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It is going to be a
long hot summer

for the RV sector in Far
East. May and June,
indeed, will see China
hosting the CMT
China (May 27-29,
2017) at Nanjing
International Expo
Center and All in
Caravaning (June 23-
25, 2017) at Beijing

Exhibition Centre. Both fairs joined two of the
biggest players in the exhibition business for the
RV sector worldwide: Messe Stuttgart and
Düsseldorf Messe. This testify Europe's interest in
penetrating the Chinese RV continent and play a
lead role in the growth of it. CMT China, the
Chinese offshoot of the world’s largest public
exhibition for tourism and leisure (CMT), has
already been successfully held for five years. The
sixth session will be focusing on the booming
Chinese holiday and leisure market and the huge
travel resources in the Yangtze River Delta

Region. Sixth edition for the All in Caravaning
too, where the exhibition space will reach 33,000
square meters, attracting a total of 650 exhibi-
tors and possibly 25,000 visitors (including pro-
fessional buyers). Mr. Michael Degen Executive
Director of Messe Düsseldorf GmbH says "Quite
a number of top manufacturers for caravan and
components in Germany and Europe have beco-
me important exhibitors of AIC. Despite the fact
that China's economy is relatively weaker than
developed markets, it remains the world's largest
caravan market with potentials that should not
be underestimated”.
Shangaidaily.com reveals that as China's middle
class expands, the government is betting big on
caravans and campers as the future of tourism.
The RV expansion has been slow due to high
costs, legal issues and insufficient infrastructure.
Road trippers made 2.34 billion trips in 2015.
and the number is expected to double by the end
of 2020. ”The number of Chinese caravan
manufacturers has increased from 53 in 2015 to
110 in 2016. There are now 230 existing and
new caravan component producers instead of

150 in 2015.” – said Mr. Axel Bartkus, General
Manager of Messe Düsseldorf (Shanghai) Co. –
“The caravan industry in China has maintained a
stable annual sales growth, which averages at
20%. In 2015 and 2016, construction of cam-
pgrounds across China developed rapidly under
great support, resulting in about 370 completed
campgrounds nationwide, and another 400 at
the planning phase”. In 2015, the State Council
set a goal of establishing 1,000 RV campgrounds
by 2020 nationwide. China has few regular-sized
RV campgrounds compared to more than 16,000
in the United States, and less than 30,000 RVs,
only one percent of the world's total. Some
2,000 RVs were sold in China in 2016.  

Last year we took part for the second time to the
Louisville Rv National Trade, (please find our
report on this magazine) and now Aboutcamp
BtoB is ready to go deep in the knowledge of the
Chinese market and its potential. You will disco-
ver how in the issue 16th that will be printed in
August, just before the Düsseldorf Caravan Salon
2017.

Antonio Mazzucchelli
Editor in Chief

Editor’s note
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News

The Erwin Hymer
Group, Europe’s lar-

gest manufacturer of
motorhomes and cara-
vans, and the
Constantine Group PLC,
an investment company
with its registered office
near London (UK), have
agreed that the Erwin
Hymer Group will acqui-
re 100% of the shares
of The Explorer Group
Ltd., including all of its subsidiaries. After
the closing, the name of the company will
be Erwin Hymer Group UK Ltd. The
Managing Director of Erwin Hymer Group
UK Ltd. will be Robert Quine, formerly the
Managing Director of The Explorer Group
Ltd. The Explorer Group is a leading UK
manufacturer of motorhomes and cara-
vans with its registered office in Consett,
near Newcastle in the north of England.
Founded in the mid-1960s, the company
has 400 employees and is predominantly
active in the UK. With the Buccaneer,
Compass, Elddis, and Xplore brands, the
company has been able to steadily increa-
se its share of the UK market in recent
years. With a motorhome market share of
11% and a touring caravan market share
of 17%, The Explorer Group is one of the
three leading manufacturers in the UK.
“Since 2012, our SoLiD construction
method has revolutionised the production
process and resulted in a product that is
stronger, lighter, and free from water
ingress,” says Rob Quine. “Explorer has
nowinvested over eight years into the
development of SoLiD. This makes us the
only provider of fullystructurally bonded
caravans and motorhomes in the UK.”
The successful launch of SoLiD has resul-
ted in the sales volumes doubling in the
past eight years. The Explorer GroupLtd’s
management has excellent knowledge of
the British market and is therefore the
perfect partner for the Erwin Hymer
Group to further expand its position in
the UK. The sales and marketing activities
of all EHG brands in the UK will be
brought together under the umbrella of
the Erwin Hymer Group UK Ltd.

The Erwin Hymer Group is already repre-
sented in the United Kingdom today by
the Bürstner, Carado, Dethleffs, Eriba,
Hymer, Laika, Niesmann+Bischoff, and
Sunlight brands. The new Erwin Hymer
Group UK Ltd. provides an ideal starting
point to strengthen and further expand
market presence with a local manufactu-
ring base. “By acquiring The Explorer
GroupLtd., we are strengthening our
involvement in the UK. As the leading
European manufacturer, we see strategic
opportunities in the second largest
European caravanning market,” says
Martin Brandt, CEO of Erwin Hymer
Group AG & Co.KG. “Our aim is to fur-
ther expand our strong position in Europe
and to become a global supplier of high-
quality motorhomes and caravans.” For
Joerg Reithmeier, Member of the
Managing Board of the Erwin Hymer
Group and responsible for the Caravan
segment, the acquisition of Explorer is
another component in implementing the
caravan strategy: “By taking this step,
we’re positioning ourselves as the leading
manufacturer of premium caravans in
Europe.”
“We’re all really looking forward to beco-
ming part of the Erwin Hymer Group,”
says Rob Quine, Managing Director of
The Explorer GroupLtd. “It is fantastic
that a successful organisation like the
Erwin Hymer Group is investing in our
future. As a new member of the Erwin
Hymer Group, we will have access to uni-
que know-how and expertise. We will
exploit this strategic opportunity to create
permanent added value for our custo-
mers.”

Trigano announces it had entered into
exclusive negotiations with the sharehol-

ders of Protej d.o.o to purchase 99,08% of the
company in a view to acquire Adria Group.
Protej d.o.o is a Slovenian holding owning ACH
d.d., the mother company of Adria Group.
Established in 1965, Adria is one of the most
recognisable brand names in the European lei-
sure vehicle market. The company manufactu-
res and markets motorhomes, caravans and
mobile homes. The group is profitable (current

operational profitability comparable to that of
Trigano’s), employs around 1,500 people and
achieved a turnover close to M€ 350 in 2016.
This acquisition shall generate significant syner-
gies (purchasing, industrial and commercial). It
is part of Trigano’s strategy of development
through external growth in the fields of leisure
vehicles, accessories for leisure vehicles and
trailers. Financing of this acquisition will be
ensured by already available credit facilities
granted by Trigano’s banking pool.

Trigano is negotiating the acquisition of ADRIA Group

Erwin Hymer Group acquires The Explorer Group Ltd
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News

Pilote Group, key player on the leisure vehicle market in Europe,
acquires Car-Away SA, a family-run business specialized in motor-

home and van rental services since 1979. Its headquarters is located in
Rueil Malmaison (92), France.
Car-Away is a major actor on the professional leisure vehicle rental
market. It is a 30-year partner of Avis Budget Group in France (it is also
known as “Avis Car-Away”) and beneficiates from a very deep know-
how, a proficient French network of branches and many international
contacts. It is exclusively offering Pilote Group vehicles for rental since
many years. This acquisition strengthens Pilote Group activities on the
fast-growing rental market.
M. Philippe Gueugnier, founder and General Manager of Car-Away,
will lead the operational transition of all activities for the coming 18
months. M. Antoine Vaucher is appointed Deputy General Manager of
Car-Away. He is in charge of all rental activities of Pilote Group.

Pilote Group acquires Car-Away

Dometic Group has entered an agreement to acquire the assets of
IPV, a German-based aftermarket provider of coolers and other

outdoor products. The acquisition strengthens Dometic’s position in the
EMEA market for mobile coolers. The purchase price is EUR 3.5 million.
IPV filed for insolvency in August 2016, and Dometic has worked with
the insolvency administrator and IPV to reach a deal where Dometic
acquires selected assets including inventory, tools, equipment and some
trademarks. The acquisition will add annual sales of approximately EUR
15 million to Dometic. Some 25 employees will remain in the business
including representatives of the founding family. ”IPV provides a very
suitable complement to our current cooler business. The acquisition will
broaden our customer base as well as provide strong entries into
Eastern Europe”, says Roger Johansson, President and CEO of Dometic.

Dometic acquires IPV, a German-based
aftermarket provider of coolers

The new Trigano Van industrial centre was officially opened on
December 5th, 2016 in Paglieta (Chieti), just a few kilometres

from the previous premises. It occupies an area of over 28,000 squa-
re metres, 11,000 of which are indoors. Strongly growing production
for an expanding market and for an increasingly competitive product
has made it necessary to build a new and bigger production plant for
Trigano Van, a company which manufactures camper vans, part of the
French group, Trigano, and present in Val di Sangro since 2004. The
newly opened and already operational production centre represents
an important achievement for the company, which takes care of the
fitting and transformation of vans into camper vans. The expansion of
the surface area and industrial reorganisation of the new industrial site
allow improvements to production capacity, efficiency and the wor-
king environment. The ribbon was cut in the presence of François and
Marie Hélène Feuillet, Chairman and General Manager, respectively, of
the Trigano Group, European leader in the outdoor holiday market,
Paolo Bicci, CEO of Trigano Van along with various local authorities.
Monsignor Pellegrini blessed the new industrial centre immediately
before the ribbon cutting ceremony. CEO Paolo Bicci says “The new
plant is a state-of-the-art facility in our sector and has been conceived
in compliance with innovative industrial logics aimed at improving the
performance of our group’s results and safety in the workplace even
more”. This has been a considerable investment and it will enable us

to cope with the challenges of the European market and to further
strengthen the leadership position that the Trigano Group has con-
quered on the van market with in-house production of camper vans
for the group’s brands Benimar, Challenger, Chausson, CI, Roller
Team, Mc Louis and Karmann, distributed everywhere in Italy and
Europe thanks to a network of agencies and dealers. There is a strong
presence in the export market, with 67% of turnover for distribution
of vehicles throughout Europe.

New production premises for Trigano Van in Italy

DexKo Global Inc. announced that Dexter has reached an agreement to purchase the heavy duty axle
and suspension manufacturing assets of Ingersoll Axles, along with the light duty axle manufactu-

ring assets of Standen’s from the IMT Group. Ingersoll Axles has been a leading supplier of specialized
heavy duty trailer axles and suspensions across North America for over 55 years. Dexter intends to acqui-
re the manufacturing locations in Ingersoll, Ontario; Calgary, Alberta; and Indianapolis, IN.Once comple-
te, Ingersoll Axles and Standen’s Light Duty Axles will operate as one ongoing business within the Dexter
group. The companies expect the transaction to close by the end of 2016. DexKo Global and Dexter are
majority owned by a fund managed by The Sterling Group, an operationally-focused middle market pri-
vate equity firm based in Houston, Texas with $2.2 billion of assets under management.

Dexter to purchase axle and suspension assets from the IMT Group
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Trigano announ-
ces the acquisi-

tion of the company
A u t o - S l e e p e r s
Investments Ltd
(ASI), manufacturer
and dealer of leisure
vehicles in the
Uni ted-K ingdom.
Since the acquisition
of SEA, Trigano was
a minority sharehol-
der of the company.
The two managers

of ASI remain in office. Established in 1961, the company has deve-
loped the manufacturing of motorhomes sold under the brand
Auto-Sleepers, which hence is one of the oldest European brands.
ASI is also active for several years in the distribution of motorhomes
and caravans, which, under the brand Marquis, became the UK’s
leading recreational vehicle sales network. Auto-Sleepers employs
386 people and achieved a turnover of M£ 121 in 2016. This acqui-
sition will allow Trigano to consolidate its presence in the UK
motorhome market and shall generate many synergies (purchasing,
industrial and commercial). It is part of Trigano’s strategy of deve-
lopment through external growth in the fields of leisure vehicles,
accessories for leisure vehicles and trailers.

Trigano acquires Auto-Sleepers
Investments Ltd

News

Thetford Corporation acquired B&B Molders, a manufacturer of
high-quality, plastic injection-molded products. Based in

Mishawaka, Ind., B&B supplies a wide variety of its products to the
RV industry, including some to Thetford. B&B also supplies custom
products to the defense and other industrial markets. “This is a
great addition to the Thetford family of RV companies,” said Kevin
Phillips,Thetford Corporation President, The Americas. “B&B is
widely known and well respected for its innovation, world-class
quality and outstanding service.” Terms of the sale were undisclo-
sed. Like Thetford, B&B was founded in 1963 and was privately
owned. Thetford purchased B&B from the Murphey family, who
bought it from Harley Davidson in 1996. Phillips said that General
Manager Brad Murphey will continue to run B&B. “There will be no
changes to the B&B organization,” Murphey said. “It’s business as
usual. B&B will operate independently – with its same manage-
ment team and as a separate business.” “We’re pleased to align
our company alongside Thetford, which is an RV industry leader,”
he added. “We both become stronger together.” “B&B Molders is
a great fit for Thetford,” Phillips said, “and this acquisition is a very
positive move for us. Thetford is a growing company that will con-
tinue to grow through innovative product development and the
pursuit of potential acquisitions.”

Thetford Corporation acquires B&B
Molders

TecnoWall s.r.l.
Via Sardegna 15 - 53036 Poggibonsi (SI) IT
Ph +39 0577988285 - Fax +39 0577988961
www.tecnowall.it - info@tecnowall.it

TecnoWall has developed FibroPlast, a newly-designed
structural component, to replace the wood strips

the recreational vehicles’ walls include.
On the market for four years

now, FibroPlast is
especially suited for
designing perime-
ter profiles on body

panels, is highly resi-
stant to torsion, provi-

ding excellent thermal
insulation and adheres easily.

Its heat resistant properties
allow it to withstand exposure to the sun without defor-
ming. FibroPlast is supplied in 78x60 mm slats, 450 cm
long. It is produced in three variants: 300, 350 and 400
kg/m3 in density. The intermediate FibroPlast 350 version
has a thermal conductivity of 0.043 W/m°K, with a greater
bending strength of 21 N/mm2, a higher tensile strength
of 15 N/mm2, and long term water absorption (EN 12087)
of less than 2.7%.

Flexible, lightweight and insulating

THAT’S FIBROPLAST!
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News

DexKo Global, a global leader in highly engineered running gear
technology and chassis assemblies and related components, has

expanded the operations of AL-KO Vehicle Technology through the
acquisition of BPW Fahrzeugtechnik, a wholly-owned subsidiary of BPW
Bergische Achsen KG and based in Paderborn, North Rhine-Westphalia.
The transaction closed on February 28th, 2017. BPW Fahrzeugtechnik’s

focus lies particularly on the development and manufacturing of trailer
running gear in the low axle load range. The company, which has
approximately 200 employees, is an established manufacturer of high-
quality and reliable running gear products. Fred Bentley, CEO at DexKo
Global: “We look forward to being able to access the proven expertise
of BPW Fahrzeugtechnik. True to our corporate theme “together is bet-
ter”, we will be utilising the available synergies to continue the dyna-
mic, further development of our companies.” Harald Hiller, President
and CEO of AL-KO Vehicle Technology elaborates: “The combination of
AL-KO Vehicle Technology and BPW Fahrzeugtechnik will strengthen
the portfolio of our core business, provide us access to proven know-
how and guarantee our customers top products of the highest quality.”
Markus Schell, General Partner of BPW Bergische Achsen KG: “All par-
ties will benefit from this agreement. Within the BPW Group, we will be
able to now focus on our core business, the development of system
solutions and services for goods transport and logistics. The staff of
BPW Fahrzeugtechnik, along with AL-KO Vehicle Technology, will con-
tinue to be part of a globally active, long-established company with a
long-term strategic focus.”

Dexko to acquires BPW Fahrzeugtechnik

LCI Industries (NYSE: LCII) (“LCI”), a supplier
of components for the leading original

equipment manufacturers (“OEMs”) of recrea-
tional vehicles (“RVs”) and adjacent industries,
and the related aftermarkets of those indu-
stries, announced that its wholly-owned subsi-
diary, Lippert Components, Inc., has reached an
agreement in principle to acquire Sessa Klein
S.p.A., a Varese, Italy-based manufacturer of
highly engineered side window systems for
both high speed and commuter trains. Sessa
Klein’s sales for 2016 were approximately €10
million (US$11 million).
Closing of the transaction, anticipated to take
place within 30 days, is subject to agreement
on final terms, the execution of definitive tran-
saction documents and satisfaction of custo-
mary closing conditions. The purchase price is
expected to be approximately €7.9 million

(US$8.5 million), which would be paid at clo-
sing from available cash, plus contingent consi-
deration based on future sales.
“Sessa Klein has an excellent management
team, and a great reputation in the internatio-
nal rolling stock industry for the sophisticated
engineering and design of their window pro-

ducts,” said LCI’s President Scott Mereness. “In
2016, we acquired Florence, Italy-based Project
2000 S.r.L., a manufacturer of motorized entry
steps, bed lifts and RV accessories, as a founda-
tion for LCI in the European RV market. We
believe the addition of Sessa Klein’s products
and diversified customer base opens a door
into a new adjacent market for LCI. We are
enthusiastic about growing market share in
their core train markets in Europe as well as the
United States. Additionally, we believe this
transaction accelerates the opportunities to
expand LCI’s product offerings for the
European RV market, particularly for caravan
windows. We look forward to the Sessa Klein
management team continuing to serve their
existing customers after the transaction is com-
pleted, as well as working closely with LCI’s
management team to find new opportunities.”

LCI Industries to acquire Italian-based manufacturer Sessa Klein

The Supervisory Board and the shareholders of Messe Düsseldorf
GmbH have approved plans for the complete reconstruction of

the South Entrance and, subsequently, Hall 1. Werner M.
Dornscheidt, Chief Executive Officer of Messe Düsseldorf GmbH, is
pleased: “We can now implement our Masterplan for the complete
modernisation and renewal of the premises at our home base – and
indeed, as always, without subsidies.” The investment volume of this
southern section is EUR 140 million. In all, Messe Düsseldorf will
invest around EUR 636 million until 2030. The work will start in May
2017, after interpack, and should be completed in summer 2019.
The new South Entrance will give Messe Düsseldorf a contemporary
presence directly on the banks of the River Rhine with a view
towards Düsseldorf. Trade fair visitors and convention delegates will
be welcomed by a new illuminated and translucent canopy, 7,800
square metres in size and about 20 metres high. It will be a power-
ful architectural icon at this highly visible point of the exhibition cen-
tre. After interpack 2017 Messe Düsseldorf is planning to demolish
today’s Halls 1 and 2 and to replace them with a new building that
will be immediately adjacent to the Foyer along its entire width.
Being 158 metres in length, 77 metres in width and comprising over

12,000 sqm, the new Hall will be roughly the size of Halls 8a and 8b.
The new hall will meet the high technical standards of the entire
exhibition centre. It will be accessible via 7 gates, and it will allow
suspensions from all ceilings and also the supply of facilities to stands
from the hall floor. Pedestrians can move between the hall and CCD
Süd via a bridge on the 1st floor. As well as being connected to Halls
3 and 4, it will have a major route, leading from the South Entrance
directly to the rest of the premises.

Messe Düsseldorf will rebuild the South Entrance and Hall 1
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News

Since March
13th, 2017,

the industrial
group VERDO-
SO has bought
the company
E U R A M A X
I N DU S T R I E S ,
after a process
which started
end 2016. The
key factors that
have interested
VERDOSO SAS
for the acquisition of EURAMAX INDUSTRIES are:
– A recognised know-how in transformation of aluminium and
windows
– A performant R&D department, catalyst for market differentia-
tion
– World-famous clients among the largest manufacturers of
public work machines, automotive Tiers, transport and recreation
vehicles
-A management team invested in the search for diversification of
new Products / Markets / Solutions.

The strengths of VERDOSO for EURAMAX INDUSTRIES are mainly:
-An independent industrial group focused on industry
-Significant own funds
-A strategy which adhere in the duration and the management
support in the definition of the strategy and projects
-A contribution of human and industrial skills, experimented and
operational.

The group VERDOSO bought EURAMAX
INDUSTRIES

Effective January
1, 2017,

Webasto acquires
Schaidt. It has com-
pleted a takeover of
the bankrupt electro-
nics service provider
Schaidt Innovations
GmbH & Co. KG,
based in Wörth-
Schaidt, Germany.
The business in
Wörth-Schaidt will
continue to operate
with around 170
employees and will be absorbed into the Webasto Group bearing
the name Webasto Mechatronics. By adding its own in-house
electronics production, the acquisition enables the world market
leader for roof, convertible roof and thermo systems to strengthen
its systems competence and capability. Both parties to the transac-
tion have agreed not to disclose details of the sale price. “The
complexity and significance of electronic components for all
Webasto products have been steadily increasing for years,”
explains Dr. Holger Engelmann, Chairman of the Management
Board, Webasto SE. “More than ever, having electronics knowhow
means having strategic knowhow, which is also indispensable for
automotive suppliers. With this acquisition, we are expanding our
longstanding mechatronics expertise with a highly competent
team for electronics contract manufacturing,” he points out. In
the future, this acquisition will allow Webasto to manufacture
some electronics components in-house. Given the augmented ver-
tical production integration, the Group enhances its position as a
systems supplier to the automotive industry. 

Webasto acquires Schaidt Innovations
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News

As from December
2016 Martin

Henderson takes up
the position of
General Manager of
Thetford Ltd. In this
role Martin will beco-
me part of the
E u r o p e a n
Management team.
Stéphane Cordeille,
CEO Thetford: ‘We
are delighted to
announce the new
position of Martin
Henderson. This
organisational change is a logical next step in our
ambition to further professionalise our processes at
Thetford Ltd and to further embed a cultural value
whereby the customer always comes first, and we
continuously strive for product leadership of both pro-
ducts and services. Martin is responsible for all discipli-
nes within Sales, Operations and Engineering.’ Martin
Henderson joined Thetford as from the 1st of January
2016 as Sales Manager UK. In this role Martin has
become acquainted with both the Thetford organisa-
tion and the UK customers. In his new role, Martin will
continue to take care of the key account management
of the major players in both OE and AM segments.

Martin Henderson, new general
manager of Thetford Ltd

On 1 March 2017, Daniel Onggowinarso, a
proven caravanning expert, acceded as

new executive officer of the Caravanning
Industry Association (CIVD). He succeeds Hans-
Karl Sternberg, who died unexpectedly in
September 2016. As executive officer of the
association, Daniel Onggowinarso represents all
interests of the companies in the caravanning
industry. The association champions almost any
of the German and European manufacturers of
caravans and motor caravans as well as their
suppliers and service providers in German and
European political committees. The graduated
engineer and MBA with international experien-
ce joins the CIVD from the V-Group, where he
was last working as Chief Investment Officer

and deputy executive officer of the group’s Joint Venture in China. During his stay
in the country, he was also representing the CIVD to Chinese authorities. Before
that, the 39 year-old had been working as an expert for technology and environ-
ment at the association in Frankfurt. “Many know Mr Onggowinarso from his
eight years at CIVD‘s technical department – wrote the Executive Board CIVD –
During this time, he proved to be a capable, team-minded and well-networked
colleague and the association never lost contact with him afterwards.
Furthermore, he represented CIVD in China during his professional stay in the
country. We are pleased to have found a capable person that suits our industry
and the team of CIVD.” Hermann Pfaff, President of the Caravaning
Industrieverband eV (CIVD) said: “We took the time to find the right person for
this position. Daniel Onggowinarso will be the new CEO of CIVD, an expert with
a great knowledge of opportunities and targets of our industry, “

Daniel Onggowinarso is the new CEO
of the CIVD

Christoph Bauer will
take over as

Marketing Director at
Knaus Tabbert GmbH with
effect from 1 February. The
34-year-old native of
Lower Bavaria has held a
variety of marketing roles
with the company since
2001. He replaces Viktoria
Nagel, who, after nearly
four very successful years
as Marketing Director at
Knaus Tabbert, is leaving
to take charge of her parents’ retail business.
Christoph Bauer is an IT specialist and played a key role
from the outset in shaping the “new media” within
the company marketing department. A father of two-
year-old twins, he has rolled out projects that include
“Knaus Tabbert Assistance” and the ADAC caravan
rental programme. Most recently, Bauer held the posi-
tion of New Media Manager. Managing Director Gerd
Adamietzki, CSO Marketing and Sales commented:
“Over the last few years, Viktoria Nagel has raised the
profile of our company and its brands decisively in
communication and human terms. We very much
regret – but understand – her decision to leave. I would
like to take this opportunity to express our thanks for
her outstanding contribution and to wish her every
success in her new role. At the same time, I very much
look forward to working even more closely with
Christoph Bauer. As a long-serving member of staff, he
will also ensure continuity with our partners. I am also
convinced that he will provide important momentum
for the future of Knaus Tabbert.”

Christoph Bauer: new Marketing
Director at Knaus Tabbert GmbH

Simone Niccolai is the new President of
APC (Associazione Produttori Camper e

Caravan), the Italian caravan and motorho-
me manufacturers association. The CEO of
Luano Camp Srl, a brand owner of Rimor,
convinced the associates thanks to his expe-
rience and the great knowledge of the sec-
tor. Since over twenty years Niccolai is
known as one of the entrepreneurs in the
RV sector and since September 2014 he held
the position of vice president of APC. In this
role he supported the former President Jan
de Haas in all the Association’s initiatives,
including Salone del Camper in Parma, the
most important exhibition for the sector in
Italy, which in recent years has always enjo-
yed greater success and constant growth of

exhibitors, attracting over 127,000 visitors from around the world. “I’m very
proud – says the new President of APC, Simone Niccolai – of the important
mandate I’ve received from the partners. I’ll do my best to prosecute the work
of consolidation and enhancement of RV industry on the international markets
and also in the relationships with Institutions, in order to make the outdoor
tourism recognized as a development flywheel by local governments to increa-
se national receptive system and offer quality services to 8 million tourists,
Italians and foreigners, who choose Italy for their holidays in caravans and
motor homes”. Niccolai will be joined by André Miethe, current Laika AD,
appointed as Vice President and Treasurer. Founded in 1977 to represent the
motorhomes and caravan producers, APC operates to promote the culture of
camping lifestyle, tourism on the road and free receptivity. The Association
brings together the Italian and foreign companies currently producing motor-
homes, caravans, trailers, chassis, components and accessories for recreational
vehicles. APC and its 37 associated employ in Italy 1,500 people directly, and
over 4,000 in related industries in the manufacturing sector: These resources in
2016 have produced over 15,000 motorhomes, generating a total turnover of
approximately 750 Million Euro.

Simone Niccolai is the new president of APC
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Swift Acquisitions Limited, the parent company of Swift Group, the
number 1 leisure vehicle manufacturer in the UK, has released its

2016 financial results with the following headlines:
A record turnover of £252m, an increase of 19% on the previous year,
with growth across all product lines (touring caravans, motorhomes
and holiday homes)
A record operating profit of £17.5m, more than double the previous
year’s level Whilst this level of growth reflects very positive market con-
ditions for the industry, Swift also attributes its profitability increase to
a focus on product quality, design and product mix. Careful manage-
ment of the cost base of the business and efficiency gains realised from
investments in manufacturing processes and techniques have also led
to profitability improvements. The company has significant foreign cur-
rency exposure, which was carefully managed to yield a positive result
With the profit growth and cash that has been generated there has
been considerable investment in the areas of innovation, quality
systems, customer choice, the dealer network and the retail customer
experience. Investments have also been made in improving and enhan-
cing the manufacturing facilities, with £4.9m spent within the 2016
financial year, and a significant sum of planned capital investment in
the forthcoming year, including a new holiday home production line.
Shortly after the August 2016 year end, the company became debt free
by clearing early the debt taken on in 2012 to strategically grow the
business. Swift attributes the success of recent years to its focus on
delivering market leading products in terms of design, technology, con-
tent, quality and choice, in what continues to be a very competitive
market place. The outlook for the coming year remains positive, with
trade continuing strongly supported by innovative new product laun-
ches including the crossover camping vehicle Basecamp, the luxurious
twin unit Whistler Lodge, and the S-Pod 4 providing hotel quality

accommodation on a park.
“The Directors are extremely pleased at the growth in our business.
Significant investments in capital equipment, training, education and
technology have been made which further enhance the total Swift
offering. We are well positioned to take advantage of future opportu-
nities and challenges in what is currently a buoyant market“, commen-
ted James Turner, Managing Director. “Our financial strength provides
security in an uncertain world and also great scope to continue inve-
sting and innovating, increasing confidence for retail customers, dea-
lers, suppliers, and employees, and reinforcing Swift’s leadership of the
UK market”

Swift announces increased turnover and profit for 2016

News
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The challenge of globalisation?
Not to lose character!

In order to understand what the mission
of a recreational  vehicle is, we need to
understand first what a recreational vehi-

cle is today. Technically speaking, it is a vehi-
cle based on a  commercial vehicles-derived
chassis, fitted with a superstructure designed
to deliver, in the automotive form, the
endowments of a normal house. All accor-
ding to the strict automotive sector’s guideli-
nes. Besides, the recreational vehicle is basi-
cally a personal empowerment tool: campers
and caravans  perform the functions of a nor-
mal house, but are not tied to a fixed loca-
tion, thus allowing their users to continuou-

sly change their destination. Therefore, they
enable them to live intensely the places they
are crossing, immersing themselves in and
facing unknown situations. The recreational
vehicle opens a window on the world, as it
allows to mix our daily life with countless
others, kilometer after kilometer. It is a com-
parison tool, and most likely one of the more
complex items available on the market today.
It is certainly not a space-shuttle, it is not
pressurized, it does not fly nor fluctuate, but
it represents the ideal point of contact bet-
ween what is mobile - the motor vehicle -
and what is immobile - the house. It needs to

have the safety and comfort of a motor vehi-
cle and it must possess its style, design,
charm, performance and sophistication.
Conversely, the house must have  comfort,
independence and the ability to meet the
basic needs, as well as safety, heat,  beauty
and customization possibilities. The combina-
tion of these elements creates something
unique. It gives birth to an extremely fascina-
ting vehicle, which allows you to experience
the world with the comfort and the habits of
a house, but a house that never overlooks
the same landscape, because the views you
can enjoy from  your motorhome windows



are  virtually endless. The crew will entrust
this fascinating vehicle with their most pre-
cious time, which people usually devote to
themselves, to their wellness and relaxation.
The time of discovery, holiday, explorations.
A recreational vehicle should ensure comfort
and safety, but also harmony and elegance.
And magic, maybe. 
Anyone designing a recreational vehicle faces
an impressive array of constraints he is requi-
red to comply with: size, weight, safety regu-
lations, interiors, components, materials. A
vehicle must be ergonomic, rational, functio-
nal, balanced. It must be also aesthetically

pleasing, economically viable, commercially
attractive.  Those who buy a recreational
vehicle want it to feature anything that can
fully satisfy  all their desires and that can be
customizable as well, being unique.  The
recreational vehicle production process is
constantly evolving. From the financial stan-
dpoint, we have unquestionably witnessed to
a shift from a market full of many indepen-
dent businesses, strongly diversified and roo-
ted in the territory to one dominated by a
few large multinational industrial groups,
oriented to production processes standardi-
zation, with branches in several countries.

Branches that manage brands and produc-
tions increasingly less tied to tradition, know-
how and skills, but  committed to occupy any
potentially interesting space in the market.
This evolution has turned the hand-crafted or
semi-crafted production into an industrial
assembly, where each production unit is no
longer dedicated to a single, but to several
brands. This is what is called globalisation.
Productive standardisation and technical and
stylistic homologation, then, to manage ever
growing volumes: how all this matches with
the legitimate final customer’s desire to buy a
customized vehicle?

Words Michel Vuillermoz

What is a recreational vehicle’s mission? What does the buyer  expect from
his camper or caravan, what are his expectations, hopes? What is the mee-
ting point between the inspiration of those who design a vehicle, the
manual skills of those who assemble it, the passion and the legitimate
aspirations of anyone who invests money to buy it? 
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Common platforms, identical vehicles 
By observing the current trade and industrial policies in the made-in-
Europe recreational vehicles industry, one has the feeling that we are
proceeding by trial and error: brands are increasingly becoming gene-
ralist, trying to dramatically expand their offer to cover any possible
requests from customers and sales network. Seldom they try  to crea-
te something new that broadens the market: very often brands look
closely at the competirors, imitating their moves. A sort of re-ingenee-
ring aimed perhaps more at improving the dealers’ sales skills to ensu-
re that the customer has his needs satisfied. Thus it happens that too

often carbon paper and photocopiers become more important than
screws and bolts, that products are all identical, resulting not only
from an assembling implemented in one and the same production
unit, but also from a common design and development. Identical
vehicles with the same layout, design, size, vehicle, solutions, mate-
rials, components, positioning.  Identical vehicles that differ from each
other only for the internal furnishing shades, upholstery, adhesives
and naming. One product, several sales networks, multiple sam-
ples…and you are ready to play. From a commercial standpoint, this
is a flawless practice: indeed, we are talking about best results with
minimum effort. 
All this, however, devoids the vehicles of that magic that results from
a brand tradition. The fruit of years of history, evolution, research. The
result of the experience gained in the past with vehicles that you still
can see on the streets: in comparison with them,  new models resem-
ble foreign bodies. If  thrill is missing, if passion is lacking, the magic
is lost, exactly as in the automotive world. 
Knowing how to stand out then becomes crucial within any price
range: we need character,  brilliance, style and design. We need real
innovation at all levels, in the respect of the tradition, of a brand uni-
queness. The challenge is to renew ourselves and keep the pace with
the times, but without imitating anyone. The challenge is to develop
products based on common platforms, harmonising investment but
without cloning. Brandind as ours a product developed by another
brand is not the solution to fill the empy space on supply side: it ser-
ves only to create more space for whoever has actually the ability to
invent something new.

Bodies and structures do not evolve
Invent, innovate, and experiment: suitable technologies exist and are
at hand, the time has come for recreational vehicles industry to make
the great leap forward. Over the past 30 years, most innovations
which  recreational  vehicles benefited  from have indeed mainly come
from  the components used for the assembly. First of all the vehicle,
whose powers are more than doubled compared to the early Nineties
and that have adopted the traditional comfort and safety systems
which are typical of the car world. And then on board lights, increa-
singly similar to those of a normal house, let alone the heating plants
and refrigerators high performance. And what about the on board
lighting technology, entrusted to real systems capable of adapting to
the external light environmental conditions to optimize and customi-
se the vehicle’s interiors?
The innovation process was often left standing in the bodies design,
in their ability to provide passive safety, in assembly systems. In com-
parison with a car world continuously evolving in any direction, from
aerodynamics to power-hybrid units, from composite materials for the
bodies to the active and passive safety up to the autonomous driving,
recreational vehicle industry seems like  a sphinx. Motionless, unable
to keep the pace with the continuously changing scenario. A campe-
r’s body has remained stuck to the design introduced several decades
ago. Shapes have slowly evolved, often solely under the thrust of the
chassis renewal, but the supporting skeleton has remained the same:
in 90% of cases a sandwich consisting of a framework (wood, polyu-
rethane or composite resins) and insulating panels (EPS, XPS...), with
a internal (wood, aluminum or fiberglass) and an external (aluminum
or fiberglass) lining. There are no bodies with programmed deforma-
tion in the event of a collision, there are no safety structures, a kind
of safety-cage protecting travellers in the passenger compartment in
the event of a crash.
Time is ripe for all this to change: it is unthinkable that a vehicle,
whose minimum price can easily exceed 50,000 Euro, cannot offer to
those who will use it the same degree of safety as a normal, and infi-
nitely less expensive, car. 

Safety is an optional
Often an overused term, safety sounds often empty as well: all the
latest-generation vehicles, since Fiat Ducato, can be equipped (and
often are standard-endowed) with the most modern active and pas-
sive safety aids. No-one, today, would buy a small car for 10,000 Euro
if it did not offer ABS, ASR, ESP, airbags (4, 6 or 8 depending on the
model), Hill-Holder and air conditioning system. And yet today motor-
homes that cost as much as six, seven or even ten small cars do not

Point of view EUROPEAN TRENDS
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offer these standard basic amenities. The ESP
presence, on a vehicle that will travel always
at the limit of its maximum allowable weight,
and unfortunately sometimes even beyond,
can make the difference between avoiding a
collision or colliding with an unexpected
obstacle. Between avoiding or having an
accident, with anything that this may involve.
Its presence cannot be definitely left to the
final user’s discretion.

Standard constructions for standard
users
The mission of a recreational vehicle cannot
be, therefore, separated from being a cozy,
confrotable and safe means of transporta-
tion. It must comply with the rules that apply
to means of transportation, also having the
courage to go beyond too many grey areas
of sketchy regulations. However, a camper is
also a kind of sponge that can absorb the
overwhelming majority of news and innova-
tions revolving around different worlds: auto-
motive, domotics, entertainment, mechanical
and energy, just to name a few. A camper
can dialogue with your iPhone, enabling

remote management of water and energy
autonomy as well as the setting of heating
and air conditioning. It may be independent
from the energy
point of view,
exploiting high
efficiency pho-
tovoltaic modu-
les or lithium
ion batteries. It
can feature any
kind of ameni-
ties, every possi-
ble personaliza-
tion. Let’s think
of the variable
slide-out volu-
mes, present for
decades in the States and finally ready to
land also in the old continent. Possibilities are
many, but often remain unspoken, and cam-
pers end up looking all the same. A single,
basic vehicle, a small number of interior
layouts, standard components, standard con-
struction for a standard user, typically repre-
sented by a couple. Low-profiles, pure cam-

pers and motorhomes aimed at  two people,
proposed by related brands. Industrial pro-
ducts,  children of the same vision and the

same pencil. And
of the same idea
too, i.e. to stake
everything on
the same type of
customer,  the
couple. An eco-
nomically stable
customer, ready
to invest big
money in wel-
lness, personal
empowerment,
desire to disco-
ver, explore. A

customer who probably feels less and less the
magic the relationship with his vehicle invol-
ves, as it is seen as a "normal" means of tran-
sport, just like the car. And if the vehicle in
itself and for itself is no longer a dream, then
the customer downgrades it to a simple  holi-
day tool. Dream holidays, of course, but rare-
ly on the RV of his dreams.

Coach-built
Carado A, Sunlight A•
Challenger Genesis, Chausson Flash, Benimar Sport•
Buerstner Lyseo A, Dethleffs Trend A, LMC Breezer•
CI Riviera, RollerTeam Granduca•
CI Magis, RollerTeam Zefiro  •
CI Sinfonia, RollerTeam Magnifico•
CI Elliot, RollerTeam Autoroller•

Motorhome
Autostar Privilège, Challenger Sirius, Chausson Exaltis •
Fleurette Discover, Florium Wincester,•
McLouis Nevis, Forster I Fresh•
Bavaria Initial, Pilote Galaxy•
CI Mizar, RollerTeam Pegaso, Benimar Aristeo, Elnagh I-Loft•
Mobilvetta K-Silver I
Buerstner Lyseo I, Dethleffs Trend I•
Buerstner Aviano, LMC Explorer, Hymer Classic, Solifer I•

Semi-integrated
Carado T, Sunlight T, Etrusco T, Dethleffs Trend T, Solifer T•
Challenger Genesis, Chausson Flash •
Challenger Mageo, Chausson Welcome, Benimar Mileo•
Fleurette Migrateur, Florium Baxter•

Fleurette Magister, Florium Mayflower•
McLouis Mc4, Elnagh T-Loft, Forster T Fresh, Mobilvetta K-•
Silver
Bavaria Tren-D, Pilote Pacific•
Buerstner Ixeo, Dethleffs 4Travel•
Rimor Europeo, BluCamp Lucky•
CI Riviera, RollerTeam Granduca•
CI Triaca, RollerTeam Triaca•
CI Magis, RollerTeam Zefiro•
CI Sinfonia, RollerTeam Magnifico•
CI Elliot, RollerTeam Autoroller•

Van
Bavaria Van, Pilote Foxy Van•
Poessl D-Line, Globecar D-Line•
Poessl H-Line, Globecar H-Line•
CI Kyros, RollerTeam Livingstone, Challenger Vany,•
Chausson Twist, McLouis Memphys Van, Karmann Davis,
Benimar Benivan, BluCamp Ocean
Rapido Vans, Dreamer Select Van, Wesftalia Amundsen,•
Campérève Magellan
Font Vendome, Karmann  Dexter•
Knaus BoxStar, VanTourer•

THE MOST FAMOUS TWINS IN EUROPE

Standardization enables to mana-
ge growing volumes: however, this
makes RV’s lose their soul, which is
the result of tradition, years of
history, development and research
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Truma presents VarioHeat, a compact, high performance
and flexible installation all-rounder. 

Efficiency and lightweightness
in a compact device

Words Enrico Bona

Truma VarioHeat was born as the succes-
sor of the widely proven Trumatic hea-
ters. Starting from the two previous

models E 2400 and E 4000 Truma developed
two completely new variants showcased at
CMT trade fair in Stuttgart: VarioHeat eco
(2,800 Watts) and VarioHeat comfort (3,700
Watts), both having the same space-saving
dimensions. Truma VarioHeat is also very light
with only 5,5 kg for both models: it is even
50% lighter than the Truma S heater.
Despite its compact dimensions the new heaters
have a lot of power. For instance, VarioHeat eco
delivers 15% more heating output and 100%
more flow rate than E 2400.
VarioHeat can be easily operated by the digital
control panel Truma CP plus. Campers can set



Contacts
E-mail: info@truma.com

pa r ame te r s
like the exact
room tem-
perature or
the fan level
and program
a timer. The

heating output,
in “Eco” mode, is

automatically regula-
ted on the base of the pro-

grammed temperature. Another useful function
is the “Boost” level which heats the vehicle very
quickly. The “Night” function, finally, operates
the heater at the lowest fan level (1300 Watts) in
order to ensure a good sleeping time. The “Vent”
mode provides an efficient air circulation even if
the heater is off. Thanks to Truma Diagnosetool

the dealer or service partner can operate an
easier and quicker troubleshooting. "The CP plus
VarioHeat has an identical configuration to the
Combi control panel. Proven functions and fami-
liar handling make it easy for the customer to get
the hang of it", says project leader Thomas
Hartmann. If campers have  also installed a Truma
air conditioning system, this can also be operated
via the CP plus”. Moreover, VarioHeat offers
maximum flexibility: it can be installed both in a
standing or lying position and can be integrated
almost everywhere in the vehicle layout. This pro-
vides the OEMs with great freedom of design and
saves space in the vehicle for additional storage.
Compact, lightweight, powerful — these  advan-
tages make Truma VarioHeat particularly suitable
for vans, compact caravans and as an additional
heater for larger motor homes.

Truma VarioHeat's technical data:

Truma has been supplying con-
venient accessories for cara-

vans and motorhomes since the
foundation in 1949 by Philipp
Kreis. He developed the “first offi-
cially recognised caravan heater”
in 1961, therefore making winter
camping possible for the first time.
Today, Truma is an international
familyrun company based in
Putzbrunn near Munich that deve-
lops, produces and markets pro-
ducts from one single source. The
Truma product range includes hea-
ting and air conditioning systems,
through to hot water products and
manoeuvring systems for caravans.
Gas pressure regulators and power
supply products round off the
extensive portfolio.

Company Profile

Eco / comfort version
• Heating power: 1.300 W (Level 1) / 2.800 W (Level 2) / 3.700 W (Level 3*)
• Efficiency: 98 % (Level 1) / 96 % (Level 2) / 94 % (Level 3*)
• Gas consumption: 100 g/h (Level 1) / 220 g/h (Level 2) / 290 g/h (Level 3*)
• Power consumption: 12 V: 0,65 A (Level 1) / 2,75 A (Level 2) / 5,4 A
(Level 3*)
• Quiescent current consumption : 0,004 A with control panel CP plus
VarioHeat
• Dimensions: 400 x 123 x 284 mm (L x W x H)
• Weigth: 5,5 kg

*Level 3 available only in the comfort version
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The numbers clearly speak for themsel-
ves: only in the past 15 years, CBE has
supplied electronic equipment for over

300,000 motorhomes. Taking into considera-
tion previous supplies as well, we can estima-
te that roughly 500,000 recreational vehicles
are equipped with components coming from
the Trento based technology supplier, and
that on average each of these vehicles has
four or five CBE devices installed. It’s easy to
add up: over two million CBE electronic devi-
ces are currently installed on  recreational
vehicles worldwide. These are huge figures,
which we should pause to consider. Indeed,
we must not forget that these motorhomes
continue to travel on the road, even after all
these years, with their original components.
We also need to dwell on the non-negligible
numbers of components that require after-
sales service, since customer service is an issue
that is especially important to CBE. “Every
electronic component has an average life
span that includes its servicing life;” explains
Paolo Moiola, export sales manager at CBE,
“this is what’s commonly known as MTBM

(Mean Time Between Maintenance) and
MTBF (Mean Time Between Failure). These are
statistically intrinsic timeframes for each and
every electronic component, so that every
piece of equipment has its very own typical
life cycle. Naturally, over an extended period
of time, and with such a vast number of vehi-
cles in circulation, the need arises for CBE to
intervene with a certain number of repairs
and part replacements.” CBE has always
focused on the quality of components to gua-
rantee reliability and durability, as well as to
allow for easy servicing and repairs on pro-
ducts supplied. Regulatory considerations also
come into play, calling for the replacement of
equipment or availability of necessary spare
parts up to ten years after ending serial pro-
duction. This means purchasing quality com-
ponents and making sure that they are availa-
ble through a network of suppliers, who must
in turn guarantee a high qualitative level and
longevity for all products. CBE is also commit-
ted to keeping a stock of components for
spare parts or replacements. In essence, and

above all for components that are statistically
prone to a higher number of servicing inter-
ventions, a greater stock is kept on hand in
order to allow for more effective and prompt
servicing on each and every device. These
considerations are anything but trivial in pro-
viding quality after-sales servicing that ensures
quick and reliable interventions that make a
big difference. A difference that translates
into prestige and trust from manufacturers,
dealers and end customers. “When serial pro-
duction is stopped on one of our products
and it is no longer sold as an original installa-
tion to our OEM customers,” continues Paolo
Moiola, “the customary procedure is for our
sales manager to inform the purchasing
department of how many parts and which
components should be kept in stock, in order
to be ready for future servicing needs. These
calculations are made based on our long stan-
ding experience, together with factors such as
historic sales figures, the critical nature of
each component, their construction and the
customer for which they have been designed,
even taking into account the supplier involved
in the process.” This means that CBE’s OEM

customers can send in to the

CBE’s success is not just based on developing quality products, but also on the attention paid
to customer care, which translates into a service support that allows for repairs and part
replacements at reasonable costs, even on very old equipment.

CBE’s way to customer care

Words Andrea Cattaneo
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Contacts:
Dorian Sosi - Italy - d.sosi@cbe.it
Paolo Moiola - Export - p.moiola@cbe.it

service department a piece of equipment
from 10-15 years ago, or even older, and have
it promptly and cost effectively repaired, i.e.
reducing both the cost and the time needed
for the intervention. “Our After-Sales
Service,” states CBE technical service mana-
ger Corrado Fiori, “provides also support for
restoring electric installations on motorhomes
of all ages equipped with CBE devices no lon-
ger being manufactured: this is certainly an
advantage, for example, for dealers who also
sell used vehicles. For organizational reasons,
we prefer to be contacted directly by email, in
order to be able to provide the best possible
service and ensure a suitable and competent
technical reply. In Italy, a telephone support

service with a dedicated toll-free number is
also available.” The relationship established
with dealers and end users also translates into
a direct presence at Industry trade fairs.
Indeed, CBE is present at Europe’s two major
exhibitions, in Düsseldorf and Parma, with a
stand where also end customers can talk to
qualified professionals. In this way, CBE, well
aware of the importance of respecting the
supplier – OEM – dealer - customer chain,
aims also to raising the level of professiona-
lism in the Industry. “In 90% of the cases,
each piece of equipment we receive, even
those manufactured 15-20 years ago,”
explains Corrado Fiori, “is repaired within 10
business days, and less than 1% are irrepara-

bly damaged.” “We’re extremely proud of
this additional service we provide to our OEM
customers and to the Industry as a whole,” –
concludes Paolo Moiola, “it is a sort of intan-
gible service that doesn’t fall within our direct
supplies to OEM customers and from a pure-
ly financial standpoint represents an added
cost for CBE. We want to keep our commit-
ment to the service chain that starts off with
the initial product design and ends with the
servicing of each and every device we manu-
facture, including the oldest parts in use. Our
goal is to continuously strive to improve on
this process. This is also part of the long term
commitment CBE has been offering its OEM
customers for all of the past 41 years.” 

W ith a history of more than 40 years, CBE is a leading
company in Europe in the field of electrical and

electronic systems for recreational vehicles and boats.
Headquartered in Trento, Italy, CBE is a project partner of
motorhome and caravan manufacturers around the
world. CBE develops customised solutions for all aspects
of on-board electrical systems, from control panels to
distribution boards, from chargers to sensors, sockets,
switches and even complete vehicle wirings. Quality,
reliability and safety are constant features of CBE's ope-
rational dynamics. CBE has obtained UNI EN ISO
9001:2000 certification.

Company Profile
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Teleco introduces a new product, ready
to become a strong sales item for
manufacturers and retailers alike: the

HUB is the latest interface designed to dialo-
gue with Smartphones, providing not just
information, but 360 degree functionality as
well. Via its dedicated software, the all-new
Teleco HUB control unit can simultaneously
monitor various Teleco accessory devices
installed on motorhomes, connecting to one
or more Smartphones remotely. 
“We’ve designed the Teleco HUB from a
smart perspective,” explains Vittorio Simioli,
founder and co-owner of Teleco, “in order to
provide a better and more simplified user

experience, with extra security features. By
means of a dedicated Smartphone App, a
dialogue is established with the motorhome,
monitoring and controlling three types of
Teleco devices: air conditioners, generators
and satellite dishes. And the Teleco HUB can
also be connected to an alarm system and a
variety of on-board services. We’ve designed
a simple and intuitive graphic interface that is
extremely easy for anyone to operate.” 
The application is compatible with common
Android and Apple IOS operating systems, as
well as the CI-BUS standard. Up to four tele-
phone numbers can be connected, with two
connection modes between the HUB and a
Smartphone: Bluetooth operability can be
used in the vicinity of the vehicle, while the
GSM network can be used at greater distan-
ces, sending and receiving SMS messages. A
Micro SIM Card must be inserted into the unit
in order to connect to the telephone net-
work. 
Let’s take a more detailed look at just what
the Teleco HUB is capable of. Starting with
satellite dishes: a rooftop antenna can be clo-
sed remotely, for instance when users are far

from
their motorhome
and a storm with strong winds
is expected. The opening and orientation of
the satellite dish are only possible via
Bluetooth, therefore in the immediate vicinity
of the vehicle, because the manufacturer has
deemed that it would be too dangerous to
raise and rotate a satellite dish remotely,
without knowing exactly (or recalling) what
might be above the motorhome (e.g. tree
branches). The Teleco HUB is compatible with
Teleco’s series DVBS2 antennas (even those
already installed on vehicles, not just the
newer generation), using the dedicated IFS
interface (7.4x4.7x2.4 cm; weight 40 grams).
As for air conditioners, the Teleco Silent and
DualClima range can all be connected (even
those previously installed on a vehicle), using

Teleco’s HUB interface allows users to
monitor and control various Teleco
devices installed on board their RVs
remotely, such as air conditioners,
generators and satellite dishes.

Words Andrea Cattaneo

Teleco SpA - Via E.Majorana, 49 - 48022 Lugo (RA) - Italy
Ph: +39 0545 25037 - Fax: +39 0545 32064 

www.telecogroup.com

Convenience and security
even at a distance
Convenience and security
even at a distance



the ICL interface (6.9x4.2x2.2 cm; weight 40
grams). The air conditioning unit can be
powered on or off at a distance by activating
the heat pump or cooling system. The tempe-
rature inside the motorhome, preset at 24°C,
can be visualized and modified on a
Smartphone. As for the generator, a Teleco
TIG device can be connected to switch the
unit on or off remotely, as well as monitor the
status of the auxiliary battery. The generator
on board a vehicle can thus be controlled at
will, powering on automatically when the
battery drops below 12V (stopping automati-
cally after 15 minutes when the auxiliary bat-
tery has been restored to around 13.8V). For
the moment, the Boost function cannot be
accessed via a Smartphone. 
In addition, the Teleco HUB is also designed to
perform other functions. As Vittorio Simioli
confirms, “The Teleco HUB can interface with
a vehicle to control or disable a variety of
units: there are many possible fun-
ctions, to be selected by users

depending on their needs, or sub-
ject to the creativity of installers.
Two relays and two contacts are
made available, acting as an
interface with the outside
world.” 
For instance, the status of the
auxiliary battery, cabin tempera-

ture and tank levels can all be con-
trolled, as well as the proper closing

of the vehicle’s door and hatches. Even the
motorhome’s internal lighting can be swit-
ched on or off remotely. Last but not least,
the unit’s security features: the Teleco HUB
can be connected to magnetic sensors on
doors and windows, sending messages in the
event of an attempted break-in. An alert can
be sent remotely if the engine is started up,
signalling an attempted vehicle theft. For
such events, Teleco has designed an applica-
tion that prevents thieves from starting up the
engine once it has been shut down. In theo-
ry, the vehicle’s shutdown can even be con-
trolled remotely, but this is deemed too dan-
gerous. Note that if a motorhome is stolen,
the Teleco HUB can locate the vehicle and
display its location on a Smartphone. It doe-
sn’t act as a satellite location device, since it
doesn’t have a GPS, and therefore doesn’t
provide the vehicle’s exact position, but via
the SIM Card it can pinpoint a motorhome’s
approximate location (a limited area in which
it can be found), making use of phone cells.
If the vehicle would ever be recovered in a
shielded environment, the last recorded
phone cell data would still be available. In
essence, the new Teleco HUB interface is a
multifunctional accessory designed to provide
a truly simplified user experience.

Teleco HUB control unit
Connected accessories: Teleco DVBS2
satellite antenna, Teleco TIG generator,
Teleco DualClima and Teleco Silent air
conditioners
• Power 12 Volt (10-15 Vdc)
• Max. consumption: 300 mA
• Typical power consumption 110mA
• SIM Card format: Micro SIM card
• Number of phones connected via
Bluetooth: 4
• Auxiliary outputs: 2 clean contacts 10A
250Vac/30Vdc
• Inputs: 2 digital channels (internal vol-
tage 6 Volts)
• Dimensions: 147x97x35 mm
• Weight: 200g

IFS - ANTENNA Interface
• Serves to connect a satellite dish to the
Teleco HUB control unit.
• This solution provides compatibility for
all Teleco DVBS2 satellite antennae with
the Teleco HUB controller, even those
previously installed on vehicles
• Dimensions: 75x47x24 mm
• Weight: 40g

ICL - AIR CONDITIONER Interface
• Used to connect the Telair air conditio-
ner to the Teleco HUB control unit.
• This solution provides compatibility for
all Silent and DualClima Telair air condi-
tioners with the Teleco HUB controller,
even those previously installed on vehi-
cles
• Dimensions: 69x42x22 mm
• Weight: 40g

TELECO HUB

Contact:
info@telecogroup.com
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Interview ROBERTO FUMAROLA

This is the first time we meet Roberto Fumarola, the new head of the Fiat Chrysler
Automobiles’ Motorhome Converters department: he will lead the corporate division
that not only does supply vehicles for manufacturers, but also does coordinate post-sale
and customer-dedicated services as a whole.

Welcome to the new manager

Words & photo Antonio Mazzucchelli
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In the European market, Fiat Ducato has
almost become synonym for camper:
73% of the circulating campers, in fact,

is built on Ducato vehicle. A truly excellent
result obtained from the relentless improve-
ment of the product as well as of services
specially designed for RV customers. Born in
1981, Fiat Ducato has just celebrated its 35
th birthday. From the very  beginning,  it has
had a steady relationship with the RV world,
which has grown over time, being increasin-
gly appreciated by the customers. If today 3
campers out of 4 adopt Ducato vehicle is not
only due to manufacturers’ choice, but also
to general public’s appreciation. Fiat has
been including for many years now a special
team aimed at "Ducato Camper" product:
now this dedica-
ted team under-

went management turnover. The newly
appointed manager is Roberto Fumarola,
who has worked in Fiat for 30 years now and
has a deep knowledge of commercial vehi-
cles industry. We interviewed Mr. Fumarola
at Stuttgart CMT.  Here is how he responded
to our questions. 

This a new task for you after many years
of working  for  Fiat. How important is
the experience you have gained over the
years?
The role I cover is not exactly new to me, but
it concerns an area where I haven’t worked
yet. I think it is a very varied, certainly chal-
lenging sector, especially at organizational
level: there, in fact, not only the traditional

planning acti-
vity takes place
but also pro-
duction, sale,
after-sales ser-
vices and rela-
tionships with
manufacturers
are involved. It
is unquestio-
nable that the
c omme r c i a l

vehicles  market is gradually recovering, after
recent years’ slump, and Fiat Professional
plays a leading role with a significant market
share: in Italy, 4 vehicles out of 10 are Fiat
Professional. Today my experience  is impor-
tant also for addressing RV market.

Fiat Ducato’s  recreational users are
quite different from commercial
Ducato’s. What are the major differences
that you faced when you took on the
new task?
In my opinion, the main differences between
the commercial vehicles’ segment and the
RV industry are essentially two. First, my pre-
vious role was production and sales mana-
ger, while in the RV world I cover the supplier
role. The second major difference concerns
the customer profile: Fiat Professional Retail
is aimed at craftsmen, companies, charterers
and corporate fleets, while in the RV field the
end customer is predominantly a family, in
the broadest sense of the term. A family
whose goal is to use Ducato during spare
time and during holidays. I must therefore
face a mobility that stems from totally diffe-
rent needs compared to retail customer’s:
you use campers to travel for leisure, for fun,
certainly not for work. FCA provides the
basis for this different mobility: through
technology we are able to ensure safety,
comfort and reliability. The long-lasting Fiat
success in the RV industry is no coincidence,
but the outcome of so many years’ relentless
and well-organized work during which Fiat,
in close contact with manufacturers, has
improved both its own expertise and the pro-
duct, always "tailor made" for recreational
use. FCA has not certainly forgotten the
retail world, ie the world of those using vehi-
cles for work and adopted a two-pronged
approach: on one hand we continued to

Ducato for the tenth time running was named
“Best Motorhome Base Vehicle 2017” by the

readers of “Promobil”, the specialised German
magazine that for over 25 years has been the baro-
meter of the trends in the motorhome sector. The
accolade reconfirms the trust that customers place
in Ducato. Once again, Ducato, base vehicle of
choice for a multitude of motorhome variants

made by different manufacturers, has prevailed over the competition put up by
similar vehicles. Roberto Fumarola, FCA EMEA head of bodywork, and Bernd
Wachtel, head of bodywork for FCA Germany AG, collected the prize at the
ceremony which will be held during the CMT Stuttgart, Europe’s most important
trade fair dedicated to caravanning, motoring and tourism. Ducato, the Fiat
Professional flagship, has reasserted its undisputed leadership in the large van
segment – for vehicles from 2.8 to 4.4 tons – in 2016 and was the best selling
model in thirteen countries and in the camper van segment. Today, three out of
four camper van owners travel in a Ducato-based motorhome, which has been
chosen by over 500,000 families for over ten years.
This success stems from 35 years of experience: since 1981, its winning featu-
res have been gradually perfected to turn Ducato into an authentic trendsetter
produced in over 10,000 variants and sold in more than 80 countries worldwi-
de. In short, it is a global model and the benchmark of the category.

Ducato Best
Motorhome Base 2017

Welcome to the new manager

The long-lasting FIAT success in
the RV industry  is no coincidence
but the outcome of relentless
and well-organized teamwork
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Interview ROBERTO FUMAROLA

manufatcure products for retail on the other
we extended its range so as to include free
time vehicles, by taking up customers’ requi-
rements and experiences. Fiat has always
worked jointly with motorhome manufactu-
rers, according to their specifications, and
always meeting their needs.

Which operating steps you are going to
undertake during the first few months
of this new activity?
I have already met most of the manufactu-
rers. Together we have built mutual trust,
respect, care and problem sharing. I will the-
refore continue to strengthen relationships
with manufacturers, by meeting them during
the events we will specially organize for
them and trying to intervene in the areas
that I consider most critical, such as, for
example, production. Sound relationships
combined with processes optimization will
be my goal in the early stage of my work.

What about your team?
Ours is a solid, tested, experienced and very
passionate team. Our constant goal is to
obtain an excellent product, by collaborating
and dialoguing with manufacturers to meet
their needs. I also intend to further improve
our visibility and dialog with the final custo-
mer. Fiat Ducato is the undisputed leader in
its own sector. Besides keeping this leader-
ship, we’ll make our customers increasingly
love our product. I believe that team work is
crucial to achieve this goal. I am a manager
who delegates and empowers my team a lot.
I want that people whom I work with are
independent, manage their work autono-
mously, know their goal, work in the greatest

serenity and keep promoting mutual dialo-
gue.

Have you already got an idea of the cri-
ticalities within  RV industry?
From what I could understand, much of the
industry is working to its capacity limits. So I
think that anyone involved in the process
should be suitably dimensioned according to
the growing market needs. For example,
they will increase the soak areas. As regards
RV dealers, they will have to raise their own
structural standard. As a vehicles supplier, we
at FCA will should make a few remarks, so as

to cope with the currently pressing demand
from a favorable and lively market. I wonde-
red where this desire for campers comes
from. Because growth is real, the market has
significantly grown. For 2017 it is estimated
a 10% increase in progression, especially in
the French and German markets, which are
the major marketplaces in Europe. More and
more families want to spend their free time
together and the camper is perhaps the best
expression for achieving this goal. I am sure
that the optimal organization of a totally
relaxing, free, comfortable holiday  is the
trump card of this way of traveling.

Born in 1962, Roberto Fumarola is the
new manager of the FCA Motorhome

converters department. Fumarola joined
Gruppo Fiat in 1987 and worked very
hard in the commercial vehicles sector as
an Area Manager, Product and Marketing
Manager for Italy, head of Planning
Europe and Europe Marketing and Sales
Manager. Besides, he worked for brief
periods in the Second-hand sector in
Germany and at New Holland Agriculture.
In the past 7 years he has been officially
the Director of the Italian market for com-
mercial vehicles, while in January 2017 he
was officialy invested as Director of EMEA
Recreational Vehicles.

About the new manager
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Thetford BV - Nijverheidsweg 29 4870 AD Etten-Leur / The Netherlands
Ph: +31 765042200 - Fax: +31 765042300

www.thetford-europe.com

Thetford's invention of the C1
cassette toilet in 1986 revolu-

tionised sanitation for RV's. For
the first time it was possible to ser-
vice the whole unit from outside
the RV. At first not all OEM's were
convinced at the idea of cutting a
hole in the side of the vehicle to
allow access to the cassette.
Nonetheless Hobby saw the light
and was rewarded with a two year
exclusivity agreement.
It was therefore 1988 when the
C1 really took off but those early
bench toilets gave washroom desi-
gners limited scope on layout.  The
toilet had to be installed in a cor-
ner with an outside wall. Quite
often the width of the toilet
assembly dictated the width of the
washroom. All that changed in
1996 when Thetford introduced

the C200.  Developed jointly with
Thetford Corporation in the USA
its slim profile meant the toilet
could be installed anywhere an
outside wall was available. What's
more the bowl could swivel up to
90 degrees in either direction to
give even more freedom of instal-
lation and use. The flush tank sat
neatly behind the bowl with a
flush button or handle at a conve-
nient height on the top. The
resemblance to a household toilet
was unmistakeable and no doubt
tempted an ever wider audience
into the RV market.  OEM's loved
the C200 for its light weight and
for the design freedom it gave
them. Indeed the design was so
good that it has endured until
today with virtually no change.
The C200 remains popular in

The C200's long-lasting adventure, which began in 1996, comes to a glo-
rious end after 20 years and sets up a bright future for its descendant - the
already successful C220 toilet, introduced by Thetford in 2016. 

Words Terry Owen

Nostalgia as Thetford ends
production of the C200 toilet

Top: the famous
C200. Left the
C200 fits in the
tightest of spaces
as this campervan
installation shows.
Right the C220
also fits in tight
spaces but shares
the same footprint
as the larger
C260.
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Contacts:
Dirk Valder - Product manager RV OEM International -dvalder@thetford.eu
Norbert van Noesel - Marketing Manager - nvnoesel@thetford.eu

motorhomes and campervans, in fact anywhere where
space is really tight. But the C200 is facing competition
from within. 
Last year saw the launch of the C220, a toilet whose com-
pact dimensions are close to those of the C200. The result
is that, after 20 years of continuous production, Thetford
has decided to pull the plug on the C200, with manufac-
ture due to end this year. Louis van Eil, Thetford's Director
of Engineering, said: "The C200 has been a phenomenal
success for Thetford with some 1.75 million units being
produced. However our expanding product range and con-
tinuous drive for improvement mean that it's now time to
retire the C200. We will of course continue to support it for
many years to come with spares and technical advice."
After the Porta Potti the C200 is Thetford's best selling toi-
let of all time with sales to more than 40 countries wor-
ldwide - a remarkable achievement.

When Thetford acquired Norcold in
1996 it took the existing fridge door

designs to market. These tended to have
chunky frames with the option for the OEM
to insert his own panel. Production for the
European market began at Etten-Leur in
2002. Although still modern looking
Thetford recently decided the doors should
have a facelift. It noted that, in domestic
interior styling, there is a clear trend from
curved towards straight lines. The first

models to feature the new frame design
were the N3140 series slim refrigerators and
the T1090 compressor refrigerator.
Following their successful introduction
Thetford has now extended the new door
design to most of the N3000 series models.
The design features straight, slim frames just
10 mm wide compared to 30 mm previou-
sly. Matt black is the order of the day, giving
a clean contemporary look. The ability for
OEM's to fit custom panels is retained with

both glossy and matt black. At the dealers
the door panels will be matt black. The
super slim frames have been made possible
by the fact that all OEM's now use CNC
machines for panel cutting. These greatly
improve the accuracy of the fit thereby allo-
wing tighter tolerances on the frame. To
maintain customer choice those N3000
models with curved doors are continuing
unmodified for the time being but Thetford
expects demand to drop as time goes on.

New slim framed refrigerator doors extended to more models

These pictures show the history of Thetford's C200 toilet: on the left a wooden sample of the cassette.
On the right: an early mock-up of Thetford's C200 toilet. 

The old door (left) and the new one (right)
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Interview MATJAŽ GRM

The year 2016 was the most suc-
cessful for Adria Mobil in history
and the company reached two

records, in the financial field with the
biggest overturn in its history and also
in sales. Can you tell us more?
I can't speak about the financial result yet,
but it is true, in the year 2016 we reached a
record overturn of business. It has grown
20% in comparison with the previous year
and we sold more than 13 000 units, motor-
homes, vans, caravans and mobile homes.

The market demand in the season 2017
is amazing. The interesting topic is that
most of the manufacturers are increa-
sing the production and total produc-
tion in this year is going to reach 220
000 units. Is Adria Mobil also going to
increase the production?
I Think it is just euphoria. The numbers,
actually based on the average of the last
three months, are estimated on projection
of 220 000 units: this means that the total
production is going to rise for 25%. But we

Straight to the point

Mister Matjaž Grm became chief of sales and marketing department in
Adria Mobil in the year 2008. Since then, Adria Mobil has become one of the
three biggest manufacturers of leisure vehicles in Europe. We spoke with
mister Grm about the successes of the last year, the prizes they received and
the sales success of their vehicles.

Words Rok Vizovišek
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know that the total number of vehicle
registration won't reach that number. I
doubt the production will reach that
number. In the second half of the year,
the production will decrease, my esti-
mate is about 200 000 units, which
would be the limit in comparison with
the number of vehicles registered.
That number will increase for 10%,
which means a growth from 170 000
to around 190 000 units.
In the last year the whole caravanning
industry produced an excess of 15 000

units, that is why we have to be careful
with predictions fort his year. It is interesting that the
big players in the market don't share the same opinion.
In Adria Mobil we won't succumb the euphoria, becau-
se we don't want to increase the problem.

In the last years Adria Mobil is one of the tren-
dsetters in the European market of leisure vehi-
cles. You received many different prizes from
the specialized media and also from the profes-
sionals (Innovation Award), some weeks ago
you also got an award for business excellence.
How did the company switch from a traditional
manufacturer to a trendsetter?
In my opinion Adria Mobil managed to transform in
the time of crisis in the years of 2008 and 2009. Not
because of the outer factors, which did accelerate the
process of renovation, but because of the change of
approach, from a very traditional one to a more market

and customer oriented. This didn't come over night,
but the crisis and distress did help. I think we reached a good cor-
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relation between power of Adria Mobil's
distribution network throughout Europe on
one side and technology and product mana-
gement on the other side. This was one of
the key features and with that we managed
to introduce professional design in our pro-
duction. After seven years of consistent
work we can see first results. The process is
a triangulation between market demands,
technology and professional design and it
brought us numerous innovative solutions,
that a traditionally oriented manufacturer
could not introduce in the market. It is not
for sure that every innovation will succeed.
For that you need courage and good marke-
ting communication, which help the end
customer to understand the benefit of the
solution and makes the product successful
in the market.

All of your trendsetter models are also
sales success: Adria Matrix, Aviva, the
new Sonic and Compactc SLS. What's
the key of success?
I communicate a lot with our competition.
When they say, we have to introduce more
and more novelties, because at least one of
a ten will be successful, I can't agree. We say
it different: we innovate, but we take time
to think what we will offer to the market.

We have a rule, that is tha nine of a ten
innovations must be successful. Just trying
all the time and produce inflation od innova-
tions, is not my mantra. We offer less inno-
vations, but they are more elaborate and
market targeted. Our distribution network
trusts us, which helps us that we can reach
a sales success with every novelty. It is not
just made with thought on design and
technology, but also well communicated in
the market.

Adria Compact SLS shocked everyone
on the Caravan Salon two years ago. It
was simply totally different from the
competitors. Where did the idea come
from?
Ideas always get born by individuals. I am
not an expert but I have general knowledge,
an overall view of the project. Adria Mobil
has many people with technological kno-
wledge, many people with ideas. I think that
it is this mixture of expertise perspective that
helped to realize this project. We had an
understanding of slide-out technology and
we had a technological solution, that was a

bit different than the solutions already on
the market. The dilemma was in which pro-
duct it will be implemented. So the idea was
that the slide-out should be mounted on the
smallest motorhome, where it best solves
the problems associated with a reduced
space. There are many different applications
of slide-outs in leisure vehicles. For Adria
there was a big need of space enlargement
in the Compact series, so we mounted a big-
ger sleeping area in our compact vehicle.

Without any doubt we can say, the
Compact SLS is a great success. How
many vehicles were sold?
I can't reveal the numbers. I can say that
sales totally exceeded our expectations. The
sales of the Compact series doubled with
the implementation of the slide-out model
Compact SLS and SCS.

So the implemented solution was deve-
loped especially for the Compact series?
Well, the solution was developed especially
for our company, Adria Mobil. First it was
made for our Australian market, for a cara-

van with a slide-out wall. It was
successful and technologically
sound. After that we implemen-
ted it in the Compact series, as a
slide-out extension of the back
wall. As we installed it, Lippert
Component worked with their
European partner.

Lippert Components is a
renown manufacturer of com-
ponents for leisure vehicles.

Can you tell us more about the coopera-
tion? Can we expect more solutions
from this relationship?
We know Lipperts Components from the
American market, but in the last year it has
become very active and also well known also
on European market. Then they acquired the
Italian brand Project2000, a European pro-
ducer of equipment for leisure vehicles, such
as electrical steps, electrical lifting bed
systems and carriers for LCD TVs. 

Last year Compact series got another
model, the Compact SCS. How succes-
sful was that one?
It is very clear which models can be sold in
different markets. The new model Compact
SCS was made for the French market. With
that solution we also implemented the cen-
tral bed into a compact vehicle.

In France, Adria Compact has a cousin,
the Elios CarVan series. Is that an inde-
pendent brand or is it a part of the
Adria brand?
It is an independent brand that is sold exclu-
sively in the French market. It was made to
cover a part of the market in which we see
great opportunity in the future. It is a seg-
ment of small,  so called, city leisure vehicles,
with a modern style and attractive appea-
rance. It is sold through a separate distribu-
tion network, but in the French market all
the models of Adria Mobil are also sold.

The sales of the Compact series dou-
bled with the implementation of the
slide-out model Compact SLS and SCS

Interview MATJAŽ GRM
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Interview THOMAS FRICK

Travelino... less is more
With the new Travelino, the Knaus Tabbert Group puts forward its best
efforts to create what might become an actual benchmark in the RV indu-
stry over the next few years. In order to gain a comprehensive insight in this
issue, we interviewed Mr Thomas Frick, Head of Knaus Tabbert Group’s
Technology Concept Development.

Words Jörg Nullmeyer 

Presented in 2014, the Travelino pro-
totype was the starting point for a
debate that, within the Knaus

Tabbert Group, resulted in a broader pro-
ject that is almost unprecedented in the
European caravan industry’s recent history.
The new Travelino creates the foundation
for the redefinition of the Knaus Tabbert
Group’s caravan building system, and per-
haps, in future, will help develop new solu-
tions for motorhomes. At first sight we saw
only a new small caravan at the last
Caravan Salon in Düsseldorf. But only the
exterior resembles the previous
models. Technically, the caravan
is the first of a new product
family, which focusses
on lightweight con-
struction and many
innovations in
detail. The inve-
stments made by
the Knaus Tabbert
Group are quite
notable, which is a clear sign that the chief

goal   here  is not simply to create a new
caravan  model,  but to dramatically chan-
ge the way recreational vehicle construc-
tion is conceived. This is precisely why we
requested the opinion of one of the most
highly regarded persons in this paradigm
shift, Mr Thomas Frick, Head of the Knaus
Tabbert Group’s Technology Concept
Development. 
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Mr Frick, could you please explain how the
Travelino project was born?
We are introducing the second Travelino at this year’s
CMT fair. In 2014, we introduced a Travelino for the first
time at the Caravan Salon in Düsseldorf. At that time, it
was a concept focusing on the topic of lightweight cara-
van construction. We completed this in collaboration with
a partner company. With the trade show presentation of
the Travelino, the topic of lightweight construction was
presented and discussed in public. The Travelino brought
a very positive customer and media response. This feed-
back led to a lot of further open questions that transcen-
ded the concept of the original Travelino. In addition,
today we tackle issues that deal with ongoing political
discussions. For example, in Norway, Germany, the
Netherlands and in other European countries, politicians
are debating the large-scale introduction of electric mobi-
lity as well as a ban on the new registration of vehicles
with internal-combustion engines. In this context, we
have to ask ourselves how we can react to such a situa-
tion as an industry, because ultimately traditional vehicles
are necessary for caravans today. In addition, we have to
consider both low emissions as well as other topics such

as rising energy costs, sustainabi-
lity, and environmental concerns.
These are all things that give us
an overall picture for our future
vehicles. That is why Knaus has
taken a very bold step forward.
We retracted the vehicle comple-
tely, when back to the drawing
board and re-envisioned the enti-
re concept.
In collaboration with our external
partners, we asked ourselves

what a vehicle would look like if it could answer all of
these questions. This was the initial starting point for the
entire process. In 2015, we finally launched the white
paper. Starting from scratch, we came up with ideas for a
caravan that provides answers and solutions for future
needs.

At that point in time, the Travelino was nothing
more than a model of a caravan. Do you have plans
to develop additional models and are you planning
to adapt the Travelino project to other brands of the
Group?
At Knaus Tabbert, we viewed the Travelino as the start of
a big project. We are now trying to adapt the system to
other vehicle series. This is a very complex topic, we have
not only worked on a construction site, but the entire
vehicle concept has been re-designed piece by piece. In a
second step, we are going to produce the following series
and models, which bring the principle of frame technolo-
gy into a higher variety of products.

Are you planning to transform this Travelino con-
cept for motorhomes?
As a logical consequence, motorhomes will be very
important for us at a later stage. The technology offers
many advantages, which cannot only be used in caravans
but in all types of RVs.

LET’S GIVE THE FLOOR
TO MR FRICK

Travelino is the start of a big pro-
ject. We will expand the production
site in Jandelsbrunn through an
investment of € 33 million in 2017.



33

Can you provide us with some informa-
tion about the weight reduction in kilo-
grams or per cent, compared to a normal
structure?
That is a very difficult question to answer.
Currently, we are faced with the following
situation: a present-day caravan is basically a
square box. A box that is, properly formula-
ted, nicely disguised, is equipped with all fun-
ctions and that shapes the vehicle using more
conventional technologies. The frame
technology allows us to create a new type of
three-dimensionality, not only with an auto-
motive design, but also with the reduction of
the aerodynamic resistance.
Now, completely different design possibilities
are available, which cannot be represented
with the standard construction methods. For
this reason, a direct comparison is not possi-
ble. However, in terms of its weight  the
Travelino is about 200 to 250 kilograms
lighter than standard caravans with similar
structural sizes. This means that a compara-
ble caravan would be around 900 to 920
kilograms, while the permissible total mass of
the Travelino is 750 kilograms. A rough gui-
deline is a weight saving of around 20 per
cent. However, this depends on the design
and the installed functions. Therefore, it is a

difficult question to definitively answer.

What about the chassis?
Of course, we also took every detail of the
chassis into consideration. In this way, we
were confronted with topics that were new
to us. Now, we have found a solution where,
together with our partner BPW, we also work
with bionic concepts. In addition, we have
reduced the amount of material and material
strengths and used modern surface techno-
logies such as micro-galvanizing. These fac-
tors have all contributed to weight savings.
We have used an axle that reduces vibra-
tions, which means that fewer vibrations
enable a reduction in material strength. We
have worked on countless details with the
effect that we have achieved about 30 per
cent in weight savings compared to the stan-
dard chassis. 

What about the furniture? Have any
innovations been made to the furniture?
Is the weight less than in a normal cara-
van?
Not only the chassis and the frame, but our
furniture has also changed. In this context,
we use several approaches. On the one hand,
we utilise sandwich materials for the furnitu-

Day

Night
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re - materials that are rarely used in furniture
construction for caravans. In addition, we use
furniture made from EPP – expanded poly-
propylene. This gives us completely new
design possibilities. Because we are able to
shape this material, we can integrate additio-
nal functions. This also works well with
wood, but it is a very elaborate process, since
construction requires the use of numerous
parts. Now we can integrate everything into
the mould tool, which saves us additional
weight. Especially with the combination of
new lightweight construction materials in
sandwich construction in the wood area on
the one hand and the EPP on the other hand,
we have been able to achieve very good
results. This has the consequence that the
entire manufacturing and processing has
changed. It is no longer possible to saw, mill
and connect everything as it is now. You can't
affix anything by driving a screw into foam.
This is why we have devised new connectivi-
ty solutions.

The   connectors   are   embedded in   the
sandwich. By sequence that the entire wor-
king and processing has changed. It is no lon-
ger possible to saw, mill and connect every-
thing as it is now. Youn can't fix anything
with a screw in the foam. This is why we have
devised new connectivity solutions.
The connectors are in the sandwich. By
means of ultrasound, the connecting element
is heated for a very short time, that gives an
intimate material connection between the
outer layers and with a similar high tearing
strength that is achieved with conventional
material. The result is excellent. Currently, this
is not possible with other processes in the
sandwich. In addition, we glue the surface
elements, such as side walls, together in such
a way that we obtain an extremely stable
structure which no longer requires the furni-
ture as static support. If they drive today with
a classic caravan without furniture, the vehi-
cle would be broken within a few kilometers.
There is no sufficient stability. The furniture is

important to make the entire system suffi-
ciently accessible. We now have a system that
is self-stabilized and therefore we can posi-
tion our furniture modules almost freely in
the vehicle. In the future, we are in a position
to produce our own ground plans, which give
us completely new possibilities.

Do you know already a price for this pro-
duct? Is it much more compared to a tra-
ditional caravan?
We now have a few things that are exceptio-
nal at Travelino. At the moment, we assume
that we will have a very good level of equip-
ment and furnishings. We do not want to
offer a normal standard but products at the
highest level - also in every detail. One exam-
ple of our premium equipment is the new
underfloor heating system. It gives us more
space in the vehicle, however its cost is high.
We have other issues in preparation that do
not make the standards comparable. The
Travelino is certainly a little more expensive
than a standard caravan. If, however, we pro-
duce corresponding volumes in three to four
years, then a relative price neutrality is proba-
ble. The integration of the new technologies
means, of course, new work processes in pro-
duction. In order to achieve this, we will mas-
sively expand the production site at our
German headquarters in Jandelsbrunn.  In
2017, we will invest a total of 33 million
euros. This means that we achieve a higher
level of automation through the installation
of a new technical system that offers signifi-
cantly more process reliability. Ultimately, the
issue of quality is given a higher priority
because the bonding process must be defi-
ned as precisely as possible. We will avoid
screw connections if possible and are therefo-
re in the need of an increase in process relia-
bility. The frame is of course a very important
module for us. Besides the optics and the low
weight, it offers the possibility to implement
additional functions. This allows us to distin-
guish ourselves further from the competition.

Interview THOMAS FRICK
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Metallarte has concluded the acquisition process of Giemme EVO, completing the corpora-
te certification phase for OHSAS 18001 on the protection of workers’ health and safety. New
investments for RVDoors, enhancing the level of specialization in the motorhome and high-
end vehicle door segment.

Metallarte Srl - Loc. Rigoni - Via dei Laghi -  53035  Monteriggioni  (SI) - Italy
Ph. +39 0577 306 163 - Fax +39 0577 304 461

E-mail: info@metallarte.com - Web: www.metallarte.com

For a number of years now, Metallarte
has undertaken the road to complete
corporate certification. Not too long

ago, the Tuscan based company obtained
ISO 14001 certification, establishing an envi-
ronmental management standard and com-
mitment towards safeguarding the environ-
ment, through strict controls on emissions,
discharges and waste. Now Metallarte has
also been awarded OHSAS 18001 certifica-
tion, the health management system for the
safety of workers, which is implemented
through risk prevention and an evaluation of
possible causes of accidents in the workpla-
ce, in an effort not just to preserve workers’
health and safety, but also reduce costs deri-
ving from workplace accidents.  

“I’ve always striven for transparency within
my company,” explains Michele Checcucci,
founder of Metallarte and CEO of RVDoors,
“and I believe that everything we do must be
absolutely clear, totally verifiable by external
agencies. This is the reason why, in terms of
financial management, we’ve had certified
balance sheets for years now; ISO
9001:2000 quality certification followed
next, and in late 2016 we achieved the goal
of obtaining OHSAS 18001 certification,
which is a testament to our attention at
Metallarte for the health and safety of our
workers and environmental issues.” 
To obtain these certifications, a high level of
preliminary preparation was required, and
continuous updates will be required. After

all, regarding the company’s environmental
commitments, a photovoltaic system had
already been installed on the roof of the pro-
duction site in 2012. A series of ongoing
investments for a company that is no longer
just a simple entity, but has become an indu-
strial group: indeed, just a few weeks ago
the acquisition of Giemme EVO was comple-
ted, a manufacturer specializing in the pro-
duction of doors, including for motorhomes,
whose experience led to the establishment
of RVDoors, the second brand name under
the Metallarte umbrella.
“After having worked for some time in a
business unit rental situation,” says Michele
Checcucci, “in February we finally signed the
agreement for the complete acquisition of

Metallarte Group speeds up

Words Giorgio Carpi

Michele Checcucci
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Giemme EVO’s assets. I believe we can now
be effectively considered an industrial group,
fully owning the two Metallarte brands and
RVDoors, as well as two manufacturing
plants, one in Tuscany and the other in the
region of Veneto. This is a crucial step, since
it allows us to invest in the RV Doors manu-
facturing plant, for instance expanding the

site and undertaking the
road to obtaining certifi-
cations, as we did for the
parent company
Metallarte.”
The two brands will
maintain a distinct identi-
ty, and an area of specia-
lization: Metallarte will
continue to focus on
manufacturing doors for
the living cabin, various
types of hatches and
metal components, inclu-
ding a variety of perime-
ter profiles. On the other
hand, the specialization
of RVDoors lies in motor-
home cabin doors, a
complex and difficult to
design product, for which
the full expertise and
know-how of Giemme
EVO has been exploited

(including thirty years expe-
rience in the sector, essential machinery too-
ling and highly skilled workers). RVDoors will
increasingly focus on high-end complex pro-
ducts, thanks to expected new investments
and the imminent arrival of new staff with a
wealth of experience in the industry. 
Both Metallarte and RVDoors are working
full swing with a team of 55 people: the
European market has grown, and the pro-
duction of motorhome cabin doors is increa-
sing because the motorhome concept is
increasingly popular. In addition the Group
has expanded its activities to new markets,
enhancing its already established extra

European markets. 
“We’ve reaffirmed our presence in the U.S.
market,” continues Michele Checcucci,
“working for a new customer. After all, the
Americans increasingly look to Europe both
for design and manufacturing techniques.
And we’ve also acquired a new customer in
China, a local distributor, and we’ll continue
our partnerships in Australia and Japan as
well.”
The reference market remains Europe, where
the Metallarte group has important clients,
including industrial groups likes Trigano,
Adria, Rapido and Erwin Hymer Group
(Laika). In addition, Gruppo Metallarte is
moving ahead with different projects, exploi-
ting synergies with various component
manufacturers. A case in point is the partner-
ship with Lippert Components for the deve-
lopment of slide-out systems, one of the

most innovative products introduced on the
European market in recent years: Metallarte’s
expertise was essential in creating the exten-
sible wall profile, a high-end profile that fea-
tures a complex folding design whose imple-
mentation is absolutely first rate. Not to
mention the designing of a basket inserted in
the door’s thermoformed casing, removable
and portable like a trolley, and the new inter-
nal handles developed together with a major
player in the sector, featuring a soft touch
and different types of finishing. Gruppo
Metallarte is today an industry leader on the
international scene, and destined for further
success, driven by an uncommon dynamic
nature, at a time when demand is growing,
the pace is relentless and the imperative
appears to be solely on producing more,
rather than experimenting new avenues and
developing innovation. 

Contacts:
Michele Checcucci - General Manager
mcheccucci@metallarte.com

Metallarte Group speeds up



Urged on by a
market that increa-
singly demands that

RVs be equipped with cabin swivel
seats, CTA has further refined its range
of swivel seat bases, optimizing the overall
structure in order to seek out the best balan-
ce between weight and functional specifica-
tions. For over twenty years now, the Rome
based manufacturer has featured swivel seat
bases in its product catalogue, in essence
since motorhomes on the Italian market have
begun including versatile cabin seats as a
standard comfort and living feature. After all,
CTA has always relied on its extensive exper-
tise and experience in the machining of high-
strength steels, which has led the company
to occupy a leadership role in Europe for the
production of safety belt systems on motor-
homes.    
“We’ve been operating in the recreational
vehicle industry, manufacturing a variety of

p r o d u c t s , ”
explains Dario Bellezze,
Sales Manager at CTA, “and while people
know of us mostly for our safety belts ancho-
rage systems, our wealth of experience in
working with these types of steels has allo-
wed us to propose other products as well,
such as swivel seat bases. This is an item
we’ve been manufacturing for a number of
years now, and when Fiat decided to equip
its Ducato with this accessory as a standard
feature on initial installations, we continued
to perfect its design, offering a functional
and competitive product (to the point that

they’re being used by many vehicle manufac-
turers as an alternative to original seat bases):
today we have swivel seat bases in our pro-
duct catalogue for all mechanical systems
commonly used on motorhomes.”
In Europe, CTA supplies swivel seat bases for
manufacturers such as Laika and
Autosleepers, but is also an after-market sup-
plier. CTA’s product catalogue includes swivel
seat bases for the current version of the Fiat
Ducato and for previous versions (from 1994

CTA Srl  - Via Groenlandia, 23 - 00040 Pomezia (RM) - Italy
Tel: +39.06 91601096 - Fax: +39.06 91601096 

Web: www.ctapomezia.it

Seat swivel bases are one of CTA’s historic products: in an effort to meet the ever increasing
demands of the U.S. market, CTA has obtained certification based on strict American regu-
lations, supplying seat swivel bases even on initial installations.

Revolving from Italy to the U.S.A.

Words Andrea Cattaneo



onwards), as well
as for other mecha-
nical systems, inclu-
ding the Ford Transit
(current version and ver-
sions from 2004 to 2010),
Iveco Daily, Renault Master,
Mercedes Sprinter and
Volkswagen Transporter.
For many years now, CTA’s penetra-
tion of the American market has been
even more incisive. In an effort to bolster
the demands of the U.S. market, FMVSS
210 certification was recently obtained,
adopting even more stringent parame-
ters than the current European certifica-
tion. By updating its production proces-
ses to the U.S. regulatory standards, CTA
can now supply its swivel seat bases on
initial installations as well, whereas they
were previously sold only as an after-
market accessory. For the time being, the
certification relates to the Ford Transit
chassis, at the specific request of a large
distributor. 
“Our presence in the U.S.A. has been
growing,” continues Dario Bellezze,
“and we therefore decided to obtain cer-
tification for initial installations. The swi-
vel seat bases exported to the United
States are the same as those we use in
Europe for the Ford Transit, in spite of
the fact that the American market doe-
sn’t present the weight issues that

European
manufacturers
must deal with.”
The weight issue has been
decisive in defining the new generation
of CTA swivel seat bases. It’s a well
known fact that even just a few kilo-
grams can make a big difference in sum-
ming up all of the mass of a motorhome,
which must remain within 3500 kg. For
its latest swivel seat bases, CTA uses
high-strength steel, offering higher per-
formance specifications than the steel
used in the past, and the plates are
strengthened by means of counter-rib-
bed sheet metal, welded to the bases.
This has enabled the use of sheet metal
whose thickness has been reduced by
about 2 millimeters, much less than that
used by some competitors. A moderate

d e g r e e
of flexibility of the base

was deemed acceptable, compromising
neither comfort nor safety, and achieving
an excellent trade-off between weight
(around 7 kg) and the base’s swivel fun-
ctionality. In an effort to facilitate both
manufacturers and retailers, CTA has for
some time now opted for a single base,
suitable for both the driver and passen-
ger seats. This eliminates any problems
in stocking products, and even simplifies
assembly operations. For the complex
approval phases, CTA relies on in-house
preliminary testing instrumentation,
optimizing products before sending the
definitive versions to the certifying body.

Contacts:
Dario Bellezze - Sales Manager 
dario@ctapomezia.it 

Ford Transit from 2014

Fiat Ducato from 2006



For the RV industry, IVECO Daily has
been and definitely remains an
outof-ordinary vehicle, which has

undergone a remarkable transformation
in recent years. While not abandoning the
innate robustness, Daily has been increa-
singly refined to offer an ever greater, top
level driving comfort and travelling perfor-
mance. To understand exactly what is
behind a vehicle like the Daily, it is useful

to take a look at its production line. And
this is exactly what About Camp BtoB has
done by visiting Suzzara IVECO plant,
which has always been considered as
Daily’s birthplace. It is in fact here, in the
countryside around Mantova (Lombardia,
Italy), that IVECO light commercial vehicle
has been produced since 1978. Suzzara
production site not only is the main plant
but also the only one producing Daily’s

versions aimed at RV industry.

The Suzzara plant
Daily was born in 1978, three years after
the foundation of IVECO. Suzzara plant,
however, dates back well before. The ori-
ginal nucleus, which still exists, actually
dates back to 1878: it was built to support
"Francesco Casali & Figli" company, which
repaired agriculture machinery. In 1934

Focus on

We visited Suzzara IVECO plant, which is a modern factory, organised according to pro-
duction criteria of excellence, in line with the strict World Class Manufacturing stan-
dards. Here, IVECO Daily was born.

Where IVECO Daily comes from

Words Antonio Mazzucchelli

IVECO
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The attainment of W.C.M. excellence
As an evolution of Lean Manufacturing, W.C.M standard (World

Class Manufacturing) provides ratings for production plants
according to strict parameters focused on costs’ containment,
which is to be achieved through reduction of defects, failures, acci-
dents and more. Adopted at industrial group level, W.C.M. was
introduced in Suzzara plant in 2007. Since the very beginning, we
have seen considerable improvements and in 2009 the excellent
results obtained have helped the plant to gain the prestigious

W.C.M. bronze medal award. Today Suzzara plant, together with
the IVECO factories of Madrid, Brescia and Valladolid, has achieved
the coveted silver medal award, but some areas of the site are even
more cutting-edge, just like the assembly "golden area". The tran-
sition from one level to the next is quite complex because it invol-
ves all productive activities’ reorganization, with considerable costs
related to staff training, work place organization, safety improve-
ment and various changes to the plant’s overall structure.

the company was bought by OM, the first
major truck manufacturer in Italy. Thus,
besides agricultural machinery, the plant
manufactured work vehicles as well. In
1956 the ownership changed again: OM
was acquired by Fiat and soon production
lines of small van Fiat 600 and Fiat 900
were implemented at Suzzara plant. Finally,
in 1975, IVECO was established and
Suzzara was chosen as Daily’s production
site. Therefore, almost forty years of histo-
ry bind Daily to Suzzara plant. Over time,
the factory has evolved and has been grea-
tly expanded: in the 1990s the large cur-
rent structure was added to the original
nucleus located in the town’s centre. The
economic crisis had certainly reduced the
demand for Daily, but today the production
has almost come back to 2008 levels.
Various parts of the Daily like the engine,
produced in Foggia (Puglia,Italy), but also
the chassis, the dashboard, the seats and
many other, converge to Suzzara produc-
tion site, where, assembled together, give
birth to the finished product. In order to
better organize the various components
arrival according to just-in-time logics,
some of these suppliers have their seat
within the factory perimeter or in its imme-
diate vicinity. In recent years, Daily has pro-
foundly changed, without betraying its ori-
gins though: the most notable change
occurred in 2014, when a completely new
product came about, while in 2016 other
changes rounded off the Daily line. The
wide variety of possible combinations is
truly amazing, as it is capable of giving
birth to vehicles that are very different from
each other. There are 12 available engines,
12 body versions (with 3 different interior
heights) and 13 wheelbases, 5 gearboxes, 2
types of front and 4 rear suspensions. Plus,
we have cab versions (single or double
cabin), chassis-cowl versions (used to build
the motorhome) and several vans. Vehicles
are rear-wheel driven, but even a 4WD
Daily exists. Also different capacities are
available, with a total vehicle weight ran-
ging from 3.3 to 7.2 tonnes. In a nutshell,
by combining the various elements at your
will, you can get more than 8,000 different
Daily versions. It is noteworthy that almost
one third of the vehicles produced has been
customized, i.e. implemented in only one
version.

Variety is so wide that, on average, only 3
Daily’s identical specimens are produced
(not to mention the wide coat colors
range). When the new model came about
in 2014, significant investments were
aimed at certain lines of production’s
modernization, in particular bodywork’s, in
order to significantly boost van versions
(including minibus) production.

The production line
The activities of the Suzzara plant are direc-
tly coordinated from IVECO’s headquarters
in Turin. The plant consists of three produc-
tion departments: bodying, painting and
assembly. At the end of each cycle, quality
control is performed. The bodying unit
receives the metal sheets, which are assem-
bled by welding. As it involves the use of
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suitable robots, this is a more highly automa-
ted process compared to the past. The entire
bodywork cycle per vehicle requires 6 hours
to be completed. Then the vehicles’ bodies
are moved to the painting department, the
most complex area of the plant, developed
on two floors. We have a first pre-treatment
phase: vehicles’ bodies come in large tanks
to be washed, degreased, phosphated and
protected by cataphoresis. In the cataphore-
sis bath (more than 300 cubic meters ), any
sheets’ area is protected, holes included, by a
thick paint layer. Then they are dried in a
large furnace at 150° C. Above this protecti-
ve layer, the actual paint is directly applied,

which is specially selected for each vehicle:
over 400 colors range, of which some are
"private" (e.g. army’s military green). The
painting mainly concerns the cabs’ cabin and
the van’s entire body, while the chassis
comes already painted from external sup-
pliers. 90% of the activities performed in the
painting department is automated. The enti-
re coating cycle requires nearly two shifts to
be completed. After completing the painting
phase, bodies are moved to the assembly
shop. On one line the metal body is equip-
ped with various additional parts such as rear
lights, dashboard and doors’ plastics, while
on another line travels the chassis which the

engine unit is bolted to. The two lines meet
at "marriage" point, where the body is lowe-
red onto the chassis. Finally, electrical wiring,
seats and front lights installation are imple-
mented. Process organization and deadlines
compliance are crucial, otherwise the various
components will never arrive to “marriage”
point in accordance with the scheduled time-
frame. It is therefore crucial the components’
complex management (more than 10,000
part numbers) and the over 200 suppliers
timely contribution. Even delivery timeliness
(suppliers located at a distance not excee-
ding 4 hours’ drive from the plant) is essen-
tial to reduce stock and optimize production.

Suzzara plant

- Born in 1878 as a workshop aimed at repairing agricultural
machinery.
- In 1934 it was bought by OM. Trucks production started.
- In 1956 FIAT acquired OM. For several years, this facility
manufactured mini-van Fiat 600 and Fiat 900.
- In 1975 IVECO was born.
- In 1978 Suzzara plant started the Daily production.
- In the 90s the plant was considerably extended, until rea-
ching
the current structure.

Daily-related figures

- More than 8,000 versions, obtained by combining 12 engi-
ne variants, 13 wheelbases, 12 body types, 3 interior heights,
5 gearboxes, 2 front suspension, 4 rear suspensions
- Total weigh from 3.3 to 7.2 tons.
- 400 color shades for the body.
- Over 40 years, with 8 restyling, more than 2,8 million Daily
have been produced worldwide.

IVECO: 40 years of excellence

- IVECO was born in 1975 as a joint venture between 3 Italian
companies (Fiat Veicoli Industriali, OM e Lancia Veicoli
Speciali) together with the German Magirus-Deutz and the
French Unic.
- '80s and '90s: IVECO started and consolidated its business in
China, IVECO Brazil was established, acquisitions in Europe
and Australia were completed.
- Between 1999 and 2003 IVECO entered the bus sector, by
acquiring Irisbus.
- In 2011 Fiat Industrial was created, which IVECO joined.
Later transformed, the group turned into CNH Industrial.

Focus on IVECO
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IVECO is confirmed undisputed leader in Europe in the RV pre-
mium segment over 5.2 tonnes with record results in 2016. In

Germany, the most important market, Daily registrations for
Motorhomes over 5.2 tonnes doubled last year, reaching nearly
800 registrations, more than half of the market. The Daily is lea-
der and is still gaining market share also in France, Switzerland and
the UK. Sweden and Norway are becoming important to IVECO as
customers prefer more and more luxurious camper. These outstan-
ding results have been accomplished thanks to the Daily HI-MATIC
that combines the reliability of the rear wheel drive with its unique
eight-speed automatic transmission and the most powerful engi-
ne in its class (205 hp, 470 Nm). The Daily HI-MATIC transmission
provides ultimate travel comfort thanks to its self-adaptive shift
strategy allowing the new gearbox to engage smoothly the correct
gear in less than 200 milliseconds. It also guarantees maximal safe-
ty in case of an emergency by ensuring that the brakes are always
cold, even on long journeys – a benefit that many mobile home
owners had requested. The Daily HI-MATIC is available with single
wheel or twin wheels rear axle and it is the only vehicle of its class
that offers a range from 3.5 to 7.2 tonnes of Gross Vehicle

Weight, with a new intermediate 5.6 tonnes model and a towing
capacity up to 3500 kg. Mario Seidenschwarz, Iveco Camper
Business Development EMEA, commented: “Nearly 97% of our
production in the RV sector is made by the Daily HI-MATIC.
Everybody wants our class exclusive 8-speed automatic gearbox.
Our product is working very well and the customers get convinced
very easily. The trend is, like for cars, having only two pedals!”
With the New Daily Euro 6 IVECO has also launched the revolutio-
nary new application, called DAILY BUSINESS UP, an open platform
which keeps the driver always connected, going beyond the sim-
ple concept of infotainment. Customers, once connected through
their own smartphones or tablets, can receive valuable tips for
improving their driving style and save fuel using the DSE (Driving
Style Evaluation). In addition, the entire Vehicle Management
System can be displayed on the device as an extension of the
dashboard and, in the event of a break down, the nearest service
partner can be contacted automatically through the IVECO
Assistance Non-Stop button. Providing excellent handling, stabili-
ty and absolute driving pleasure, the Daily HI-MATIC is the best
choice for premium motorhomes.

The Daily HI-MATIC: the star in the luxury motorhome segment



44

VittEr®: the next generation
compact laminate

Filippi Legnami Snc - Via N. Sauro, 2 - 24030 Berbenno (BG) - Italy
Tel. +39 035 861122 - Fax +39 035 860190

www.filippilegnami.com

With the increasing desire of expan-
ding their range of action, sup-
plying products but also services to

their clientele, Filippi Legnami have tested a
new high-performance material which can
offer innovative solutions to OEMs and ulti-
mately also to the end users. Introduced in
the Filippi Legnami catalogue under the
VittEr® trade name, this new material is basi-
cally a phenolic-free compact laminate with a
high degree of customization, which opens
to new scenarios in the furnishing of leisure
vehicle.
"Being more and more involved in the pro-
duction process of motorhomes, caravans
and camper vans - explains Francesca Filippi,
marketing manager of Filippi Legnami - from
which today derives 70% of our revenues,
has led us to think about something new,
some solutions that would generate impro-
vements in the interior furnishing of RVs. We
have focused on the compact laminate,
which has existed for some time and that is
having a good moment in the domestic fur-
niture industry".
Certified and registered, VittEr® is a  highly
customizable material which brings the
advantages of the compact laminate trend,
widely used in domestic kitchens and bathro-
oms, in the RV industry. There is, in fact, the
possibility to choose the color of the structu-
re (“core”) and the composition of edges of
the surface, also in coordination with other
laminates and melamine-faced products

from Filippi Legnami’s range, and even going
beyond, with the full customization of the
surface design pattern.
"We have heavily focused on the personali-
zation of the material, – continues Francesca
Filippi – trying to meet our customer’s need
for flexible supplies yet harmonized internal
surfaces. With our forty years of experience
in the finishing of wood-based panels, and
the investments made over the last period,
we wanted to exploit the full potential of our
digital printing technology, matching it to
such an outstanding  material as the com-
pact laminate that we manufacture in

Berbenno. Our company is not new to these
upgrades and changes in the RV industry,
transferring technological solutions already
tested with excellent feedbacks in the home
furnishings sector. And this to the benefit of
our customers, i.e. motorhome and caravan
manufacturers”.
VittEr® advantages are many, because they
are based on the well-known high perfor-
mances of compact laminates. High mecha-
nical strength, for one thing, that allows to
make solid sheets albeit with reduced thick-
ness starting from as thin as 2 mm. The
reduction in thickness is to the advantage of

Coming from forty years of experience and signi-
ficant investments made on the digital printing
technology, Filippi Legnami meets the trends of
the home furnishing industry and introduces
VittEr®, a re-invented compact laminate with no
formaldehyde release and highly customizable.

Words Enrico Bona
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Contacts:
Francesca Filippi
francesca@filippilegnami.com

lightness, as any saved kilogram is important
in the total budget of the masses which the
European motorhome industry cannot igno-
re. Anti-scratch, VittEr® is also water resi-
stant, does not absorb water and therefore
can find many different applications in the
bathroom such as shower walls, shelves,
footboards. 
But the special feature of Filippi Legnami’s
compact laminate is that it is made without
any phenolic ingredient, ensuring  0% for-
maldehyde emissions. Which means a certi-
fied suitability for anti-bacterial applications
and direct food contact. There is no risk, the-
refore, to use VittEr® in the kitchen, as it can
be used as a chopping board as well. And it
is also resistant to dry and humid heat: it can
be washed in the dishwasher and a hot pot
can be put on it.

These are characteristics that make it particu-
larly suitable for the application in the kit-
chen units. And actually Filippi Legnami
along with Dometic, the world leading pro-
ducer of compact cooktops, has introduced
significant changes in the design and in the
functionality of worktops, replacing the tem-
pered glass lid that closes the fitted flush of
the hob with a VittEr® board. The result is
surprising: VittEr® is stronger and lighter (by
about 40%) than glass, easy to clean and
without problems of contamination of food.
When there are no pots and pans on the
hob, the VittEr® top can close to gain addi-
tional workspace, can be used as a chopping
board and protects the hob at the same
time. Dometic will display innovative pro-
ducts made with VittEr® at the upcoming
Caravan Salon in Düsseldorf, introducing

design and technical changes in
the worktops. VittEr® can be
manufactured in different thick-
nesses, from 2 up to 30 mm,
with a maximum size of

3050x1300 mm. Customizable in
the core colors as well as fully flexible

in the surface color, which can be unicolor or
with an ad hoc digital printing and 3D finish
texture, Filippi Legnami’s compact laminate
does not need any edge-banding, can be
easily CNC-ed and is compatible with the tra-
ditional fixing and assembling systems nor-
mally used in the RV manufacturing. VittEr®

is made in Italy  by Filippi Legnami and
exclusively distributed worldwide
by the partner company Giorgio
Levoni srl. A wide array of
VittEr® applications as well as
further news in their product
range will be presented by
Filippi Legnami at the Caravan
Salon 2017.

Company profile
Founded over forty years ago and

active in the woodworking ever
since, Filippi Legnami firmly fits into
the recreational vehicle industry in
2000, starting a laminating line, recen-
tly doubled, for the supply of lamina-
ted lightweight panels to be used in
the motorhome and caravan interiors
as well as in the mobile homes around
the world. In 2013, the partnership
with the entrepreneur Giorgio Levoni
opens to a new phase of consolidation

and expansion that sees, among other
initiatives, the launch of a new pro-
duction line using the digital printing
for the personalized panels decora-
tion. In addition to it, a melamine
pressing line completes the company’s
product range with laminated panels
that combine an innovative tactile
experience with high resistance to
wear, abrasion, light and scratches.
Filippi Legnami and Giorgio Levoni,
where the tailored panels are made.

Example of use of VittEr®
as a ready-to-install table

Example of use of VittEr® in the bathroom
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Project 2000’s growth continues,
expanding its international reach: an
industry leader in the production of

steps, TV bracket and lifting bed solutions,
the Italian based company achieved grati-
fying results in this past season and is rea-
dying itself to take on the coming years in a
renewed dimension. As we all know, Project
2000 was acquired by Lippert Components
one year ago. The company’s founder, Davide
Nardini, who has stayed at the helm, has pro-
vided renewed impetus in pursuing major
business goals, and Project 2000 is now
strengthening its corporate structure in an
effort to further increase its growth on the
international stage. Two new professionals

will make their entry: they are Ursula Scalia
and Alessio Tintorini, two managerial figures
hired with the specific intent of boosting the
sales and technical divisions. 
“Project 2000 is already a success story, but
we can improve further,” states Davide
Nardini, “and to do this we need to develop
a mid to long term growth strategy, offering
a valid range of products that will evolve
technically and take into account the needs
of a changing market, while remaining close
to our customer base in order to better
understand their needs.” 
In this context, the inclusion of Ursula Scalia
to lead the sales division is a fundamental
move: already well versed in the RV sector,

with nearly ten years
experience during which
time she worked for a
variety of companies,
including the German
based Webasto, the new
manager is well acquainted
with the dynamics of a mul-
tinational company, and
will provide better coor-
dination between a busi-
ness reality such as Project
2000 and the much lar-
ger Lippert Components.
Ursula Scalia spent four
years at Webasto, in a dual

Project 2000 Srl - Via A.Vivaldi, 40/A - 50041 Calenzano – (FI) – Italy
Tel: +39 055 8825239 - Fax: +39 055 8878086

www.project-2000.it

Headed by its American parent company Lippert Components, the Italian based Project
2000 grew significantly in 2016. With the arrival of two new managers to head its technical
and sales divisions, Project 2000 prepares to further consolidate its market presence.

Project 2000 bolsters
its team with the arrival
of new professionals

Words Andrea Cattaneo
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Contacts:
Davide Nardini - davide@project-2000.it

From the left: Gianluca Papaleo and Ursula Scalia The technical department 

capacity: on the one hand, she filled the position of key account
manager, alongside directional customers for the Trigano VDL group,
and on the other she helped manage and coordinate the sector’s busi-
ness development through Webasto subsidiaries outside Germany, in
strategic countries such as France, the U.K., Italy and Spain. 
“I’ve certainly accumulated a wealth of experiences in the industry,”
explains Ursula Scalia, head of sales and marketing at Project 2000,
“and I know all the major players and internal dynamics of the recrea-
tional vehicle sector. In this new position, the intension is to dedicate
myself totally to our customers, acting as a constant support in order
to acknowledge their needs and propose new products developed
thanks to their suggestions. My entry in a corporation such as Lippert
Components allows Project 2000 to reinforce our proximity to custo-
mers – a feature we have always been recognized for.” Ursula Scalia
will coordinate a work group that includes the experienced input of

two technical area managers, who will divide the
global market, guaranteeing Project 2000’s com-

mercial presence in various countries throu-
ghout Europe and abroad. The addi-

tion to the technical division also
stems from a desire to fur-

ther enhance
customer proxi-
mity, through the
implementation

of new solutions
that acknowledge
market inputs and
pre-empt upcoming

trends. The technical
division will also
include Valerio
Atzeni and
Matteo Faggi,
and will be
headed by
Alessio Tintorini,
who for fifteen years was a
technical manager and research and development
supervisor at a professional catering equipment design manufac-
turer.
“For a number of years, I designed electromechanical machinery,”
says Alessio Tintorini, technical division manager at Project 2000,
“creating prototypes and subsequently overseeing product enginee-
ring.  I believe that in the future we’ll need to focus increasingly on
greater technological efficiency in processes, always following our
customers’ input in developing new ideas, because product customi-
zation must remain a focal point for Project 2000.” 
It would thus appear that all elements are in place to allow the com-
pany to grow as efficiently as possible, in the wake of its excellent per-
formance in 2016 –a truly positive year that saw Project 2000 grow
by 30%, with sales in the U.S.A. remaining unchanged compared to
2015, but with a consistent increase in Europe, in addition to good
results both in Europe and at an intercontinental level. This growth is
only in part due to the positive trend in the market, as decisive factors
included the implementation of product ranges on consolidated
customers and the acquisition of new customers, in addition to the
introduction of brand new products that have been very successful. 

Project 2000 was founded in 1995 as a sole proprie-
torship, experiencing constant growth that has led

to a market leadership position in the recreational vehi-
cle sector, for the manufacturing of retractable steps
(electric, electronic and manual), LCD television bracket
mounts and height adjustment solutions for beds. All
metal workmanship processes are carried out in-house,
and all step design prototypes undergo a battery of ope-
rating tests and structural stress tests using equipment
and instrumentation that is specifically designed for this
purpose.Project 2000 obtained its Certificate of
Suitability for mass production in 2010. In 2013 the com-
pany initiated a partnership deal with Lippert
Components in the U.S. market, and in 2016 Lippert
Components acquired Project 2000. 

Company Profile
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Interview NICK HOWARD

A tightly focussed approach to
business can bring significant
rewards. Terry Owen meets Bailey's
MD, Nick Howard.

Nick Howard:
helmsman 
of renewal

Words Terry Owen

In 1947 Martin Bailey built
his first caravan using skills
he'd learned whilst working

at the Bristol aircraft factory during
the Second World War. It sold quickly
and convinced him there was a futu-
re in building caravans. FG Bailey Ltd.
was founded the following year and
has since gone on to become one of
the UK's leading leisure vehicle
manufacturers.  
In 1976 the company was bought by
the Howard family with brothers
Patrick and Stephen Howard even-
tually becoming joint owners.
In 1997 Stephen's son Nick joined
the company from the automotive
industry to become technical mana-
ger.  Nick brought with him a new
approach to problem solving and
set out on a path that was to see
him become the driver of signifi-
cant changes that would propel the
company forward into the 21st
century.
In 2007 Nick took over as
Managing Director; he was now in
the driving seat and determined to
make a difference. 

What did you see as your grea-
test challenge at this time?
"There were two things really.

The first was dealing
with the economic

crisis which took hold during my first year.
On the plus side I learned more about the
business in my first couple of years than I
would have done in a decade without the
crisis.
The second was an overriding desire to
modernise the company.  I felt it important
to retain the family identity whilst moving all
areas towards thinking and believing in a
lifestyle rather than just white boxes.  This is
now a cornerstone of our business."

How did Alu-Tech construction come
about and what were the drivers behind
it?
"I always thought we could make a more
robust caravan that was better suited to that
kind of lifestyle - more thermally efficient
and with a better towing performance.  I
also wanted to drive away from using timber
in the bodyshell. Although timber is curren-
tly retained in the floor we pioneered its eli-
mination from the upper bodyshel l."
For help Nick called on a long-standing rela-
tionship with the University of Bath. Over
the next few years they jointly developed
Bailey's patented Alu-Tech construction
system. Wood products in the upper body-
shell are replaced with combination of alu-
minium and composite plastic.
The first caravan to be built this way was the
Pegasus. Its distinctive appearance set it
apart and made people take notice. What's
more it came with grade III insulation and a
market leading ten year bodyshell integrity
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guarantee. The Pegasus was an instant suc-
cess and over the course of the next couple
of years Bailey transferred its entire produc-
tion to Alu-Tech construction.
The move made other UK manufacturers sit
up and take notice. Some had already
begun looking at alternative construction
techniques but none was ready to launch
and so Bailey enjoyed an early mover advan-
tage.
Alu-Tech construction produces a particular-
ly robust bodyshell, something that caught
the eye of a certain Australian...

What was the logic behind launching in
Australia?
"In the middle of the recession in 2008 I
received an enquiry for 250 caravans from
Australia.  Naturally I was happy to supply
them even though it meant a number of
modifications to suit the Australian market. 
My contact was a chap called Adrian van
Geelen and together we moved to a situa-
tion where we bought out the importer and
began manufacturing in Australia.
Coincidentally my design manager emigra-
ted to Australia at this time and agreed to
work for me in Melbourne. He's now lea-
ding the design team there. Production
commenced in late 2015 with caravans
going to New Zealand as well as Australia."

What were the drivers behind Project
Aurora and what impact has it had?
"We felt we needed to streamline our
manufacturing and procurement processes
and so we've recruited some senior mana-
gers to help. It's a journey that we're still on.
We aim to make Bailey the best it can possi-
bly be.
The bottom line so far is that the company
looks and feels more professional in every-
thing we do. We're now producing better
vehicles with lower warranty costs than pre-
viously.
However, if we are to compete with other
forms of holiday, we need to offer a faultless
ownership experience and that's something
we're endeavouring to do."

How do you go about finding the right
people to bring into your business?
"The main thing is to identify those people
who share our culture. For example a project
designer working on kitchens must recogni-
se that the people who know kitchens the
best are those that use them and those that
make the caravans."

What has been your most satisfying
moment in business?
"That's an easy one. It was meeting the
Queen when she came to visit our factory in

2012. This ultimate pat on the back was
more satisfying to me than a good set of
financial figures"
What Nick didn't say is that visits by the
Queen don't just happen. You have to know
the right people and persuade them that it
would be a good thing. Conscious of his
factory's importance to the local community
Nick could often be seen at local functions.
At one of these he met the Lord Lieutenant
for the county and city of Bristol. There he
learned that the Queen was interested in
visiting Bristol and possibly touring a local
factory.
Nick seized this once in a lifetime opportuni-
ty and in November 2012 the Queen and
Price Philip duly arrived at Bailey's Bristol fac-
tory. They were even taken for a ride in a
motorhome as being the most convenient
way to get from one part of the factory to
another.  It was a huge PR coup for Bailey
and one no other leisure vehicle manufactu-
rer is ever likely to match.

Can you outline a typical working day?
"I'm normally in the office between 7:30
and 8:00 am. Having a young family an early
start and finish suits me. I'm fortunate to
have a good management team and, as well
as the normal reports you would expect
to an MD, I also have product develop-

Nick shows Her Majesty the
Queen and HRH Prince Philip
around the Bailey factory in 2012 
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ment. This reflects not just my keen interest
in that area but also the fact that I probably
do more caravanning than anyone else who
reports to me.

What motivates you?
"It's the fact that we have a privately owned
family business in which we are the sole
masters.  We don't have to worry about
other shareholders or banks breathing down
our neck. Our aim is to do a very good job
and to be respected for it."

Looking back your first 10 years as MD
what do you see as your most signifi-
cant achievement?
"Probably the launching of motorhomes in
2011 and achieving 17% of the UK market
quite quickly."
To what do you attribute your success?
"We've recruited a lot of new people and
after six months we spend a day with them
for feedback on how they find us. They
seem to like the blend of a family business
trying to modernise and being able to take
decisions quickly."

Who has been your greatest inspira-
tion?
"We try and look at businesses that have a
kinship with us. Locally I know Thatcher's

cider, a
fourth gene-
ration busi-
ness with
Martin Thatcher taking over recently. In
essence he is doing almost the same thing
as we are. "

Excluding yours, what company or busi-
ness do you admire the most?
"Again it has to be Thatchers cider. Four
years ago 70% of their production was for
supermarket labels. Now 70% is sold under
their own brand name. It's a remarkable
turnaround when you consider what tough
customers the big supermarkets can be."

What has been your biggest mistake in
business and how did you deal with it?
"One of the things we've done more latter-
ly is to overload our teams with too many
projects. When you do this there is always
the danger that something might suffer in
its execution.   It's a problem we've recogni-
sed so now we look not just at the 'what'
but also the 'how', when are trying to make
things happen."

What have been the most striking chan-
ges during your 20 years at Bailey?
"Without doubt it's the growth in the com-

pany and changes in the product we make.
When I started I was employee number 113,
now we have more than 450 people on the
books.
20 years ago our best selling caravan was a
two berth end washroom layout. Since then
caravans have got bigger and heavier as
towcars have become more competent."

Do you make use of Bailey leisure vehi-
cles in your free time?
"Yes, I'm a passionate caravanner and the
company has a fleet of vehicles for the staff,
including me, to use. Some are already sited

for those who
don't want to tow.
The popularity of
the scheme is such
that places are
always fully boo-
ked.
I also spent three
weeks in a Bailey
Melbourne manu-
factured caravan
over Christmas,

covering some 2,500 km in the Blue
Mountains west of Sydney"

How do you think leisure vehicles of the
future will look?
"Caravans will start to get smaller again and
there will have to be a lot of ingenuity
around weight reduction.  To satisfy the
need for family caravans we'll have to look
at expanding units and pop tops. I don't
think the consumer will allow us to reduce
specification levels so we will have to be
more creative in the materials we use."

Does Bailey help the local community in
any way?
"We are the biggest employer in the south
of Bristol area where we're based. The majo-
rity of our employees walk or cycle to work.
We now have third generation family mem-
bers coming through and operate a gover-
nment-supported apprenticeship scheme
that leads to formal qualifications in manu-
facturing.
In addition we support local schools and col
leges and have open days where we show
them what we do."

Caravans w ill start to get smaller
again and lighter. I don't think the
consumer will allow us to reduce spe-
cification levels so we will have to be
more creative in the materials we use
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You're a keep fit fanatic - does that help
you cope with the demands of the job?
"150% it helps. I'm fortunate to have a very
supportive wife and family. Training with
friends is a great way to clear your head of the
daily concerns and to detox the mind and
body.  At 48 I'm still racing and doing tria-
thlons."
What are your hobbies - what do you do in
your non-work time?  
"Apart from training to be a triathlete I enjoy
playing the Spanish guitar. It's a marvellous
way of relaxing."

What are your future goals?
"It's to continue the journey we've started,
particularly with regard to Project Aurora. We
have a plan in place to completely rebuild our
production facility. It's a £20m project that will
take 3-4 years to complete but we have full
planning permission and the support of Bristol
City Council."
In a world where large companies increasingly
dominate the RV market it's refreshing to find
a family business carving a niche for itself with
a unique product offering.  It's also refreshing
to find a company where doing a good job
and providing a faultless ownership experien-
ce are more important than short term finan-
cial gains.
Next year Bailey celebrates 70 years of conti-
nuous production and there is no doubt that
under Nick's leadership it will continue to
grow and prosper for decades to come.

On the left page: Bailey's Parts Direct warehouse can supply end users in as little as 24
hours.
In this page: a caravan side being assembled prior to bonding and a Bailey caravan under
construction
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ST.LA. - Via Marche 5/7
56025 - Pontedera (PI) - Italy

Ph. +39 0587 292625 - www.stla.it

Forty two years of activity in the
recreational vehicle sector is no small
thing: buoyed up by this experience,

ST.LA. have further expanded their range
which today represents their most iconic
products, namely beds and tables. The com-
pany is able to customise specific articles,
working in close contact with the manufac-

turers in order to work out the best solution
for every single vehicle. When we talk
about beds for camper vans, we obviously
do not just mean the frame, but also, and
particularly, models with systems allowing
movement, so used therefore for the so-cal-
led anterior drop-down bed or for the pop-
up bed at the back. The two systems in use

up to now consist of two types: straps or
articulated arms. The strap system can be
electric, ideal for the anterior drop-down
bed, or also manual with a handle, used for
the bed at the back. The classic system of
arms and hinges is conversely only used for
the drop-down bed at the front, with a
manual system for raising and lowering it

Words Giorgio Carpi

Variable space for every need

Company Profile

An Italian company with its head office in Tuscany,
ST.LA. started its business in 1975, as metal stampers
(it gets its name from the Italian name for this indu-

stry – STampaggio LAmiere) for accessories and spare parts
for tents. Pegs and poles, therefore, but in a short time the
company began its interest in caravans, collaborating with
major Italian constructors such as Roller, Mobilvetta and
Caravans International in the production of various com-
ponents, in steel or in aluminium, starting from wall sup-
ports for tables and expanding their horizons to campers
when the market moved in that direction. Today it is dedi-
cated to the recreational vehicle market and prevalent
(supplying the nautical sector is minimal) and decisively
varied, spanning from metal elements to those in plastic.

Beds represent a considerable percentage of ST.LA.'s cur-
rent production, together with table supports, with wall
brackets or a central leg. The company collaborates with
the main companies in the sector, with a client base that in
Europe ranges from the Hymer Group to Rapido, from
Trignano to Pilote. ST.LA. srl is one of the three companies
that make up the Milianti Group, together with
Technometal srl and Forma srl: an enterprise with an
annual turnover of Euro 15 million, developed over
various plants. ST.LA. can count on 4,800m2  of covered
surface and 7,000m2 of service area. The founder, Sergio
Milianti, has gradually passed the baton onto his sons
Paolo, general manager of ST.LA. and Francesco, product
manager of the family-run firm.

Demonstrating an innate dynamism and a huge flexibility in terms of production, ST.LA.
launches an unusual system of cable movement for beds, while at the same time propo-
sing a table that can vary the seating capacity at will according to the living space.
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Contact:
stla@stla.it

The cable beds though are not the
only new product launched during
this period by ST.LA, The Italian

company has designed a prototype for a
new structure for dinette tables, which is
now ready for development.
“We submitted a project fifteen years
ago”, explains Paolo Milianti, ST.LA.'s
general manager, “that at that time
wasn't feasible. Now we believe that
things have changed: times have moved
on to enable us to join the fray with inno-
vative products, complex concepts but
ones that are easy to use, because the
camper van market has evolved and new
living space solutions have opened up.” It
concerns a new table that attaches to the
wall, that can be made bigger, but can
also be folded down against the wall
when not in use, thus transforming from a
dining solution to a more airy living space,
adapted for relaxation. The table is fixed

onto a metal frame, attached to the wall,
and slides over itself, allowing it to be
opened like a book (doubling the suppor-
ting surface). The supporting shelves have
been thoroughly tested and are very
robust: they easily support a cantilever
extension of the table of up to 1 metre.
The table, along with its frame, by way of
a rapid release system, can be tipped up
towards the bottom,
easing it gently
towards the wall.
But there is also
a mechanism to
assist with fol-
ding it down:
the table can
go down to be
parallel to the
floor, where it
can be turned into
a bed. Interesting for

both traditional camper vans and for vans,
the new ST.LA. table system has a weight
in line with normal telescopic tables.

The multifunctional foldable table

with the assistance of gas pistons.
A third system has been added to these
two, one that uses steel cables for raising
and lowering. The cable bed has a similar
function to the bed which uses straps, but
addresses some of the problems and broa-
dens the scope.
“ The bed with the straps”, ST.LA.'s general
manager Paolo Milianti explains, “is one of
our best-selling products, and in the electric
version for the anterior drop-down bed. The
manual version is profitably exploited by the
pop-up bed at the back, but is hindered by
the movement because of the handle which
impedes the application of the anterior bed
due to a lack of space and functionality. Our
clients who want a manual drop-down, the-
refore, opt for the classic system with arms
and hinges. The new cable bed, on the
other hand, has a perfect manual function,

easy to use and not in the least bit tiring,
thanks to a servomechanism (gas pistons),
inserted into the body of the bed itself.”
With the cable beds, therefore, ST.LA. take
a step forward in respect to their manual
drop-down bed: there is no need for a han-
dle to do the lifting, and it weighs 20kg less
than the drop-down with the arms (just
from the absence of the metal leverage).
But the cable system could also be intere-
sting for the pop-up bed at the back,
because it avoids using the handle in the
locker: it works directly from the cabin,
without the need for getting out of the
vehicle.
“We believe that the new cable bed will
have lots of uses”, continues Paolo
Millianti, “on all kinds of vehicles. In my
opinion, the one variation that is used at
the back could be interesting for top-of-

the-range vehicles, because it offers the
user the comfort of moving the bed from
the inside without having to leave the vehi-
cle. In the anterior drop-down bed, on the
other hand, the scope extends to vans with
a high roof, thanks to the possibility of
extending the base in any direction, some-
thing you cannot do with the straps.”
Equipped with a gas spring and a quick
rewind system for the cable, it becomes
easy to lift up, even for the elderly. Practical
and robust, thanks to the use of a steel
cable with a load capacity of 700 kg, the
new bed will have a final price slightly
higher than the strap version (with handle)
by ST.LA. In addition, the possibility exists of
changing from the manual version to the
electric one on the production line, with a
quick modification and therefore at no
great cost.
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Vetroresina  Spa - Via Portuense, 10 
44020 Masi San Giacomo (FE) - Italy

Ph. +39 0532 327911 - www.vetroresina.com

More and more manufacturers are
using fibreglass for making camper
vans and the trend is a gratifying

one for Vetroresina S.p.A. that has invested
major resources to perfecting and promo-
ting this material. The development is con-
stant and Vetroresina S.p.A., world leader in
the production of fibreglass laminates for
recreational vehicles and refrigerated trucks,
is happy to adapt to the new production
turnarounds and is expanding the Italian
plant.
"We can cope with all current orders but we
want to organise ourselves even better in

the future", explained Simone Colombarini,
CEO of Vetroresina S.p.A. "To respond to
the increasing market demand, last year we
kicked off a project aimed at expanding our
production plant. In short, we will be increa-
sing the shop floor and boosting the pro-
duction line. We have set the goal of increa-
sing our capacity by 20%", he added."
The expansion works are scheduled to end
in November this year and the new produc-
tion line is expected to reach full rate during
the first months of 2018. In parallel, the
company's two plants in America are also
satisfying the needs of growing markets: the

plant in Brazil was
opened in
2000 for South
America custo-
mers and the
plant in
Greenvi l l e ,
South Carolina
(U.S.A.) caters
to North
A m e r i c a n
manufacturers. 
The use of fibreglass
for exterior body lining is

The testing of the new light laminate product has nearly ended and it has been deci-
ded to increase production by 20% by expanding the main plant to satisfy the conti-
nuous demand.

Italian plant is being expanded 

Words Giorgio Carpi
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Contact:
Simone Colombarini - CEO
simone.colombarini@vetroresinaspa.it

now customary in Italy and France, while
other applications have been more recently
introduced and are on the rise. An example
is that of vehicle floor sandwich panels: the
outer coating on road side is coated with
fibreglass and very often so is the side facing
the passenger compartment. This solution
was firstly tested by Hymer and then adop-
ted by many manufacturers across Europe.
Nearly all Italian and most French manufac-
turers successfully use fibreglass also for the
inner lining (passenger compartment side)
of the sandwich panels used for the sides.
The method of using double fibreglass she-
ets on the inside and outside was introdu-
ced by the German company Eura Mobil.
This technique, combined with excellent
assembly techniques, puts the company in
the position to offer a ten year warranty on
the body to customers. The advantages of
fibreglass sheets are no mystery: they are
light, waterproof and strong and have low
thermal conductivity. On the sides and roof,

fibreglass withstands hail damage and on
the floor it protects from water and gravel.
Fibreglass has less waste than plywood and
the cost differences are minimum. The fibre-
glass sheets are cut to size from a 60 metre
long roll. Width is determined with millime-
tric accuracy. Plywood sheets, on the other
hand, are not made in a single piece and
must be joined. This implies lower strength
as a consequence. The advantages of fibre-
glass are catching the eye of north
American manufacturers who are fond of
traditional construction methods.
Manufacturers in the U.S.A. are favourably
looking into European techniques particu-
larly for heat insulation and weight reduc-
tion. Consequently, new application scena-
rios could open up for fibreglass sandwich
panels, for making floors for instance, since
these component parts are still made using
thick plywood sheets.Vetroresina S.p.A. kic-
ked off a project a few months ago aimed at
reducing the weight of sheets. The compa-

ny is teaming up with a
major glass fibre
manufacturer for
this stage of
the experiment.
As known,
glass fibre is
the basic
material of fibre-
glass forming its
inner armature.
The study, which is now
in its final stages, focused
on how to reduce weight
without compromising product
strength. "In order to respond to
the needs of European camper van
manufacturers we are aiming at making
fibreglass sheets which are even lighter that
those we use today", Simone Colombarini
explained. "We have completed the tests
and gathered interesting results: some glass
fibre parameters can be modified to impro-
ve the mechanical properties of the fibre-
glass laminates and reduce their weight. We
will soon be able to launch this new product
on the market".

Company Profile
Established in 1968, Vetroresina

SpA manufactures polyester
resin laminates reinforced with
fibreglass. The company’s large
production capacity results from
specific research in the field of
composite materials, associated
with continued improvements in
manufacturing techniques. To
maintain and increase production
levels, Vetroresina SpA has imple-
mented a major investment strate-
gy and, with the help of advanced
technologies and close partner-
ships with universities and industry
experts, has been capable of adap-
ting to market changes and new
requirements.
Sophisticated technology levels,
combined with a special attention
to aesthetics and materials, have
led to a range of diversified pro-
ducts, extending to many areas of
application. Vetroresina SpA has a
production capacity of 129 units
per day, with a production area
that covers 46,000 m². In June 2000,
Vetroresina SpA inaugurated a pro-
duction plant in the state of São
Paulo, Brazil, in order to meet the
needs of the South American mar-
ket, and has operated a production
facility in the United States since
May 2008, dedicated to the North
American market.



5656

Focus on EUROPEAN INNOVATION AWARD

The international judges’ panel consisted of 16 well known magazines from 14 countries
choose the winners. The awarding ceremony was held during CMT fair in Stuttgart

Innovation has been awarded

Category: Technology Vehicle Equipment
Product: VarioHeat

Truma launches a small, powerful hea-
ting system on the market: the Truma

VarioHeat. It is available in two models eco
(2.800 W) and comfort (3.700 W). Both
performance variants have the same, com-

pact dimensions and are extremely
lightweight (5,1 kg). The VarioHeat suits
camping busses, vans, smaller and middle-
sized caravans or – as additional heater –
bigger motorhomes.

TRUMA
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Category: Connectivity
Product: Smart D System

One of the major innovations for 2017 in
the Royal, Hacienda and Imperial series is

the intelligent control panel, Smart D, which
can be operated remotely using an app on
your phone.
KABE has developed Smart D in collaboration
with Dometic. The system has been designed
in accordance with the same principle as the

modern computer-controlled electric systems
in cars. KABE Smart D has so far been instal-
led in all KABE motorhomes, but will also be
fitted as standard in Royal, Hacienda and
Imperial caravans from 2017.
The Smart D control panel can be used to
control the caravan's heating, lighting, air
conditioning and the AirVent system. It can
also be used to monitor the voltage level of
the electrical system. The system also has
several alarm functions, which wil l remind
you when it needs servicing or report when a
fuse has blown.

KABE Smart D Remote
Using the KABE Smart D Remote app, the
system can be controlled remotely via a secu-
re and stable Cloud service. If this is the case,
you will also receive an LAN router with
modem, which guarantees a stable internet
connection when you're on the move. You

may of course also use the equipment for
audio and video streaming. KABE Smart D
Remote comes as standard with the Imperial
series and can be ordered as an accessory for

Royal and
Hacienda cara-

vans, as
well as for
motorho-
mes.

KABE
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Category: Overall Concept Van
Product: Malibu Van 540

With a length of only 5.41 m, this
model is a recreational vehicle which

is ideal for everyday use in the city. The 540
can be parked on all standard size parking
spaces. It is also small enough to fit in a
conventional carport. Due to the new, inno-
vative ground plot all wishes are fulfilled. It’s
also packed with clever details: a lowered
double bed provides easy access. The stan-
dard 7-zone cold foam mattresses and ven-
tilated slatted frames ensure a good night’s

sleep. The multifunctional, compact shower
cubicle with separate folding partition
offers top showering comfort. The kitche-
nette comprises an 85 l compressor refrige-
rator so that camping enthusiasts can start
the day enjoyably and it makes cooking into
a pleasure. In the living area, the table and
table leg can be stowed away in the locka-
ble overhead storage cupboard in the drive-
r’s cab to gain more space. And everything
within 5.41 m – perfect!

MALIBU

The Jury

Slovenia: Avto Dom

Finland: Caravan

Italy: Caravan e Camper

Spain: El camping y su Mundo

Netherlands: ACSI freelife

Sweden: Husbil & Husvagn

Belgium: Kampeertoerist

Poland: Polski Caravaning

Switzerland: Wohnmobil & caravan

Denmark: Camping Fritid

Austria: Camping Revue

France: Le monde du Camping-Car

Germany: Camping Cars und Caravans

Germany: Reisemobil International

Czech Republic: Camping Cars und Caravans

Category: Overall Concept Caravan
Product: Aviva 360 DK

The new Aviva is a caravan seeking to
make camping a new experience. A

particular focus was paid to the whole
body and interior furniture construction
with goal to reduce the total product’s
weight without implementing new mate-
rials. The front gas bottle compartment
doors are designed without excessive pla-
stic parts to enable easy access to the box
itself. The furniture construction enables
flexible solutions for usage (sliding door,
classical door). Sliding door itself enables
easier access to storage space and is
lighter weight. Solutions like adjustable
backrest at the dinette, different colors of

handles and bars for kitchen utensils ena-
ble more individual solutions.
Implemented multipurpose boxes also
enable easier packing, using, storing, easi-
ly accessible in the dinette, gas bottle
compartment or interior/exterior kitchen
unit. The new Aviva appeals to people
who are smart with their money, people
who appreciate great design and “just
enough” features, nothing is overdone or
unnecessary. It also brings larger caravan
comfort and features to customers on a
budget. Aviva is designed for beginners
who want to expand their experience
from their f irst tent. 

ADRIA

Category: Technology
Product: SlimLine - Refrigerator

Inside, the SlimLine refrigerator presents
itself with all-round clever partitioning: On

the left and right there are spacious cooling
trays and in the middle between the two
flaps an extendable beverage tray has found
its place. It is easy to put in standard 0.7-litre
drink bottles. Especially gratifying: All cooling
compartments are located at eye level so it’s
easy to see what’s in them and convenient to
fill them up – an ideal solution for the com-
pact Vantana series vans.
– Patented compressor refrigerator

– Compressor technology placed subsurface
– Low-noise night-time reduction, including
boost function
– Holding capacity 90 L
– All refrigerator compartments at eye level
– Convenient stowing
– Pull-out units for up to four 1 litre bottles
and two 1 litre tetra packs
– Control through Hobby TFT panel
– Completely new sense of space with a free
view of the rear – also through the rear-view
mirror

HOBBY
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Category: Overall Concept Miscellaneous
Product: Oyster® V

When folded, the antenna has an extre-
mely low profile of only approx. 17cm 

The Oyster® V is available in two models:
once as „Oyster®V Premium“, at this version,
the complete system by ten Haaft, incl.
Oyster®-TV. The customer can control the
complete system with a single remote control
for the TV. As a second there is the basic
model available, the „Oyster®V Vision“. Here
the customer can use an already existing
receiver or a TV with including receiver. The
system is controlled via a special designed
control panel. The Oyster® V is controlled by
the so-called FeatureBox. The FeatureBox is
either controlled via the TV remote control (in
the Premium-version) or via the control panel
(in the Vision-version). Newly available for the
Oyster® V is the driving of the system with
the smartphone with a special app.  Satellite
and/or transponder settings are subject to fre-

quent change which has in the most cases to
follow a software update of the system by the
customer. The customer himself can now
easily downloaded the updates online via his
smartphone or tablet or alternatively via USB
stick. The reason why the new Oyster® V is
ready for reception in an instant is, that she
knows exactly where the satellites are positio-
ned – at any time. The system swiftly aims
itself to the satellite. This technological edge
is the result of three interacting components:
GPS, 3D compass and inclination sensor. The
GPS unit identifies the position, the 3D com-
pass identifies the direction which the vehicle
(and the antenna, accordingly) is oriented to,
and the inclination sensor exactly determines
the vehicles inclination, causing the antenna
to make an adjustment. As discreet eye-cat-
cher the development engineers from ten
Haaft have given their new Oyster® V a little

surprise on the way: a mysteriously bluish
shine. Also this light effect can be switch on
and off with the mobile device at will.

TEN HAATF

Category: Safety
Product:  VB-Active Air

VB-ActiveAir is an intelligent suspension
and shock absorber system, in which

both chassis elements are linked together and
adjust to the condition of the road surface
and the load in real time. VB-ActiveAir is a
combination of VB-FullAir 4C air suspension
with the active VB-DynActive shock absorber
system that responds to unevenness in the
road surface, cross winds,  bends and braking
manoeuvres in milliseconds. The system’s
sophisticated sensors immediately recognise
when the vehicle is leaning in a left to right
bend say, and the shock absorbers will
respond within 6 milliseconds to increase the

damping force of the compression phase on
the right-hand side and the extension phase
on the left-hand side. This means the right-
hand shock absorber will compress less and
the left-hand shock absorber will extend less
and so adapt to the bend, thus enhancing the
driving experience. The system adapts itself
also when braking, the breaking distance is
reduced by app. 15%! VB-ActiveAir can
adjust the shock absorbers from minimum
damping force to maximum damping force in
just 6 milliseconds. Not only does this mean
that VB-ActiveAir gives a more comfortable
ride, but better handling too.

VB-AIRSUSPENSION

Category: Exterior Design
Product: K9 Niesmann Bischoff

Aglimpse into the Smove: The driver’s cab
is integrated in the living space thanks to

specially adjusted B-pillar trims. The large-
scale panoramic roof provides a lot of air and
light inside. Especially comfortable is the hea-
droom with a height of up to 1.98 metres.
The wall cupboards converging smoothly to
the front make the generous Liner feeling
even more intense. The rotatable corner
wash-basin and the pull-out toilet disappear
completely in the wall if required, and clear
space for the largest shower cabin in this class

of vehicle. An up-to-date sideboard is a con-
venient shelf and serving cabinet – and in next
to no time it becomes a classy-fitted loft kit-
chenette with extra storage space. Part of the
new and bride world of interiors are the
varied cushions in trendy pastel shades. The
Smove is fitted with generous single beds of a
length of more than two metres, or optional-
ly with a large cross double bed of the same
length and a width of 1.5 metres. Under the
beds there is the large rear garage with gene-
rous space from e-bikes, to golf bag.

NIESMANN + BISCHOFF
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Category: Layout
Product: Lyseo T744

One very special item in the Lyseo T series
is the T 744. A large drop-down bed in

the rear that can be concealed beneath the
roof liner at the press of a button is a real
highlight. The extended lounge invites you to
linger in comfort. This model thus offers its
owner a genuine three-room residence with
a dining room, a bedroom and a living room.
Window frame options, which lend the vehi-
cle a sporty appearance, are also available.
On the inside, the Lyseo T packs a few surpri-
ses with its enormous headroom of 205 cm
and the resulting extraordinary sense of spa-

ciousness. A functional double floor ensures
a single-level living area with no tripping
hazards, while at the same time protecting
key installations and floor surfaces against
the weather. This makes the Lyseo T the per-
fect companion, even in winter. The Lyseo T
is arranged so that the shower is no longer
impaired by inconvenient wheel arches. This
ensures the perfect showering experience
with ample freedom of movement. The fur-
niture design is harmonious and modern,
with rounded hatch fronts, available in either
ginger teak or santina finishes.

BÜRSTNER

Category: Interior Design
Product: Sonic Supreme 710 SC

The new Sonic is Adria premium integra-
ted motorhome range in 3 stlye/equip-

ment levels with 12 models below 3.5T cate-
gory. Exterior front is built in automotive
style with new, especially for Sonic develo-
ped multifunctional LED channel and high
quality modular head light, optional with
LED technology.  Front mask is designed and
produced with high precision vacuum
expansion RTM technology since grill are
from high quality Polyurethane and with
reaction injection tools which gives precision
and high resistant front mask. Inside design
made out of sophisticated concave shaped

forms combining wood, aluminum and lea-
ther materials with adjustable LED ambient
lights. Concave shaped cupboards gives
more space feeling and in storage possibili-
ties. All-new kitchen combines form with
function in a pleasing ‘S-line’ design based
on ergonomic principles. Design and practi-
cal solutions works here hand by hand from
shoe storage place, special TV place for up
to 28‘‘ flat screen to comfortable seating
with bolster-roll pillow. The new Sonic is
designed for experienced motorhome users
which want to have high luxury always on
the way with them. 

ADRIA

Category: Vehicle Equipment
Product: HY4

The innovative, new hydraulic support
system HY4 offers the well-known typi-

cally high AL-KO quality –  i.e. long-lasting,
robust and maintenance-free. A unique sel-
ling point is the decentralized hydraulic
system. This offers both less weight and a
perfect distribution of weight to front- and
rear axle. Compared to other hydraulic sup-
port systems this system has minor influence
to the loading capacity (especially important
for the 3,5 to weight classification).

Besides this a lower center of gravity is rea-
ched – which has a positive effect on the dri-
ving dynamics features of the vehicle.  By
means of the high control performance the
system allows precision control and short
reaction times. Simple intuitive operation
easier than ever and the system informs the
user whether manual or automatic levelling is
possible. As no hydraulic components are
built within the vehicle interior there is no risk
of oil pollution within the vehicle body. The

demanding
assembly of the
hydraulic pipes in the
workshops is no longer needed
which has a positive influence
on reliability and installa-
tion costs. Freely pro-
grammable functions as
e.g. a personal sleeping
position facilitate the operation and guaran-
tee additional comfort when travelling.

AL-KO

The driver’s cab is integrated in the living
space thanks to specially adjusted B-pillar
trims. The large-scale panoramic roof provides
a lot of air and light inside. Especially comfor-
table is the headroom with a height of up to
1.98 metres.  The rotatable corner wash-basin
and the pull-out toilet disappear completely in
the wall if required, and clear space for the lar-
gest shower cabin in this class of vehicle. An
up-to-date sideboard is a convenient shelf and

serving cabinet – and in next to no time it
becomes a classy-fitted loft kitchenette with
extra storage space. The Smove is fitted with
generous single beds of a length of more than
two metres, or optionally with a large cross
double bed of the same length and a width of
1.5 metres. Under the beds there is the large
rear garage. Target group 40+, Travveling
together, high affinity in design und  lifestyle,
sutiable for professionals.

Category: Overall Concept Motorhome
Product: SmoveNIESMANN + BISCHOFF





The American RV industry is doub-
tlessly living a moment of surpri-
sing growth. According to a fore-

cast from RVIA, RV Consumer
Demographic Profile, prepared by RV
industry analyst Dr. Richard Curtin, ship-
ments will top 438,000 units in 2017, a
4.4% increase above the projected 2016
total of 419,500 units. The forecast,
released by RVIA President Frank
Hugelmeyer at Outlook 2017, the all-
industry breakfast program that kicked
off the 54th National RV Trade Show, has
also pointed out how towable RVs ship-
ments have ended 2016 at 366,000 units

before rising to 383,000 units
in 2017.

Motorhome
shipments
will grow
t o o ,
f r o m

53,000 units to 55,000 units in 2017.
These amazing numbers mark the eighth
consecutive year of growth for the RV
market, and an incredible gain of 161%
from the market bottom in 2009. “We’re
optimistic about continued growth into
next year due to favorable economic
conditions” - said Hugelmeyer -
”Inflation and interest rates are near
historic lows; a more vibrant economy
has created jobs and reduced unemploy-
ment to near its lowest levels in decades;
wages are finally showing signs of impro-
vement; and household wealth has
begun to accumulate toward record
highs. These are all working in the RV
market’s favor”.
Another study, RVs Move America by
John Dunham & Associates, the first-ever
economic impact study of the recreation
vehicle industry, then uncovers three
high opportunity purchaser segments for
North American RV industry which is
planning to accelerate its strong momen-
tum by focusing its marketing efforts on
three groups of consumers most likely to
buy. Target groups of potential RVers
identified as Active Family Adventurers,
Nature Lovers, and Kid-Free Adult
Adventurers, combined represent
40% of U.S. Households. The
study provides new data about
the demographics and psy-
chographics of prospective
and current RV buyers,
and identifies effective
marketing strategies
for reaching both.
In general, the
research sho-
wed that con-
sumers in all

Focus on LOUISVILLE & US MARKET

Incredible numbers in U.S.: the shipments are expected to top 438,000 units
in 2017. The RV industry generates an annual economic impact of $50 billion
per year and employs 289,000 workers.

Non stop growing

Words Enrico Bona
Photo Antonio Mazzucchelli
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three primary opportunity segments have
favorable views towards RVs and the RV life-
style. Comfort, cost, and safety are the top
factors considered by prospective purcha-
sers. Mostly, Active Family Adventurers have
children who significantly influence leisure
trip decisions, of the three segments, this
one contains the highest percentage of Gen
Xers and African Americans. Nature Lovers
are likely to have tent camped or rented a
cabin in the past two years, this group is
younger, and uses travel-related apps on
their smart phones or computers. Kid-Free
Adult Adventurers relish trips that offer lear-
ning opportunities, romantic getaways,
exploring lesser known destinations, visiting
family, spending time in nature and atten-
ding sporting events. This segment has the
second highest percentage of African
Americans.
In terms of current RV owners, the study
found that they love their RVs and the RV
lifestyle. When asked about their overall RV
experience with their RVs, 88 percent ranked
it as good, very good or excellent, and the
majority said that their expectations of RV
ownership were either met or exceeded. In
terms of what RV owners look for when
making an RV purchase, comfort and cost
top the list of important factors. Since only
20 percent of RV buyers surveyed bought
the same brand, there’s an opportunity for
manufactures to build stronger brand equity.
The RVs Move America report includes all
companies involved in the manufacture,
sale, rental, repair, storage, and service of
recreation vehicles, as well as the aftermar-
ket industry and the financing and insurance
of RV purchases and the economic impact of
recreation vehicle travel and says that the RV
industry generates in the U.S. an annual eco-
nomic impact of $50 billion per year and

employs 289,000 workers who earn $15.8
billion in wages and benefits. Additionally,
the industry contributes $5.7 billion in fede-
ral, state and local taxes. This data provides
a powerful message to share with gover-
nmental contacts as RVIA works in a new
political environment. Summary tables for

each state and congressional district are
included in the study’s final report. Indiana
(where more than 80 percent of RVs are
made), California, Texas, Florida and Iowa
are the top five states that benefit most from
the RV industry, mainly due to the presence
of manufacturing facilities and robust RV
sales. Recreation vehicle use accounts for
45,150 jobs at campgrounds across the
country, manufacturers of components last
year employed 13,108 workers. The industry
is responsible for creating 60,562 jobs with
firms related to the RV industry. These “indi-
rect” firms provide a range of goods and ser-
vices and generated about $10.5 billion in
economic activity. RV dealers employed
approximated 29,785 workers in the United
States. What’s Driving a Thriving Industry?
Interest in RVs is high for many reasons inclu-
ding continuous improvements and innovati-
ve designs minimize weight, lower costs and
incorporate high-tech amenities, continued
modest gains in jobs, incomes and house-
hold wealth and relatively low levels of infla-
tion, unemployment, and interest rates. The
most appealing elements of RVing include
being active, enjoying outdoor adventures
and nature, and strengthening family rela-
tions. Increasing numbers of younger people
are jumping on board to enjoy RV travel
experiences. National and state parks perks –
campsites are offering more features, inclu-
ding electrical hookups and Wi-Fi.

RV shipments 2008 - 2016 in U.S.



AIRSTREAM GO SMALL...

The Airstream
Basecamp, a
$35,000 tear-
drop of alumi-
num, towable
with a variety
of mid-size
SUVs.

The Discovery is
Fleetwood’s most
luxurious Class A
diesel, setting the
benchmark in com-
fort with its list of
standard upgrades.

HYMER AKTIV

Alde International Systems AB is a world lea-
ding company based in Sweden that deve-

lops, manufactures and markets heating
systems, for mobile living. This year at the
National RV Trade Show 2016 in Louisville some
new vehicles have Alde systems on board. The
brand Airstream adopted the Alde Compact
3010 for its caravan model Classic 30 and
Classic 33. The Alde Compact 3010 is also

mounted on the new caravan T@B 400 from Pleasant Valley. This adds Airstream and
T@B to the list of those already using the Alde
system as Winnebago and Roadtrek. The Alde
Compact 3010 offers a combined 8.5 kilowatt
output giving plenty of hot water and is able to
utilise up to 14 meters of Alde convector or six
1kW domestic panel radiators. The boiler auto-
matically adjusts its power output to match
demand to ensure maximum efficiency operating
on either LPG or 120V.

Alde is now mounted also on Airstream

Dometic announced a new brand positioning for the company, which
is simultaneously launched at the National RV Trade show. “Our new

mission and tagline for Dometic is ‘Mobile Living Made Easy’,” said Kelly
McGann, Sr. Vice President of Marketing for Dometic Americas.
“Dometic is a global company that provides great solutions to satisfy peo-
ple’s essential needs when living mobile. At the heart of this new brand
platform is a sharp focus on our end consumers – RV owners, boat
owners, truck drivers and outdoor enthusiasts. Dometic is on a journey to
make a seamless and consistent experience for our customers”.
Dometic’s numerous product brands, including Atwood, Fantastic Vent,
Marine Air and Cruisair are now being unified into one single brand:
Dometic. By harmonizing the brands, Dometic is able to unify the breadth of product offe-
rings, resources and expertise
into one cohesive global power-
house in the Mobile Living mar-
ket. Dometic is committed to
leading the industry in providing
solutions that satisfy people’s
essential travel needs when
living mobile: having the right
temperature, cooking, keeping
food fresh and taking care of
personal hygiene. If these needs
are not met, it could ruin the
whole experience.

Dometic announced a new
brand positioning

FLEETWOOD DISCOVERY

Erwin Hymer Group North America,
Inc. the leading class B manufacturer

in North America, has become the first
OEM in Canada to be approved as a par-
ticipant in the Government of Ontario’s
Automated Vehicle Pilot Program. Erwin
Hymer Group North America along with the University of Waterloo were the
first two participants approved for the program which allows the company to
test autonomous vehicles on public roads. The status also means that Erwin
Hymer Group North America is the very likely the first RV manufacturer in the
world with a government permit for testing automated vehicles.Having Erwin
Hymer Group North America and the University of Waterloo together for this
program is a perfect fit, as Erwin Hymer Group North America, formally
Roadtrek Motorhomes, has always been known for its leading edge technolo-
gies in the field of recreational vehicles and the University of Waterloo is home
to world changing research and innovation and thrives on inspired teaching.

Erwin Hymer Group
North America appro-
ved into the Automated
Vehicle Pilot Program

Available on a Ram
ProMaster chassis,
Aktiv has a gene-
rous storage and a
permanent bathro-
om and give the
owners the flexibili-
ty of destination.

LOUISVILLE & US MARKETFocus on
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Tecnoform is a leading company in
the design and supply of internal

furniture for campervans and yachts.
Based in Italy is a global partner of
recreational vehicle manufacturers wor-
ldwide. At the National RV Trade Show
2016 Tecnoform presented a new kit-
chen module concept with built-in
lighting in the doors. One of

Tecnoform’s aims was to direct its creative effort into designing and produ-
cing kitchen modules using original solutions, partly inspired by home furni-
ture. This cross-fertilisation led to the use of thinner sides and tops, surfaces
of sheets of natural stone, and the alternation of textured materials, metal
and wallpaper. There were many new elements never used before for furni-
ture in the RV sector. Among the main innovations is the leading role given
to the solution for lighting the main body of the piece of furniture and the
doors. Using an exclusive system designed by Tecnoform’s design team, light
becomes a design element built in directly to the door and using the tran-
smission for diffusion. Components such as cupboard doors, tables and
horizontal surfaces remain the most important elements when defining the
style of furniture for recreational vehicles. Going
into a vehicle, whether a caravan or motorhome,
the first impression of it comes from these ele-
ments. With regard to the doors presented this
year at National RV Trade Show 2016, the domi-
nant feature is definitely the integration of the
light sources inside the actual doors. Light beco-
mes truly part of the furniture, used to create an
elegant atmosphere inside the vehicle and to
enhance its spaces, emphasising the stylistic lines
adopted. Tecnoform’s range of illuminated doors
is wide and varied, in both shape and design but
especially in the technological solutions used,
which are behind the concepts presented.

Tecnoform's new kitchen module concept

Two slide outs for
more lounge space,
larger sofa with an
available queen sized
pullout bed, and a
bigger dinette.

WINNEBAGO VIEW 24G

A Fold N Tumble
sofa/bed and a full
bath with a dedica-
ted shower make
this an ideal floor-
plan for a couple
on the go.

WINNEBAGO ERA 70C

LCI’s “OneControl” coach displayed advanced technologies,
including Ground Control® TT, the first-ever one-touch leve-

ling system for travel trailers, OneControl™, a mobile app that
allows users the ability to control and monitor a nearly unlimited
list of their RV’s accessories and operating systems, and the Smart
Arm™, the latest innovation in LCI’s line of Solera Awnings.
Onecontrol The centerpiece of the coach has been the LCI’s
OneControl App, controlling and monitoring everything on the
coach including the HVAC system, lighting, slide-outs, awnings,
bedlifts, leveling systems, generators, fireplaces and entertain-
ment systems all from a smart phone. Adding to this exciting list
of features, LCI debuted voice command recognition, security
monitoring and cellular connectivity, a first for the industry. “Our
Electronics Division has worked diligently over the last eight
months to build this one-of-a-kind RV of the future, and the
annual RVIA show is the perfect place to unveil these new and
exciting features,” commented Andy Murray, LCI’s VP of Sales.
Continued Murray, “We feel that these ‘smart’ features will not
only be requested by the next generation of RVers, but they will
be required in order to satisfy our customers rapidly increasing
expectations for a seamless, trouble free user experience.” 

LCI unveiled its latest technological advances

JAYCO MELBOURNE
The Melbourne Class C
motorhome is built on a
Mercedes 3500 chassis
and powered by a 188-
horsepower, V6 turbo
diesel engine.



NEWMAR VENTANA

The 2017
Newmar
Ventana is a
luxury motorho-
me that offers a
redesigned inte-
rior, decorated
with a hand-car-
ved wood
fascia, high-
polish porcelain
tile and designer
window treat-
ments.

NÜCAMP’S T@B 400
Inspired by Europe’s
T@B 400, the American
version was designed
by NüCamp RV in
response to T@B fans
and owners who had
seen the European
model and wanted to
get their own.

ROADTREK 210 POPULAR

The interior of
the 210 Popular
is stylish, roomy
and comforta-
ble. Offering
increased hea-
droom, more
living space, a
spacious perma-
nent bathroom,
more storage
and an expansi-
ve galley.

Hella, the expert for lighting technolo-
gy and electronics, has developed the

new Shapeline modular lamp series for the
RV market. The variety and range of sha-
pes and the various combination options
paired with a technically optimized pro-
duct design make the new Shapeline lamp
series a true innovation in vehicle lighting.
Whether the front, side or rear of a vehi-

cle, every vehicle series, can have a unique and, above all, consistent look using
a customized configuration and arrange-
ment of lamps. The new Shapeline lamp
series has a modular design. Tail lights,
brake lights, direction indicators and posi-
tion lights are available in many different
designs and can be combined. Shapeline is
available in two different design lines: the
classic straight-line Tech design and the
dynamic curved Style design.

Truma attended the National RV
Trade Show presenting AquaGo,

the instant water heaters offering
unprecedented water comfort in
RVs. The system supplies hot water
for showering, rinsing or hand
washing onboard. It is connected
between the vehicle’s fresh water
supply and its hot water plumbing
system. AquaGo assures maximum

energy efficiency as the appliance – unlike standard tank water heaters –
only consumes LP gas when hot water is being tapped. It operates with
propane gas and uses an energy-efficient technology which saves propa-
ne and electricity.
Truma AquaGo® ensures constant water temperatures, a stepless burner
control adjusts the heater output
based on volume flow and inlet
water temperature. Maintenance is
simple and intuitive: before winter or
extended storage, a distinctive valve
mechanism specially developed by
Truma simplifies the process of drai-
ning the product.

Furrion attended at the National RV
Trade Show with its products installed

inside a futuristic Class A motorhome cal-
led “Elysium”. This unit also had a stairca-
se up to the top deck where there were a
sun deck, a sun roof, a whirlpool bath and
even a helicopter pad on the back. The
helicopter can land on top of the unit and
it has a lift that drops into the RV. Furrion

is a global technology conglomerate that focuses on developing products and
services that enhance consumer lifestyles. Since the company was founded in
2005, Furrion has become a leading supplier of luxury products to the marine,
recreational vehicle, specialty vehicle,
hotel, residential and adjacent specialty
industries with over 150% year-over-year
growth for the past eight years. Furrion
currently supplies a premium line of LED
televisions and sound systems, navigation
systems, wireless backup cameras, solar
prep units, power solutions and kitchen
appliances, primarily to the RV industry.

Furrion and its Elysium futuristic Class A motorhome

Truma launches three accessories
for the AquaGo

Hella presents the new Shapeline
modular lamp series
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