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With this vision, Dometic describes its corporate philosophy to design all products to satisfy people’s 
essential needs on their journey so they can explore more, see more and stay away longer. We talked 
about it with the new European boss, Matthias Rügner, who became responsible for OEM products for 
leisure vehicles across Europe on 1 March, 2020

Mobile living 
made easy

Words Peter Hirtschulz

C ompany news Dometic

Mobile living made easy, where “easy” 
does not only mean its function or 
ease of use, but also the emotion a 

customer experiences from the products. That 
is why millions of people around the world 
buy and use Dometic products. These include 
motorhome enthusiasts, boat owners, truck 
drivers, and camping and outdoor fans. The 
name Dometic is relatively new. It was only 
launched in 1960 as an independent brand 
for the leisure sector by the Swedish home 
appliance company Electrolux, which had ex-
isted since 1910. In its 60th anniversary year 
of 2020, Dometic is introducing not only new 
products, but also a new head of the RV OEM 
division in Europe.

Aboutcamp BtoB: Mr. Rügner, as you are 
new to the caravanning industry, please 

Matthias Rügner

give us a few personal insights about 
yourself.
Matthias Rügner: I am from the greater 
Stuttgart area in Germany, and am 43 years 
old, married with three children aged 3, 5 and 
9, and have a degree in mechanical engineer-
ing. Before I joined Dometic, I worked for an 
international automotive supplier and was re-
sponsible for relationships with their partners 
worldwide.

Aboutcamp BtoB: So you are profession-
ally new to the caravanning industry. Do 
you have any personal camping and cara-
vanning experience?
Matthias Rügner: I have experience with 
camping, but less with caravanning. In a na-
ture-oriented way, I have tended towards 
mountaineering so far. But this summer I went 

on a motorhome holiday with my whole fam-
ily. I had great support from my wife, who in 
turn brings with her a wealth of caravanning 
experience from her youth. Ultimately, I found 
my first experience of caravanning interesting 
and, like the whole family, I was very comfort-
able. So I probably had the same experience as 
a lot of new end users this year.

Aboutcamp BtoB: From your first experi-
ence in this new role, what is the latest 
news to report about Dometic products 
for the OEM market?
Matthias Rügner: The latest product news is 
definitely our 10 series refrigerators. Particu-
larly noteworthy is the RM(S) 10.5 refrigerator, 
which is a shorter model that can be installed 
under the counters. It has all the advantages 
of our popular 10 series and the best cooling 



67B t o B
    

performance in its class. The door system, 
with two door hinges, allowing space-saving 
opening on both sides is particularly inno-
vative. In addition to various other variants, 
our new under-counter refrigerators primari-
ly serve the fast-growing panel van segment 
and are also among new successful models. 
In the area of climate, we launched our new 
Roof Air Conditioner Freshjet 3000 for vehi-
cles over 7m in length. It impresses with its 
light, compact design with impressive heating 
and cooling performance. An air distribution 
box with integrated LED lighting and a pat-
ented two-cylinder inverter compressor en-
sure maximum ease of use, low noise levels 
and high efficiency. My time at Dometic so far 
has been strongly influenced by the COVID-19 
pandemic. But I can assure you that our ex-
perts and engineers have not been idle and 
have driven innovations in all areas. For exam-
ple, there are remarkable innovations in many 
product areas, but I am not able to comment 
on them just yet. Please stay tuned for the 
coming year 2021.

Aboutcamp BtoB: How does your compa-
ny support manufacturers in the develop-
ment phase of a new vehicle?
Matthias Rügner: We always develop our 
products with a constant interaction with 
our partners. Only through the regular and 
continuous exchange of information can we 
develop and deliver a final, holistically and op-
timally functioning product or solution. Before 
we manufacture complex and expensive tools 
for an individual customer, we focus on the 
modular design and the use of existing plat-
forms for an economically viable production. 
However it mostly turns out, that it´s better 
for our partners to use products or solutions 
which are part of our existing product portfo-
lio to reduce complexity.

Aboutcamp BtoB: In Europe, 
the RV-market has increas-
ingly shifted towards mobile 
homes. How did Dometic 
deal with this development?
Matthias Rügner: The shift to 
mobile homes or panel vans/
camper vans is not a major 
change for Dometic. Ultimate-
ly, the only difference between 
the products for mobile homes, 
caravans and panel vans is 
mainly the different availability 
of space. We meet all client re-
quirements and meet all desired 
categories with our products.

Aboutcamp BtoB: There is 
increasing talk of a global 
RV-market. Are there global 
product lines for the OEMs or 
are there only specific solu-
tions on a continental level?
Matthias Rügner: Compared 
with the automotive industry, so 
far, there is only a limited global 
market in the caravanning sec-
tor, but this might change in the 
future. At Dometic, we are pre-

pared as we are already a global player and 
acting in all three Regions APAC, EMEA and 
Americas. We use our global presence to also 
share global engineering and production ca-
pabilities. We already share products from one 
region to the other, and vice versa, depending 
on the regional demand.

Aboutcamp BtoB: In terms of sales, what 
are the top three RV-OEM-products? And 
which Dometic product would you like to 
have a better market penetration?
Matthias Rügner: At Dometic, we categorize 
our solutions in four core application areas; 
Food & Beverage, Climate, Power and Con-
trol and other applications. Climate solutions, 
including windows and air-conditioners, is 
the largest with more than 40%, followed by 
Food & Beverage, which includes refrigerators 
and stoves, with around 30%. These figures 
include both OEM and Aftermarket for all 
customers such as RV, Marine, Professionals 
and consumers. As is always the case, we see 
ourselves as market leader in these segments 
and will drive further innovations to keep this 
leadership role in the future. 

Aboutcamp BtoB: The subject of weight 
reduction is always topical in Europe. 
How does Dometic meet manufacturers’ 
needs in this regard?
Matthias Rügner: Our products are designed 
to be lightweight. When starting new product 
developments, a key part in our list of require-
ments is “lightweight”. We always challenge 
ourselves and try to find the best compro-
mise between weight, cost and function. To 
take the 10 Series refrigeration as an exam-
ple again, we have significantly reduced the 
weight compared to the predecessor models 
and also competition.

Aboutcamp BtoB: Which products re-
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quire greater synergy and collaboration 
between your technical department and 
that of the RV manufacturer?
Matthias Rügner: We are always partner-
ship-minded and on this basis we combine the 
clients’ requirements with our competence as 
optimally as possible. Thus, we offer our OEM 
partners a “Good-Better-Best”-strategy in dif-
ferent versions of our products. Every user has 
its own demands on functionality, but also on 
design. Every OEM and their customers have 
their own ideas. Finally, we deliver an optimal-
ly coordinated product that will satisfy every-
one involved.

Aboutcamp BtoB: A look into the future: 
How will motorhomes change in the com-
ing years and how can Dometic contrib-
ute to this change?
Matthias Rügner: It will be interesting to see 
how the many newcomers who are currently 
joining the camping community see our prod-
ucts and what demands these new campers 
place on us. These new customers are “un-
sullied” and may have different needs and 
requirements for the products. I hope that 
the new end users like our solutions which 
are designed to be intuitive, simple and easy 

for everyone. As you know, at 
Dometic, our mission is to make 
mobile living easy.

Aboutcamp BtoB: How do 
you see the changes caused 
by COVID 19 in the area of 
communication and product 
presentation?
Matthias Rügner: The COVID 
19 crisis will define the new 
“normal”. In the future, a lot 
will take place on a digital lev-
el. This also makes sense in 
many areas. For me, however, 
personal contact remains ir-
replaceable. This also applies 
to the “emotional” presenta-
tion of our products with their 
function, their feel and their 
design. Our company slogan is 
“Mobile Living made easy”. In 
order to experience this philos-
ophy through your own seeing, 
feeling and using, you need per-
sonal contact. Finally, we should 
and we will come back, at least 
to a certain extent, to our nor-
mal life before the crisis.
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