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Thule’s product range for 
caravans, motorhomes 
and vans is well 

known, successful and highly 
respected by OEMs, RV 
retailers and consumers alike; 

however, some people may not 
realise that Thule also has three 

other successful product areas: 
racks and carriers (for cars); active 
with kids (pushchairs, child bike 
seats and trailers, child carrier 
backpacks); and luggage and 
bags (bags, backpacks, bike 
racks and bags, laptop and 

phone cases, and camera 
bags).

Reporting to the CEO at 
the Thule Group head 

Product news Thule

office in Sweden, Filip Van der Linden and 
Patrick Dehaen are based at Thule’s offices, 
development centre and production facility 
in Belgium, with global responsibility for its 
comprehensive RV product portfolio, such as 
its awnings and accessories such as panels, 
canopies and tents, plus entry steps, storage, 
ladders, bike racks and security locks.
Europe is the biggest market for Thule’s RV 
products, but they are also supplied to other 
overseas markets, including North America, 
South Africa, New Zealand, Australia, Japan, 
Korea and China.

Market Outlook and consumer focus
Filip Van der Linden says Thule has a 
continued positive outlook on the RV market 
in Europe. It expects the market to continue 
to grow steadily, although maybe not at such 

Aboutcamp speaks to Filip Van der Linden, Business Unit Director, Thule RV Products and Patrick 
Dehaen, Sales Director, Thule RV Products to find out about Thule’s views on the current RV 
market, the latest consumer camping trends, and the new products it’s launching at the Düsseldorf 
Caravan Salon.

Thule is ready for the 
latest ‘Vanlife’ consumer trends

Words John Rawlings

a high rate as it has done in recent years. 
Thule feels positive about future market 
growth because it is driven by a customer 
focus. This enables it to see current and 
emerging consumer trends that will have an 
impact on its business in the years to come. 
As a result, Filip Van der Linden says Thule 
can see three sectors of the RV market that 
it expects to have a positive impact on its 
growth in the RV sector.
The first is a younger generation that Thule 
now sees entering the market. They enjoy 
being outside and experiencing the benefits 
of being in nature and doing more physical 
sports or activities. They appreciate the 
health and wellness benefits that having 
a campervan or motorhome brings, of 
spending time with family or friends, and 
having the freedom to go where and when 

The new Thule 3200 awning
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Thule Group recently expanded its portfolio with the acquisition of Tepui Outdoors Inc, a 
category leader in roof top tents for cars.  From families on a weekend adventure, to out-
door enthusiasts looking to elevate their journey off the grid, Tepui roof top tents mount 
directly to Thule base rack systems for nearly all types of vehicles including cars, SUV’s, 
vans, trucks and various overland vehicles. The overlanding category has been growing 
steadily over the last few years and Thule Group is very pleased to add this great assort-
ment of high-quality roof top tents and accessories to its broad portfolio of products 
that cater to consumers who enjoy living an active life. The synergies between the Thule 
brand’s market leading expertise for transport solutions on the car and Tepui Roof Top 
Tents exist in both consumer marketing and in the supply chain. When combined with 
the mutual philosophies on high quality, smart engineering and great design, as well as a 
shared passion for the outdoors, Tepui is a natural fit with Thule’s portfolio.

Thule Tepui Roof Top Tents

contacts

Thule helps you transport anything 
you care for safely, easily and in style 
so you can live your active life. This in-
cludes successful products including: 
bike racks, roof racks, roof boxes, racks 
for winter sports equipment, bike trail-
ers, pushchairs, child bike seats, child 
carriers, luggage, and a range of aw-
nings and accessories for RVs. Based in 
Malmö, Sweden, the Thule Group has 
more than 2,200 employees at more 
than 40 production and sales locations 
all over the world. 
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to grow, it expects the market to increase 
mostly from the first and third groups of 
people, as these have the best synergy to its 
products. 

Market trends
With the growing number of consumers 
entering the market wanting the flexibility 
and freedom to go away when they want, 
and the popular ‘vanlife’ movement, Thule 
also sees a growth in demand for more 
compact camping vehicles, such as the 
Toyota Proace and its equivalent models from 
Citroën and Peugeot. 
Therefore, Thule is developing more products 
for the new, younger campers with vehicles 
like these that offer the flexibility of being 
used for camping and outdoor leisure 
activities as well as for going to work every 
day. These are true multi-purpose vehicles 
and Thule is keen to make sure it offers 
them suitable, high quality, well-designed 
products. This starts with the launch of 
two new products at this year’s Düsseldorf 
Caravan Salon.

Düsseldorf Debuts
The two new products that Thule is launch-

ing at the Düsseldorf Caravan Salon are 
clearly aimed at the market sectors that it 
sees as offering the most growth potential: 
the younger generations and outdoor lovers 
wanting to utilise their vehicles for work and 
play.
Thule’s first new product is an adventure 
camping canopy/awning as an addition to 
Thule’s roll-out awning range. The new Thule 
3200 awning is lighter and more compact 
than the existing awning models, but the 
same high quality. It is designed to be simpler 
and more convenient to use, so that one 
person can roll it out and set it up on their 
own. Importantly, it is also smaller so that 
it looks less obvious and does not protrude 
as much when fitted to smaller vans, or to a 
roof rack on an SUV or CUV. This adventure 
canopy will be available in all Thule’s global 
markets.
The other launch is the result of Thule’s 
acquisition of Tepui Roof Tents, which will 
be introduced and branded Thule from 2020 
onwards and making their European debut. 
These are a brilliant and compact sleeping 
and camping solution for the growing 
‘outdoor adventure’ consumer group, and 
also represent an exciting new 
market segment for the Thule 
brand.

Summary
Thule already has a suc-
cessful product portfolio 
for outdoor activities and 
travel. As Filip Van der Lin-
den has explained, Thule’s 
customer focus has helped it 
analyse consumer trends, and 
target new products for the 
emerging ‘Vanlife’ and ‘Ad-
venture Camping’ segments, 
to make it feel positive 
about its future growth in 
Europe and the rest of the 
world.

they want. 
Thule says this is an important sector as it 
will continue to grow, and notes that this 
generation are more likely to rent a leisure 
vehicle before buying one, making rental 
businesses an important channel for getting 
people in to this market.
The second sector is the core group of ‘active 
seniors’, which is still a growing demographic. 
Thule says these people don’t like to consider 
themselves as ‘old’, and are conscious of 
their health and staying active to live longer. 
They use caravans or motorhomes, often for 
extended trips now that they have more time 
available to do this.
The third sector already has a particularly 
strong synergy with many Thule products, and 
some new ones it has specifically developed 
for this group of ‘young adventurers’ and 
‘outdoor lovers’. These people are coming 
in to the market because they love to go 
adventure camping and do more extreme 
sports. They’re most likely to load up a car 
or van with all their gear and possibly wild 
camp in remote spots. The growth of this 
sector explains Thule’s recent acquisition of 
Tepui Outdoors Inc, the roof tent company.
While Thule expects all three of these sectors 
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