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Issue 18 MARCH 2018
Editor’s note
2018 is the year in which Aboutcamp 

BtoB becomes quarterly, publishing 
four issues a year. 
It was March 2011 when the first edi-
tion of this magazine was produced: 
a twelve-page professional newsletter 
representing an international communi-
cations tool for four Italian companies. 
Today, seven years later, that project has 
become a magazine respected and recognised the world over by those 
working in the recreational vehicles sector. And for several years now it is 
no longer “a magazine made by Italians that talks about Italian compa-
nies”. It’s a magazine produced in Italy with the collaboration of prestigious 
names in journalism from Great Britain, Germany, Sweden, Norway, Slove-
nia, and of course Italy as well. It is a publication dealing with international 
subjects, companies and markets, from the USA to China, from Europe to 
Japan, and all the way to Australia. We’ve grown, but our www.about-
campbtob.eu website has grown even more, offering news items, updates 
and new developments from the sector. In the OEM SUPPLIERS section 
there is more in-depth information on some of the key players in the B2B 
sector (which can also be accessed through our search system); the most 
significant articles and interviews are available in the “ARTICLES” section, 
while the new “EXHIBITIONS” section presents the international exhibi-
tions of greatest interest to the professional sector. I wish to thank every-
one who contributed to our success, not just the journalists who work with 
us, but also the companies that have supported us and allowed us to grow. 
The Aboutcamp BtoB issues will be published in the months of 
MARCH-JUNE-AUGUST-DECEMBER. If you wish to receive our magazine 
free of charge, just take out a free subscription through our website. Enjoy 
reading.
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missions for the now available front-wheel 
drive, reduced in-engine friction and the only 
six-cylinder engine in the competitive lineup: 
Mercedes-Benz Vans has improved the pow-
ertrain in many respects for the third genera-
tion of the Sprinter. All diesel engine variants 
in Europe are available with a manual or au-
tomatic transmission, and meet the Euro 6/VI 
standard. The technical highlights of the new 
Sprinter include two newly developed trans-
missions for front-wheel drive. The 9-speed 
automatic torque converter transmission is a 
first in the large van segment. The gear rang-
es are graduated to give an optimum balance 
between low consumption and agile han-

dling. High torque over a wide engine speed 
range: The most powerful diesel engine with 
a displacement of 3.0 litres delivers 140 kW 
(190 hp) and 440 newton metres of torque 
at 1600 to 2600 rpm. Like the 3.0 litre ver-
sion, the smaller four-cylinder diesel engine 
has common-rail direct injection. From a dis-
placement of 2.1 litres and with rear-wheel 
drive, this engine generates a choice of three 
outputs: 84 kW (114 hp), 105 kW (143 hp) 
or 120 kW (163 hp). With front-wheel drive 
the outputs range from 84 kW (114 hp) to 
105 kW (143 hp) and 130 kW (177 hp). The 
most powerful version is exclusively reserved 
for the camper van segment.

The new Mercedes Sprinter has been unveiled

News

More than 3.4 million units deliv-
ered in 130 countries is a proud 

record for the first two generations of the 
Sprinter. This unequivocally confirms that the 
Sprinter is a global player, and must cover an 
unbelievable bandwidth of country and in-
dustry-specific requirements. This is why we 
have therefore expanded the already broad 
Sprinter portfolio even further. We are able 
to service specific market segments even bet-
ter with a multitude of new product features. 
In combination with its connectivity, the new 
Sprinter opens up more possibilities in effi-
ciency and process optimisation than any 
previous model from Mercedes-Benz Vans”, 
says Dr. Ulf Zillig, overall Sprinter project 
manager at Mercedes-Benz Vans.
Front-wheel, rear-wheel or all-wheel drive 
– for the first time the new Sprinter covers 
all three drive variants, and can therefore be 
optimally configured for the relevant trans-
port requirement and operating profile. The 
new product concept of the third Sprinter 
generation brings significant advantages 
for the camper van segment, e.g. with the 
introduction of front-wheel drive and the 
tractor head available for the first time. Two 
diesel engines with 105 or 130 kW ensure 
the dynamism that is so important in this ve-
hicle segment. Other advantages of the new 
drive variant include a higher payload (50 
kilograms compared to the rear-wheel drive) 
and an 80 millimetre lower entry sill. This 
allows more space for interior fittings, and 
getting in and out is made much easier even 
without an additional rear step. Lower fuel 
consumption, two newly developed trans-
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During the first quarter, Triga-
no strengthened its positions 

in Europe for all leisure vehicles 
(+54.4%) thanks to the support of a 
solid organic growth rate (+24.6%), 
and to the integration of Adria, 
Auto-Sleepers and Michael Jordan 
(British dealership of motorhomes 
and caravans acquired in September 
2017).

Motorhome sales were up 51.3%. 
The ramp-up of production capacity 
and a high order book led to growth 
of 26.4% at constant perimeter.

Caravan sales (+8.6% at constant 
perimeter) remained well-oriented 
notably due to a strong growth of 
living caravans. The effect of acqui-
sitions led to an additional increase 

in caravan sales of 143.0%.
The takeover of Adria’s activity, the ex-
tension of the Spanish production site 
and the reorganisation of both French 
sites allowed to double Trigano’s pro-
duction capacity in static caravans, 
sales were up 117.6% in the first quar-
ter (+19.8% at constant perimeter). 
Finally, sales of accessories for leisure 
vehicles showed an increase of 10.6% 
(+6.8% at constant perimeter).

Leisure Equipment
Trailers activity was up 13.4% at con-
stant perimeter and up 21.0% after 
the integration of Remorques Hubière 
(acquired in July 2017). 
The evolution of camping (-3.7%) and 
garden (-1.9%) equipment sales are 
not significant in the first quarter, due 
to the seasonality of these activities.

News

DexKo Global acquired E&P Hydraulics

DexKo Global expanded the core busi-
ness of AL-KO Vehicle Technology 

through the acquisition of E&P Hydraulics, 
based in Nieuw-Vennep (Netherlands), its 
general importer for Germany, E&P Hydrau-
lics Germany, as well as the company Reise-
mobil-Service Fischer in Elsdorf (North Rhine 
Westphalia). This acquisition expands AL-
KO’s product portfolio in the field of profes-
sional support system solutions for caravans, 
motorhomes and light commercial vehicles.
E&P is a leading manufacturer of profession-
al levelling system solutions for caravans, 
motorhomes and light commercial vehicles. 
Since its founding more than 10 years ago, 
E&P has become a highly dynamic and inno-
vative company, making a major contribu-
tion to the success of lifting support systems 
in the leisure vehicle market. 
E&P’s three owners – Eric Klinkenberg and 
Pierre Blom (E&P Netherlands) and Kay 
Fischer (E&P Germany / Reisemobil-Service 

New executive board and General Manager

The Supervisory Board has nominated 
Claude Morio as General Manager and 

Executive Board member of Pilote Group 
starting December 1st 2017. Claude Mo-
rio joined the company in October 2013 as 
Supply Chain manager and shortly after as-
sumed the responsibility of La Limouzinière 
site. He also pioneered strategy reposition-
ing leading to a return to growth in 2014.
“Franck Luminais, General Manager of Pilote 
Group since 2009 and member of the Execu-
tive Board since January 2016, left the com-

Trigano 2017/2018: +50.8%

Fischer) – retain their key functions as a 
management team under the wings of AL-
KO Vehicle Technology. The E&P brand will 
also be continued in its existing form as a 
product brand under the AL-KO umbrella 
brand. Fred Bentley, CEO at DexKo Global 
said: “We are delighted that E&P is joining 
the DexKo family. E&P is known for its high 
quality products and strong customer focus 
and enjoys a very high reputation in our 
industry, which makes it an ideal fit within 
DexKo.”

pany end of December 2017” – says Ma-
rie-Danièle Padiou, Chief Executive Officer 
GP SAS – “I want to warmly thank Franck for 
his unwavering commitment since he joined 
Le Voyageur in 1995, his many contributions 
to Pilote Group that he joined in 2004 and 
lately for the amazing push of export sales 
over the last 4 years. I wish him all the best 
for the next steps in his career as well as in 
his personal life”.
The Executive Board shares Pilote Group op-
erational responsibility as detailed below:

Under the responsibility of Claude Morio:
• Pilote/Bavaria – Danbury Business Units
• Group Supply Chain
• La Limouzinière and La Membrolle French 
sites
Under the responsibility of Marie-Danièle 
Padiou:
• Le Voyageur, Car-Away, Hanroad, Frankia 
Business Units
• Hunan Pilote Joint-Venture (China)
• Group Support staff: Finance & Adminis-
tration, HR, Marketing, IT

Truma LevelControl wins DCC 
Technology Award

Truma LevelControl has won the 2017 
DCC Technology Award – a prize award-

ed by the German Camping Club (DCC) for 
accessories that make caravanning safer and 
more comfortable. The device uses ultra-
sound to measure the gas level in a gas cyl-
inder and then sends this data via the Truma 
iNet Box to a smartphone via Bluetooth or 
SMS. Practical, user-friendly and reliable – 
these are the attributes that convinced the 
DCC jury. LevelControl works with all com-
mon European steel and aluminium cylin-
ders. The experts also praised the fact that 
the handy device attaches easily to the bot-
tom of the gas cylinder with the integrated 
magnets and links to the iNet Box. Another 
positive feature is that LevelControl runs on 
batteries and already complies with the latest 
explosion protection specifications that will 
be required in future for DIN EN 1949.



7B t o B
    

LCI Industries:
Record net sales of $2.1 billion in 2017

LCI Industries reported full-year 2017 re-
sults. Consolidated net sales for the year 

ended December 31, 2017 increased to a re-
cord $2.1 billion, 28 percent higher than the 
net sales for the year ended December 31, 
2016 of $1.7 billion. Acquisitions completed 
by the Company in 2017 added $42 million 
in net sales in 2017. An 18 percent increase 
in industry-wide wholesale shipments of trav-
el trailers and fifth-wheel RVs, LCI’s primary 
OEM market, as well as increased content per 
RV unit, positively impacted net sales growth 
in 2017. Further, the Company organically in-
creased sales to adjacent industries and the 
aftermarket. 

Hella is developing a new open platform for
camera-based driver assistance systemsThe Lamilux Group acquired roda

On 1 January 2018, LAMILUX acquired roda. The group con-
sists of roda Licht- und Lufttechnik GmbH, which is based in 

Langenau (roda Süd) and Isernhagen-Kirchhorst (roda Nord), as 
well as the company Emmericher E.M.B Products AG. As a result 
of the acquisition, the family-run company located in Rehau has 
grown by around 120 employees. The three roda companies 
have become full subsidiaries of LAMILUX. The managing direc-
tors of these companies will keep their positions even after the 
acquisition: Bernd Kaemmerer and Jens Hartung will remain at 
roda Nord and Alfred Bosch and Frank Eberhardt at roda Süd. 
Burkhard Weyers will remain CEO of E.M.B. Since 1986, roda 
has been a renowned manufacturer and installer of high-quality 
smoke and heat exhaust ventilators, industrial ventilation sys-
tems, daylight systems and translucent facade technology in 
Europe.

“We exceeded $2.1 billion in net sales in 
2017, just four years after reaching $1 bil-
lion,” stated Jason Lippert, LCI’s Chief Exec-
utive Officer. “We are achieving record top 
and bottom line numbers, and we are doing 
it at a time when labor and materials envi-
ronments are particularly challenging. Our 
continuing growth story is a testament to the 
focus of our more than 11,000 team mem-
bers. The RV industry growth trend in 2017 
remained strong as wholesale RV shipments 
were up 19 percent in the fourth quarter. RV 
sales momentum has continued as the indus-
try attracts a new generation of RV enthusi-
asts, supported by strong economic growth 

and the expected eco-
nomic tailwind of the 
recent tax law changes. 
Orders appear to be strong 
going into 2018 as dealer 
sentiment remains bullish, as evi-
denced by the recent Tampa RV show, and 
OEMs continue to add capacity to meet de-
mand. We also continue to see strong growth 
in our aftermarket and adjacent market sales. 
Aftermarket sales reached $171 million in 
2017, up 31 percent from 2016. We remain 
optimistic, as January 2018 consolidated net 
sales are approximately $205 million, 35 per-
cent higher than January 2017.”

The Berlin-based subsidiary HELLA Aglaia is rolling out an 
open platform for camera-based driver assistance sys-

tems. This provides customers with the possibility of updat-
ing hardware components and series-proven software func-
tions, such as lighting control, lane/traffic sign/pedestrian 
and object recognition, according to individual preferences 
and needs. The market launch of the new software system 
is anticipated for 2019. The software system developed by 
HELLA Aglaia is not bound to a specific hardware but can be 
flexibly used for the platforms of various manufacturers. and 
can be applied across all development stages, including the 
autonomous driving stage.
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Report U.S. NATIONAL RV TRADE SHOW

U.S. market: the unstoppable run
The 55th National RV Trade Show, took place at the end of November 2017 at the Kentucky 
Exposition Center in Louisville, KY. We have been there for the 3rd time and we collected 
some good stories and interviews.

The show featured over one million 
square feet of exhibit space filled with 
all the top manufacturer and suppli-

er brands in the RV industry: over 300 ex-
hibitor booths featuring products including 
Motorhomes Travel Trailers, Campers, Park 
Models, RV Parts & Accessories. Before going 
deep with numbers, we would like to sum-
marize the different type of RVs in the US 
market. There are two main categories: mo-
torhomes (motorized) and towables (towed 
behind the family car, van or pickup). Type 
A motorhomes are generally the largest; 
Type B motorhomes or van campers are the 
smallest, and Type C motorhomes generally 
fall in between. Types of towable RVs are 
folding camping trailers, expandable trailers, 
truck campers, conventional travel trailers 
and fifth-wheel travel trailers. Sports utility 
RVs (also sometimes called “toy haulers”), 
which feature a built-in garage for hauling 
cycles, ATVs or sports equipment, are avail-
able in both motorhomes and towable RVs. 
There’s an RV for every taste and budget. Pric-
es for new RVs are typically $6,000-$22,000 

Words and photo Antonio Mazzucchelli

U.S. market 2007-2017

Source: Recreation Vehicle Industry Association (RVIA)

441.961

62.638



9B t o B
    

Reasons for Industry Growth
The Recreation Vehicle Industry Association (RVIA) prepared a docu-
ment with the RV business indicator and explains why the market is 
growing so big. Here are some reasons.

• RVs support a balanced and active lifestyle. In a Harris Interacti-
ve survey, owners reported that RV travel enables them to experience 
nature and outdoor activities and enjoy quality family time. RVers re-
ported stronger bonds with loved ones and benefits to children. RVers 
also cited healthier eating on the road, sleeping their own beds, and 
having their own bathroom facilities as advantages of RV travel.

• RV ownership and travel is a great value. A 2014 Vacation Cost 
Comparison prepared by PKF Consulting USA showed that a family 
of four can save 27-62% on vacation costs by traveling in an RV, 
even when factoring in ownership costs and fuel. For a two-person 
traveling party, savings are 11-48%. Even when fuel prices rise, more 
than 80% of RV owners say their RV vacations cost less than other 
forms of travel.

• RVs have uses as diverse as the people who own them. In 
addition to vacation travel, owners use RVs for tailgating, travel with 
pets, business, outdoor sports and other leisure activities. Ownership 
growth is strongest among the Millennial generation.

• Shorter trips closer to home. Research shows that RVers spend 
more time enjoying campgrounds and less on the road to save fuel 
and time. More than 90% of RVers take three or more mini-vacations 
per year. With more than 18,000 campgrounds nationwide, it’s easy 
for RVers to stay closer to home.

• IRS tax deduction. For most RV buyers, interest on their loan is 
deductible as second home mortgage interest.

• RV manufacturers are offering innovative new products that 
offer an optimal mix of size, amenities and price for today’s bud-
get-conscious consumers. Manufacturers are producing lightweight 
trailers and smaller, fuel-efficient motorhomes. Green technologies 
such as solar panels and energy efficient components are appearing 
on an increasing number of RV models.

• Lifestyle trends continue to spur demand for RVs. RV owners 
overwhelmingly said in recent surveys that their RVs make it easier to 
take more frequent weekend getaways or mini-vacations that accom-
modate busy family schedules.

• Go RVing ads build demand. The industry’s Go RVing advertising 
campaign continues to stoke consumer interest in RVs and the RVing 
lifestyle. The “AWAY” television and print ads are appearing on TV 
and in print, and Go RVing is partnering with music festivals and spor-
ts leagues to expand the campaign’s reach.

• RV ownership has reached record levels. More than nine million 
households now own an RV – the highest level ever recorded – a 16% 
increase since 2001 and a 64% gain since 1980.

• Baby boomers entering retirement. RV sales are expected to 
benefit as aging baby boomers continue to enter the age range in 
which RV ownership has been historically highest.
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for folding camping trailers; $6,000-$55,000 
for truck campers; $8,000-$95,000 for con-
ventional travel trailers; $18,000-$160,000 
for fifth wheel trailers; $43,000-$200,000 for 
Type C motorhomes; $60,000-$130,000 for 
Type B motorhomes, and $60,000-$500,000 
for Type A motorhomes.

The RV industry’s economic impact
There are more than 22,000 RV-related busi-
nesses in the U.S. with combined econom-
ic output of more than $27 billion. The RV 
industry employs more than 150,000 Amer-
icans. The RV industry has recovered from 
effects of the recession. RV shipments have 
risen each of the past seven years, reaching 
record levels in 2016. Shipments are project-
ed to continue growing in 2017 and 2018. 
RVs are made by American companies em-
ploying American workers that are located in 
America. More than 60% of recreation vehi-
cles are made in Elkhart County, Indiana. RVs 
Move America, the first-ever economic im-
pact study of the recreation vehicle industry, 
revealed the RV industry contributed $49.7 
billion to the U.S. economy in 2015, and 
provided 289,852 full-time jobs to Ameri-
can workers. “The study demonstrates that 
the RV industry is a dynamic part of the U.S. 
economy,” said Frank Hugelmeyer, president 
of the Recreation Vehicle Industry Associa-
tion (RVIA), which commissioned the study. 
“American workers involved in our industry 
earned more than $15.8 billion in wages 
and benefits, and, along with the firms that 
employed them, paid $5.7 billion in federal, 
state and local business taxes.” 

The ninth straight year of growth
The RV industry’s shipments will top a stag-
gering half a million units in 2017 with expec-
tations of 505,600 units shipped by the end 
of the year. This represents a 13% increase 
above the projected 2017 total of 445,700 

units, according to a new forecast from RVIA. 
The forecast was prepared by RV industry 
analyst Dr. Richard Curtin and released by 
RVIA President Frank Hugelmeyer at Outlook 
2018, the all-industry breakfast program that 
kicked off the 55th National RV Trade Show.
The market projection sees towable RVs end-
ing 2017 at 444,100 units and then jumping 
to 455,200 units in 2018. Motorhome ship-
ments will rise to 61,500 units in 2017 and 
then grow to 65,500 units in 2018. “In 2017, 
each and every month was the best on com-
parable record for shipments in that month.  
And, 6 of those months – March, May, June, 
August, September, and October – record-
ed the highest monthly totals we’ve ever 
measured. October alone marks the highest 
monthly shipment totals we have ever seen 
at 48,926 units.” said RVIA President Frank 
Hugelmeyer. “These historic shipment totals 

mark the ninth straight year of growth and 
represents an incredible rise of more than 
over the market bottom in 2009”.

The Go RVing experience
Go RVing celebrated 20 years of success 
at the National RV Trade Show. The RV in-
dustry’s national advertising and marketing 
communications campaign consists of RV 
manufacturers, component suppliers, dealers 
and campgrounds, and works to provide the 
public and media with general information 
about the benefits of RV travel and camping. 
The campaign launched in 1997 with the 
aim of boosting RV sales that were hovering 
around 250,000 units per year. Two decades 
later, and Go RVing is still going and celebra-
ting 20 years of promoting the RV dreamlife 
and looking forward to record high 2017 shi-
pment estimates of more than 505,000 units. 

Report U.S. NATIONAL RV TRADE SHOW
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During the 2018 RV Leadership 
Conference, the RV Industry As-

sociation’s (RVIA) Board of Directors 
unanimously determined that a com-
pletely new approach was needed for 
the industry’s national event. Over 
the past decade, the Open House has 
firmly established itself as the premier 
buying event, while at the same time 
the National RV Trade Show has not 
successfully redefined its purpose. “It 
is clear the industry no longer needs 
multiple buying-focused shows, and 
the time to redefine RVIA’s event 
has come” – states the official RVIA 
press release – “We must act now to 
provide our vibrant and innovative 
industry a platform to promote its 
successes and celebrate its wins.  The 
opportunity exists to deliver an all-in-
dustry event featuring expanded in-
novation and market development, 
unparalleled education and training, 
and enhanced focus on improving 
customer service. Our $50 billion in-
dustry deserves an event that cele-
brates industry achievement across 
all segments, and recognizes those 
companies and leaders who are in-
novating and moving the industry 

Goodbye Louisville. 
The new event elsewhere in the Spring of 2019

forward”. The new national industry 
gathering will include a shift in venue 
and timing, and will reveal the new-
est and most exciting products our 
industry has to offer.  An event posi-
tioned earlier in the calendar year will 
kick off the RV selling season, creat-
ing a promotional platform to drive 
consumers to RV dealers nationwide. 
To support the creation of this new 
event, the Board of Directors unani-
mously directed RVIA to cease produc-
ing both the 2018 National RV Trade 
Show, and the 2019 RV Leadership 
Conference, to focus and combine all 
efforts on launching a single, new and 
fully reimagined event in the Spring 
of 2019. “The City of Louisville and 
the Kentucky Expo Center have been 
tremendous partners and friends to 
the RV industry, and RVIA and all our 
members would like to thank them 
for their decades-long support.  We 
are forever grateful” – continues the 
press release – “The RV Industry Asso-
ciation is excited about launching this 
new event, and we will work closely 
with our board, members, dealers and 
industry partners, to ensure we maxi-
mize value for the entire RV industry”.  

The campaign achieved more than 56 billion 
impressions over the last 20 years “Go RVing 
has been a great collaborative effort by the 
industry and a campaign that’s admired by 
other industries,” said Karen Redfern, RVIA’s 
vice president, brand marketing and commu-
nications. “We were able to get competitors 
to band together for the good of the entire 
industry and keep them together.” From its 
beginnings to now, Go RVing has evolved. 
Themes have changed from “Wherever You 
Go, You’re Always at Home,” to the current 
tagline, “Find Your Away,” and marketing 
efforts have become more multi-faceted in-
corporating digital, social and event-driven 
elements. What’s stayed the same: the colla-
boration. Co-chair of the Go RVing Coalition, 
Bob Wheeler said, “Go RVing is positioning 
itself to be the consumer data and market 
trends leader for the industry, and we have 
three major Go RVing research projects un-
derway that we will unveil later in the spring. 
This research will help us understand the 
American millennial consumer and their per-
ceptions about owning and using RVs, as well 
as market and consumer trends impacting 
their behavior.” Dan Pearson, co-chair of the 
Go RVing Coalition explained the importan-
ce of providing opportunities for people to 
experience RVs in unexpected places. “Rese-
arch, data and numbers are all great, but we 
also know we connect best with consumers 
when they can see, feel and touch an RV. 
That is exactly why Go RVing has brought 
RVs to hundreds of major consumer events 
where they never would have expected to 
see one. Over the past six years, more than a 
half million consumers have been introduced 
to RVs at Go RVing events. Over 150,000 this 
year alone.” Chairman of the RVIA Public Re-
lations Committee, Chad Reece said “From 
advertising, to experiential marketing, to our 
PR efforts, the Go RVing program literally 
brings the RV lifestyle to life for consumers.  
So be proud – and I hope you’ll join me in 
continuing to support this all-industry endea-
vor.  Here’s to 20 more years!”
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Interview FRANK HUGELMEYER

Full steam ahead, Mr. President
Interview with Frank Hugelmeyer, President of the RVIA (Recreation Vehicle Industry 
Association), on market growth and future strategies.

Aboutcamp BtoB: How long have you 
been at the RVIA?
Frank Hugelmeyer: I started with the RVIA 
just over two years ago, in October 2015. I 
took over from Richard Coon who had been 
in the seat for 10 years.

Aboutcamp BtoB: What is your previous 
experience?
Frank Hugelmeyer: Before the RVIA I had 
come out of the outdoor and sporting goods 
industry. I ran the Outdoor Industry Associa-
tion (OIA) in the United States, which is the 
largest association for outdoor products – 
that included companies like Patagonia, The 
North Face, Columbia and anyone who made 
apparel, footwear or outdoor equipment like 
camping, climbing or backpacking and all of 
those activities.  I led that group for 15 years. 
Before that I was in brand development. I ran 
a mountaineering and apparel company – 
the US division of Lowe Alpine - and before 

that I was in the fitness industry, and I also 
came out of retailing sporting goods.

Aboutcamp BtoB: What are 
the objectives of the RVIA? 
Frank Hugelmeyer: A trade 
association in the US usual-
ly focuses on several areas, 
and the OIA as well as the 
RVIA are very similar. One 
area would be govern-
ment relations, so work-
ing with local and federal 
governments to make 
sure you are growing 
the market and have a 
strong business climate 
to grow. The other 
component would be 
market research to 
help your companies 
and members under-
stand where the con-
sumer is going, how 
the market trends for 
business are moving 
forward and impact-
ing the industry, and 
where there might 
be opportunities the 
industry could be 
going after in terms 
of market develop-
ment. We also work 

on marketing campaigns; obviously the ‘Go 
RVing’ campaign is a very large part of RVIA’s 
portfolio. We’ll spend $23m promoting the 
RV lifestyle in the US in 2018 alone.  That 
includes print ads, television and radio, and 
about 40% of that is online marketing where 
we are working with actual users of RVs and 
they are telling their stories through video 
and blogs. The RVIA as an association has 
a $17m budget per year that’s focused on 
standards development for the US, market 
research and government relations. So the 
total budget within RVIA, between the RVIA 
trade association portion and the ‘Go RVing’ 
portion, is around $40m a year. 

Aboutcamp BtoB: What are the RVIA’s 
best results and how did it achieve them?
Frank Hugelmeyer: I think some of our 
most important results as an organisation 
are from our work with the federal govern-
ment. We are an unregulated industry in the 
US because of our government affairs and 
standards work.  We inspect each and every 
manufacturing plant in the United States ev-
ery eight weeks. Our RVIA inspectors go in 
and make sure each manufacturer is building 
models to the safety standards of the United 
States. That keeps us out of a lot of litigation 
and keeps the federal government from ac-
tively regulating RVs in America. Essentially, 
the RV suppliers and manufacturers all work 
together to create a high standard of prod-
uct construction, then we as an association 
make sure our members meet that standard 
for safety.

Aboutcamp BtoB: Is this mandatory?
Frank Hugelmeyer: No, it’s voluntary. The 
seal that is on every unit made in the United 
States is achieved by those companies keep-
ing that manufacturing standard. If they fall 
below that, they go on probation and have to 
raise their manufacturing performance. It is a 
voluntary seal that is enforced by us making 
sure they are doing it through our inspection 
process. They go through a probationary pe-
riod and a report period if we find a default 
or deficiency. It is an education partnership 
with our members.

Aboutcamp BtoB: Tell us about the ’40 
under 40 Awards’ the RVIA launched at 
the National Trade Show?
Frank Hugelmeyer: We launched the ‘40 
under 40 Awards’ to recognise each year 

Words and photo Antonio Mazzucchelli
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the leading executives and up-and-coming, 
best and brightest within the industry who 
are under 40 years old. They could be in 
manufacturing, retail, dealers, or could be 
in service areas, campgrounds, media, or the 
association portion; so we’re looking at each 
and every sector of the industry to identify 
the best and brightest. Our plan is to engage 
them in our association committees and in 
helping to develop the strategies for the fu-
ture because what we know about the next 
generation is they buy differently, they shop 
differently, they think differently. As an indus-
try that has made such a great success of re-
ally understanding the ‘boomer generation’ 
and ‘X generation’, we now have a funda-
mental shift in how business is being done 
in America, and around the world, by these 
new generations and digital natives, so it is 
important for them to be part of the conver-
sation. That is why we are recognising them 
and engaging with them going forward in 
terms of think tank opportunities - to help us 
to develop strategies to grow the RV market 
into the future.

Aboutcamp BtoB: What other associa-
tions is the RVIA working with?
Frank Hugelmeyer: The RVIA has been one 
of the founding members, along with the 
RVDA, of the Outdoor Recreation Industry 
round table. The goal of this group is to pull 
together the leading trade associations in 
outdoor recreation in America, to set a busi-
ness growth agenda for the country. We’re 
working with the federal government and 
state governments to highlight outdoor recre-
ation as an economic driver and an important 
economic sector that needs to be recognised 
and invested in; and to identify the policy 
changes that could help increase the econ-
omy around those who are in the business 
of outdoor recreation. This has never been 
done before. It is something I was working 
on when I was at the OIA. While I was there, 

I led the first ever research project to identify 
the full outdoor recreation economy in Amer-
ica. It’s massive - it’s an $877 billion industry, 
and the RV industry is a $50 billion portion 
of that, so our goal is to bring all of the oth-
er trade associations – marine, sport fishing, 
outdoor, ski, bike, hunting, fishing – and ev-
ery aspect and sector of recreation to work 
together to help create a business growth 
strategy. Other industries do it around the 
world and we are a vital economic engine in 
America. We deserve a very strong and im-
portant seat at the table at Washington DC 
and with any administration, so this coalition 
is going to make this happen.

Aboutcamp BtoB: What’s your strategy 
to deal with the increasing demand for 
campgrounds?
Frank Hugelmeyer: This has been a prob-
lem in America that’s been long coming and 
in my opinion needs to be a much higher 
priority conversation; I’m proud to have had 
a role in starting that conversation. We have 
record sales. We have 500,000 new RVs a 
year coming in to the market place. They 
need high quality experiences and places to 
park their RVs, and if they get frustrated with 
that experience they will stop being RVers. 
We have two issues: One, we don’t see a big 
increase of new campgrounds occurring in 
the country and we need to help that hap-
pen - it’s a good business opportunity actu-
ally, if you think about it; and what we also 
have is our iconic destinations and we have 
many, many campgrounds in national parks, 
in forest service lands and state parks in all 
50 states; we have a very large inventory (of 
campgrounds). Many of those campgrounds 
were built during Dwight Eisenhower’s ad-
ministration in the 1950s. In the 1950s the 
RV didn’t have a slide-out. In the 1950’s the 
RV was not 42 ft long. They have not been 
built for the innovation and quality of the 
products that we make today. We have to 

go through a significant modernisation pro-
cess so that someone who spends $10,000 
or $100,000 on an RV is able to go to our 
iconic destinations in America and have 
that camping experience with their RV and 
not be frustrated. That’s really at the heart 
of what we’re trying to solve. How do we 
quickly modernise our federal and state 
campgrounds, and how do we get the pri-
vate campgrounds to continue to expand 
and grow and create new and more exciting 
experiences for the hundreds of thousands of 
RVers that are coming in to the market place? 
This is a critical issue for our industry to grow 
long term, and it’s going to require financial 
resources from the federal government. It’s 
going to require financial resources from the 
state. It’s going to require private investment. 
It is why highlighting the economic strength 
of the industry is so important, because if you 
want to grow a strong economy you have to 
not just look at the businesses which focus 
on the business of work; we’re in the busi-
ness of recreation, we’re in the business of 
fun and that often isn’t looked at as a busi-
ness. It’s often looked on as a ‘nice to have’ 
but we’re a big economy in the US and by 
focusing on that economic impact you’re tell-
ing everyone you’re going to be growing the 
job sector, you’re going to be showing the 
wage increases and more importantly we’re 
able to create a happier citizen. We’re in the 
pursuit of happiness business and that’s in 
the founding documents of America.

Aboutcamp BtoB: Can RVers park on the 
road in normal parking spaces?
Frank Hugelmeyer: There are places on the 
road like that. Every Walmart allows you to 
park free with an RV.  You can sleep in their 
parking lot. I think more and more people 
will realise there’s such a large pool of RVers 
and the opportunity for them to be served. 
If you think about it, people use their RVs to 
go camping; people use RVs to go tailgating 
at football games and soccer games and con-
certs and NASCAR racing events. They use 
their RVs to go play and at the same time 
may use them as a mobile office. There is 
a big increase in terms of the multitude of 
ways people are using RVs and that’s part of 
the success in the United States is that there 
are a lot of great places for people to camp, 
there’s a lot of open space, and we have a lot 
of open public lands. That accessibility and 
the quality of those campgrounds is so critical 
to the future health of the industry that we 
really need to stay focused on it.

Aboutcamp BtoB: The ‘towable’ market 
is almost seven times the motorhome 
market in the US. How many of these are 
used regularly?
Frank Hugelmeyer: Towables will end 2017 
with 440,000 units sold, and next year we 
expect it to rise to 455,000 towable units in 
2018. Sales and shipments of motorhomes 
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will rise to 62,000 units in 2017 then grow to 
66,000 units next year in 2018. In total, we 
will have 506,000 units of RVs sold in Amer-
ica in 2017, and next year we’re looking at a 
range of shipments which we expect to be 
somewhere between 510,000 to 525,000 
units. The overwhelming majority are used 
for family camping adventures. They’re often 
a second home. You get a mortgage reduc-
tion as a second home for RVs in America, 
and you can finance them very well. There’s 
obviously some who are downsizing or retir-
ing and using them to travel the country and 
live in them full-time, but that’s not the ma-
jority. The overwhelming majority is vacation 
and weekend use.

Aboutcamp BtoB: Is it a case of ‘the big-
ger, the better’ for American RV custom-
ers?
Frank Hugelmeyer: Sometimes, but we’re 
actually seeing growth in the smaller towable 
units and the smaller B and C class. That in-
fluence is largely because you’re seeing a lot 
of the younger buyers coming in and they 
want smaller. So the new type of buyer – not 
the boomer who wants the bigger and better 
and wants that space – the real growth in 
the market is the smaller units, the teardrop 
types, the A-frame, the A-liner types; if you 
go and walk around you will see Forest River, 
Thor and Winnebago,  focusing on the small-
er units right now. And this is absolutely a 
trend.

Aboutcamp BtoB: There’s been a lot of 
growth in the big groups of companies, 
but how do you see the future for the 
smaller companies?
Frank Hugelmeyer: Well, the good news is 
they all have a future acquisition exit strat-
egy that’s right in front of them! Grow a 
successful business and you’ve got a strate-
gic buyer right there, and maybe a couple 
of them fighting for your business. There’s 
always opportunity in a market.  I’ve never 
seen a more entrepreneurial market, and so if 
you’re an entrepreneur and you’re interested 
in changing the conversation, I couldn’t think 
of a better industry to come in and attempt 
to build a brand, a company and find suc-
cess. I think entrepreneurs are always reward-
ed, but obviously it’s getting more difficult. 
I think you have to be very smart with your 
strategy, but if you build a good strategy and 
you execute on it, the opportunity to succeed 
still exists.

Aboutcamp BtoB: With some US compa-
nies like Lippert acquiring businesses in 
Europe, and European brands like Hymer 
arriving in USA. Do you think the USA 
market will be influenced by European 
styles?
Frank Hugelmeyer: Yes, I do. I believe that 
you are already seeing the US market being 
influenced by some of the fit and finish that 

you see when you go over to the European 
shows. I love the interiors of the European 
models, and I think you’re starting to see 
some of the suppliers that you see common 
over in Europe starting to see success over in 
the US. That’s largely because they’re starting 
to bring in a new design sensibility – wheth-
er that’s something like Tecnoform or Truma, 
there are definitely design solutions that our 
market is going to be looking for. In the end, 
when you’ve got so many companies doing 
so well, they all want to try to differentiate 
themselves. How do you differentiate? That’s 
through design and innovation. Again, that 
leads you into a ripe market for someone 
who is very entrepreneurial and innovative, 
and also opens you up to maybe someone 
who is coming from outside the market to 
bring some fresh solutions, and maybe find 
someone who wants to be a strategic partner 
with them.

Aboutcamp BtoB: Do you think China 
could become the second largest market 
in the world?
Frank Hugelmeyer: We’re seeing growth 
in China. I’ve visited the country a couple 

of times now and I’ve seen that market. I’ve 
had some experience in the outdoor market 
and watched it grow and mature and I think 
we’re about to see a real explosion of growth 
coming out of China as more and more con-
sumers exit a production economy and move 
in to and create a class economy; and when 
they’ve got the wealth, they want to invest 
in a leisure lifestyle – and they’ve also got a 
great country to explore and see.
That’s also one of the reasons why we are 
looking to host the world RV conference in 
China in October 2018. It is important for 
the European market to be watching what’s 
happening in China, and it’s important for 
the Americans too. I’m a big believer in har-
monisation of standards. It is a good thing 
because it allows any business to be able to 
be successful around the world and become 
a global economy. I’m not someone who 
fears competition.
I think it actually sparks innovation so, hope-
fully, the market continues to grow and stay 
strong and we see the global economy con-
tinue to strengthen. There’s no reason why 
we can’t see each of the markets – Europe, 
Asia and the US - be strong for all of us.

Interview FRANK HUGELMEYER
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WINNEBAGO

Discover a new Horizon
Winnebago, the world-famous RV manufacturer, has launched a “game-changing”, com-
pletely new Class A motorhome for North America – the Horizon. Aboutcamp BtoB inter-
viewed Ryan Roske, Product Manager at Winnebago, to find out more about the new style 
and design of RV, and Winnebago’s reasons for introducing it.

Words John Rawlings

With two awards under its belt al-
ready, the contemporary styling of 
the new Winnebago Horizon has 

already made its mark in the North Ameri-
can market for 2018.
Launching a bold, new-look is a big step 
for any manufacturer in a market that is 
currently very traditional and conservative, 
however the RV industry in North America, 
and across the world, has to attract and ap-
peal to a new generation of customers, so 
will the Horizon achieve this?
According to Ryan Roske, the Winnebago 
product manager responsible for the Hori-
zon, there were several key reasons and ob-
jectives behind its development:
“It’s a statement. We’re trying to get ‘out-
side the box’ and come to the market with 
something new and innovative that nobody 
has ever seen or done before. It’s also a 
statement to the industry, the owners and 
the buyers out there to allow us to tell them 
what we’re capable of doing. When you 
have something this different and innova-
tive, it draws attention to you and widens 
your fan base.”
This new ‘statement’ starts on the outside 

where both traditional and contemporary 
paint options are now available. The new 
contemporary paint option immediately 
makes it look different from other Ameri-
can motorhomes with a simpler, two-tone 
full-body paintwork which, some would say, 

looks more like some European designs.
But it is the ultra-modern, residential-style 
interior design that really makes the Horizon 
stand-out in the North American RV market, 
especially in the Class A sector niche where 
Horizon retails from $385,214 (plus delivery, 

Focus on
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Proud to be partners in the style of Winnebago

Thanks to Tecnoform, the Italian man-
ufacturer of furniture for caravans 
and motorhomes, Winnebago has 

received a prestigious award for the design 
and construction of the interior of its new 
class A, Horizon® RV. It is a great honour 
for Tecnoform to work with Winnebago and 
to win RV Business Magazine’s International 
Innovation Award. “With constant commit-
ment and investment, Tecnoform has creat-
ed a new way of conceiving RV furniture. 
Tecnoform first did it in Europe, now is do-
ing it in the rest of the world” - says Renzo 
Kerkoc from Tecnoform.
”We are really happy that we produced a 
highly innovative project that creates a new 
benchmark in a particular segment of lei-
sure vehicles. For the last twenty years Tec-
noform has established the trends of style, 
technology and comfort for leisure vehicles. 
Last year, in Louisville, United States, the 
new Winnebago Horizon captured every-
one’s attention, thanks to its modern style, 
its contemporary look, and its high quality 
LED lighting fixtures”. Tecnoform strength-
ened a long-standing collaboration when 
Winnebago chose the Italian company as a 
partner for interior furnishings by setting up 
their Tecnoform class A.  “Today, Tecnoform 
aims to consolidate its leadership in the de-
sign of furniture for the RV sector, both for 
style and technology” - continues Kerkoc - 
”Our intent is to continuously encourage ev-
er-closer collaboration with customers from 
the very beginning of the project, creating 
strong connections in the joint design and 
engineering”.

“We showcased our products at the Louisville National RV Trade 
Show with a selection of exclusive decorative styles from the home 
furniture market’s trends. We had a great feedback about the design 
of our products and earned new clients,” - says Stefano Sghedoni, 
Tecnoform Sales and Marketing Manager.

“We also showed a concept we presented at the Düsseldorf Caravan 
Salon in 2016: the integrated lights in the wall unit doors. This is a 
revolutionary system because light gets directed inside the door by 
reflection without increasing installation costs for cables or for re-
placement or fitting in the aftermarket,” Stefano continued.
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Focus on

etc.) with two floorplans available (41ft 11in 
and 43 ft 3in long), powered by an 8.9-litre 
Cummins ISL turbodiesel engine with 400hp 
or 450hp of power (depending on model). 
“We wanted to create a game-changer from 
a styling standpoint, so it doesn’t look like 
any other motorhome, yet is still function-
al,” said Ryan Roske.
Winnebago has achieved this by replacing 
traditional dark wood furniture with a fresh-
er, modern and lighter-coloured interior 
décor, plus many new details and improved 
lighting.
“When we started this project a couple 
of years ago, we started looking at moto-
rhomes and I think the biggest thing was 
that everything started looking the same,” 

40A floorplan 42Q floorplan

Length 41ft 11in 43ft 3in

Exterior height 12ft 9in 12ft 9in

Exterior width 8ft 5.5in 8ft 5.5in

Interior height 7ft 7ft

Interior width 8ft 0.5in 8ft 0.5in

Freshwater tank capacity 85 gallons 85 gallons

Fuel capacity 100 gallons 100 gallons

Engine 400-hp Cummins ISL 
8.9-litre turbodiesel

450-hp Cummins ISL 
8.9-litre turbodiesel

explained Ryan Roske.
This was reinforced by feedback from visi-
tors to RV shows who, when asked which 
motorhomes they liked, said they couldn’t 
remember as they all looked the same. 
“We believe that when people look at this 
motorhome, it is a memorable experience 
and definitely a game-changer in the sense 
of what it looks like in comparison to every-
thing else out in the industry,” added Ryan 
Roske.
The interior is functional, practical and 
streamlined with furniture from Tecnoform. 
For example, Winnebago has paid particular 
attention to many details, such as making 
the slide-outs less obvious and more inte-
grated with the interior; the galley kitchen 
looks cleaner and smarter with a stainless 
steel cover for the sink, Corian® counter-
tops with built-in drainage and soft-close 
cupboards; the microwave/convection and 
(optional) dishwasher has moved out of 
sight in a cabinet in the separate pantry that 
can be shut off from view. 
Other considerations were making it more 

Technical details

comfortable to watch TV, with the 50” 
HDTV positioned to slide up from a unit op-
posite the sofa which has three individually 
electric-reclining chairs (which also makes 
in to a bed). The smart bathroom has twin 
sinks, Corian® tops, a large shower with 
back-lighting, and is separated from the 
bedroom by a residential-style, sliding, barn-
style door. 
The ceiling also looks cleaner and smarter as 
new interior lighting does without the tradi-
tional spotlights all over the ceiling in favour 
of a modern ambient lighting. It uses the 
latest multi-flex wiring so it can be dimmed 
very low.
The Horizon doesn’t use any gas as it is an 
all-electric coach, using a 2-burner induc-
tion hob for cooking and a diesel-powered 
Aqua-Hot® hydronic dual-zone heating sys-
tem.
Winnebago dealers gave the Horizon an 
overwhelmingly positive response at its 
Open House conference in September 2017, 
with many orders placed.  The first retail or-
ders were taken at a public show in October.

WINNEBAGO
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EASY TO CLEAN . HAIL RESISTANT . LOW THERMAL EXPANSION COEFFICIENT . LIGHT . 
HIGH ELASTICITY . WATERPROOF . STRONG CORROSION RESISTANT . DURABLE 

HIGH QUALITY GRP 
FOR RECREATIONAL VEHICLES

Brianza Plastica’s ELYCOLD and ELYPLAN fiberglass rolls and sheets are the ideal solution for the construction 
of panels for industrial, commercial, temperature controlled, recreational and public transport vehicles.   
The excellent resistance and dimensional strength, combined with lightness and easy workability, make them 
perfect for the construction of walls, anti-hail roofs, floors and interior coverings.

www.flatlaminates.com - export@brianzaplastica.it
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Focus on ERWIN HYMER GROUP NORTH AMERICA

Innovation, “thinking behind” and significant goals lead Erwin Hymer Group 
North America, Inc. to the road of success on the American market.

Words Enrico Bona

The journey of Hymer in the US starts in 
2016, with the opening Erwin Hymer 
Group North America, Inc.  in Kitch-

ener, ON (Canada), and the acquisition of 
Roadtrek, North America’s number one Class 
B motorhome manufacturer. EHGNA enters 
the North American market as the first Eu-
ropean manufacturer of RVs, then Roadtrek 
Motorhomes, Inc. turns into Erwin Hymer 
Group North America, Inc. Roadtrek Moto-
rhomes, Inc. is a Canadian manufacturer of 
Class B motorhomes (compact leisure vehi-
cles). The company, founded in the ‘70s, em-
ploys a staff of 300 in two production facili-
ties in Kitchener (Ontario). During its history 
Roadtrek has marked significative success in 
the development of innovative technologies 
for RVs in the field of solar energy: lithium 
batteries, heating and air conditioning con-
trols via personal electronic devices such as 
smartphone and tablets. A market share of 

30% in North America for class B motor-
homes makes Roadtrek the market leader 
in this segment. In the summer 2016 Erwin 
Hymer Group North America, Inc. starts pro-
ducting in Kitchener, where finally German 
engeneering and design meet the American 
market. The German company immediately 
grows and announces, September 2017, the 
opening of a new facility and head office 
based in Cambridge, Ontario – (Canada), in 
attendance of many dignitaries from govern-
ment and industry. Some of these were also 
invited from Europe’s RV sector. Just before, 
in 2016, Erwin Hymer Group North Ameri-
ca, Inc., thanks to a program in cooperation 
with the the University of Waterloo, also was 
the first OEM in Canada to be approved as 
a participant in the Government of Ontario’s 
Automated Vehicle Pilot Program. EHGNA, 
Inc. and the University of Waterloo are, in-
deed, the first two participants approved for 

testing autonomous vehicles on public roads. 
This makes also Erwin Hymer Group North 
the first manufacturer in the field of recre-
ational vehicles in the world with a govern-
ment official permit for testing automated 
vehicles. Getting this permit from authorities 
allows Erwin Hymer Group North America, 
Inc. to safely keep on developing new tech-
nologies aiming to the very first complete-
ly autonomous recreational vehicle in the 
world.  EHGNA, Inc. states to be willing to 
leave the old way of thinking and building an 
RV completely behind: the autonomous vehi-
cle would perfectly fit this target. Roadtrek’s 
products, such as EcoTrek and VoltStart give 
the background technology to develop Hym-
er’s program. EcoTrek is a lithium power sys-
tem available in 400, 800 and 1600 AMP 
hour modules that ensures charge and dis-
charge in any weather conditions. VoltStart 
is Roadtrek’s proprietary auto start charging 

The group 
makes itself home in the U.S.
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ERWIN HYMER GROUP NORTH AMERICA

Little talk with Ludwig Vetter

management system, designed to be a com-
bination of remote and auto starter for the 
RV. The VoltStart system automatically starts 
the engine to recharge batteries when they 
get down to a certain threshold. In 2017 Er-
win Hymer Group North America, Inc. also 
marks a success with Gold Award of Mo-
torhome Magazine Readers’ Choice for the 
Roadtrek Class B brand, when Hymer Aktiv 
2.0 is awarded Top Debut by RV Business and 
Hymer Aktiv 2.0 Loft Edition is awarded Best 
in Show by RV Pro for 2018. Roadtrek of-
fers 10 models and other products including 
the EcoTrek Lithium power module system 
and VoltStart auto-start system and cele-

brated 30,000 units this year and continues 
to grow to offer customers award winning 
products. The entire range includes the lines 
Aktiv, Aktive 2.0 and Sonne.  The awarded 
models offer the top of European design 
and innovation for the american market. The 
Hymer Aktiv 2.0 is built on the 3500 extend-
ed ProMaster chassis and with European de-
signed interiors and sleeping capacity for 4. 
Aktiv 2.0 offers cream colour leather seats, 
a 2-burner stove, 3.1 cu. Ft refrigerator, tv, 
screen package, awning, rear view camera 
and navigation system, tambour door and 
ergonomic swiveling cassette toilet for the 
bathroom. The all new Hymer Loft expands 

How and when did Hymer’s venture in to America start?
We decided to enter the USA market three years ago. At first, 
we intended to develop something on our own to bring to the 
US market and produce it at a new ‘green field’ location, but 
we realized that this wouldn’t work, so we thought it would be 
better and faster to enter the market via an acquisition. It was 
better to have a starting point so we could develop the German 
brand and the North-American one together. 

Why did you choose Roadtrek?
We decided to start in the B-class market niche. We saw that 
Roadtrek was the class leader in this segment, like we are in 
most of our segments in Europe, and found out that it was 
for sale. 

What are the main differences in the American and Euro-
pean market products?
The products in America are very different. There are many te-
chnical and regulatory differences that need to be fulfilled. This 
was another part of our decision to have a local manufacturer 
who knows how to handle all these issues.

What about the different styles of the Hymer and Roa-
dtrek brands?
A key point for us was to keep the German brand with a Ger-
man style on the north American market, and keep the Roa-
dtrek brand with a north-American design. The Hymer brand 
will keep its European style.

How is the market going in USA?
The whole RV market is going very well in north America at the 
moment, especially the B-class segment, which although it is 
a small sector of the market, it is one of the fastest growing.

Do you have many competitors in this segment?
We’ve seen a lot of new competitors entering the market in 
the last year, with both small and big companies establishing 
new lines for the B-class segment. They see the B-class segment 
has a 30% share in Europe, so they see huge potential in this 
segment for America too.

Do you think the European style could become a trend 
for the USA market?
I guess it’s like the car industry - there are people in America 
who want European-style cars and others who want American 
ones, and this will be the same in the RV market. We want to 
give Americans the option to buy a European-style RV.

Is there any possibility of Roadtrek models coming to Eu-
rope?
This is not our plan at the moment. It’s a completely different 
product and, for example, in terms of weight, wouldn’t be su-
itable for the European market at the moment. In the longer 
term, maybe we could plan to import some of the Roadtrek 
floorplans, but the style and the vehicle itself is not a perfect fit 
for the European market.

What is this prototype about?
This is a prototype of the first autonomous RV in the world. We 
were the first RV company to get approval to drive an autono-
mous vehicle like this on the roads here.

Do you plan to produce it?
This is our first prototype, but we do expect to see develop-
ments in the autonomous RV sector in the next five to six years.

the Aktiv 2.0’s features by an the extended 
3500 ProMaster chassis: king size with op-
tional power leather sofa, extra sleeping 
space in the pop top loft and a sleeping 
capacity for 6, 2-burner stove, fridge and 
microwave, backup camera, navigation sys-
tem, stability control and Bluetooth, awning, 
optional additional mattress, tv, and receiver 
hitch. Sonne is the newest model introduced 
by Hymer in North America, based on the 
Ram ProMaster chassis, light buttercream in-
terior , full kitchen galley with extra counter 
space, separate bathroom and shower (larg-
est in Class B Motorhomes) and permanent 
rear double bed.

Business Development, Erwin Hymer Group
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The figures are clear: in Europe, three 
out of four motorhomes have a 
Ducato base. The credit unquestion-

ably goes to Fiat Professional’s technological 
innovation and closeness to manufacturers, 
but… there’s more. You can’t assess the 
success of Fiat Ducato in the motorhome 
sector without taking assistance service into 

account. And we’re not just talking about 
workshop repair operations, but of a phi-
losophy of being close to the customer that 
goes well beyond. The complete service 
offering dedicated to Ducato-based moto-
rhome customers is something unique to 
the market. Moreover, experience counts, 
and Fiat has decades of experience in the 

motorhome sector. You might say that Fiat 
has been working out in the world of mo-
torhomes, to which it has dedicated a great 
deal of energy, and of the 3 million Ducatos 
produced to date, a good number has gone 
to the motorhome sector. 
It all began in 2003, when Fiat decided to 
create a team dedicated specifically to cus-
tomer care in the motorhome sector. Over 
time, the team has been expanded, as have 
the competences of its staff, and new ser-
vices have been added constantly. There’s 
a freephone number dedicated to moto-
rhome owners travelling on a Ducato, a 
direct line for 44 European countries, with 
operators answering 24/7. This important 
service is performed by twenty “Brand Am-
bassadors”, who successfully dialogue in 
many languages and have specific training 
for motorhomes with Ducato mechanics. 
The task of the service team is to act as a 
bridge between the customer and the ser-
vice centres, working on two levels: on one 
hand, it contacts the service centres in the 
area where the motorhome is, to identify 
the problem and speed up any delivery of 
spare parts; on the other, it keeps in contact 
with the customer to update them on the 
nature of the problem and the methods and 
time frame for repairing it. More than 90% 
of customers obtain servicing within 60 
minutes of calling the freephone number, a 

Focus on FIAT DUCATO
In this photo, Roberto 

Fumarola, head of the FCA 
EMEA Recreational Vehicles 

department, at the FCA 
stand at CMT 2018.

Born to be motorhome
taking care of its users
Tough, and with a great history behind it, the Fiat Ducato was born to be a motorhome 
and also owes its success to communication and customer care activity focused on the 
motorhome sector. A case that’s one of a kind, a service through which Fiat Professional 
enters a partnership with manufacturers to focus on the end customer.

Words Giorgio Carpi

Readers of the German 
magazine Promobil chose 
Fiat Ducato as “Best me-

chanical motorhome base 
for 2018”, for the eleventh 

time running.
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figure that has increased by 10% in the last 
three years. In 2017, 60% of customers had 
their motorhome repaired in such a short 
space of time that they could set off in less 
than an hour, and in this case too there’s 
been an improvement (of 14%) in the last 
three years. It emerges clearly that in the 
Ducato’s 35-year history there’s been a shift 
in the focus of assistance service, which is 
no longer directed solely to the vehicle, to 
the mechanical object to be repaired, but 
has turned its attention primarily to the cus-
tomer, not with reference to sheer mobility, 
but also incorporating the concept of hol-
iday. Fiat Professional’s philosophy today is 
clear, but also innovative: a customer with 
a motorhome on Ducato base mustn’t think 
about anything except their holiday and 
customer service must set about providing 
the utmost satisfaction with respect to the 
smallest of problems. Those who drive a 
Ducato motorhome today enjoy the confi-
dence of having more than 6,500 Fiat Pro-
fessional service centres available to them, 
equipped for the maintenance and repair 
of the Ducato base, of which more than 
1,800 are dedicated Fiat Camper Assistance 
centres. Basically, a customer with a motor-
home on a Ducato base is never alone. They 
have a “guardian angel” with them, helping 
them in difficult situations.

Communication and marketing as fac-
tors in success
Without doubt, there was powerful, 
well-conceived communications activity 
alongside these ambitious projects, to get 
across the value of the Ducato product 
and of the services connected with it. The 
“Leader in Freedom” motto is perfect and 
extends its meaning also to the concept of 
“freedom from worries”. But communica-
tion actually goes in many directions, B2B 
and towards the motorhome end custom-
ers, and is conveyed through a wide range 
of media, including social media. 
“We’ve always believed it’s important to 
reach motorhome owners with our commu-
nication,” says Barbara Galvan, Communica-
tion Manager of the FCA EMEA Recreational 
Vehicles department. “The mechanics are a 
decisive factor in choosing a motorhome, 
together with the brand and interior layout. 
At a communications level too, Fiat works 
as a partner of its customers, the motor-
home manufacturers, to convey to the end 
customers, those who buy the motorhomes, 
that the Ducato is the best possible choice 
among motorhome bases, not only because 
its specifically designed to become a moto-
rhome, but also because it offers a unique 
range of services connected to assistance. 
Making the end customer aware of the so-
lidity of the Fiat Ducato motorhome base, 
of its distinctive values, but also and above 
all of the extensive and efficient dedicated 
assistance service, is a key factor in our suc-
cess. For this reason, we’ve been attending 

nearly all the European shows in the sector 
for years, we dedicate great attention to 
our www.fiatcamper.com site, which has 
reached more than 70,000 monthly visits on 
average, we send a monthly newsletter to 
all customers interested, we publish adverts 
in sector magazines in 10 European markets 
and we prepare detailed Product Guides to 
assist Dealers of Motorhome producers in 
terms of information. There is of course 
also constant activity on social media, 
where the “Fiat Ducato Camper” Face-
book page now has more than 56,000 
fans.” The appreciation of the public 
is clear, not only because Fiat Ducato 
maintains its position as absolute lead-
er among mechanical motorhome bas-
es, but also because it heads up the 
preferences of motorhome owners in 
every survey. The latest is that of the 
prestigious German monthly Promo-
bil, in which more than 15,000 read-
ers chose, for the eleventh time run-
ning, Fiat Ducato as best mechanical 
motorhome base for 2018.

There are more than 6,500 Fiat Professional 
service centres, of which more than 1,800
dedicated Fiat Camper Assistance centres.

In this photo, Barbara Galvan, 
Communication Manager of the 
FCA EMEA Recreational Vehicles 
department  taken at the FCA 
stand at the Caravan, Camping 
and Motorhome Show 2018 in 
Birmingham
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Quality, safety, comfort. Worldwide.
On 1st January 2016 a major new company was born. DexKo Global Inc brought together  
AL-KO’s Vehicle Technology division and Dexter Axle, to become a global leader in highly 
engineered trailer running gear components and systems.

Words Terry Owen

It was all a far cry from 1931 when a 
23-year-old locksmith called Alois Ko-
ber took over a locksmith’s shop in 

Großkötz in the Bavarian region of Germany. 
From those humble beginnings AL-KO has 
grown into the global brand it is today. It’s 
a fascinating story, far too long to describe 
here, but suffice to say that the company 
we see today has been founded on innova-
tion, acquisitions, gaining new markets and 
constant additions to the product portfolio. 
However, there is one quality above all that 
has made this happen, and that is technical 
and production excellence. Nowhere can this 
better be seen than at AL-KO’s new technol-
ogy centre at Kötz - one of the finest of its 

type. Here, in an uncluttered environment 
away from the factory, AL-KO engineers de-
sign, develop and test the latest cutting-edge 
technology for the industry. Whole vehicle, 
component systems, rolling test bench, axle 
testing and more all take place here. It was 
also here that the AAA self-adjusting brake 
was finally perfected - a first for an auto-re-
versing trailer brake. AL-KO prides itself on 
its testing excellence and, having spent two 
days at the centre, the author can vouch for 
the quality of the work undertaken and the 
dedication of the staff. The rolling road test 
bench is capable of giving any trailer the ride 
of its life. Sealed away in a special room for 
safety, tests can be observed through thick 

glass windows. Of course, in the case of 
an RV, it’s not just the axle and chassis that 
get tested but the whole bodyshell, as the 
vibrations do their best to shake everything 
to bits. Another area in the technology cen-
tre is given over to hydraulic testing. Here 
computer-controlled apparatus exerts forces 
on chassis and running gear components, in-
cluding towbar assemblies, simulating many 
years of hard use. Components may be sub-
ject to millions of cycles or aged quickly to 
destruction, depending on what is needed.

Chassis technology leads the way
A key area of AL-KO’s expertise lies in chas-
sis design. Strong, lightweight and durable 

AL-KO locations and distribution partners

Locations of the Dexter Axle Company

• 30 + production sites
• 1,000 service centres
• Global logistics network
• Just-in-time delivery
• Service you can trust

From village smithy to global market leader

Harald Hiller, CEO AL-KO Vehicle Technology: 
“The fact that a global corporation has emerged 
from these humble roots is also because we are 
constantly aware of what our identity represents 
and what values the company has always embod-
ied: quality, innovation in product and process as 
well as reliability and sustainability in our internal 
and external customer relations.
That is the basis of our pursuit for sustainable 
growth and market leadership in our business 
divisions.”
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Quality, safety, comfort. Worldwide. sums up the physical attributes but it’s the 
value that an AL-KO chassis can add that 
really makes a difference, particularly with 
motorhomes. Here AL-KO’s involvement 
goes back to 1980 since when it has worked 
with Fiat, Peugeot, Citroen, Mercedes Benz, 
Volkswagen and Renault to engineer a light-
weight, low height chassis perfectly suited 
for motorhome use. Compared to the stan-
dard chassis offered with the base vehicle, 
AL-KO’s alternatives offer a number of key 
benefits for motorhome conversions. These 
include less weight, a higher loading capac-
ity, improved driving comfort, a lower entry 
and overall vehicle height (up to 220mm), 
optimised axle load distribution and more 
flexibility for better internal layout. Last, but 
not least, hot dip galvanising offers the ulti-
mate in corrosion protection. The chassis are 
married to cabs at a purpose-built factory 
at Ettenbeuren some 10 km from Kötz, and 
four other factories across the world. 

Caravan components
Touring caravans benefit from the modular, 
lightweight vario range of chassis. By means 
of a series of overlapping bolt holes these 
allow OEM’s to fine tune the length of the 
chassis to their exact requirements and also 
allow one chassis to serve several models. 
The hexagon axle provides light weight and 
robustness at an affordable cost. It is com-
plemented with a market leading over-run 
braking system.
Caravan chassis are designed to accept AL-
KO’s extensive range of premium accessories 
including ATC stability control, AKS stabi-
lisers and the AL-KO secure wheel locks. AL-
KO has manufacturing plants in Germany, 
England, France, Austria, Australia, Romania  
and Italy and prides itself on scalability and 
reliability in the logistics chain, being able to 
offer product quantities from ten to tens of 
thousands. 

Not only RV’s
Although those in our industry tend to asso-
ciate AL-KO just with the RV market it’s im-
portant to remember that it has a significant 
involvement in other areas too. One is light 
commercial vehicles, providing chassis alter-

natives and body solutions for Fiat, Peugeot, 
Citroen, Mercedes and Volkswagen. 
A good example of this is the first electri-
cally-operated refrigerated vehicle in the 3.5 
tonne class in Scandinavia. The new vehicle 
is the all-electric e-transporter eCab, devel-
oped jointly by AL-KO Vehicle Technology 
and the e-mobility expert ABT. It is based on 
a Volkswagen T6 cab with a modified AL-
KO lightweight chassis with fully integrated 
batteries.
Another is shock absorbers for a wide variety 
of vehicle types. The company is the market 
leader of pneumatic suspension systems in 
Europe. AL-KO VT is also involved in plas-
tic thermoforming, having its own in house 
mould making shop. Based at Ichenhausen, 
just 6 km from Kötz, it is one of the largest 
thermoforming companies in Germany. 

Global reach
In getting to where it is today AL-KO has 
grown enormously, not just through or-
ganic means but also through acquisitions. 
These have broadened AL-KO’s portfolio 
and added expertise in new but relevant 
areas. Significant milestones along the way 
include the acquisitions of Sawiko, Bradley 
Doublelock, BPW Fahrzeugtechnik, E&P Hy-
draulics and Winterhoff, to name some of 
the more significant ones (see panel).
Of course, the biggest single change came 
with the merger of AL-KO Vehicle Technolo-
gy with Dexter Axle of the USA on 1st Jan-
uary 2016 to form DexKo Global Inc. In its 
specific market segment, the new company 
became largest axle manufacturer in the 
world with an annual turnover of more than 
US$ 1 billion. Sensibly the two well-known 
brand names have been maintained in their 
respective markets. AL-KO Vehicle Technol-
ogy continues to control the European and 
non-American business from its headquar-
ters in Kötz while Dexter Axle manages the 
North-American business from Elkhart.
The new company is tightly focussed on 
expanding its core business and will divest 
non-core activities. For example, in 2016, 
the Bowden cable division was sold off to 
General Aerospace GmbH. The same year 
DexKo Global expanded its Australian oper-
ations through the acquisition of Melbourne 
Trailer and Caravan Supplies (MTCS). MTCS 
is an Australian family-owned business and 
supplier of caravan and trailer axles, leaf 
springs and other trailer components, serv-

AL-KO brands
‘Safety, comfort and joy’ are AL-KO’s bywords for its 
brand . ‘We love quality, we live quality.’ AL-KO Vehi-
cle Technology is dedicated to improving the lives of its 
customers and delivering ‘QUALITY FOR LIFE’.

Outstanding construction, extreme robustness, and 
high longevity combined with more than 90 years of 
experience in towing hitches and coupling components.

Technology with its main focus on couplings, jockey 
wheels and fittings. Winterhoff’s renowned quality is 
based on many years of experience, modern manufac-
turing techniques and perfect quality management It 
guarantees exceptional value for money.

QUALITY FOR LIFE

QUALITY FOR LIFE

An extremely dynamic and innovative company, mak-
ing a major contribution to the success of hydraulic lift-
ing support systems in the leisure vehicle market.

QUALITY FOR LIFE

Specialist in carrier systems for carrying bicycles, scoot-
ers, motorcycles, etc. The brand stands for expertise, 
innovation, premium service and mobility. All products 
are of the very best quality and produced in Germany. 
“Made in Germany” at its best.

QUALITY FOR LIFE
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AL-KO Vehicle Technology - Key performance indicators

ing multiple market segments across Aus-
tralia since 1968. More recently a new site 
opened in Brazil for production and sales in 
South America.
We can’t say where AL-KO will look next to 
continue its expansion but the course has 
been set and it will continue. The bottom 
line is that customers worldwide now have 
the widest possible choice of solutions and 
expertise from a company with 87 years 
(since 1931) of trailer and caravan compo-

AL-KO’s new testing department in Kötz
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nentry experience. It’s an unbeatable pack-
age and one on which AL-KO will forge its 
future.
Harald Hiller concludes:
“As the president and CEO of AL-KO Vehicle 
Technology, I am proud to continue in suc-
cessfully shaping this development together 
with the DexKo group top management and 
our employees, and to convey our brand 
promise of quality, safety and comfort for 
our products and services to the world.”

TURNOVER OF REGIONS (2017)

48 % 
Rest of Europe

8 % 
Australia

40 % 
Germany

4 % 
Rest of the world

TURNOVER OF DIVISIONS (2017)

80 % 
Trailer, caravan,  
motorhome and  

commercial vehicle components

9 % 
Damping 
Technology

3 % 
Plastics Technology

8 % 
Other

SALES PERFORMANCE

2009 2010 2011 2012 2013 2014 2015 2016      2017

500

400

300

200

100

0

370
347

373
393

427

Turnover in million € (net)

268

335
361

480

NUMBER OF EMPLOYEES

*  Results from the sales of non-core business

4,000

3,000

2,000

1,000

0

National

Abroad

2,7
60 2,9

39
2,8

71

2,4
80

2011 2012 2013 2014 2015 2016*

2,5
93

2,4
62

2017

2,2
83

NU
M

BE
R 

OF
 E

M
PL

OY
EE

S

*  R
es

ul
ts 

fro
m

 th
e s

ale
s o

f n
on

-c
or

e b
us

in
es

s

4,
00

0

3,
00

0

2,
00

0

1,
00

0 0

Na
tio

na
l

Ab
ro

ad

2,7
60

2,9
39

2,8
71

2,4
80

20
11

20
12

20
13

20
14

20
15

20
16

*

2,5
93

2,4
62

20
172,2

83

AL-KO Vehicle Technology 
milestones

• More than 5 million caravan chassis
• 270.000 chassis for motorhomes & lcv
• 850,000 AKS stabilisers
• 27 million axles
• 16 million overrun devices
• 2.625 million winches
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FOR A PROFESSIONAL KITCHEN. 
Always. Everywhere.

For over 30 years leisure vehicles 
manufacturers have chosen CAN to help 
realise their kitchen ideas, achieved 
through close collaboration between the 
respective designers, with a reliable supply 
chain and a high product quality standard.

The Italian brand in the 
most beautiful travelling kitchens

CAN Leisure Products USA • South Bend (IN) USA
www.canleisure.com

CAN SRL • Puegnago del Garda (Brescia) ITALY
www.cansrl.com
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Lippert Components sets up 
a new base in the UK

As a multi-national supplier to the car-
avan, leisure vehicle and associated 
industries which has been rapidly 

building its presence in Europe via acquisi-
tions in recent years, Lippert Components 
(LCI) has now taken the strategic step of set-
ting up a UK subsidiary.
LCI Industries UK has been established to 
demonstrate LCI’s commitment to the UK 

market and to be able to work more closely 
with UK OEM manufacturers and the after-
market. 
Previously, LCI supplied products to the UK 
via its offices in Italy, or direct from the USA 
parent company only; however, now LCI UK 
will hold an inventory of select products at 
its office and distribution centre near War-
rington, Cheshire in the north west of En-

gland, so it can enhance the delivery, service 
and product range it can quickly provide 
the UK marketplace. Those customers buy-
ing from LCI UK will also be invoiced in UK 
£ sterling, instead of Euros, and save them 
some of the shipping costs.
LCI has been coming to caravan and mo-
torhome shows in the UK every year since 
2013, and as a result it has been building 

Words John Rawlings

Lippert Components has set up a new subsidiary in the UK. Aboutcamp BtoB interviewed 
Neil Mears, Customer Service Manager, LCI Industries UK (LCI UK), and Lawrence Reveli-
no, Director of International Business Development, Lippert Components, at the Caravan, 
Camping and Motorhome Show in Birmingham, UK to find out more.

Coachbuilt G.B.

Moto-TrekRS MotorhomesLunar



29B t o B
    

LCI Industries UK Ltd • 11 Easter Court, Europa Boulevard • Warrington, Cheshire • WA5 7ZB • UK 
Ph.: 01925 654782 • Neil.Mears@lippertcomponents.eu • www.lci1.com/eu

a UK customer base supplying manufacturers of caravans, motor-
homes, commercial vehicles and leisure vehicles, as well as horse 
boxes.
“Every market has specific, unique needs, so it is important for us to 
be able to service the UK properly by having a local office, staff and 
distribution centre,” said Lawrence Revelino, Director of Internation-
al Business Development.
Although probably best known for its slide-out technology, LCI also 
supplies an extensive range of steps, TV brackets, bed frames and 
lifting systems, storage products, entry doors, plus other accessories, 
and LCI UK also wants to expand the range it offers with some of its 
products from the USA that are applicable for the European market.
“We want to continue the momentum created by the wide range 
of slide-out systems offered in the UK and further develop the mar-
ket by working more closely with local manufacturers. Now we are 
able to apply our technology to their specific applications and even 
provide local training for our customers or dealers,” said Lawrence 
Revelino.
“For example, we can apply our knowledge of over 20 years of pro-
ducing watertight, weight saving slide-outs to enable manufacturers 
to offer new floorplan possibilities to the consumer. Utilizing the LCI 
“Space on Demand” technologies we cooperate with manufactures 
to bring more creative options. We know some consumers like to 
travel with smaller caravans but usually want extra space; they like to 
‘travel small but live big’, and with a slide-out they can have a smaller 
unit to tow and with less weight per square meter but enjoy as much 
living space as possible,” continued Lawrence Revelino.
During this year’s show, LCI has demonstrated this ‘travel small but 
live big’ philosophy with its Smart Caravan Concept, which attract-
ed a lot of interest from the public at the Caravan, Camping and 
Motorhome Show. With interior furniture from the premium suppli-
er Tecnoform, the Smart Caravan showcases how slide-outs create 

more living space and new interior layout options. Importantly, LCI 
slide-outs can be designed so the interior can still be used even when 
the slide-out is not extended. 
Neil Mears, the Customer Service Manager at LCI UK is one of the 
most knowledgeable slide-out experts in Europe. He has worked in 
the leisure vehicle industry for many years and now he is working for 
LCI UK to support UK manufacturers of leisure vehicles and horse-
boxes.
With a trend for European cars to be getting lighter, LCI UK could be 
in a strong position to offer slide-outs as a more practical and easier 
to tow solution for providing consumers with more living space.

IH-Motorhomes

Lawrence Revelino, Director of International Business Development

Neil Mears, Customer Service Manager
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Webasto 
fridges set 
for take-off

Compressor fridges are gain-
ing ground in the RV sector 
as technology advances con-
tinue to reduce energy con-
sumption. Webasto is at the 
forefront of this march and 
recently launched a fridge 
with an energy consumption 
significantly low.

Words Terry Owen

The Freeline 115 litre fridge freezer is 
the latest in a long line of fridges pro-
duced by Webasto and its joint ven-

ture partner Indel B, the Italian manufacturer 
of compressor fridges for the automotive and 
hotel markets.
Webasto offers only compressor fridges, as it 
sees significant advantages in this technolo-
gy: the highest performances possible, plus 
weight and space saving when compared to 
standard RV absorption fridges.
When compared to the major players such as 
Dometic and Thetford, Webasto is relatively 
small in the RV fridge market. However, their 
focus on reducing energy consumption with-
in the compressor sector is being rewarded 
with considerable traction in the market. This 
is where it sees the best opportunities for 
growth in the next few years, especially tak-
ing into consideration further improvements 
in energy consumption to come.
Enter the Freeline 115 fridge freezer. De-
signed exclusively for the RV market this ad-
vanced cooling solution has an energy con-
sumption significantly low. The actual figure 
is amazingly low at just 267 watt-hours per 

day. This is based on measurements taken 
when operating at 12 volts with +5°C in 
the refrigeration space and an ambient tem-
perature of +25°C (ISO 15502:2005 and EN 
153:2006).
The Freeline 115 first broke cover as a soft 
launch at the Dusseldorf show in 2016, ship-
ments starting in early 2017. It found par-
ticular favour in the panel van conversion 
market, Adria being an early adopter for its 
Twin 640 SPX campervan model. Many other 
RV producers are fitting the Freeline 115 into 
their vehicles, like the UK’s Hillside Leisure for 
the all new VW Crafter campervan.
Now, news about the Freeline’s remarkable 
energy performance is spreading, and en-
quiries are starting to pour in. The Freeline 
opens up the realistic prospect of being able 
to run from one or two solar panels with no 
other power source needed, at least in the 
summer months. This remarkable perfor-
mance is achieved through a combination of 
three key elements:
The first is the highly efficient 12/24-volt 
BD35F compressor from Secop (formerly 
Danfoss). This is mounted low down where 

the air is coolest so the compressor doesn’t 
get so hot and doesn’t have to work so hard. 
The low mounting position also means that 
the distance to the ears of occupants is lon-
gest. However, it is really quiet anyway, so 
noise should never be a problem. Mounting 
the compressor low allows for a larger and 
more efficient evaporator and a larger freezer 
compartment (32 litres). 
Secondly, we have the ultra-thick outside 
walls containing 25 mm of insulation and 
40 mm thick door. These offer a simple but 
highly effective way of reducing energy con-
sumption. 
Thirdly, there is something called Intelligent 
Temperature Control (ITC). This uses an al-
gorithm to determine when spare power is 
available (for example when operating with a 
hook-up) before using that power to increase 
the compressor speed and so the cooling ef-
fect. The internal temperature of the fridge is 
allowed to decrease from +5°C to just +1°C.  
Careful temperature monitoring is then em-
ployed to prevent freezing. In this way sur-
plus energy is effectively stored in the fridge 
contents, to be released when battery oper-

The Freeline 115 in Hillside Leisure’s VW 
Crafter conversion
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ation resumes. The ITC technology results from Indel B being a prime 
partner of Secop / Danfoss and working closely with them to engineer 
the final solution.
Energy efficiency was not the only objective Webasto set themselves 
when specifying the Freeline 115. Space efficiency was seen as critical 
too so, despite a 115-litre internal capacity, the external volume mea-
sures just 226 litres. What’s more the dimensions were chosen to give 
a push-in solution below the standard work top height. Where space 
is tight there’s even the option of mounting the compressor remotely 
via two pairs of quick couplings. 
Inside the fridge three rails give flexibility for the two shelves, which 
sit above a robust vegetable drawer. The top of the fridge houses a 
full-width freezer compartment with whopping 32 litres of storage 
space - that’s enough for 4 pizza boxes! 
An LED panel on the right-hand side has an ‘eco’ setting and allows 
for optimum usability. A bottle compartment in the door has space 
for 5 x 50cl cans at the top and 4 x 2 litre bottles underneath. Exter-
nally, a centrally mounted door handle makes for easy switching of 
the hinge side. All Webasto fridges carry a 2-year warranty.

XL Freeze for the Trigano Group

As well as being the energy consumption specialist Webasto 
is able to offer tailored fridge solutions. In 2013 it produced 

the ‘XL Freeze’ exclusively for the Trigano Group presenting the 
first horizontal drawer fridge on the RV market. The fridge 
came with a robust, high-quality drawer mechanism enabling 
users to quickly retrieve food and beverages. It has a capacity 
of 150 litres with 19.5 litre freezer and is fitted to 17 models of 
Caravelair and Sterckeman touring caravans. 

Model Freeline 115

Internal Capacity 115 Litres

Dimensions (HxWxD) 797 x 525 x 495 mm

Power Consumption 267 Wh per day (22,25 Ah @ 12 V)

Net Weight 29,8 kg

Silent, highly efficient, fan cooled 12/24V Secop / Danfoss compressor (type BD35F)

Control Panel Includes ECO function

Wide Freezer Compartment (32 litre Capacity)

Tech spec at a glance
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Words Michel Vuillermoz 
Photo Antonio Mazzucchelli

We were welcome by Pascal Belot, Camping-Cars Interna-
tional Manager, Light Commercial Vehicles Business Unit, 
and Patrice Le Guyader, PSA Northern France Manufactur-

ing Division Managing Director, and invited to find out more about 
the success of the Citroën SpaceTourer minivan, which is now used 
in the European RV sector, as the base vehicle for the Campster 
multi-purpose van from the manufacturer Pössl.
The PSA Hordain plant, built in 1992, is like a city where 2,800 em-
ployees assemble 630 vehicles a day. These are produced as the Cit-
roën SpaceTourer, Peugeot Traveller and Toyota Proace Verso, with 
commercial variants as the Citroën Jumpy, Peugeot Expert  and Toyota 
Proace. The production quotas of the two French brands are the most 
dominant (80% Peugeot / Citroën, 20% Toyota) with three teams al-
ternating in three shifts of seven hours long each. Increasing demand 
for these vehicles means that shifts and staff will increase again.
What immediately fascinated us about a vehicle like K0 (the modu-

The Hordain PSA factory: spread over an area of 161 hectares
and houses the main units over a total area of 250,000 m².

SpaceTourer: drive like 
a car, spacious as a van

Luxury car technology, manufacturing expertise and endless customization possibilities for 
the ambitious K0 (read K zero) project, the state-of-the-art PSA LCV - the Citroën SpaceTour-
er - bring automotive excellence to light commercial vehicles and opens interesting new 
market opportunities. We have visited PSA Hordain production plant, in the north of France 
to hear more about it.
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The Campster, a multi-purpose van 
by the European RV brand PÖSSL 

has just been launched, but is already 
a commercial phenomenon. It is not 
an alternative to a car, but instead is 
a real car developed to offer comfort, 
practicality and maximum configu-
rability for every day of the week, and 
every occasion. With a body-length of 
495 cm, width of 192 cm and height of 
199 cm (including the elevating roof) 
the Citroën SpaceTourer can be a real 
mini-camper with four berths provided 
by two double beds (one in the roof 
and the other from converting the sofa 
bed), four seats at the table (swivel cab 
chairs, central table and rear sofa), full 
kitchen (sink, stove and two ways to in-
stall the refrigerator), or it can become 
a comfortable mini-van with entrances 
on both sides (two rear sliding doors) 
and can accommodate up to seven pas-

sengers in three rows. 
The kitchen unit can be 
removed in a matter of 
minutes to create more 
space (for extra seats, 
etc) or for the kitchen 
to be used as a stand-
alone unit outdoors. Al-
ternatively, if more load 
space is required, simply 
remove any (or all) seats 
not being used; if you 
want to carry bikes and people, keep 
the individual seats, on the same side 
in different rows to create space to put 
the bikes on the other side. The Camp-
ster is a real “One for All” vehicle, full 
of unique points, as highlighted by 
Thomas Liebscher (Pössl Managing Di-
rector) who actively participated in the 
birth of the Campster project: “When 
creating the Campster, we thought 

about the practicality of 
use: each owner can use 
it as a real seven-seat-
er or as a transport van 
during the week and eas-
ily turn it into a camper 
for the weekend” - says 
Liebscher. “The two side 
sliding doors guarantee 
maximum ease of access, 
as in a normal car, while 
the rear opening window 

is a feature practicality unknown to the 
camper sector. This is all provided with 
the elegant and dynamic look of a car: 
in fact, the Citroën SpaceTourer is the 
only camper to offer the same design, 
performance and technology as a car 
because it was not born as a van, but 
created as a car, with lower fuel con-
sumption and running costs,” Liebscher 
continued.

Patrice Le Guyader, Managing Director of PSA 
Groupe Northern France Manufacturing Division

lar PSA platform EMP2) was its ability to be 
transformed into so many variants, in order 
to match the needs of those who drive it, 
without any bodyshell changes. This level of 
versatility is not common with many other 
vehicles.
In the competitive automotive market, espe-
cially for a multifunctional vehicle customiz-
able by the customer, modern technology is 
used to provide fundamental comfort, energy 
efficiency, performance, safety, multi-func-
tionality and style. Instead of simply turning a 
commercial vehicle into a car, PSA has done 
the exact opposite – by creating a car capable 
of transforming itself into a commercial vehi-
cle. This was a core objective of the PSA K0 
project that gave birth to the Citroën Space-
Tourer minivan.

SpaceTourer: drive like 
a car, spacious as a van

CAMPSTER by PÖSSL

Thomas Liebscher, 
Pössl Managing Director

A multi-functional and modular vehicle
K0 was an ambitious project based on the 
PSA EMP2 modular platform. The use of high 
strength steel, aluminum, magnesium alloys 
and composite materials have helped achieve 
a weight saving of around 70 kg compared 
to the previous generation model, to offer 
improved efficiency, performance and fuel 
consumption. This automotive platform is 
shared with several of the most modern and 
prestigious models from PSA: second genera-
tion of Peugeot 3008 / 5008, Citroën C5 Air-
cross, DS 7 Crossback, Opel Grandland X, the 
brand new Citroën Berlingo / Peugeot Rifter/ 
Opel Combo and the next generation of the 
Peugeot 508.
K0 is not just a car or a van: it can be classi-
fied as a multifunctional vehicle that is mod-
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The assembly of the body is completely auto-
mated and makes use of robots and latest gen-
eration technologies: the chassis are assembled 
starting from the PSA EMP2 platform to which 
the front and rear portions are then added. All 
the components assembled at Hordain arrive 
just-in-time: every day over 90 trucks supply 
the assembly lines. Once the body assembly 
is completed, it is carefully inspected before 
proceeding to the catechesis and painting 
procedures.

the overall quality of the vehicles.  To manage 
a continuous production process, with many 
variants, you need skills, attention to details 
and maximum technology: the work of the 
latest generation robots can weld and create 
the bodywork with total precision. 
The large number of variants include the 
choice of: three different body lengths, a 
4x4 pre-equipped version, four engines and 
three gearboxes. The BlueHDi Euro 6 diesel 
engines are very efficient, available with four 
1.6-litre and 2.0-litre units (with 95 and 115 
hp, and 150 and 180 hp, respectively) com-
bined with three different gearboxes (man-
ual, robotized, automatic). The automatic 
transmission is supplied by the Japanese Ai-
sin brand. 

ular and a successful for a variety of different 
uses. The manufacturing quality is the same 
as the cars of the respective brands. This was 
made  possible thanks to a production pro-
cess with the precision of robots and control 

machines which give each operator the abil-
ity to re port, intervene and stop the produc-
tion of any item. So, if there is the slightest 
defect, it can be solved at this early stage, 
which avoids unwanted con sequences on 
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The assembly of the vehicle begins with the 
wiring of the electrical system, exploiting a 
perfect flow between manual and automated 
work. Every 2 minutes, a new vehicle leaves 
the assembly lines and is ready for final inspec-
tion: from here, 1/3 of the production reaches 
the area dedicated to customization where, 
every day, 200 vehicles are customized to meet 
the demands of the customers.

Citroën’s commitment to the rec-
reational vehicle segment is 

growing significantly: as illustrated 
by Pascal Belot, the Camping-Cars 
International Man ager of the Light 
Commercial Vehi cles Business Unit.  
The growth in 2017 was 76% due to 
both the development of SpaceTour-

Citroën, leaps forward 
into the world of recreational vehicles

er, whose sales have increased 
six fold, and its Citroën Jumper/
Relay sibling which is more and 
more present in the van conver-
sions and motorhome ranges of 
the main European manufactur-
ers Erwin Hymer Group (Bürst-
ner, Carado, Dethleffs, Etrusco, 
Sunlight), Pössl Group (Pössl, 
Clever, Globecar, Campster), 
Trigano Group (Adria, Sunliv-
ing, Elios), Rapido Group (PLA,  
GiottiLine, Itineo, Wildax), Ilu-

sion, LaStrada. The Jumper/Relay mod-
el is the flagship of PSA production, 
with modern BlueHDi Euro 6 engines 
utilizing the latest generation emis-
sions technologies (selective catalyst 
SCR + AdBlue) with fuel consumption 
that ranges from just 6 liters / 100 km 
(47mpg). The HDi en gines is are pro-

duced at the pace of 7,000 units a 
day; so far, over 10,000,000 HDi and 
1,000,000 BlueHDi have been produced. 
The secret of Citroën’s success is due to 
the great variety of model variations 
offered: not only 3 power levels (110, 
130, 160 hp), but also the possibility to 
choose the Poclain reinforced motrici-
ty or the Dangel 4x4 all-wheel drive, 
available on 160 hp engines as well, 
with possible disconnection, in order to 
reduce the fuel consumption and the 
CO2 emissions. Other benefits include 
an increased ca pacity alternator, of 220 
Ah, providing maximum recharge for 
the on-board batteries, extremely long 
servicing in tervals (2 years or 50,000 
km), timing belt renewal (10 years or 
150,000 km) and a large Eu ropean re-
pairers coverage of over 13,000 Peu-
geot and Citroën service points.

The width and height of all K0 models are 
the same at 192 cm and 190 cm respective-
ly (so low enough to use a normal under-
ground or beach car park without problems). 
There are five types of bodywork (Commer-
cial Van, Crew Cab, Platform Cab, Combi 
and Passenger Car) and almost endless cus-
tomizations designed by PSA, to better meet 
the needs of the customers. Body-lengths 
include: the “Compact”, which is 460 cm 
long with a 292.5 cm wheelbase, for those 
who favour maximum manoeuvrability, the 
“Standard”, which is 35 cm longer (total 
length of 495cm) with a 327.5 cm wheel-
base; and the “Long”, with a total length of 
530 cm created by having a longer rear over-
hang to maximize the load volume. 
These can all be combined with front-wheel 
drive and also 4x4 by the European specialist 
Dangel. Safety is not lacking either: K0 has 
achieved an overall result of five stars in the 
protection of passengers and pedestrians 
(87% adults, 91% children, 64% pedestri-
ans, 78% Safety Assist) in EuroNCAP crash 
tests.

High customization
Every day, after leaving the assembly line and 
carrying out all the quality checks, 1/3 of the 
vehicles produced at Hordain pass to a ded-
icated assembly line to fit additional equip-
ment requested by the customer at the time 
of ordering. This includes: internal coverings, 
towing hooks, luggage racks or glove box-
es, ventilation systems: everything is already 
planned and prepared, ready for quick, pre-
cise and orderly assembly.
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Metallarte and RV Doors have in-
creased their efforts in view of the 
upcoming 2018-2019 season: their 

new recreational vehicle door models are 
now ready to hit the market, boosting the 
presence of these two Italian manufactur-
ers in this special production sector. Indeed, 
it’s no mystery that the recent acquisition of 

Metallarte and RV Doors by the American 
based Lippert Components aims to create 
the primary European industrial pole for the 
production of doors for motorhomes and 
caravans. With Metallarte focusing on vehicle 
entrance doors, and RV Doors specializing in 
motorhome cabin doors, production already 
stands at a market leading level. 

An entry level entrance door 
Metallarte’s newest product is a vehicle en-
trance door that aims to capture the entry 
level market. The design is an habitation en-
trance door, featuring a single closing point. 
A very simple overall concept, but one that 
is aesthetically pleasing, thanks to its mod-
ern, clean-cut design and supple lines; this 
new door stands out for its ability to com-
bine elegant design with acompetitive price 
in its market segment. As Metallarte and RV 
Doors Sales Manager Lorenzo Manni points 
out, “This new door allows us to capture 
the entry level market, with a product that 
is specially designed for entry level motor-
homes. The goal is to target the European 
market primarily, namely Italy, France and 
Spain.” Marco Marzucchi, Production Man-
ager at Metallarte states, “Although we al-
ready had a competitively priced door in our 
product catalogue – of a slightly higher level, 
we wanted to come up with an aggressive 
product that would combine reliability with 
stunning good look. It’s no wonder then that 
we opted for components that are extreme-
ly reliable and functional, with an excellent 
quality to price ratio that provides a signifi-
cant guarantee in terms of duration.”

Left: Marco Marzucchi, Production Manager 
at Metallarte

New door designs for RVs
Metallarte presents its new entry level door, while RV Doors has already begun 
production on a new driver door for high-end motorhomes.

Words Andrea Cattaneo



37B t o B
    

Metallarte Srl • Loc. Rigoni • Via dei Laghi • 53035  Monteriggioni  SI  • Italy 
Ph. +39 0577 306 163 • Fax +39 0577 304 461 • Web: www.lippertcomponents.eu/metallarte

A high quality cabin door
The new product manufactured by RV Doors 
is the exact opposite instead, targeting the 
high end of the market. Not an entrance 
door, but rather a cabin door on the driver’s 
side specially designed for Class A motor-
homes. A product that emphasizes RV Doors’ 
specialization in the manufacturing of high 
quality cabin doors, exceeding the structural 
limits of its existing product line, especially in 
terms of the design of the retaining arm.
“The older door model was equipped with a 
rather simple retaining arm,” explains Daniele 
Scavazzon, Production Manager at RV Doors, 
“with a bracket coupled to a gas spring. The 
new door instead features an arm mecha-
nism with an automotive design, which stops 
the door in three preset positions, as for 
automobiles. At a later stage, a door-stop-
ping block integrated with the retaining arm 
will also be adopted. This driver cabin door 
comes with several enhancements, featuring 
a modern look and improved sealing system, 
with a single profile and intermediate seal.”

Canvas slide out
Garnerning a great amount of public atten-
tion at the latest CMT show in Stuttgart was a 
caravan prototype by Dethleffs, featuring an 
interior space extension created using canvas 
walls. This product was designed by Metal-
larte, in partnership with Volklandt Con-
sulting. In essence, the design consists of a 
manual slide-out, featuring foldaway walls in 
a soft material made of a special waterproof 
fabric: an especially interesting solution for 
the caravan sector, where proposals based on 
an electrical drive mechanism powered by an 
auxiliary battery aren’t always accepted. The 
absence of sandwich panel walls makes this 
design more lightweight than a traditional 
slide-out, with limited clearance requirements 
once closed. Identified as “Fold Out Slide”, 
this design is part of the “Space on Demand” 
strategy currently being promoted by the 
Lippert Components group, of which Metal-
larte is a subsidiary: the goal is to offer a wide 
range of products capable of enhancing the 
cabin’s interior space, without increasing the 
exterior dimensions, allowing for the realiza-
tion of new living space solutions.

The new cabin door and Daniele Scavazzon, Production Manager at RV Doors
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The greatest CMT ever
The 50th Anniversary edition has attracted 265,000 visitors 
and more than 2,000 exhibitors

Words Enrico Bona

Report CMT 2018 - THE SHOW

The biggest CMT ever is now also of-
ficially the most successful CMT of 
all time: in its 50th anniversary year 

The Holiday Exhibition attracted the record 
number of 2,192 exhibitors and 265,000 
visitors to the Stuttgart Trade Fair Centre 
which now contains more than 120,000 
square metres of hall space. “CMT entered 
new dimensions,” enthused Roland Blein-
roth, President of Messe Stuttgart. “Well 
over a quarter of a million visitors within 
nine days – that’s an absolute record! CMT 
therefore clearly extended its position as the 
world’s largest consumer show for tourism 
and leisure. It was remarkable to see that 
not only the ten exhibition halls were always 
very crowded, but also that the new events 
and further developments functioned very 
well and impressed the visitors. In particu-
lar, the special exhibitions “Cycling & Ad-
venture Holidays with Hiking” and the new 
Thermals area, “Golf & Wellness Holidays”, 
and “Cruises & Ship Travel” developed very 
positively in the new Paul Horn Hall.”
According to the industry representatives, 
Stuttgart confirmed its function as a ba-
rometer for the mobile home and caravan 

industry. The growing popularity of nearby 
destinations is directly connected to anoth-
er trend, i.e. the substantial increase in de-
mand for caravanning holidays. 
Hermann Pfaff , President of the German 
Caravanning Industry Association, said that 
the industry had enjoyed a “record year”. 
The members of his Association called CMT 
2018 an excellent start to the sales season. 
It is no longer a secret that caravanning is 
currently enjoying a real boom as a holiday 
form. 
“The German caravanning industry is now 
extremely accustomed to success,” said Ol-
iver Waidelich, Managing Director of the 
German Caravan Trade Association (DCHV). 
“After the seventh record year in succes-
sion, companies were therefore in a good 
mood. They came to CMT with optimism 
and started the New Year there energeti-
cally. CMT was therefore again an attractive 
and extensive showcase at the start of the 
tourism year.”
The exhibitors in the caravanning sections 
said they were extremely satisfied. Bernd 
Wuschack, Managing Director of the Car-
thago Group: “We came to CMT in Stutt-

gart with optimism and our mobile home 
brands Carthago and Malibu. However, our 
high expectations were well-exceeded. The 
public response was almost overwhelming. 
Long queues formed at times. Thanks to its 
much larger exhibition area, our subsidiary 
brand Malibu benefited greatly from the 
new assignment of the exhibition halls. Our 
conclusion: whether Carthago or Malibu, 
CMT gave our two brands a major boost for 
2018.” 
Michael Duckek, Stand Manager, AL-KO: 
“CMT 2018 was, in one word, outstanding! 
The increased number of visitors could also 
be clearly felt here on our stand. Both the 
quality of the discussions and the purchase 
motivation of customers were extremely 
high. Everything was included – from spe-
cific offers and sales transactions through 
to in-depth advice which leads later to pur-
chases at local retailers. Thumbs up for this 
exhibition!” 
Roland Bauer , owner and Managing Direc-
tor, Roland Bauer Spezialfahrzeuge: “We 
took part in CMT for the first time with our 
own products and received an excellent re-
sponse here in Stuttgart. On our stand we 
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Record year for German caravanning industry

The caravaning industry in Germany con-
tinued its enormous growth in 2017 and 

achieved a new record result. With 40,568 
motorhomes and 22,696 caravans, so many 
recreational vehicles have been registered in 
Germany as never before. New registrations 
rose by 15.3 percent year-on-year. Last year 
was the industry’s fourth consecutive year 
of growth. For 2018, a further increase is 
expected. The holiday form Caravaning en-
joys greater popularity in Germany than ever 
before. This is shown once again in 2017 by 
new registrations of motorhomes and cara-
vans. Last year, 63,264 recreational vehicles 
were newly registered. This represents an im-
pressive increase of 15.3 percent compared 
to 2016 and represents the best result in the 
history of the caravaning industry. For the first 
time, the brand was surpassed by 60,000 
newly registered vehicles. 2017 is also the 
fourth year in a row in which new registra-
tions have grown. The caravan registrations 
developed as strongly as the motorhome seg-
ment. Between January and December, they 
rose 14.9 percent to 22,696 units. That’s the 
best result in 16 years. The caravan market 
has already grown for the fourth year in a 
row. Thus, the revival of the caravan, which 
was aborted by some rashly not so long ago, 
continues impressively in 2017. New registra-
tions of motorhomes reached a new absolute 
high with 40,568 newly registered vehicles. 
For the first time the brand was surpassed 
by 40,000 units. It is the seventh record year 

for the motorhome market, which grew by a 
strong 15.5 percent compared to the previous 
year, in succession. Since 2010, new motor-
home registrations have more than doubled. 
“The record registration figures impressively 
prove that traveling with a caravan or moto-
rhome is a highly attractive form of vacation 
for more and more Germans,” says Daniel 

had a large number of first-class custom-
ers from the upper price segment, some 
of whom had come especially on account 
of our company. We were also able to ini-
tiate some definitive purchases. We there-
fore have high expectations regarding the 
overall results of this exhibition. We would 
like to come back again to the next CMT in 
2019!” 
Alex Wang, Managing Director, Renogy Su-
zhou Co. Ltd.: “We attended CMT for the 
first time and met enthusiastic visitors. The 
support provided by the entire team was 
first-rate! Since we generally see good mar-
ket opportunities in Germany, we definitely 
want to take part in the next CMT.”
The motor home parking area and the ad-
ditional parking spaces at the “CMT Motel” 
were also greatly appreciated by exhibitors 
and visitors alike. The exhibition registered 
the record number of around 7,000 over-
night stays with approximately 3,600 vehi-
cles, i.e. a considerable increase compared 
with the previous year. The exhibitors, vis-
itors and journalists who parked their ve-
hicles travelled from all over Germany and 
from ten European countries.

Onggowinarso, Managing Director of the 
Caravaning Industry Association e.V. (CIVD). 
“Caravaning combines mobility, flexibility 
and a variety of leisure activities. This sense 
of freedom and individuality always appeals 
to new customers and target groups, so we 
are aiming for double-digit growth again in 
2018, “continued Mr. Onggowinarso.

Source: Caravaning Industry Association e.V. (CIVD)

40.568

22.696
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Fendt: the open space caravan

In cooperation with Rosenheim University of Applied Sciences, the 
aim of Fendt was to create a versatile caravan with a lot of living 

space. The result of this joint project is the Bianco Emotion 445 FH. The 
caravan has a multifunctional usable large bow garage, which due to 
the construction 
and furnishing 
makes it possi-
ble to transport a 
variety of sports 
equipment and 
other utensils 
easily. A raised 
double bed across 
the bow, which 
is partly foldable 
during the journey 
and thus increas-
es the size of the 
bow garage, offers an optimal sleeping space for two people. In front 
of the bed are adjacent two lounge couches as a seating area, which 
allow both a cosy meal at the length-shifting table as well as a cosy 
lounge evening. The rear kitchen has everything you would expect 
from a caravan kitchen. The adjacent washroom is very spacious and 
has many closed storage options. We met Rainer Haegele and An-
dreas Betz and we asked them some more details on the caravan.

“Fendt contacted us to find new ideas. We met at first time and just 
after a short time we had a project. We had students both in the con-
struction design and in the interior design. We mixed together and 
what came out was very fresh. We made a research about the space. 
Fendt gave us measures and volumes and took an old caravan in our 
laboratories in order to let the students to measure it and “feel” the 
space. Then Fendt gave us a second caravan with nothing inside. This 
was very interesting: we had three dummies to test all things. We 
tested all ergonomics, for example the right position of the windows 
or the television. We tested how the space interacts with relationships 
onboard. Communication today is an important topic in the project, 
because we always communicate. This is not possible if you make it in 
the old way like tiny apartments. We wanted to have an open space 
and everybody free to move. Students want to do activities in their 
spare time, if they like to mountain biking they have to be fast and 
multifunctional. They don’t think to a “fake apartment”, they want 
space, they want air, they want spare time”.

Report CMT 2018 - NEW PRODUCTS

Rosenheim University of Applied Sciences Team with Hans Frindte - 
Fendt Caravan CEO (on the right)
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Smart solutions by Hymer

Two important features were presented at 
CMT by Hymer: the innovative SLC chas-

sis (Super Light Chassis / Super Lightweight 
Construction Chassis) and the HYMER Smart 
Battery System. SLC chassis was designed es-
pecially for the new Hymermobil B-Class Su-
premeLine. The higher-level, heated double 
floor with thermal compartments offers more 
storage space, and thanks to the practical 
through-loading compartment, it’s possible to 
stow longer items. The chassis also provides 
much more loading space in the rear garage, 
making it the largest in its class. The heating 
system is also integrated in the double floor. 
Another advantage of the SLC chassis is that 
the wheel arches are integrated in the double 
floor. This means among other things that the 
spacious shower has a continuous floor. Fur-
thermore, the low centre of gravity ensures 
high driving stability. That guarantees a good 
grip even on poor roads. The seamlessly level 
underbody improves the aerodynamics. No 
tanks or other elements extend below the 
underbody, reducing noise during driving and 
significantly cutting fuel consumption. The 
new HYMER Smart Battery System means that 
customers now have the option to have a lith-
ium battery installed instead of an additional, 
conventional living area battery. The continu-
ous operation of conventional lead batteries 
when their charge status is low means that 
they often become defective in one to three 
years, whilst pure lithium systems per-form 
far better and last for a longer period of time, 

although they are very expensive to purchase. 
The HYMER Smart Battery System combines 
the superb performance of lithium batteries 
with the low costs of conventional lead bat-
teries. The HY-Tec lithium battery 135 consists 
of six individual modules (LE300), which are 
connected to the lead batteries in parallel. 
This extendable solution increases both the 
capacity and performance of the lead batter-
ies, whilst simultaneously tripling the efficien-
cy and lifespan of the entire system to approx. 
ten years. The lithium batteries undertake the 
majority of the charging cycles, whilst the 
lead batteries serve as backup storage de-
vices. The result of this process is a reliable 
and stable power supply on the road, creat-
ing even greater independence from external 
power sources. In addition, a clear increase in 
the level of self-sufficiency can be achieved 
thanks to the doubled capacity and a weight 
reduction of five kilograms compared with 
the previous system: at the typical rate of use, 
independent journeys can be extended from 
2.8 to 5.6 days, and the battery efficiency is 
also increased from 70 to over 90 percent 
with the HYMER Smart Battery System. By 
connecting together two different battery 
systems, the entire winter-proof system can 
even be operated at temperatures below 5 
°C, without any adverse impact on the lithi-
um battery. This is because the operation of 
the entire system at lower temperatures is en-
sured by the lead battery, which is impervious 
to the cold.Christian Bauer - Hymer Gmbh CEO
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Promobil and Caravaning reader’s choice 2018

Every year, the two main Eu-
ropean magazines Promobil 

and Caravaning, both published 
by Motor Presse Stuttgart, present 

the results of their reader’s poll: Motorhome of the Year, Car-
avan of the Year, Best Brand of the Year. In 2018 over 16,000 
Promobil readers have chosen their best RV and their best 
components and accessories in 12 different categories. The 
survey is considered an expert vote: four fifths of the voters, 
indeed, are a motorhome owner, 66% is actually owner of the 
fifth or sixth vehicle, 43% is planning to buy a motorhome in 
the next two years. 

Suspensions

Air conditioning

Refrigerators

Toilet systems

Base vehicles

Satellite antennas

Solar systems

Report CMT 2018 - DIE BESTEN MARKEN
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automotive led lighting and components

Florence • Italy

Preparation for tomorrow’s 
growth is hard work TODAY

www.bartolaccidesign.itMADE IN ITALY
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Awnings

Bike racks

Jacks

Manoeuvring system

Heaters

Concerning the Caravaning readers: 84% of the voters is not a nov-
ice caravan user but have already owned other caravans in the past. 
13%, even, is actually owner of the sixth caravan. The readers, more-
over, through the survey, have revealed that they travel, on average, 
7.9 months a year through 5,200 km per season.
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Le Voyageur: the world’s first motorhome without rear-view mirrors 

Anaïs Bizien, Le Voyageur product manager, and the new motorhome without rear-view mirrors

Report CMT 2018 - NEW TECHNOLOGIES

At the CMT, Le Voyageur, the luxury motorhome range from the 
Pilote group, unveiled a world first in the leisure vehicle market: 

a motorhome without rear-view mirrors. The Research and Develop-
ment teams at Le Voyageur have been working actively for several 

months with the French firm Vision Systems in order to integrate 
the Smart-Vision solution into their vehicles. This system replac-

es rear-view mirrors with high-definition cameras and moni-
tors positioned inside the vehicle. 

“Le Voyageur wanted to be the first to have this system - 
says to Aboutcamp BtoB, Anaïs Bizien, Le Voyageur prod-

uct manager - We wanted to provide our customers 
security and visibility. So we designed a new solution 

with the idea to do even better of the actual auto-
matic systems on cars. It is a prototype but from the 

next season you will see it on vehicles, only on the 
signature Le Voyageur.”

This R10 R46-approved system provides en-
hanced visibility, and therefore better driving 

comfort and safety. Night and day, in all 

kinds of weather, Vision Systems ensures that the driver has opti-
mal visibility and eliminates blind spots. Furthermore, the absence of 
rear-view mirrors reduces the width of the vehicle, making it much 
easier to handle. This also creates less friction, and the improved 
aerodynamics mean fuel consumption is reduced by an estimated 
5%. 
“We are a French company, we have about a hundred years 
of experience in the field of classic rearview mirrors - told 
to Aboutcamp BtoB Matthias Sissoko of Vision Systems - 
Since ten years we are walking on this kind of solutions 
of camera monitoring systems. This one has been ho-
mologated on October 2017 to reply directly the clas-
sic rearview mirror. We provide this kind of systems 
also to bus and coach market and special vehicles. 
We are very proud to equip Le Voyageur with this 
solution; this fits perfectly with our commitment 
to continuous innovation, a key factor in differ-
entiation, by creating value while also meet-
ing the demands of comfort and safety”.
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Alexander Wottrich interview
Founded in 1949 by Philipp Kreis to make gas lights in electricity deprived Munich, Truma 
has gone on to become one of Europe’s leading manufacturers of leisure products for cara-
vans and motorhomes. Today the company is run by two CEOs, of whom one is the found-
er’s grandson Alexander Wottrich. We caught up with him after a busy day in the office at 
Putzbrunn, near Munich.

Words Terry Owen

Aboutcamp BtoB: At just 32 years old you 
were quite young when you took over at 
Truma Group in 2015. Now in January 
this year you entered the operational 
level by becoming one of the two CEOs. 
I know you worked for Hilti prior to this 
but what experience did you bring with 
you? 
Alexander Wottrich: I had a degree in me-
chanical engineering and a degree in family 
business entrepreneurship, had been working 
abroad, had founded my own company, plus 
I had worked in various roles in Truma since I 
was 16. Some of this time was spent in the 
UK, where one project was the streamlining 
of a warehouse function. I got on really well 
with the engineers involved and that’s when I 
realised that mechanical engineering was my 
way to go.
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Truma Gerätetechnik GmbH & Co. KG • Wernher-von-Braun-Straße 12 • 85640 Putzbrunn  • Germany
Ph. +49 (0)89 4617-0 • info@truma.com • www.truma.com

Alexander Wottrich interview

Aboutcamp BtoB: So, you regard yourself 
as an engineer then?
Alexander Wottrich: Absolutely. An engi-
neer-minded generalist.

Aboutcamp BtoB: What did you see as 
your greatest challenge when you took 
over?
Alexander Wottrich: I’d say it was learning 
the complexity of the Truma organisation 
with its various companies and 600+ staff. 
Although Hilti was a very big company I had 
not had to engage with so many people 
across such a wide range of responsibilities. 
It was quite daunting at first but now I enjoy 
it. The other big issue was learning to trust 
my instincts.

Aboutcamp BtoB: Over the last 10 years 
or so Truma has won many awards for 
design and innovation. What can we 
expect to see from Truma in the next 10 
years?
Alexander Wottrich: We have a business 
development team constantly working on 
customer needs and producing a roadmap to 
meet them. Technology is moving forward at 
an exponential rate and they look for major 
trends to ensure we don’t get caught out. 
You can expect to see smart, interconnected 
and environmentally friendly solutions. It’s a 
fact that caravanning and green solutions for 

comfort go hand in hand. 

Aboutcamp BtoB: The AquaGo instant 
water heater is proving a hit in the US 
market do you see other market specific 
products in the pipeline?
Alexander Wottrich: Wherever possible we 
try to think on a global basis with just small 
variations to meet the needs of local markets. 
Although there are differences in the way 
camping and campsites are run in some parts 
of the world, vacationing in a small space is 
essentially the same wherever you are. It is up 
to us to produce the very best solutions for 
comfort and convenience within that space. 

Aboutcamp BtoB: What is Truma doing to 
minimise its impact on the environment 
and how much importance do you place 
on social responsibility?
Alexander Wottrich: Truma has a high en-
vironmental consciousness. Our quality stan-
dards and certifications go much further than 
just delivering efficient, reliable products and 
providing good service to our customers. For 
us, quality also means acting ecologically and 
socially. Caring for the environment and nat-
ural resources as well as taking care of our 
employees are inherent in Truma’s corporate 
culture, therefore we are certified e.g. acc. to 
DIN EN ISO 50001 and DIN ISO 140001. At 
Putzbrunn the roofs of many of our buildings 

are covered with photovoltaic cells. These 
produce some 600,000 kWh of electricity 
each year, feeding into the public grid. This 
meets about 25% of our needs whereas the 
other 75% come from our own natural gas 
driven cogeneration unit or is green electric-
ity. We also treat and recycle waste water as 
well as collecting 55,000 litres of rainwater 
for use in our sanitary facilities. We constantly 
keep improving these metrics. After running 
Truma for 30 years, in 2011 my mother has 
set up a non-profit foundation that particular-
ly targets to support children and adolescents 
from disadvantaged families. This gives us the 
opportunity to give back to society.

Aboutcamp BtoB: How do you see the 
development of the European market 
over the next few years? Is the growth 
trend going to last? And, if so, for how 
long?
Alexander Wottrich: According to the CIVD 
new RV registrations for 2018 are already up 
some 6% compared to 2017 with Germany 
leading the way at 10%. This will give us in 
excess of 200,00 new vehicles. I believe the 
trend will continue throughout the year be-
fore stabilising in 2019. After that it’s very 
difficult to say.

Aboutcamp BtoB: How do you see the 
future of the touring caravan in Europe?
Alexander Wottrich: I think the future is 
bright, particularly for the smaller models 
that can be towed behind a family car on a 
standard driving licence. According to the 
CIVD sales of touring caravans in Europe in 
2017 hit an unexpected above 8% increase, 
with 10% being seen in Germany and of 
2% in the whole of Europe for 2018. I think 
this is driven by the continuing trend of peo-
ple wanting to get out and enjoy the great 
outdoors. Of course, camper vans are also a 
perfect fit for this sector of the market. They 
are ideal for younger people who don’t mind 
the lack of space and don’t need a second 
vehicle. This could be where we see the most 
sustained growth going forward.

Aboutcamp BtoB: What are the challeng-



48 B t o B
    

es for the future for both Truma and the 
industry?
Alexander Wottrich: One of the biggest 
challenges is keeping up with the expecta-
tions of our end users and making everything 
easy to use. Going camping should be as easy 
as booking a cruise. We need to ensure that 
everything is taken care of. We will need in-
creasingly smart solutions based around digital 
connectivity to pave the way for a trouble-free 
camping experience. From hiring RV’s to book-
ing campsites to enjoying the comfort on the 
move, we need to engineer a seamless expe-
rience for the end user. The easier we make it 
the more takers we are likely to get. Our iNet 
system is a big step in the right direction but 
there is so much more that can be done.

Aboutcamp BtoB: Aboutcamp covered 
your US operation in issue 17 so tell us 
about your subsidiary in China – how 
many are employed and what is their fu-

ture?
Alexander Wottrich: We have 10 employ-
ees, an office and a warehouse, all based in 
Shanghai. We work closely with the Chinese 
OEM’s supplying them with pressure regula-
tors, space and water heating solutions, and 
other equipment.  We are very proud to have 
won the ‘Best supplier in the caravanning sec-
tor’ award at the Beijing show in 2017 which 
I believe is well-deserved from our team. It’s 
difficult to say exactly when the Chinese mar-
ket will take off in a big way but we are there 
and we are prepared. I visit about twice a year 
and think it’s a really interesting market. I find 
the Chinese happy to embrace new ideas 
whilst possessing an attitude of high motiva-
tion and engagement. 

Aboutcamp BtoB: How do you think lei-
sure vehicles of the future will look and 
what contribution will Truma be able to 
make to them?

Company Profile
Truma has been supplying accessories for caravans and moto-

rhomes since its foundation in 1949 by Philipp Kreis. Truma’s 
LPG powered space heater, introduced in 1961, set new stan-
dards for safety and comfort and made Truma the market leader 
in this segment, a position which it still holds today. 
Truma is an international family-run company based in Putzbrunn 
near Munich that offers heating, cooling and controlling solutions 
and is present in the four camping-relevant continents North 
America, Europe, Asia and Australia.
Truma also has its own sales and service subsidiaries in Great Brit-
ain, Italy, Scandinavia, USA and China. The company has some 
530 employees in Putzbrunn and the sales companies. 
Turnover in 2017 was approximately 175 million Euros.

Truma has won the prestigious 
“red dot design award” 
no less than six times since 2006.

In 2016 Truma won 
the European Innovation Award 
for its iNet remote control system 
and again in 2018 for its Level Control, LPG level sensor. 

Alexander Wottrich: I think we will see more 
in the way of autonomous driving and vehicle 
sharing. Both of these will make ownership 
easier and cheaper and that has to be good 
for our market. I also think we’ll see much 
more in the way of interconnectivity between 
the vehicles and objects in our daily lives such 
as smartphones. I have other ideas too, but 
really need an OEM to partner with to take 
them forward. So, if anyone out there is inter-
ested, please get in touch. Whatever we do 
must be in step with the times, which means 
finding out what people need and meeting 
those needs quickly and efficiently. Solutions 
need have to have broad appeal and not just 
to one group where others cannot follow. 
The success of any new developments will 
depend on being able to take all key partners 
on the journey. By that I’m referring to the 
campers, the OEM’s, the dealerships and the 
service partners. Each development will need 
all four of these on board if it is to succeed.

Aboutcamp BtoB: Do you make use of lei-
sure vehicles in your free time?
Alexander Wottrich: Yes, I have a van con-
version I use quite a bit. I also sometimes take 
one of the 12 strong fleet of Truma vehicles 
we provide for our employees.

Aboutcamp BtoB: What are your hobbies 
- what do you do in your non-work time?  
Alexander Wottrich: Mountains, music 
and sports pretty much sums it up, especially 
mountain sports. Sit me in a nice RV in the 
mountains with a subwoofer, a climbing gear 
or pair of skis and I’m away!

Also, readers of Promobil and Caravaning magazines recently 
voted Truma among the best brands of 2018 in four different 
categories. In the heating category, the accessories specialist won 
first prize by quite some distance. Truma achieved second place 
in the air conditioning, manoeuvring systems and solar power 
categories.
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Bed revolution
The ever-new solutions offered by Project 2000 for front folding and rear lift-up beds lead to 
a reconfiguration of  the interior layouts of traditional vehicle types creating a new “space 
on demand” concept.

Words Andrea Cattaneo

You need only glance at the bed system catalogue to realise how 
many new products have been launched by Project 2000 in re-
cent years, new systems able to revolutionise the interior space 

of motorhomes and thus, all things considered, revolutionise the RV 
market.
“It was 2009 when we began to develop the first ceiling-mounted up-
and-down beds,” explains Davide Nardini, founder and general manag-
er of Project 2000, “and since then we’ve continued to perfect the prod-
uct and offer ever-new solutions, often customised, made to measure 
for the client. Today there are more than 70,000 beds in circulation with 
Project 2000 motion systems.”
Project 2000 is an exemplary case, successfully channelling its creativity 
and drive in the right direction to pass from entrepreneurial craftsman-
ship to a wide-ranging project, with industrial-scale production. The real-
ly winning idea was moving beyond the traditional pantograph systems 

of folding beds, thanks to a system of belts driven by a motor concealed 
in the structure of the bed. A system which is used both for the front 
and rear beds, to enhance the use of space within the passenger com-
partment and at the same time decrease the weight of the structure.
“Our R&D department is always at work,” explains Ursula Scalia, head 
of sales at Project 2000. “Each year there are significant new develop-
ments: a few months ago, for example, we started producing the new 
up-and-down bunk bed. We now have a very extensive bed systems cat-
alogue: we have beds suited to low-profiles, motorhomes, campervans 
and even caravans, beds that can be installed in the front or rear section 
of the passenger compartment, to create various types of environment. 
But what we have in the catalogue certainly doesn’t represent all of 
the solutions conceived and designed over the years; in reality there’s a 
whole lot more on offer, and OEMs see proof of this every time they ask 
us to develop an idea or customise a product.”

Devices to adjust the height of the bed

The efficient belt system is exploited in various ways, both to move the front folding 
mechanism and to vary the height of the rear bed above the garage. It can lift 

an entire 60 kg bed (can be increased), while the maximum static capacity with bed 
lowered is 400 kg. The Smart Tilt-Top version has been designed specifically for mo-
torhomes, the vehicles with integral chassis which fit the bed at the front of the cab. 
This bed doesn’t only lower vertically, but while lowering moves forwards, detaching 
from the windscreen and shifting towards the centre of the passenger compartment, 
for greater functionality. Once closed into the ceiling, it leaves a lot of space free 
for storage compartments. Ideal for low-profiles, on the other hand, is the Top Dinette 
version: the bed, normally imperceptible since it’s housed against the ceiling, lowers vertically 
when needed, positioning itself above the lounge. Driven by an electric motor (absorption 16 A), 
the two systems feature a very powerful gearbox, with built-in encoder. The lowering or lifting speed 
is approximately 6 cm/s. Featuring limitless travel, they have a manual operation system in case of emer-
gency. They are available with ACS motion management system, which incorporates the limit switches and has 
no external switches, with an aesthetic advantage. Its stopping points can be set extremely quickly, and changed in 
accordance with the requirements of the client.
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Designed for rear peninsular beds, the Sleep, Read and Store 
system is truly complete and incorporates various functions. It 

features up-and-down motion for varying ground clearance (and 
thus the height of the garage below), but also a base sliding system 
that, retracting, frees up space in front of and around the bed. 
The headboard can be raised, allowing you 
to read and remain seated in bed. There’s 
also the option of raising the front sec-
tion of the base, to access the stor-
age compartment. There’s also a 
simplified version, called Sleep 
and Read, without the up-and-
down motion but with the same 
lengthwise sliding (22 cm) and 
opening of the base to access the 
locker and adjust the headboard to 
five positions.  

The folding bunk bed allows the configuration of the rear area of 
the motorhome to be changed at will. The bed can be placed 

above a dinette or a storage space. In the first case there are three 
potential living solutions: with the two 

stowed beds (total thickness 30 cm 
approx.) raised up to the ceil-
ing, the dinette can be fully ex-
ploited; with a single bed low-
ered to the halfway point, it’s 
possible to use the dinette and 
a berth at the same time; with 
both beds lowered, the dinette 
can’t be used but it sleeps two. 
The lower bed, with electric 
operation, can be considered 

active, while the upper bed is 
passive, driven by the rear one.

Perfect for passenger com-
partments of limited di-

mensions, like those in cam-
pervans, the systems with 
extending base optimise space 
and allow a folding bed to be 
inserted where it would have 
been unthinkable. The Smart 
Extension version, for beds 

positioned lengthwise in relation to 
driving direction, is equipped with an 

automatic system for extending the slats on 
the short sides, both at the front and at the back. The base extends 
on the long side (up to 80% of its width), on the other hand, in 
the Two in One system, which in addition to the vertical up/down 
motion can offer tilted closing to the ceiling.

Project 2000 Srl • Via A.Vivaldi, 40/A • 50041 Calenzano FI • Italy 
Ph. +39 055 8825239 • info@project-2000.it • www.lippertcomponents.eu/project-2000

Lengthwise-type descending bed Top Ceiling motion system 
with “knee”-style folding. The bed support base is jointed, so 

as to adapt to the curve of the ceiling and reduce the space taken 
up. Pressing the lowering button detaches the bed from the ceiling 
and lowers it:  stopping at the first stop point, it locks and the 
two sections are positioned horizontally. Afterwards, 
the bed can be lowered further, to the 
desired level. Since it doesn’t take 
up the whole width of the ve-
hicle, but only a central strip, 
the lengthwise bed permits 
side wall cabinets (rather 
than wall units attached to 
the underside of the bed). 
Precisely because of the absence of cabinets underneath, 
the bed can lower further, and become more accessible.

Folding beds

Up-and-down bunk beds Multifunctional island beds

Twin beds

The electrical Twin device allows the ground clearance of the rear twin beds, and thus 
the height of the garage below, to be varied. The bases of the two beds can be raised 

separately, in order to access the storage compartment.

Manual moving beds

A classic but still valid system, Manual evo for varying the height of the rear bed. It’s 
crank-operated. The maximum travel is 40 cm and the bed can be stopped at the desired 

height. It can be combined with an electric actuator.

Expandable beds
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Though CBE is known above all for 
its work in the development, pro-
duction and sale of 12V and 230V 

power management units, battery chargers 
and photovoltaic modules, in recent years 
the Trento-based company has seen great 
growth in the area of wiring, earning the 
recognition of various recreational vehicle 
manufacturers. Wiring supply began in the 
second half of the 1970s, but in the new 
millennium CBE significantly increased turn-
over for this particular production segment. 
The company took significant steps, first 
purchasing a historic Italian supplier, then 
creating a start-up in Tunisia, in an indus-
trial district geared strongly towards wiring 
for the automotive sector. Further devel-
opment was recorded starting from 2014, 

with a distinct increase in production, to the 
extent that wiring today accounts for 38% 
of the company’s total business. The figures 
are clear: in 2017 CBE produced more than 
350,000 wirings and its wirings have been 
installed on more than 40,000 recreational 
vehicles. In some cases these are complete 
systems for motorhomes, in others specific 
wiring for particular requirements.
“The wiring production sector is an increas-
ingly strategic one for our company,”ex-
plains Dorian Sosi, sales manager Italia for 
CBE, “and has contributed to the increased 
turnover that we’ve recorded in the latest 
period. State-of-the-art motorhomes have 
increasingly extensive wiring and ever more 
connections, in order to guarantee the in-
creased demand for comfort. Today there 

are more than 500–600 metres of wiring 
on a mid-level motorhome, while on large 
super-luxury motorhomes there can be as 
many as 2.000 metres. The growth in our 
turnover in the wiring segment is due both 
to the arrival of new clients and increased 
supply to certain established clients who, 
in light of a marked increase in production, 
asked for our assistance in producing the 
wiring, obtaining a cost saving and increase 
in quality.”
Success in this segment of production is 
due to precise choices: new machinery was 
purchased, the production area was in-
creased by an average of 30% at the two 
production sites (LCE in Italy and SCT in 
Tunisia), and two new professional figures 
were employed, with a staffing increase of 

Invaluable partners 
also in wiring design for RVs
Hidden, nearly invisible, electrical wiring is a fundamental component of recreational ve-
hicles: CBE is increasingly engaged in this specific area of production. Design partnership, 
top-flight quality control and absolute punctuality in delivery times are points of reference 
in the CBE wiring offering.

Words Andrea Cattaneo
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approximately 40%. The adoption of the 
ERP software in use for years at CBE also 
in the production sites in Arco in Italy and 
Soliman in Tunisia was fundamental. This 
enabled real-time monitoring both of the 
situation in terms of staff engaged in pro-
duction and of the material requirements 
for each individual production unit and for 
each single production batch. Making this 
development possible was the SAP Business 
One ERP software, with the LPOne add-on, 
customised for CBE’s specific requirements, 
enabling complete and continuous monitor-
ing of the requests, orders and stock levels 
of the three production facilities. This was 
such a brilliant solution that it earned CBE 
the 2017 SMAU Milano Innovation Award 
presented at SMAU (Office Machine and 
Equipment Exhibition), the leading Italian 
trade fair dedicated to Information & Com-
munications Technology, for “the high level 
of innovation in its reference sector through 
the use of innovative digital tools”. 
“CBE has specialised increasingly in recre-
ational vehicle wiring,” adds Paolo Moio-
la, International Sales Manager, “and this 
means using cables and connections con-
ceived for the automotive sector, but fac-
ing very different problems from those in 
that sector. The production and purchas-
ing processes of the motorhome sector are 
different to those of the car industry: the 
production batches are very small and there 
is a distinctly high number of modifications 
requested. You also have to work with tight-
er deadlines.”
Wiring is a strategic point of reference for 

Company Profile
With 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 operational dynamics. CBE has obtained UNI EN 
ISO 9001:2000 certification.

RV manufacturers, one of the first compo-
nents to be installed on the assembly line, 
and it’s fundamental to observe lead times: 
otherwise there’s the risk of halting the en-
tire production process. The structure of 
CBE has long guaranteed the utmost punc-
tuality in delivery, every time. But it’s also de-
sign partnership that makes the difference, 
as well as the build quality and reliability of 
the product. CBE is the only electrical com-

ponents supplier for RVs that designs and 
produces wiring autonomously for the mo-
torhome sector. This means always having 
total quality control over the materials, com-
ponents and assembly. 
Safety is at the heart of design, production, 
monitoring and inspection activities for CBE 
systems. The electrical and electronic com-
ponents are certified and the dimensions of 
the electrical wiring and thermo-mechanical 
protections are always designed in relation 
to the currents, operating temperatures and 
specific characteristics of the applications on 
motorhomes. They are also fully compliant 
with strict European standards. The connec-
tors and terminals are largely standard-type 
a nd easy to obtain, whereas connection 
with the various appliances is made where 
possible through special connectors fea-
turing Secondary Locks for safety, capable 
of ensuring stable connections even with 
heavy vibration and stress. It should finally 
be noted that 100% of the wiring produced 
is inspected directly by CBE. 
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No more replay attacks

In the former Olympic city of Kiel, Thi-
tronik employs today 20 people - with 
an upward trend. A special characteris-

tic of the company is the high development 
depth, which is made possible by engineers 
of different disciplines under one roof. This 
guarantees a faster development, since prob-
lems in the interaction of hardware and soft-
ware can be eliminated in time. Some pro-
duction steps, such as the assembly of the 
circuit boards, are outsourced but remain in 
the region. The reason for the regional focus 

is that product improvements can be inte-
grated faster in the production process and 
the quality management is easier to handle 
compared to Asian suppliers. In addition to 
gas alarms and alarm systems, complex secu-
rity solutions are also part of Thitronik’s offer.  
 
The safe.lock solution
“We discovered a security hole in the Fiat 
Ducato electronics and its identical models 
RAM Promaster, Iveco Daily, Citroën Jumper 
and Peugeot Boxer” – says Mark Thietje, 

Thitronik Managing Director – “After the 
number of burglaries in these models had in-
creased significantly, without any traces left 
by the burglars, we went in search of security 
vulnerabilities. After extensive analysis, the 
remote control of the key was identified as 
the central problem. It sends fixed code sig-
nals, respectively uncoded signals that can be 
easily recorded and played back. With a so-
called “replay attack” vehicles can be easily 
opened and closed at any time or place even 
from a greater distance, without leaving even 

Words and photo Jörg Nullmeyer

According to their slogan, the company Thitronik develops, produces and distributes “alarm 
technology made in Germany”. But that’s not the whole truth: we visited the company and 
the Managing Director Mark Thietje explained us that “Thitronik is a competent partner for 
any problem that can be solved electronically”.
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No more replay attacks the slightest trace. A disturbing feeling, es-
pecially for the owners of motorhomes”. The 
safe.lock module is the basic solution and 
closes the vehicle-side vulnerability caused by 
insecure vehicle keys. If the module is con-
nected to the central electrical system, the 
original electronics of the vehicle key are ex-
changed for the supplied board and the ve-

Company Profile
Thitronik was founded in 1987 as a supplier of electronic systems in the commercial shipping market. 

After the development of own systems also for leisure shipping the entry into the caravanning sec-
tor took place in 2001. This was accompanied by the redevelopment and adaptation of the products to 
the needs of campers. In 2005, Thitronik launched its first wireless alarm system WiPro. Five years later, 
Thitronik GmbH was founded for the automotive sector and separated from the Marine Systems division. 
In 2017, Thitronik discovered the vulnerability in Fiat Ducato and identical constructed models and devel-
oped the safe.lock system. Due to the strong growth, Thitronik plans to build a complete new company 
building in 2018 with significantly more office production and storage space, which should be ready for 
occupancy in 2019. 

While the safe.lock module closes the remote control vul-
nerability of the key, the WiPro III is a modular, com-
plete alarm system that can be extended with the 
Pro-finder - a GPS locator with GSM functionality. 
Because of the simple installation of the wireless 
magnetic contacts, the entire motorhome be mo-
nitored easily. For caravans, Thitronik offers the 
CAS III alarm system that can also be extended 
with a GPS/GSM function.

A complete range for protection

hicle can be safely locked and unlocked, pro-
tected by around 4 billion changing codes. In 
addition to a solution for end customers who 
can retrofit the system at the dealer, Thitronik 
also offers tailor-made OEM variants. In the 
future, manufacturers of recreational vehicles 
will be able to deliver their models perfectly 
protected to the customer from the factory.

Modular extension as desired
For complex security requirements, Thitron-
ik offers the WiPro III. This system can be 
modularly extended with gas detectors and 
magnetic contacts. Since all sensors are con-
nected wireless, the installation effort is min-
imal. This makes it really easy to monitor all 
the windows and skylights, even the hatches 
of the trunk or double-floor can be  secured. 
In total, up to 100 wireless components can 
be paired for protection. Of course, the tam-
per-proof system is equipped with a jammer 
detection. The result is a perfectly protected 
body, with no need of interior monitoring 
by motion detectors. So no false alarms oc-
cur and campers can use the alarm system 
even when the need for security is particu-
larly high - when they are inside the vehicle! 
A special feature is the vent check function. 
Similar to the electrical step, it is checked at 
engine start whether all windows, skylights 
and hatches are properly closed.
The WiPro III is also available with the safe.
lock feature integrated, so that insecure vehi-
cle keys are a thing of the past. The optional 
Pro finder module allows the vehicle to be 
located in the event of an alarm. Even the 
integration of future extensions has already 
been planned.

Pro-finder - vehicle 
tracking stand alone 

or in combination with 
WiPro III

C.A.S. III - All-round
protection for 
caravans

WiPro III safe.lock - CAN-bus 
wireless alarm system for the 
motorhomes

Wireless magnetic contact 
868 for WiPro III and C.A.S. III

Mark Thietje - Thitronik Managing Director
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Focus on MORELO

The luxury motorhome 
made in Germany
Founded only in 2010, Morelo has successfully established itself in the topmost market seg-
ment, where vehicles must have flawless style and be qualitatively perfect: the secret of 
success is an expert mix of craft skills and sophisticated production technologies.

Words and photo Michel Vuillermoz

The centre of Schlüsselfeld is that typ-
ical of a welcoming German town 
with a rich history and tradition: you 

enter through the classical Stadtor, the town 
gate, and immediately take in an atmosphere 
charged with tradition. Having passed the 
gate, you immediately find yourself in the 
Marktplatz, a tree-lined cobbled twin avenue 
complete with central fountain overlooked 
by the public museum, an excellent restau-
rant for trying typical dishes and beers and, 
of course, various buildings and homes built 
in the course of this town’s eight hundred 
years of history. Among these, of course, is 
the town hall, easily recognisable through its 
imposing entrance and the presence of the 
storks’ nest on the red tiled roof. What might 
seem like a quiet village in Upper Franconia, 
inhabited by just over 5000 inhabitants, is in 
reality home to some of the most prestigious 
European manufacturers of luxury recre-
ational vehicles. If you had to draw an anal-

ogy, Schlüsselfeld is to motorhomes what 
Milton Keynes (and nearby Brackley) is to 
Formula One: a highly specialised industrial 
district capable of constituting fertile ground 
for the birth and growth of companies spe-
cialising in the design, construction and sale 
of genuine yachts of the road. You can tell 
this from the figures of the latest, Morelo: 
founded in 2010 by Jochen Reimann and 
Reinhard Löhner, it has already reached and 
passed the milestone of 1,500 motorhomes 
delivered and boasts a production line of 
considerable dimensions (220 metres long, 
60 wide) which creates luxury outfits exclu-
sively (380 predicted in 2018). But above all, 
in an extremely short space of time, it has be-
come a true commercial phenomenon, able 
to establish itself as a benchmark in premium 
outfitting. 

Wide range and good design
The secret, if you can call it that, is made up 
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of a series of elements. Firstly, first-rate tech-
nical construction quality and broad, com-
prehensive offering, with two build types 
(coachbuilt and motorhome) and four trim 
levels (Home, Loft, Palace/Palace Liner/Palace 
Alkoven, Empire/Empire Liner). But refined, 
personal design from the “magic pencil” of 
Thomas Klüber-Voss and his Studio SYN also 
counts for a great deal, as does the capacity 
to create individual products, studied togeth-
er with the client to follow up on their needs, 
whatever they may be, to the fullest extent 
possible. Blending tradition and modernity, 
classic taste with the most advanced techni-
cal and technological components, putting 
the soul of a tailor-made vehicle into an outfit 
that’s extremely elegant, but never an end in 
itself, to be, irrespective of the model, a truly 
First Class Reisemobile: that’s the mission of 
Morelo and, at the same time, the element 
shared by all the vehicles that it produces. 
Among the possibilities offered to the end 
client are side slide-out and rear car garage 
(be it a little Smart Fortwo or a super-sporty 
Porsche 911), in a range of sizes starting 
from the 7.4 metres of the small Home 74 
and stretching to the 11.5 of the gigantic 
Empire Liner 110 GSB: on the vehicle, the 
options available are practically infinite. Each 
client can select the interior colour of their 
furniture (Classic, Style), the configuration 
of the front lounge area (classic, Novel, Bar), 
the coverings for the floor, table and kitch-
en module, the configuration of the toilette 
area, the form of the rear bedroom: every-
thing according to individual tastes, individu-
al needs, individual desires. In the same way, 
Morelo ensures exemplary development of 
all the technical components, stowed safely 
in the maxi double through flooring: an ex-

tremely solid structure, which adopts 1.5 cm 
water-repellent polyurethane and can reach a 
useful height of 42 cm, housing all of the on-
board systems, starting with the water and 
waste tanks, each with 350-litre capacity, in-
stalled centrally to promote the best possible 
load balance. The base on which to rest all 

of this is of course a highly robust self-sup-
porting body with twin sheets of internal and 
external aluminium and RTM insulation (45 
mm for lower platform, 50 for floor, 42 for 
walls and roof, the latter with hail-resistant 
fibreglass outer covering) combined with an 
equally high-performance mechanical base: 
Iveco Daily for Home, Loft, Palace and Em-
pire, Eurocargo or M.A.N. TGL and TGM 
for Palace Liner and Palace Alkoven, Mer-
cedes-Benz Atego for the flagship Empire 
Liner. 
Added to this are of course the front and 
rear fibreglass units. The cockpit has been 
completely redesigned with respect to the 
basic vehicle, developed by specialist Meyer 
and distinguished by the repositioning of 
the steering, pedals and seat in such a way 
as to permit the greatest control possible 
of the space occupied in the vehicle. The 
construction takes care to exploit simple, 
rational solutions even in the most hidden 
components. You need only open the bon-
net to note the unusual care taken in the 
thermal and acoustic insulation of this area, 
or remove a grille from the fridge to find a 
very distinctive installation, with the appli-
ance completely insulated so that it is just 
as completely impossible to experience an-
noying draughts (or dirt) from its ventilation 
grilles. In the same way, the vertical load of 
the masses has been studied in detail, with 
the walls supported firmly by the lower floor, 
allowing this to leave the support for every-
thing to a supporting structure below, again 
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developed by Meyer Fahrzeugbau, specifical-
ly fitted with sides and extending over the 
whole surface of the vehicle. 
You can create an extremely prestigious prod-
uct solely through technical and commercial 
partnerships of the same level. See, for exam-
ple, the use of Rhein Composit components 
for the sophisticated door of the entrance, 
with numerical combination lock, or for the 
electric locks of the rear garages. Note the 
Alde Compact 3020 HE heating system built 
into the floor (also in the cab) and the water 
system with pipes of domestic capacities and 
type. The electrical system is made with com-
ponents of absolute excellence supplied by 

the most well-known and competent com-
panies: CBE, Dometic, Exide. 

Designed for travel
But that’s not all: a recreational vehicle is of 
course made to travel. So the dynamic per-
formance of a luxury motorhome must equal 
that of its comfort. Control needs to be 
immediate and safe in all conditions, using 
self-levelling air suspension and – why not? – 
a sophisticated active suspension system. It’s 
no secret that, as well as equipping many of 
its own vehicles with the VB Airsuspension 
FullAir 4C system, Morelo made a significant 
contribution to the development of the VB 
Active Air system, a combination of FullAir 
4C self-levelling suspension and DynActive 
active shock absorbers. The result is a system 
of smart suspension and shock absorbers, in 
which both elements of the chassis are in-
terconnected and adapt in real time to road 
conditions, its surface and the load of the 
vehicle. In just 6 milliseconds, the system 
reacts to irregularities in the road surface, 
side knocks or swerving caused by the wind, 
vehicle roll on corners and pitching when 

braking, offering easier control, more com-
fort and greater safety. The tests carried out 
show stopping distance reduced by 15%, 
while the practically immediate response ca-
pacity of the system, with just 6 milliseconds 
required for the shock absorbers to switch 
from minimum damping force to maximum, 
allows emergency manoeuvres to be carried 
out and the avoidance of unexpected obsta-
cles without compromising the attitude of 
the vehicle. 
Progress and technological research then 
blend with tradition and considerable crafts-
manship: on one hand the flawless execution 
of numerical control machinery, on the oth-

er the know-how from the passion of those 
who mould the form, design the interiors, 
create the furniture and assemble the ve-
hicles. These are essential elements in gen-
erating the enthusiasm of the future client, 
prepared to wait several months for their ve-
hicle, forming a lasting emotional connection 
with the vehicle itself and the maker. A luxury 
motorhome, the final price of which resem-
bles that of a genuine home, is and must be 
the epitome of the possibilities offered by a 
recreational vehicle: offering the utmost free-
dom to its crew, wherever it wants to go, in 
any season, becoming a true home.

MORELO 
Factsheet

Founding February 2010

Start of production February 2011

Area 67.000 m2

Base area building 12.850 m2

Employee 255, of which 11 trainees

Period Investments (EUR) Production Turnover (EUR)
2011 8 Mio in buildings and machinery 74 motorhomes 10,1 Mio

2012 1.5 Mio in machinery, remodeling 
administration and showroom

179 motorhomes 28,9 Mio

2013 1 Mio mainly in vehicle develop-
ment

171 motorhomes 27,9 Mio

2014 531.000 in building and vehicle 
development

189 motorhomes 30,2 Mio

2015 2.6 Mio in buildings and machin-
ery

253 motorhomes 43,3 Mio

2016 3 Mio in buildings 318 motorhomes 57,3 Mio

2017 1.2 Mio in machinery and equip-
ment

338 motorhomes 67,5 Mio

Plan 2018 2 Mio in buildings and vehicle 
development

380 motorhomes 77,5 Mio

Focus on MORELO
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Innovation has been awarded
Credit photo Aboutcamp BtoB

Focus onEUROPEAN INNOVATION AWARD

Tecnology:    Hymer GmbH & Co. KG
Layout:     Bürstner GmbH & Co. KG
Exterior Design:    Dethleffs GmbH & Co. KG
Safety:     Niesmann Bischoff GmbH
Vehicle Equipment:    Dometic GmbH
Camping Equipment:   Teleco GmbH
Audience Focus:    Adria Mobil
Marketing/PR Campaign:   Sunlight GmbH
Overall Concept Equipment:   Truma Gerätetechnik GmbH 
Overall Concept Caravan:   Knaus tabbert GmbH
Overall Conept Van:   Hymner GmbH & Co. KG
Overall Concept    Motorhome: Trigano VDL
Interior Design:    Volkswagen Nutzfahrzeuge AG

Teleco launches its first fully automatic portable satellite – the ACTIV-SAT. First of all the satel-
lite is very easy to operate. Its new design creates a modern and stylish look as the parabolic 

dish is now transparent. The fully automatic portable satellite is even available as a flat antenna. 
The advantages of this new product are clear. As soon as the Activ-Sat is set up it starts to auto-
matically move and arrange its way to the right satellite. With its new design the parabolic dish is 
no longer a disturbance. On the contrary – it can perfectly adapt itself to its surrounding. The pro-
duct is moreover equipped with theft protection which sends a signal if the cable might get cut.

Teleco Category: Camping Equipment
Product: ACTIV-SAT

Founded and mentored by editors of Eu-
rope’s leading caravaning countries, the 
award represents the scope of innovation 

throughout the business – a business dedicated to 
leisure quality that millions of people enjoy with 
passion. 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. We were at the 
awards ceremony that took place on the 15th of 
january 2018 within the CMT fair. Over 100 gue-
sts joined the European Innovation Award 2018 
including Blogger’s and representatives of the local 
press. In 2018 over 180 products has been submit-
ted in 15 categories.

Within seven years, the European Innovation Award has become a well known prize for 
manufacturers of motorhomes, caravans, vans and RV suppliers. 

The winners are:
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The basis of the new B-Class is a new, unique chassis design 
with an innovative suspension technology and a particularly 

low weight. This new SLC chassis has a lower center of gravity and 
a larger double floor, which has no influence on overall height or 
standing height inside the vehicle. Similar to a basement all techni-
cal components now completely disappear in the new double flo-
or: installations, tanks, the entire electronics and even the heating. 
Completely closed and even, the new construction increases the 
ground clearance and improves aerodynamics, temperature and 
sound insulation. The double floor of the new B-Class has a spa-
cious compartment over the entire width of the vehicle. This results 
in an overall space volume of up to 998 liters, – an increase of 
around 400 percent compared to similar layouts with a conventio-
nal chassis and double floor.

Dometic Connect turns recreational vehicles into mobile smart 
homes. The innovative control system regulates just about 

everything that contributes to the wellbeing of travelers. Climate 
and lights can be controlled directly with the elegant and central 
4.3’’ control panel in the vehicle or the smartphone and tablet. 
Additionally, it indicates the charging status of the batteries as well 
as the fill level of the fresh water and grey water tanks. App-based 
remote control by smart phone or tablet is possible via a Bluetooth 
interface or the mobile data link of the Dometic Gateway. And the 
future is already built-in: Dometic Connect offers many upgrading 
options. It communicates not only with Dometic devices, but also 
with CI-bus-compatible products of other manufacturers.

The Jury
Slovenia: Avto Dom 

Czech Republic: Camping Cars und 

Caravans

Italy: Caravan e Camper

Spain: Auto Caravanas

Netherlands: ACSI freelife

Sweden: Husbil & Husvagn

Belgium: Kampeertoerist

Poland: Polski Caravaning

Switzerland: Wohnmobil & caravan

Denmark: Camping Fritid

Austria: Camping Revue 

France: Le monde du Plein air

France: Le monde du Camping-Car

Germany: Camping Cars und Caravans

Germany: Reisemobil International 

Finland: Caravan 

Norway: Din Fritd

For carefree travelling Super B has developed the Epsilon SB12V1200Wh-M; a custom-ma-
de lithium battery. It contains huge energy reserves and provides 100% usable energy. 

Thanks to a charging time of only one hour, you can hit the road without a worry in the 
world and fully enjoy the freedom of travel. The Epsilon is very user friendly. Thanks to its 
light and ultra compact format, it fits into the space of a traditional lead battery but weighs 
about 20 kg less! It will continue to work, even under extreme temperatures, without any 
problems. The Epsilon offers much more energy, far less weight and an ultra compact format 
and allows you to use multiple appliances simultaneously. You can read the load factor using 
your smartphone or tablet and the battery is maintenance free.

Carefree Category: Vehicle Equipment
Product: Super B Epsilon battery

Hymer Category: Vehicle Equipment
Product: B-SL SLC Chassis Dometic Category: Vehicle Equipment

Product: Dometic Connect

Some interesting candidates in the component sector
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It is noiseless, chills like never before and is packed with innovations- that’s the new 10 fridge se-
ries from Dometic. With the intuitive door handle on the entire height of the door, the patented 

double hinged door can be opened conveniently and comfortably to two sides without changing 
hinges. The two point locking mechanism ensures maximum travel safety. The control of the new 
10 series is achieved by means of a central control element with rotary button or the smart, digital 
operation thanks to CI-Bus technology. All settings can be read on the TFT-Display and the status 
can be monitored by the control system. Furthermore the clever interior concept with veggiFresh 
vegetable compartment, adjustable suspension rack that can be turned into a wine shelf in a mat-
ter of seconds and a comprehensive package of accessories make the new 10 a real highlight in 
any motorhome or caravan.

With the Travelino, we have taken a big step toward the futu-
re. But that is just the beginning! Our innovative technologies 

should be developed further and included as a standard in more and 
more vehicles. These new technologies are summarized in the Mis-
sion Tec.

Truma iNet System LevelControl can be easily integrated into the 
Truma iNet System. It allows you to completely control your RV 

via the Truma App – anytime and anywhere. You are not only able to 
determine your gas supply. It is also possible to control your heater 
and your aircon and to check the status of your RV (temperature, 
power supply). The Truma iNet Box is the central control unit that 
interconnects the Truma devices with your smartphone or tablet.

The R&D Project 2000 department together with the technical dept. focused on solutions 
that could respond to the primary OEM´s need: optimize the available space. Highly custo-

mizable according to the OEM´s requirements, the bed lift Smart Extension offers an electro-
nically controlled dynamic design specially realized for compact vehicles. It allows for more 
space for front-end dinettes and toilet facilities, while providing an excellent comfort level. It 
features multiple applications: can be stored perfectly adhering to the ceiling when closed, 
allowing for numerous outfitting possibilities. When opened, the extendable sides provide all 
the space and comfort of a double bed, as they stop perfectly at the vehicles´ walls exploiting 
all the available space. This solution provides a multi-purpose space with an additional dinette 
at the rear, with facing benches.

Dometic Category: Vehicle Equipment
Product: 10 fridge series

Knaus Category: Overall Concept
Product: Mission Tec Truma Category: Technology

Product: Truma Level Control

Project 2000 Category: Layout
Product: Bed-lift smart extension

AL-KO Category: Vehicle Equipment
Product: 2Link

With 2Link, AL-KO is providing the caravan chassis and chassis components with intelligence. 
2Link forms the platform for combining the relevant functions in the chassis with the smar-

tphone. In parallel to the ATC display, an electronic spirit level integrated in the 2Linkbox (in-app pur-
chase) makes the levelling of the caravan considerably easier. The sensor integrated in the 2Link box 
detects the current alignment and the app shows the position on the display. And the app also offers 
quite a bit more, for instance service themes. Additional safety and comfort features will gradually 
follow. Such as the integration of tyre pressure sensors and a brake lining wear display, for instance. 
In addition, AL-KO is also working of the status of accessories on the caravan. Sensors can be used 
to check if the hand brake has been released or the jockey wheel is wound up. A control system for 
the MAMMUT manoeuvring drive using the 2Link app is also planned. Available for iOS and Android.
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Swedish “life on the road”

The floor to MIKAEL GALVÉR

“You are all familiar with Sweden of 
course. Germany is, and always has 

been, one of Swedens most important trade 
partners and this business is no exception. 
You probably also know that Sweden is pretty 
big -But do you know how big it is? I do! I 
just looked it up on Wikipedia. As a matter of 
fact: Sweden is a little larger than Germany 
and Austria combind. So- it´s big, but only 10 
milion people live in Sweden which is about 
the same as the region Baden-Würtenberg 
where we are right now. The demand for mo-
torhomes has more or less exploded the last 
few years in Sweden. Last year 6400 motor-
homes where registered which is an increase 
of 20% and in four years the sales has almost 
doubled. So, it´s happy days for the dealers 
who are enjoying great sales and many are 
investing heavily in new facilities. I hear you 
thinking: What kind of motorhomes does the 
swedes prefer? Well, As I told you before we 
have a lot of space and wide roads in Swe-
den and one can say that it has formed the 
Swedish market. The traditional Swedish buy-
er of motorhomes will choose a half- or full 
integrated motorhome which is around 7.5 
meters long and inside you will find long beds 
or a queen bed. That’s about it. Or at least it 
used to be. Now the buyers are more varied 
in their choice of Motorhome and more floor-
plans are getting popular. A note to all you 
producers here tonight: many of our readers 
are complaining that the dealers have too 
many vehicles with the same layout in their 
hall. They want to see all the funny ones in 
the catalogues! We actually get mails about 
this.Another trend is that the van segment, or 
Kastenwagen as you say, is gaining populari-
ty among both the traditional buyers as well 
as the next generation of users. The Swed-
ish caravan market is a completely different 
story, and it is far from its former glory. Last 
year 3440 caravans were registered which is 
a roughly the same as previous years, but it is 
only half of what was sold 10 years ago. If we 
look further back than that you can double 
those figures again. There was a time when 
more than 10 000 caravans where registered 
on a yearly basis. When hearing figures like 
this, you might think that the whole camp-
ing market is collapsing! Don’t be alarmed, 
it isn´t. You see- the campings are more or 

less sold out during the summer. There is no 
lack of interest in camping or caravans, the 
Swedish caravan community seem to be con-
tet with what they have. Maybe you need to 
offer them something that they can´t say no 
to? Or something they haven´t seen yet.
Life on the road is pretty similar in Sweden 
and Gemany I suppose. Caravaners tend to 
stand still, and motorhomers tend to move 
around more. In general terms that is- there 
are a lot of exceptions to this rule of course. 
A funny thing is that when we Swedes drive 
south during the summers, perhaps heading 
for Italy, Spain, and Germany of course, we 
meet quite a lot of Germans heading the oth-
er way, going to Sweden, Norway or why not 
Finland? That’s the beauty of it all of course, 
we can go wherever we want! I hope we can 
continue doing so without having to stop 
at borders again. You never know what´s 
around the corner these days?
This leads me to the future - what might actu-
ally be around that corner? Well, quite a lot. 
Hopefully a lot of happy days for us all. But 
let´s face it, there are some questions. There´s 
the economy of course, Sweden is booming 
at the moment and eventually it will cool 
down, exactly when is hard to say. A more 
down to earth topic at the moment is the 
fact that there are not enough “Stellplätze” 

during the peak season in Sweden. My mag-
azine has been working hard to get compa-
nies, the state and other actors to realize that 
this is something beneficial, not something 
problematic. It has paid off, I am happy to say 
that at the moment the numbers of available 
“Ställätze” are increasing. The hottest topic 
in Sweden right now is the new car tax set 
to begin at the first of July this year. The idea 
is to endorse the sales of cars that emit lit-
tle or no co2. So: lower or no tax on green 
cars and higher tax for the diesel or petrol. As 
you probably can figure out this is bad news 
for all existing motorhomes. However, the 
tax only applies to vehicles registered from 
the first of July and three years after the first 
registration the tax is cut to more or less the 
level we have now. For a Fiat Ducato with a 
150 hp engine this means that the tax will be 
roughly 1300-1400 euro the first three years. 
That is a raise of about 100%. On the whole 
it might cool down the market, but as it is 
almost overheated right now it is unclear ex-
actly what will happen.All in all the caravan-
ning business is doing great in Sweden right 
now. More and more people are attracted to 
“the life on the road” It´s now trendy and an 
increasing amount of people now have it on 
their “bucketlist” Let´s hope it stays that way 
for a long time.”

Mikael Galvér, Editor in 
Chief of Husbil & Husvagn, 
made an illuminating speech 
at European Innovation 
Award 2018 about “life on 
the road” in Sweden.

Mikael Galvér
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