand for eco-friendly, non-
allergenic materials. 
More than forty years have passed since Dino
Zoli started out in a sector that remains as
fascinating as it is difficult: today the founder
manages the company together with his son
Marco, the production and logistics manager,
and daughter Monica, the sales and marke-
ting manager. Dino Zoli srl employs around
fifty people, in addition to the staff at subsi-

diary companies. 
“We’re essentially a small company,”
explains Monica Zoli, “with not just a signifi-
cant amount of flexibility, but also a certain
liveliness and openness to change. My fathe-
r’s the one who gave the company this philo-
sophy: his willingness to travel and get to
know the world allowed him to meet a varie-
ty of different cultures and customs. This
baggage of knowledge was imported into
the company with new and innovative ideas.
I believe our company can’t be explained
without becoming acquainted with the pas-
sions that animated the life of its founder;
passions that were also transmitted to his
family. A love for art, first and foremost, and
contemporary art in particular, so much so
that in 2006 he created a foundation that
manages a contemporary art museum, esta-
blished right next to the factory. The museum
exhibits a permanent collection of works,
mostly by Italian artists, organizing events,
concerts and theatrical shows. And then the-
re’s the production of oil and wine, which my
father continues to develop with a great pas-
sion on the hillsides surrounding Forlì, where
we have an estate with about 15 hectares of
land.”
Although over the past twenty years close
business ties have been established in China,
where a part of the company’s production is
now managed, Dino Zoli maintains strong
roots in the region of Emilia Romagna. The
company’s headquarters in Forlì not only
house its administrative and sales offices, but
also the design department, technical depar-
tment and a weaving division where certain
articles specifically created for the RV market

are produced directly. Nowadays, most of the
production is for the European market, but
Dino Zoli srl also exports to Russia, Turkey,
various Asian countries, America and
Australia, in addition to having a subsidiary in
Brazil. Certification and compliance to regu-
latory standards on toxicity and the recyclabi-
lity of materials are necessary conditions for
operating in various global settings. 
A production output that is not just vast but
also varied is certainly one of the merits of
this Italian manufacturer. For the caravanning
sector, special fibers are used, such as polye-
ster and polypropylene microfibers, which are
developed in a variety of colour patterns and
models. Around 70% of products for the
recreational vehicles sector includes technical
fabrics and microfibers, which are more resi-
stant to wear and often combined with stain
proof treatments. Roughly 10% of produc-
tion is in faux leather, which Dino Zoli manu-
factures through a subsidiary company,
Glulam. The remaining 20% includes jac-
quards and decorative fabrics in general. A
variety of products that stands up well to the
latest trends in motorhome furnishings, espe-
cially those in the premium range, where a
“home effect” is increasingly desired, making
use of different materials, shapes and colours
within the same environment, in order to
create a well-crafted variety. 
“We conduct a lot of research,” explains
Monica Zoli, “and we’ve adopted innovative
production techniques. For instance, a new
product line we’re also proposing to motor-
home manufacturers is the Green Collection,
created with polypropylene, a high perfor-
mance fiber. It’s a 100% recyclable fabric that

Words Andrea Cattaneo

Dino Zoli - founder

Monica Zoli - Sales manager

Marco Zoli - Production manager
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is environmentally friendly, washable in just a
little detergent and at a low temperature. It
dries in just 5 minutes, is antibacterial, anti-
mite, and resistant to sunlight and chlorine.
We can also use it for parts of a motorhome
that are highly exposed to sunlight, such as
curtains or cabin seats, and it can even be
customized with a selection of patterns the
customer can choose from.”
The type of pattern on the fabric is of special
importance, as witnessed by Dino Zoli’s
recent investments. Indeed, only a few days
ago a new piece of machinery has been inau-
gurated that can digitally print on paper,
using the same paper to print on transfer on
fabric. This makes it easy to print patterns
chosen by customers, without limits to the
creativity of the subject: motifs, drawings
and photographs. The digital printing system
is fast, cuts down on costs and can also be

used for small series in 50 meter rolls.
“We collaborate a great deal with our custo-
mers,” continues Monica Zoli. “We can
develop specific customized projects creating
synergies between our technicians and desi-
gners and the architects of recreational vehi-
cles manufacturers. We can also create spe-
cial products, for example by coupling fabrics
with other supports, for fabrics applied to the
interior walls of the passenger cabin. A great
many services are offered, as well as special
treatments such as flame retardants.”
A wide range of products in the catalogue,
customized fabrics and production flexibility
are the hallmarks of Dino Zoli, but the com-
pany has another ace up its sleeve.
“I’m convinced that our main strength lies in
our stockroom,” states Monica Zoli, “becau-
se we’re capable of providing a robust stock
service, a service which during these difficult

economic times is truly appreciated by our
customers. A few years ago, when we first
approached the recreational vehicles sector,
organizing purchases was a different matter
altogether. Today everything’s changed;
manufacturers no longer want to take risks
with sizable orders and stock large quantities
of goods. For us, this isn’t an issue. When we
initially began our business in furnishings,
sofas and armchairs, we were already organi-
zed to maintain a well stocked warehouse.
Naturally, this means a significant amount of
organization and a solid financial backing.
We allow our customers to order minimum
quantities of goods, even just a 50 meter roll,
guaranteeing prompt delivery times. This fac-
tor is especially appreciated by the manufac-
turers we work with, and it has allowed us to
earn market shares at a time of general eco-
nomic hardships.” 

Company Profile
Dino Zoli was established in 1972, thanks to the entrepreneurial spirit and curiosity of its founder, bringing into the com-

pany ideas borrowed from his travels abroad as well as other sectors. The company’s production has always focused on
fabrics for furnishings, enhancing the initial business providing coverings for armchairs and sofas by specializing in interiors for
recreational vehicles. The production facilities in Forlì and other external sites create fabrics of all types: microfibers, jacquards,
technical and outdoor fabrics, faux leathers and more. A catalogue of over 1000 items, all available in their well stocked ware-
house.  With an annual turnover of around 10 million euros, the company employs 45 people, which amount to around 100
by adding the employees of its subsidiaries. Dino Zoli was awarded ISO 9001/2008 certification. The Forlì production site fea-
tures a modern photovoltaic installation capable of producing 212,379 kWh, amounting to 84% of its energy needs.




