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Cars, planes and RVs

Caravans have more in common with aeroplanes than you 
might think. The common link is that they could both have 
their exterior graphics designed, tested and produced by the 
same company. 

Words John Rawlings

Creative Graphics International (CGI), 
supplies the automotive, leisure, com-
mercial and aerospace sectors from its 

head office in the UK, near Bedford, about 60 
miles north of London. With almost 90 per 
cent of UK caravans and motorhomes using 
CGI graphics, plus many leading European 
brands in France and Germany, we inter-
viewed CGI’s Peter Owen, CEO, and Johannes 
Oberhofer, International Development Man-
ager, to find out how it works with OEMs in 
the leisure (RV) sector. It is impressive to think 
that the graphics for so many caravans and 
motorhomes in Europe all come from CGI’s 
modest building with 65 staff on an industrial 
estate in the centre of the UK. There is anoth-
er CGI facility near Oxford with 15 staff, but 
its largest facility, with 175 staff, is in South 
Africa and is a Tier 1 supplier to the auto-
motive sector, including the Ford, Toyota and 
Volkswagen plants there.

Aboutcamp BtoB: What has made CGI 
such a successful graphics supplier to the 
caravan and motorhome sector?
Peter Owen: We are not the only people to 
supply graphics, but we are probably the most 
successful, and we are pushing our portfolio 
every year with new products such as shower 
screens, splashbacks, headboards, mirror sur-
rounds, printed flooring and fabrics. Our au-
tomotive experience, backed by a worldclass 
laboratory at our Cape Town site, enables us 

to develop unique solutions of the highest 
quality.

Aboutcamp BtoB: CGI describes itself as a 
global branding solutions company. What 
does that mean?
Johannes Oberhofer: The graphics help cre-
ate the first impression you get of a vehicle 
when you look at it, so they are very import-
ant. All countries are different and like dif-
ferent colours and designs, but we focus on 
creating brand identity. Each vehicle should be 
recognised from a far and our designers help 
to create this. We are an international busi-
ness so are very aware that we have to cater 
for the individual cultures of each market and 
brand. Our designers focus on the design his-
tory and the cultural differences of each man-
ufacturer as well as their target demographic.
Peter Owen: We are always creating lots 
of mood boards with particular textures and 
designs which we share internally via hidden 
boards on Pinterest.

Aboutcamp BtoB: How do you accom-
modate different markets, cultures and 
trends?
Johannes Oberhofer: They vary a lot and it 
can be challenging, but we must be careful 
not to offer a similar design to a competitor. 
We have a large clientele so have a good over-
view of the situation, so can guide our cus-
tomers while maintaining integrity. 

Peter Owen: There are certain trends in de-
signs too, such as dark decals over side win-
dows to link them visually. As a rule, there’s 
less vinyl on the continental products than 
UK ones, but probably more of our badging 
products. 

Aboutcamp BtoB: What is the design pro-
cess for graphics for new caravans and 
motorhomes?
Johannes Oberhofer: Now, many manu-
facturers are changing graphics almost every 
year, so there is a lot to do. The buying cycle 
has changed. The graphics used to be left to 
the very last, but we have tried to start dis-
cussing designs way ahead to give more time 
to be creative and give our advice to manu-
facturers.
Peter Owen: Our conversations with man-
ufacturers start earlier each year. We work 
towards a stylistic design for initial approval, 
working to a target budget. We have to en-
gineer the graphics to fit across the whole 
range, not just one model, then we can know 
how much vinyl we will use and can confirm 
the budget. We try to think through all those 
aspects so we can make it economically and 
well before we submit our designs. 
Johannes Oberhofer: We help our custom-
ers to understand the design and printing 
process to help them keep costs and wastage 
down. With digital printing it is easier to do 
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smaller volumes, but for the European mar-
ket we generally need a minimum order of 50 
kits. We get forecasts from our customers so 
we can plan our capacity.  
Peter Owen: It is obviously more efficient to 
strive for certain batch sizes, but at the same 
time we try to be versatile and flexible, par-
ticularly for manufacturers producing special 
editions or dealer specials. We try to guide 
them on this to make it more practical and to 
minimise the number of parts numbers that 
need to be created.

Aboutcamp BtoB: What testing do the 
graphics get put through?
Peter Owen: We do some testing here in the 
UK, but we also have a design lab in South 
Africa where we test for all the automotive 
standards around the world. For example, ac-
celerated weathering, UV exposure, stone re-
sistance, and petrol or water immersion, and 
shrink testing. We have a specific in-house RV 
test which we know is more than fit for pur-
pose.
Johannes Oberhofer: There is quite a lot 
behind the development of the graphics. We 
need to know the climatic conditions that the 
caravan or motorhome will be used for. We 
are an international company, so may have a 
customer in Scandinavia with temperatures go 
down to minus 40, and also customers in Aus-
tralia where it could be +40. We stick to our 
main suppliers for our materials that we trust.
Peter Owen: It’s not just temperatures, but 
the UV degradation which can be severe. This 
can impact the film it’s printed on as much as 
the ink that is used. I have to test each of our 
colours on any new film to see how they react, 
which takes a lot of time and money. We pro-
vide graphics for the aircraft industry, where 
an aeroplane can experience huge tempera-

ture swings and the most severe UV degra-
dation as there’s no UV protection above the 
clouds. Generally the inks we use for RVs are 
the same and therefore we know our graph-
ics should last at least seven years or more 
without fading, depending on what the client 
wants. We can make this higher depending 
on the varnishes and the vinyl.

Aboutcamp BtoB: Do you supply the RV 
market in North America?
Peter Owen: North America is obviously 
a promised land for us from an RV point of 
view. It’s hard to ignore that sort of volume. 
We look at it quite seriously, and already sup-
ply automotive customers in the USA, but we 
think you have to have feet on the ground to 
get in to the RV sector, which is something we 
constantly look at. We would need to be pro-
viding American jobs to be supplying in USA.

Aboutcamp BtoB: What about other mar-
kets outside Europe?
Johannes Oberhofer: At the moment Aus-
tralia is very important market for us as they 
know we test our products in South African 
climate which is similar to theirs. We have at-
tended the Beijing show to look at the market 
in China, which is very interesting, although it 
is still very small at the moment, but is grow-
ing quickly.
 
Aboutcamp BtoB: What other products 
do you offer the RV sector?
Johannes Oberhofer: We supply several 
styles of badges and emblems, and functional 
films – already mentioned – are increasingly 
important now. Cushion covers are fairly new. 
Peter Owen: We can help to shorten the sup-
ply chain. We are working on some UV resis-
tant fabrics, so then the windows don’t need 

as much UV protection in them. We can print 
the fabrics and supply the whole soft furnish-
ings if necessary.

Aboutcamp BtoB: How else do you sup-
port RV manufacturers once you’ve sup-
plied the graphics?
Johannes Oberhofer: We support customers 
with training to apply the graphics and give 
them jigs to help align the graphics. It’s all 
about taking the hassle away for the manu-
facturer. We also help to fuel internal discus-
sions with our customers. If we can show a 
10 minute saving in fitting a graphic set then 
that adds great value. We have been able to 
reduce fitting times for one customer from 1 
hour 15 minutes to 35 minutes, just by offer-
ing training. 
Peter Owen: We strive to make new product 
implementation as painless as possible for our 
customers. We put a lot of effort into engi-
neering the products, being on our custom-
er’s site for prototyping and initial production 
batches and supporting their fitting operators 
throughout the year. In many of the larger ac-
counts we have staff based permanently on 
site, offering fitting support and supplying the 
lines on a Just in Time basis. We try to be as 
creative in our service offering as we are in the 
products themselves.
Johannes Oberhofer: We have better con-
trol over our products if we have a member of 
our staff present. It is important to have our 
people there and our customers appreciate 
that. 
Peter Owen: We also ensure that our staff 
speak the same language as our customers. 
Many of course are happy to communicate 
in English, but we would never take that for 
granted. And needless to say, our plans for 
any potential Brexit are well advanced.
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