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Editor’s note

T

he registrations of recreational vehicles are booming in all
the three main markets: USA, Europe and Australia. According to the latest RVIA (RV Industry Association of USA)
forecasts, shipments will reach 539,900 units in 2018, marking
nine straight years of growth and – for the second consecutive year – the highest annual total since such data has been
collected. This figure is a 7 percent increase from the previous
record of 504,600 units shipped in 2017. Amazing numbers in
Europe too, where ECF (European Caravan Federation) spreads
outstanding sales results for new caravans and motor caravans:
8.7 percent increase in sales for the period January through April 2018, relative to the same
period last year. During the first four months of this year, a total of 75,983 new leisure vehicles
have been registered with very good sales in Norway (+18.9 percent), Spain (+18.5 percent),
Germany (+16.0 percent), Denmark (+14.3 percent) and Belgium (+13.4 percent). In this period,
47,851 new motor caravans were sold, with sales up 15.2 percent over the prior year. Germany
remains by far the national market with the highest sales, registering a sales increase of 19.8
percent for the first four months of this year, relative to the same period in 2017. Notable are the
excellent sales growth rates of motorhomes in Norway (+44.2 percent), Belgium (15.9 percent)
and France (12.5 percent). Sales grew also in the southern European markets of Spain and Italy,
where sales are up 27.0 percent and 16.6 percent, respectively. And 2017 was a solid year for
the Australian Caravan and Camping Industry too. With 22,381 vehicles manufactured, 2017
was the second largest year for manufacturing since 1980. As of January 2017, there were
647,319 recreational vehicles registered – the highest number since records began.
Antonio Mazzucchelli
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News
Caravan Salon: technical equipment
and components in Hall 13 and 14

M

ore than 600 exhibitors will show more
than 130 caravan and motorhome
brands as well as over 2,100 leisure vehicles at the largest international trade fair for
motorhomes and caravans: the CARAVAN
SALON in Düsseldorf, scheduled from 25 August until 02 September 2018 (trade visitor
day on 24 August). In 13 halls as well as on
the outdoor exhibition space, covering an
overall exhibition area of 214,000 m². A big
news for the B2B companies is that technical
equipment, components and installations,
will be placed also in Hall 14. In 2017, infact,
a second technology hall was opened in Hall
5, but it was too far from Hall 13. In order
to shorten the distances and optimize the
division once again, the second “Technology
Hall” will be in Hall 14 and the luxury motorhome segment will move to Hall 5. Hall 7a
will house the “Accessories Paradise” with
direct sales of caravan and camping accessories. Right at the North entrance of Hall 7,
visitors will find the tourism offers, including
camping and motorhome lots, as well as travel destinations. Caravans, motorhomes, and
van conversions are shown in Halls 4, 9 to 12,
and 15 to 17.
“We are again very pleased with the excellent
response from our exhibitors from the entire
world and the fantastic booking status of our
exhibition area. We are happy to announce
at this early stage that the halls are fully booked. More and more our trade fair is tur-
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ning into an international industry hotspot.
CARAVAN SALON is becoming a meeting
point for high-ranking delegations from Australia, Asia, the USA, and of course Europe,
who come to do business in an exclusive atmosphere and a professional environment,”
Director Stefan Koschke is pleased to report.
He adds that CARAVAN SALON has reinforced its position as leading international trade
fair thanks to the record results achieved in
the previous year. “This Düsseldorf trade fair
is and remains the trend barometer of the
industry. We are looking forward to this year’s event with optimism and anticipation,”
Koschke adds. All renowned international
manufacturers will be presenting the latest
generation of motorhomes and caravans at
this year’s CARAVAN SALON. Whether compact and clever or spacious and luxurious, the
entire range of vehicles is represented at the
leading international trade fair. “Nowhere
else can one see such a variety and selection
of products than in Düsseldorf. Every caravanning fan will find a suitable vehicle here,”
says Daniel Onggowinarso, Managing Director of the German Caravanning Industry
Association (CIVD). Especially popular are the
compact models. “Camperized box wagons
and low-profile motorhomes are favoured
by newcomers. Despite their comprehensive
and comfortable equipment, these vehicles
are compact and easy to move,” explains
Onggowinarso.

The new B2B RV show in US will be held in March 2019 in Salt Lake City
he RV Industry Association’s Board of Directors has unanimously approved Salt Lake City to be the kickoff location for a new
national industry event, RVX: The RV Experience. The event will take
place March 12-14, 2019.
“RVX is designed to highlight exciting new products, showcase innovation, new technology, and ultimately inspire consumers from
across the U.S. and Canada to visit their local dealers,” said Liz
Crawford, RV Industry Association Senior Vice President of Trade
Shows & Events. “RVX will arm dealers with the tools to help them
sell more RVs and engage the industry about what’s coming next just
as consumers are out looking for their next adventure.”
The name RVX was chosen to increase the focus of the event on
consumer sell-through and capture the innovation and access to the
exciting lifestyle that the industry’s products offer. Extensive research
went into the process to determine the host city for the inaugural event in 2019. Salt Lake City was chosen for its community and
outdoor feel as well as its exceptional venues, hotels and amenities
for Exhibitors and Attendees. Salt Lake City sits at the crossroads of
the west, surrounded by jaw-dropping scenery and an outdoor enthusiast community, and is pulling out all the stops to welcome the
growing RV Industry to the region. An exciting feature of the RVX
event will be “The RV Reveal”, which will showcase the latest new
models and concepts entering the market and will be live-streamed
across multiple media platforms to energize enthusiasts and usher
in new consumers to the RV lifestyle. In addition, RVX will deliver
education for all industry segments with a special focus on providing
dealers with the tools they need to reach into the consumer market
more effectively, highlight and raise awareness of the importance

of quality service through the exciting “Top Tech Challenge”, and
recognize industry achievement and leadership for the industry’s top
dealers and product innovators as well as those forward thinkers
during the RV Industry Awards.

• Photo&Graphic: simone@matteucci.fi.it
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News
Truma LevelControl wins
the Red Dot Design Award

Webasto takes Triple Awards

I

n April 2018, Truma LevelControl won the Red Dot Design Award.
The internationally recognised design prize is awarded to products
with outstanding design features. It also recognises a product’s level
of innovation, functionality, ergonomics and longevity.
Truma LevelControl lets users check their gas levels conveniently and
accurately via an app. The device uses ultrasound to measure the level
in the gas bottle and sends the data to a smartphone via the Truma
iNet Box.
“We have designed LevelControl to be extremely practical, easy and
intuitive to use,” says product designer Peter Wickelmaier. “And we’ve
combined it with an attractive look and feel, so we are delighted with
the Red Dot Design Award. It encourages us to continue placing an
emphasis on the great combination of innovative technology and high-quality design when developing our products.”

R

eaders of the three popular car magazines “Auto Bild”, “auto
motor and sport” and “Auto Zeitung” have once again recognized Webasto as the strongest brand in the parking heater category
A total of approx. 210,000 readers cast their votes online and
overwhelmingly chose Webasto as the strongest parking heater
brand in Germany. Webasto was able to win up to 78 percent of
readers’ votes. The readers evaluated the available choice of brands
in terms of innovation, quality, design and price.
“We are extremely pleased that so many car enthusiast readers were
once again impressed with our high quality parking heaters this year,”
says Bernd Jörg, Director Sales & Marketing Germany for the Webasto Thermo & Comfort Business Unit. “The fact that we have now
repeatedly achieved first place in all three of these surveys shows that
we have listened very carefully to the needs of car drivers in Germany.
We consider the three awards to be both confirmation of what we
do and further motivation for us to continue with the development
of innovative and distinctive products, while always remaining open
to suggestions from our customers”.

Eberspaecher opens a new plant in China

W

ith a ceremonial official start of production, Eberspaecher opened, in April
2018, a new production plant for electrical
heaters in Tianjin. It will focus on manufacturing high-voltage heaters for battery electric
and hybrid vehicles. In so doing, the company
is strengthening its local presence and expanding its capacities for the rapidly growing
Chinese passenger car market, especially for
battery electric vehicles.
“The Eberspaecher Group is expanding worldwide. We are delighted that our long-standing expertise and presence on site is now
being rewarded with new orders, in particular, for battery electric and hybrid vehicles,”
emphasized Managing Partner Heinrich Baumann during the ceremony. “With the new
plant, we are expanding our capacities and
making an important contribution to electric
mobility in China,” Baumann added. The final
expansion phase will enable the plant to produce up to one million electrical high-voltage
heaters per year for battery electric vehicles
in the future. The plant in Tianjin is situated
in the Beichen industrial park, around 100
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kilometers southeast of Beijing. In an area
of 5,200 square meters, the automotive
supplier produces mainly electrical high-voltage coolant heaters and low-voltage air
heaters for passenger cars. The high-voltage
products will be manufactured for battery
electric vehicles by Chinese as well as international joint venture vehicle manufacturers
for the Chinese market. The low-voltage products are also destined for international markets. In addition, the plant will manufacture
fuel operated vehicle heaters for passenger
cars and commercial vehicles as well as special-purpose vehicles such as recreational and
ambulance vehicles. The well-established in-

dustrial infrastructure and the availability of
qualified workers helped sway the decision
in favor of Tianjin. The plant’s proximity to
the previous site in Beijing and the ability to
retain staff as a result were also important
factors. Around 100 employees currently
work for Eberspaecher in Tianjin and the
company plans to double the head count by
2022. In future, the plant will operate in the
production network with the German sites in
Herxheim and Hermsdorf, which is currently also undergoing a program of expansion.
The central items of the electrical heaters, the
PTC ceramics, are developed and manufactured there.

LAMILUX COMPOSITES –
HIGH-TECH MATERIALS FOR THE MARKETS OF THE FUTURE
We produce glass fiber reinforced plastics to make your work easier and make life better for your
customers. We do not just manufacture simple plastic sheets, but multifunctional and designoriented composite plastics - with decorative paper, textiles, PVC or anti-slip coating.

Composite Floor –
the odourless highlight
at your feet.

Anti Slip –
the floor that gives you
the desired grip.

LAMIfoamtex –
the solution with the soft
touch effect

LAMI Graph –
the stylish
partner
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LAMILUX COMPOSITES
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News
Elyplan Anti-slip and Elyplan Design
consolidate Brianza Plastica in RV market

Thetford wins the Business
Awards Baronie of Breda

B

T

rianza Plastica is now enlarging its proposals for the RV sector with the new
Elyplan Anti-slip and the a new wide choice
in decoration options in the Elyplan Design
range.
The new Elyplan Anti-slip, rolls and sheets
produced by continuous lamination, is the
ideal solution for garage’s floors to prevent
slipping of vehicle loads. The product ensures
an excellent value of slipperiness resistance
thanks to the addiction of a special mineral
granulate (R13 class tested according to the
DIN51130:2014-02 norm). The product has
passed the abrasion resistance test accordingly to the D4060-ISO 9352 norm, ensuring
long lifespan. Available in
different thicknesses,
on request with or
without woven
roving. Standard
colour
grey; other colours on request.
New is also the choice of decorations, like
wood and customized

design, in the range Elyplan Design, a composite laminate characterized by the bonding of
materials such as PVC and PAPER directly onto
the fiberglass laminate on the production
line. It is normally used for indoor applications, (e.g. floors and walls) of recreational
vehicles as an excellent alternative to plywood because it is a ready-to-use composite element. Brianza Plastica, founded in 1962, with
its 4 production sites, is currently one of the
largest European manufacturer of fiberglass
laminates, able to offer flat laminates made
with two production technologies: continuous hot laminating (Elyplan) and discontinuous
cold laminating (Elycold).
In the last years, by expanding its production
capacity, Brianza Plastica can effectively even
better satisfy all market demands, with greatest production flexibility.

Elyplan Anti-slip

Elyplan Design

Awning Lights

he Business Awards Baronie of Breda
celebrates entrepreneurship and has
this year the focus on Employer Branding.
Thetford was judged by a professional Jury
of entrepreneurs, government and educational institutions as a strong employer brand
of the Baronie of Breda 2018. According to
the jury: “Thetford is characterized by an
informal atmosphere, open culture with a
flexible structure. Local employment and a
long-term vision are essentials in their business. This is one of the reasons Thetford
still has production facilities in Etten-Leur.
Powerful and unique in its kind.”
Thetford was nominated as one of the
top three for this prestigious entrepreneur
award, along with Hero Benelux and Netvlies
Internet services.
“At Thetford, people are key and we offer
our employees personal attention and plenty
of opportunity to develop themselves. This
creates the foundation for innovation and
growth, for both the employee and the entire organization. In addition, it ensures a loyal
and warm culture within our organization,
both here in Etten-Leur and at our foreign
branches” said Stephane Cordeille, CEO of
Thetford.

Interior Lights

Tail Lights

Light Profiles
DIMATEC S.p.A.
Via Galileo Galilei, 7
22070 Guanzate (CO) - Italy
+39 031 35 277 1
vendite@dimatec.it
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CITROËN CAMPING-CAR
FROM COMFORT TO ADVENTURE
Hill Start Assist
Hill Descent Control*
Speed Limit Sign Recognition
Intelligent Beam Headlights

CITROËN CAMPING-CAR ASSISTANCE**
Europe Eurasia Maghreb
00 800 0808 24 24***
24/7 – 55 Countries
6,500 Authorised Repairers
Extended Warranty
at Camping-Car financial conditions

* Additional Equipment. **General Terms available at Citroën Dealerships and on www.citroen.com. ***Free-Toll Call from a landline or a mobile phone.
Automobiles CITROËN – RCS Paris

CITROËN JUMPER / CITROËN RELAY MIXED CONSUMPTION AND CO2 EMISSIONS INFORMATION (BEFORE CONVERSION): FROM 5.8 TO
6.4 L/100 KM AND FROM 154 TO 168 G/KM.
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Interview

PIERRE ROUSSEAU

Three generations of passion
Still firmly in the hands of the Founder’s family,
Rapido has increasingly structured itself
as a group to compete on equal terms
with the strongest competition.
We interviewed Pierre Rousseau,
owner of the Rapido Group.
Words Antonio Mazzucchelli

I

t was 1961 when Constant Rousseau created the Rapido company
in France as an offshoot of his furniture factory: as a skilled master
carpenter, a few years before, Mr Rousseau had patented a special extendable caravan which had immediately captured the public’s
interest. The award-winning folding caravan was refined and updated
over time, before a new series was created with rigid walls and a lifting
roof. A total of over 35,000 units were made in 30 years of production.
Rapido followed the rise in interest in recreational vehicles by creating
innovative and quality products. In 1985 Pierre Rousseau, the son of
Founder’s took over the company after his father’s untimely death, and
more recently (in 2014), his own son, Nicolas, took over the role of sales
manager. Pierre Rousseau has always understood that Rapido needed
to keep growing if it wants to stay on an increasingly competitive European market. From 1993 to 2017 Rapido focused on creating new
brands were and acquiring existing companies, gradually building what
we now know as the Rapido Group. This included creating the Itineo
brand in 2006, which has become an important motorhome brand for
Rapido, plus its Rapidhome mobile homes, and the Fleurette and Florium brands. It has also developed a strong presence in the van segment
with its Campereve and Dreamer brands, plus the acquisition in 2010 of
the big, iconic German brand, Westfalia. Other acquisitions include the
Italian company P.L.A. in 2016 (with the subsidiary Giottiline) and two
more van producers in 2017, the French brand, Stylevan, and the British
brand, WildAx. Currently the Rapido Group employs 1,300 people, with
500 of these at Mayenne, France, the main production site created in
1975. Total annual production is around 16,000 units per year, of which
about 50 per cent are exported.
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Aboutcamp BtoB: Following a lengthy
period of time spent solely in the highend segment of the market, at one point
Rapido decided to increase its scope of
action towards lower market segments.
With the Itineo brand, you in fact invented the entry-level motorhome segment,
and now with the acquisition of PLA,
you have completed your range with
low-cost alcove and semi-integrated motorhomes. Will you continue in this direction? Are you not concerned that the
Group may lose its identity and that the
Rapido brand may become associated
with low-cost products?
Pierre Rousseau: Rapido is definitely a premium brand that offers quality vehicles, especially coach-built and integral motorhomes;
they stand out for the quality finishing of the
furniture and impeccably designed installations, technical performance and top-level
equipment, without forgetting their attractive design. In 2005 we felt that there were
no products in the integral motorhome segment at more affordable prices. Since integral motorhomes are already considered by
customers as being at the high end of the
market, this strategic step did not entail any
intention on our part to change our image
aside from making integral motorhomes
more accessible to a clientèle in search of an
attractive product. As for the acquisition of
PLA, it was our last opportunity to purchase
a factory and an Italian brand, and hence to
offer more affordable models in Europe, and
this has allowed us to become a European
player who will retain its identity on each
market.

Aboutcamp BtoB: With your recent acquisition of PLA, all that’s left for you
to do is develop your sales network and
thus your penetration on certain markets or do you also have goals relating
to production?
Pierre Rousseau: The PLA and Giottiline
brands are made in two small factories, so we
decided to merge them into a single facility
and to expand the PLA plant, where we plan
to invest approximately 6 million Euros over
the next two years. Obviously, the production
capacity will also increase. Our current European network will have the opportunity to
distribute PLA and Giottiline and contribute
to their development.
Aboutcamp BtoB: Recently, in order to
complete the PLA deal and give the Company a specific direction, you were often
present in Italy: what are the main differences compared to the French market
where you have always done business?
Pierre Rousseau: In Italy, all the European
brands are on the market, while the market
has only reached a total of 5000 units, and
the local manufacturers are extremely active,
so it’s a very competitive market; the average
sales price of vehicles is lower than the price
on the French market; it’s up to us to produce
attractive products at affordable prices: that’s
where our challenge lies.
Aboutcamp BtoB: In Europe, the van
market has reached unexpected levels:
why is this, in your opinion, and what
will Rapido’s response be?
Pierre Rousseau: The use of these vehicles

Bt o B
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appears to be much simpler to customers, mostly due to their size, which makes
them easier to drive in urban areas. Rapido
is extremely present in this segment, with
Campérêve, Dreamer, Stylevan, Westfalia
and Wildax in England. We could say that we
were among the pioneers in this segment.
Aboutcamp BtoB: In the past, the Rapido
brand was famous for its folding caravans, with which you achieved an annual production of 3,500 units in 1983.
Subsequently, you launched the Golf
and Club series of travelling caravans,
with pop-top, but you then abandoned
this market segment in the 1990s. Do
you think that there will be no room for
such special products in Europe, and for
caravans in general?
Pierre Rousseau: It is a given fact: the caravan market has completely changed in recent
years, as it is no longer developing, its main
competitor being the camper van and also
mobile homes on camp sites, especially in
France. This is a market that will in all likelihood remain difficult.
Aboutcamp BtoB: Do you think that the
camper van will change in Europe over
the next few years?
Pierre Rousseau: I don’t think so, as all the
pre-requisites already exist: the need to move
around freely, cheap holidays, only the drive
trains fitted on the chassis may change things
in the long run.
Aboutcamp BtoB: Will Europe, America
and Asia remain three separate markets
or will they become increasingly closer?
Pierre Rousseau: Once again, the vehicle
chassis may constitute the key feature to
bring the continents closer together, as these
days the chassis differs greatly from one continent to the next, even if the cultures are
similar; the process will take time.
Aboutcamp BtoB: What are and what
could relations be between the Rapido
Group and the United States and Asian
markets?
Pierre Rousseau: We will export to China via
our PLA brand, but I am afraid the Chinese
already have the know-how to make their
own products and to make them well. As for
the United States, customers still prefer largesize vehicles with very different chassis.

Pierre Rousseau with Antonio Mazzucchelli

Aboutcamp BtoB: Will Brexit have major
consequences on the sector and on your
group in particular?
Pierre Rousseau: There will no doubt be
consequences on our group because the
British economy is expected to slow down,
and we are already noticing a slump in motorhome sales. The English market does not
make up more than 10% of our business, so
we will need to adapt and wait it out. The
fact that we have a very English brand and
establishment is an important asset which
should allow us to withstand the consequences of Brexit better.
Aboutcamp BtoB: Do you think that in
the short term the possible developments in mechanics, starting with alternative engines to Diesel propulsion engines, will lead to significant changes in
the products?
Pierre Rousseau: I have already talked about
this, the answer is probably yes, but the
weight of our vehicles makes you think that,
as for lorries, changes in the drive trains on
our vehicles are not going to happen in the
immediate future. It’s up to us to convince
our customers that the new Diesel engines

are the right solution for our motorhomes
and this will apply for a long time still, at
least until the day hybrid engines reach our
own market. When that happens, we will
tackle the problem posed by the weight of
our vehicles.
Aboutcamp BtoB: With your son joining
the company, Rapido is now in its third
generation of the Rousseau family. In an
increasingly global market, is there still
room for companies led by their founding family?
Pierre Rousseau: At the end of the day, if
you look at who the owners of the current
European manufacturers are, you’ll see that
families are also at the helm of those companies. Perhaps not all of them are 100%
family run like us, but we were also able to
witness a little time ago, that funds had difficulty managing our jobs with such significant
market fluctuations. The amount of cash
generated by the business is not always there
to reimburse the debt. I think it is still possible to remain a family business in the leisure
vehicles market, that’s all I hope for my son,
as it’s a great job.
The RAPIDO plant in Mayenne - France
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Danny MacAskill

Danny MacAskill´s Drop and Roll Tour
Shows & Signing Sessions @ Caravan Salon
25. & 26.08.2018

“My comfort zone has four wheels – thanks to
a heater from Eberspächer!”
Even an extreme athlete like Danny MacAskill looks forward to pleasant temperatures in his motor home
after a strenuous day of biking. A heater from Eberspächer prevents the weather from dictating his
routes and ensures that he can remain mobile year round. His diesel-operated heater lets him enjoy
the benefits of total independence as well. He can select where to park with full autonomy while saving
gas, space and weight, because he no longer requires any additional gas bottles for heating.

A WORLD OF COMFORT

www.eberspaecher-climate.com
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PIERLUIGI ALINARI

Captain Courageous
Face to face with Pierluigi Alinari,
who tells us about his long career in the RV sector.
Words Antonio Mazzucchelli

W

e met Pierluigi Alinari, the founder of the PLA Camper motorhome
brand, and others, who is considered to be one of the pioneers of the European RV sector. He started as a supplier to
the caravan sector in 1970, then in the early
1980’s took over the UK brand, Caravans International. He also took part in the founding
of the Mc-Louis brand and two others: Joint
Camping Car and Dream Motorcaravan. He
started another new motorhome company,
PLA, in 2010, and in 2014 he bought Giottiline motorhomes. In 2016, he sold the
majority stake of his company to the Rapido
Group.

ings with the Rousseau family, who showed
interest. It then took about a year to identify
a manager who could take over the leadership of the two brands, however, I remain the
owner of 30 per cent of PLA and Giottiline
until 2019.
Aboutcamp BtoB: Tell us about your business history.
Pierluigi Alinari: In the early 1980’s I worked
in the caravan sector as a supplier, mainly for
the Italian caravan manufacturer, Roller. I was
also a keen traveler, first with caravans and
then campers, and made several trips, includ-

ing some very special ones, such as to Nepal
and Afghanistan. We built walls and floors
and wooden components for recreational vehicles, and business was going very well, so
much so that we built a factory to assemble
our furniture right next to our best customer,
Roller. However, then there was an economic
crisis, the work collapsed and I found myself
having to make difficult choices, including the
dismissal of my employees. The only customer
of our who was solvent one was the English
brand, Caravans International, which had offices and a production facility in Italy. When
Caravans International was no longer able to

Aboutcamp BtoB: Mr Alinari, let’s start
with the most recent event in your
career; why did you sell the PLA
motorhome brand to the Rapido
Group?
Pierluigi Alinari: At 83 years of
age, one begins to get tired, and in
my company, along with my wife
Graziella, everything was still on
my shoulders. I began to think
about who to leave this enterprise to and had meet-

Graziella and Pierluigi Alinari
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pay us, it offered me the opportunity to buy
the company. The models in production were
not very attractive for the Italian market, so I
created a model of caravan that I called ZERO.
It was cheap and I was successful. And the
year after I introduced a camper. Again, people liked it.
Aboutcamp BtoB: When and why did you
decide to sell Caravans International?
Pierluigi Alinari: In 1996 I realized that I
could no longer manage such a large company with about 230 employees by myself, so I
accepted an offer from the Schroders banking company and sold 67 per cent of Caravans International shares. I was joined by a
manager with whom I could not get along, so
I asked to leave. Schroders was not in favour
of this, but then in 1999 they liquidated my
shares, and sold the brand to Trigano.
Aboutcamp BtoB: Then came the era of
McLouis motorhomes.
Pierluigi Alinari: That’s correct. I had a
non-competition agreement with Trigano, so
I suggested to my wife that we create a series
of campers for hire, and the McLouis brand
was born, but after three days the dealers
asked us to produce them for sale and not
just for hire. At the first exhibition we took
the McLouis vehicles to, we received orders
for 2,000 vehicles.
Aboutcamp BtoB: Why did you decide to
sell the brand to the Sea Group two years
later.
Pierluigi Alinari: I did not want to sell, but

Trigano sued me, my wife and our associates
claiming that we had broken the non-competition agreement, so I joined the Sea Group
company and the case was stopped; however, I was not allowed to work for McLouis, so
I decided to invent a new brand.
Aboutcamp BtoB: The Spanish brand
Joint Camping Car, correct?
Pierluigi Alinari: Yes. I met the former director of Moncayo motorhomes and decided that it could be done: going to Spain to
produce motorhomes in a country that also
had great potential for growth. In a very short
time we built a company in a remote territory
which looked like it was from a western film.
The Sea Group wanted to be a 50 per cent
member of my new business venture, and after two years they asked to buy 100 per cent
of Joint Camping Cars.
Aboutcamp BtoB: You also held the position of Vice President of the Sea Group.
What was your operational role in that
group?
Pierluigi Alinari: I had a lot of responsibility, and it was not easy to manage a complex
business machine like the Sea Group during
those years. I was not comfortable with it because I could not intervene to sort out situations I did not like. At the Milan office, I dealt
with the Mobilvetta brand, then Elnagh, and
in 2003, I launched Dream Motorcaravans.
Aboutcamp BtoB: We remember Dream,
a brand with interesting construction
features.

Pierluigi Alinari: Yes, it is the project I am
most proud of. It took three years of study and
more than a million in investment in research
and development. The project was based on
great innovation in the production process of
the bodies, which were made with injection
moldings in five sections, then assembled in
a single shell called ‘Monoshell’. The external
covering was in fiberglass, and the insulation
was made of polyurethane foam injected
by an industrial process that eliminated the
unpredicatability of artisan assembly. Equally
new was the system of furniture construction
that allowed us to have curved doors using
an unprecedented process without joints but
with sustainable costs.
Aboutcamp BtoB: And then came the era
of PLA.
Pierluigi Alinari: I left the Sea Group in
2005 and in 2006 my wife Graziella also
left. I stopped for five years, and told myself to think, plan and look. Then, in 2010,
I launched the PLA brand at the worst moment when the crisis in the market for motorhomes in Italy was deep. It was tiring; the
banks no longer gave funding to companies
in the caravanning sector and I had to face
the new adventure with only my resources.
For some years the company operated at a
loss, but then we managed to get it on the
right tracks.
Aboutcamp BtoB: Why, when you already had your commitment with PLA,
did you decide to buy Giottiline?
Pierluigi Alinari: Giottiline sued us by declaring that one of our engineers, who had
also worked for them, had copied projects. In
2015, we won the case and then decided to
buy the company, so a new challenge awaited me. But age sets its standards and a time
comes when it is appropriate to leave the
helm for others to look after. It took us more
than a year to identify Ing. Giuseppe Pinto to
replace me looking after the two brands. I am
glad that my companies are in the hands of
the Rousseau family, passionate and capable
entrepreneurs, able to guarantee a future
and development of the brand that bears my
name: PLA = PierLuigi Alinari.

Bt o B

15

A fast-growing company
in continuous evolution
A truly wide offer, which includes advanced materials and special products: this is the new
face of Filippi 1971, the Italian company in the wood sector that is preparing to face future
challenges thanks to the strengthening of the commercial area and the creation of an
internal research laboratory.
Words Andrea Cattaneo

S

tep by step, Filippi Legnami is completing the transformation program started
a few years ago in partnership with Giorgio Levoni. At Aboutcamp BtoB we have
been following the developments of this
company with great interest and have assisted at an acceleration of the various activities
over the last months, with heavy investments
in human resources, as well as in technologies, machinery and building structures.
And a project to update the corporate image has rightly started, aimed at making the
markets understand how Filippi Legnami has
changed and how much it can now offer to
its customers. Now the company proposes
itself with the name of Filippi accompanied
by the claim “Furniture Industry since 1971”.
A new coordinated image that has been entrusted to the Basaglia Rota-Rodari architec-
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ture firm, the same one that is taking care
of the renovation of the headquarters and in
particular of the office area, which is being
widened to include also a showroom.
What transpires is the image of a company
that has been able to change radically, taking
advantage of its almost fifty years of experience. Filippi is no longer just a wood industry
operator specialized in panel finishing, but
a company capable of offering a vast range
of products and services. The production of
wood-based panels, which has been the core
business for more than 15 years, goes on, but
now there is much more, from melaminefaced panels to digital laminates, from flat to
curved doors, up to complete furnishing kits
and special furniture components. The recent
set-up of the internal carpentry department
accompanied by the hiring of highly skilled

staff has allowed Filippi 1971 to increase not
only the manufacture capacity and the product range, but also the quality level of the
production itself. Today, Filippi can assert its
ability to satisfy any customer’s need: design
tables, glossy flat doors, curved doors and
postforming doors, special curved furniture
including convex ones, as well as furnishing
components with integrated LED lights. The
company is able to work with different materials, alternative to traditional ones, such
as the VittEr® - the formaldehyde-free compact laminate made by Filippi 1971, as well
as certain vinyls and some special upholstery
materials.
Accurate workmanship, high quality gloss,
perfect mix of design and lightness: this is
today Filippi’s business card. “We have managed to grow a lot, in a short time - says

Filippi Legnami snc • Via N. Sauro, 2 • 24030 Berbenno (BG) • Italy
Contacts: Ph. +39 035 861611 • contact@filippilegnami.com • www.filippilegnami.com

Francesca Filippi, Filippi 1971’s marketing manager, with pride - making the most of investments in machinery and technology. But I firmly
believe that the human resources, with our highly qualified, motivated personnel, are our greatest asset. Today we are able to offer
a really wide range of products, with a focus on quality and detail
that is already renowned by our customers. We have worked hard on
the advanced technological conception of the product, on the high
quality of the realization and on a cutting-edge design, which is in
continuous evolution”.
To witness the desire for growth, in June the Filippi LAB was inaugurated: this research and development department, run by Silvano
Minelli, an engineer specialized in materials analysis with skills also
in the field of chemistry, is a laboratory where new ideas are developed and various materials are tested. But it is also a sort of “open
laboratory”, where customers can observe, make their contribution,
offer their impressions. The primary goal of the new R&D department
is to experiment with new eco-friendly and lightweight furnishing
materials, alternative to the traditional poplar plywood, which has by
now suffered too many market fluctuations, with its phenomena of
shortage and uncontrolled prices over the latest seasons.
And that’s not all, because alongside the consolidation of the technical area, the commercial area has been strengthened, too. In fact,
Francesca Filippi is flanked by Ivo Bolis, a highly qualified professional
figure who has the primary task of expanding Filippi 1971 to new
business opportunities. “The company can still grow - says Francesca
Filippi - not only by eroding market shares to the competition, but
also by adding new markets to existing ones, in Europe and beyond”.

Left: Ivo Bolis. Right: Silvano Minelli
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ounded almost 50 years ago and active in the woodworking ever since, Filippi Legnami firmly
fits into the recreational vehicle industry in 2000, starting a laminating line, recently doubled,
for the supply of laminated lightweight panels to be used in the motorhome and caravan interiors
as well as in the mobile homes around the world. In 2013, the partnership with the entrepreneur
Giorgio Levoni opens to a new phase of consolidation and expansion that sees,
among other initiatives, the launch of a new production line using
the digital printing for the personalized panels decoration.
In addition to it, a melamine pressing line completes the
company’s product range with laminated panels that
combine an innovative tactile experience with high resistance to wear, abrasion, light and scratches. At the end
of 2016, the relentless activity of Filippi Legnami R&D delivers VittEr, the new generation compact laminate which
is highly customizable in the design and texture, is scratch
resistant and 100% formaldehyde-free. At the beginning of
2017 a new building is set up exclusively for the manufacturing of complete furniture kits; the cabinet making has then been
completed with the introduction of the production of curved doors
and any kind of components, taking the range of action even broader
than ever. The RV industry is the core business for Filippi Legnami but
their activity reaches also the design, furniture and alternative niche markets which always push them to innovate and progress with the times.
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Enhanced features and
innovative functions for the
new CBE battery chargers
Two newly designed devices fit into the CBE switching battery charger range, with power
ratings of 16 and 22 Amp: they are suitable for lead-acid, lead-gel and even AGM batteries.
Words Andrea Cattaneo

C

BE extends its range of switch-mode battery chargers with
two new models, CB516/3 and CB522/3. CB516/3, already
available, is a newly designed device developed to charge
12V batteries and represents the natural evolution of CB516, the
most popular battery charger in Europe for the last 10 years. This
new-generation model – with its 16 Amp maximum current supply
– is capable of an even more efficient charge, not only of lead-acid
and lead-gel batteries (as its predecessor did), but – thanks to appropriate hardware and software modifications – it does also permit
an optimal charge of newly designed AGM batteries. The charging
process is completely automatic, with different voltage and current
values according to the position set using the internal selector. It has
no fewer than six phases instead of the previous four, thanks to the
introduction of the new desulphation and refresh functions.
Phase 1 – Desulphation – takes place only when the battery charger
is switched on and if the battery requires it (the purpose, obviously, is
to counter sulphation, a process that may occur on service batteries
installed on recreational vehicles because of their particular use).
Phase 2 – Bulk – charges the battery with maximum current until the
end-of-charge voltage is reached.
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The cycle of charging phases

CBE Srl • Via Vienna, 4 • z.i. Spini (settore D) • 38121 Trento • Italy
Contacts: Ph. +39 0461 958381 • Fax +39 0461 960009 • Dorian Sosi (Italy) d.sosi@cbe.it • Paolo Moiola (Export) p.moiola@cbe.it • www.cbe.it

Phase 3 – Absorption – involves completing battery charging with a constant endof-charge voltage for a set time and with a
progressive current reduction.
Phase 4 – Float – is a maintenance charging
at a constant voltage for a set maximum duration.
Phase 5 – Stand-by – involves a controlled
switching off of the battery charger, which
– once charging is completed – resumes operation only when the battery voltage drops
below 13V. The reason is clear: limiting the
“stress” on the battery increases its operating life and improves its efficiency. When the
battery voltage drops below 13V, the battery
charger switches over to phase 6.
Phase 6 – Refresh – sees the Bulk voltage
for the time necessary to compensate for the
self-discharge of the battery during possible
prolonged periods of inactivity. The charging
cycle then resumes from the Float phase.
The CB516/3 battery charger – as with all
CBE switch-mode battery chargers – features overheating protection, plus the 12V
outputs are protected against short circuits
and polarity inversion. The dimensions,

CB522/3

S

tarting from July 2018, CB522 (22
Amp version) will also be gradually replaced by the new CB522/3
model, which has the same technical
characteristics as the CB516/3 model,
but with 22 Amp charging current.

12V BATTERY CHARGER

CB516/3

CB522/3

TECHNICAL DATA
Nominal input voltage

230Vac +-10%

230Vac +-10%

Frequency

50Hz

50Hz

Max power

250W

320W

Protection fuse

T 3.15A (glass 5 x 20)

T 3.15A (glass 5 x 20)

On/Off safety switch

230V

230V

OUTPUT TECHNICAL DATA
Bulk voltage (V)

14.1Vdc (A) - 14,4Vdc (B) - 14.7Vdc (C)

14.1Vdc (A) - 14,4Vdc (B) - 14.7Vdc (C)

Float voltage (V)

13.5Vdc (A) - 13,8Vdc (B) - 13.8Vdc (C)

13.5Vdc (A) - 13,8Vdc (B) - 13.8Vdc (C)

Max current

16A

22A

Charging line

IUo U

IUo U

Short-circuit and polarity inversion protection

25A (blade)

30A (blade)

Thermal protection

YES

YES

Signal AC power supply (S)

12V; 50mA

12V; 50mA

GENERAL TECHNICAL DATA

CB516/3

Efficiency

86%

86%

Room temperature

0-50°

0-40°

Ventilation

Gradual automatic regulation

Gradual automatic regulation

Protection degree

IP 30

IP 30

Mains connection

3-way “mate-n-lock” connector

3-way “mate-n-lock” connector

Battery connection

4-way “mate-n-lock” connector

M6 screw

Case

Nylon + fiber glass self-extinguishing

Nylon + fiber glass self-extinguishing

Dimensions (mm)

180 x 140 x 85H

180 x 190 x 85H

Weight

1Kg

1.2Kg

Temperature sensor

Optional

Optional

Company Profile
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weights and electrical connections of the
CB516/3 are the same as the previous model
(in order to facilitate product changeover for
CBE’s OEM customers willing to do so).
There is an attractive option for those who
use recreational vehicles in extreme climates:
a temperature sensor (to be placed near the
battery) can be connected to the CB516/3 in
order to increase or decrease the charging
values according to the temperature detected, to further optimise the charging process.
With this new battery charger, CBE offers
the OEM market a product that is not only
updated in terms of technological content
but is also enhanced with some innovative
functions to further improve both the efficiency and the life of batteries.
CBE has planned that the product changeover with OEM customers will take place
by 2019.

ith a history of more than 40 years, CBE is a leading company in Europe in the
field of electrical and electronic systems for recreational vehicles and boats.
Headquartered in Trento, Italy, CBE is a project partner of motorhome and caravan
manufacturers around the world. CBE develops customised solutions for all aspects of
on-board electrical systems, from control panels to distribution boards, from chargers
to sensors, sockets, switches and even complete vehicle wirings. Quality, reliability and
safety are constant features of CBE’s operational dynamics. CBE has obtained UNI EN
ISO 9001:2000 certification.

Bt o B

19

Lippert Components
acquires Italian-based
manufacturer STLA

Jason Lippert and Paolo Milianti

Lippert Components has acquired STLA s.r.l, a Pontedera, Italy-based manufacturer of bedlifts and other recreational vehicle components for the European caravan and motorhome
market
Words Andrea Cattaneo

L

CI Industries (NYSE: LCII), which,
through its wholly-owned subsidiary,
Lippert Components Inc., supplies a
broad array of engineered products for the
leading original equipment manufacturers of
leisure and mobile transportation and adjacent industries, and the related aftermarkets
of those industries, announced that it has
acquired STLA s.r.l, a Pontedera, Italy-based
manufacturer of bed-lifts and other recreational vehicle components for the European
caravan and motorhome market.
“We believe this transaction accelerates the
opportunities to expand LCI’s product offerings for the European RV market,” said LCI’s
President, Scott Mereness. “We welcome
STLA to LCI, and look forward to working
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closely with its team to grow its business in
Europe.”
“This is our third acquisition in 2018,” continued Mereness. “Our strong balance sheet
combined with solid operating cash flow
positions the company to invest in future
growth. With over five billion dollars of incremental addressable market, we continue
to strategically position the company to take
advantage of that runway.”
Paolo Milianti, appointed by LCI as CEO of
STLA, FORMA and TECNOMETAL, said:
“We have worked extremely hard to reach
a transaction that leaves everyone satisfied.
Our first contact with the Lippert Group
started two years ago, and in 2017, we finally met and started the actual negotiations.”

“I am glad to continue being part of the
company and to still work in the market
where I have, literally, spent my entire professional life,” Milianti continued.
“Entering a large international group such
as LCI Industries also gives continuity to the
company, and the support to remain competitive and invest in new projects, research
and technology. The challenge is very stimulating and rewarding, and for us it has officially just started!”
STLA started in 1975 as metal stampers
(it gets its name from the Italian name for
this industry – Stampaggio Lamiere) for accessories and spare parts for tents, but in
a short time the company started its interest in caravans. It collaborated with major

Lippert Components • 3501 County Road 6 East • Elkhart Indiana • 46514 • USA
Contacts: Ph. +1 574-537-8900 • info@lippertcomponents.eu • www.lci1.com

Paolo Milianti

Italian manufacturers for the production of
various components, in steel or in aluminium, starting with wall supports for tables
and expanding to campers when the market
moved in that direction. Today it is dedicated
to the recreational vehicle market. Production is extremely varied, ranging from metal
to plastic elements. Sergio Milianti, 78, has
progressively passed the reins to his sons
Paolo, General Manager of STLA.
“Our product catalogue is extremely broad
and varied,” explains
Paolo Milianti, “and
the reason for this
is that in addition to
manufacturing
metal
products, we also partner
with the subsidiary Forma srl
for
stamping
plastic materials,
creating, for instance, customized
water tanks that fit perfectly with
the chassis and onboard furnishings.”

A large chunk of production currently caters
to beds in recreational vehicles, with unique
systems for the movement of beds. A wide
range of bed frames with an aluminium
structure are produced, and various types
of liftable storage beds, with manual and
electric movements. A significant portion of
production also caters to aluminium ladders
for motorhomes.
STLA sales for 2017 were approximately €18
million (US$21 million).

Scott Mereness

Company Profile
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rom over 65 manufacturing and
distribution
facilities
located
throughout the United States and in
Canada, Ireland, Italy, and the United Kingdom, LCI Industries, through
its wholly-owned subsidiary, Lippert
Components Inc., supplies, domestically and internationally, a broad
array of engineered components for
the leading original equipment manufacturers (“OEMs”) of leisure and
mobile transportation, consisting
of recreational vehicles (“RVs”) and
adjacent industries including: buses;
trailers used to haul boats, livestock,
equipment, and other cargo; trucks;
boats; trains; manufactured homes;
and modular housing. The Company
also supplies components to the related aftermarkets of these industries
primarily by selling to retail dealers,
wholesale distributors, and service
centers. LCI’s products include steel
chassis and related components; axles and suspension solutions; slideout mechanisms and solutions; thermoformed bath, kitchen, and other
products; vinyl, aluminum, and frameless windows; manual, electric,
and hydraulic stabilizer and leveling
systems; furniture and mattresses; entry, luggage, patio, and ramp doors;
electric and manual entry steps; awnings and awning accessories; electronic components; televisions and
sound systems; navigation systems;
backup cameras; appliances; and other accessories. Additional information
about LCI and its products can be
found at www.lci1.com.
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Thule’s new
Omnistor TO6300 awning

Patrick Dehaen
Thule’s Sales Director

For 2019 Thule is boosting
its already compressive range of roll-out
awnings with a new offering, the TO6300.

A

boutcamp BtoB interviewed Thule’s
Sales Director, Patrick Dehaen, to find
out more.

Aboutcamp BtoB - What’s new about the
TO6300?
Patrick Dehaen - It’s basically similar to the
TO6200 but sporting more progressive features to make it stand out from the competition. To this end it incorporates some of the
advanced features of the TO5200. Firstly,
there are the integrated tension arms, which
stiffen the spring arms and allow the fabric
to be tensioned by simply closing the awning
slightly, achieving a much higher tension
then with traditional springs. When the awning is fully open the tension arms can be
easily pushed into place on a ratchet mechanism to form a triangular bridge between
the spring arms and the front rail. This not
only stiffens the spring arms, it increases
the wind resistance and means the awning
cannot collapse if a closing force is applied
to the front rail. It also means the tension is
achieved by pushing on four points rather
than two, so there is less tendency for the
front rail to bow. Without such arms the
traditional way to tension an awning was to
install one or more tension rafters. These are
long arms that fit between the vehicle body
and front rail to maintain the tension in the
fabric. Secondly, we felt it important for all
variants of the TO6300 to have the option
of being motorised. The motor we use is a
very reliable unit also used on the TO5200
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and weighing just 1 kg. It can be easily retrofitted, adding just 3 cm to the awning. In the
event of a power failure or flat battery there
is a provision for easy manual cranking so
the user will never be stuck. Thirdly, we felt
it important to better integrate the provision
of LED lighting. It’s something that has taken
off in recent years and we were keen to have
a stylish solution for the TO6300 and one
that was independent of the awning rail. We
wanted to leave this free for other uses such
as hanging a tent or storage bags. That was
achieved by redesigning the LED and caravan
rail assembly, integrating barely visible side-illuminating LED’s.
Aboutcamp BtoB - Why have you made
these changes?
Patrick Dehaen - As with all our products
we were keen to make it as user friendly as
possible. Stability and fabric tension have always been important to us so the opportunity to move to integrated tension arms was
one not to be missed. Similarly, the opportunity to motorise the awning. We are very
proud of our solution which works really well
and is quiet in operation.
Aboutcamp BtoB - How long has it taken
to develop the TO6300?
Patrick Dehaen - The whole project has
been some two years in the making.
Aboutcamp BtoB - Can the TO6300 be fitted to any vehicle?

Words Terry Owen

Patrick Dehaen - In principle yes, but there
are technical limitations that are sometimes
difficult to overcome. Attachment is made
via adapter plates that adapt the shape of
the awning to the shape of the vehicle roof.
We have a mission to continue to develop
adapter plates for every likely vehicle. In
many cases the adapters are the same but
some are unique. A good example is the
recent VW Crafter. This has a roof section
that curves in three directions, and by quite
a lot I can tell you. It was quite a challenge
but we’ve risen to it and the adapters are
available.
Aboutcamp BtoB - What about vehicles
fitted with styling ‘shoulders’?
Patrick Dehaen - In most case the shoulders are merely cosmetic with no structural
part to play. To attach an awning the shoulder is cut away for the required length and
the awning fitted in between. End plates are
then fitted to close of the remaining parts of
the shoulder.
Aboutcamp BtoB - How do the adapter
plates attach to the base vehicle?
Patrick Dehaen - In most cases we recommend they are bonded to the roof. We also
propose to have very small screws in the
front of the adapters that attach to the connecting profile between the sides and roof.
This is often made of aluminium. The advantage of screwing into this is that there is no
risk of water penetration.

Thule Group • , Kortrijkstraat 343 • 8930 Menen • Belgium
Contact: Patrick Dehaen, Sales Director, patrick.dehaen@thule.com • www.thule.com

Aboutcamp BtoB - Given that attachment is via adapter plates is it easy to
remove the awning when not required?
Patrick Dehaen - Yes, although you will
probably need two people to do it sensibly.
It’s just a case of undoing two or three small
screws and lifting it out. It also means the
awning can easily be transferred to another
vehicle if the owner wishes.
Aboutcamp BtoB - Do you think we’ll
see vehicle manufactures installing the
adapter plates in the factory in the way
that Swift installs the mounting point
for a bike rack?
Patrick Dehaen - It could well be. One manufacturer, Hobby, has already made steps to
ease the fitting of adapter plates and more
may follow.
Aboutcamp BtoB - Is the TO6300 in production yet?
Patrick Dehaen - Production will start late
summer, in time for Dusseldorf, where we
will launch the awning. It will be available in
nine lengths from 2.60 m to 5.00 m with projections up to 2.5 m and a variety of finishes.
Aboutcamp BtoB - Clearly, you’ve put a
lot of thought into the design of this awning, what else can you tell us about it?
Patrick Dehaen - We have already talked
about the importance of maintaining good
fabric tension and with the TO6300 we’ve introduced a new technology first seen on the
TO5200. It’s a roller tube support system using a special lip along the entire length of the
tube which prevents it from bending. This
greatly improves the tension in the middle of
the awning. On the subject of comfort, you
will always find that our support legs extract
vertically from the front rail. This may sound
simple and obvious but not all our competition has this feature. With some you have
to unroll the awning considerably before the
legs can be extracted, and then they come
out at an angle, with the risk of damaging the
vehicle. Similarly, when extending the legs,

Front profile with
drainage system

6300 manual box

Optional LED lighting

you ideally want the locking flipper to be directly facing you at a convenient height. With
some competitor products it’s at the bottom
of the leg, so you have to bend down. What’s
more we’ve incorporated a drainage system
to shed rainwater and make cleaning easier.

Thule at a glance

T

Adapter plates are available
for a wide range of RV’s

he Thule Group is the global leader in cargo carriers for automobiles, with
approximately 50% of the market. It is also a leading company in the outdoor and bags market, owning such brands as Case Logic. From its headquarters in Malmö, Sweden Thule manages some 2,200 employees spread across
nine production facilities and 35 sales offices worldwide. Its products are sold in
more than 140 markets and sales in 2017 amounted to SEK 5.9 billion (€ 55.5m).

The whole assembly is designed to be strong
and reliable because we know that our customers wish to expand their awning with
panels, tents and other accessories and such
constructions can put quite a lot of stress on
the awning.
Aboutcamp BtoB - How do you go about
ensuring your products are truly roadworthy?
Patrick Dehaen - To achieve strength, durability and light weight, Thule’s products use a
high-grade aluminium alloy with many parts
being anodised. This produces an extremely tough finish that will last for many years.
Further on, all Thule’s products are subjected to crash testing at an in-house facility in
Sweden. Testing also involves wear and tear
simulations, exposure to extreme heat, cold,
damp, sunlight and even harsh chemicals.
These tests ensure a long life and maximum
safety on the road. Only once they have been
successfully completed are the products released to the market place - even if this delays a planned launch.
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Focus on

NORWAY

Hot caravan business
in a cold climate
The caravan business in Norway is experiencing massive interest. Compared to the
population, the country has Europe’s second
largest density of motor caravans; and the
country has a lot of space and nature to offer tourists on wheels.
Words and photo Tore Afdal

W

hen I try to explain Norway to others, I like to say that Norway is on the edge: first, we are the last stop if you’re going
to the north pole; the climate can be challenging; we live
by the ocean (actually we have the second longest coastline in the
world); and we have amazing nature, so there’s a lot of possibilities
for tourists. We would like to be a part of the EU, but not as a full
member, although the national support for the European Economic
Area is massive. We also have a few points where our small country is
on top: Norway has Europe’s highest Gross Domestic Product (GDP),
and a higher percentage of our GDP is related to industry than, for
example, Germany. People living in Norway are among the happiest
population in the world. Last year, electric cars represented 20 percent market share and hybrid cars 30 percent.

The caravan business
As for the business in Norway, there are some unique national rules
to define a motor caravan - to qualify for the reduced taxes (23%
of the taxes for personal cars); for example, these rules exclude the
compact-class, such as the Mercedes Marco Polo and VW California.
Motor caravan users in Norway have a lot of space in the countryside
available, and most of them can also afford to buy the full size or
“kastenwagen” models. Norway has a very high density of motor
caravans compared to the population; in Europe we are on a shared
second-place with Sweden, only beaten by Finland. The caravan market in Norway is benefiting from the increasing popularity of the motor caravan with a continuous growth in sales over the last four years.
The market achieved an all-time-high in 2016 and then improved
sales numbers again last year. As for the caravans, it is much more
unstable, but we still have growth in sales for the last three years. In
total, the Norwegian caravan business have a turnover of more than
600 million Euros. Last year, the top-three most popular brands for
motor caravans were: Hymer, Bürstner and Adria; and for caravans:
Hobby, Adria and Kabe.
National caravan association
Norway’s national caravan association, Norges Caravanbransjeforbund (NCB), has become increasingly professional, and helps to make
the dealers more professional as well. For example, they have initiated
a series of courses, such as educating gas-technicians, and have a
vision to establish a caravan-technical high school education in 2019.
There is one annual national exhibition in Norway, Caravanmessen, in
Lillestrøm - outside Oslo. The fair is arranged by NCB, and you need
to be a member of the organization to be an exhibitor. To become
a NCB-member, as a manufacturer or a dealer, you must sell or buy
vehicles from the official channels. Importing (or exporting if you are
a foreign producer) from other sources can lead to exclusion from the
NCB. In total, there are about 90 dealers in Norway. Most of them
(approximately 60) are independent and family-owned.
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couple of small political parties that would like to add taxes related to
the exhaust emissions from diesel engines. It is not likely, but if their
proposals did get accepted, the price of the motor caravans would
become 20,000 to 25.000 Euros more expensive. Another question is
how the environmental political wind will blow in the near future. The
Norwegian politicians have declared a wish for only zero-emissions
new-sales of cars within 2025. This is not yet defined by law, but
there is a political will to do so.
Touristic highlights
Norway’s largest resource to offer tourists is all its natural wonders.
You can find, and camp at, quiet lakes with more fish than people, or
breathtaking mountains and fjords. And the best way to experience
it is with a motor caravan, of course. I would also like to highlight
the Northern lights or “aurora borealis”. Every year our magazine
sends a winner on a free winter-trip for a week in a motor caravan
to the city of Tromsø. This is a popular prize and a great experience
for most Norwegians. I have been there myself, and it is amazing to
be in the mountains, totally quiet and temperatures below 20 minus
degrees and then - hopefully - you experience the magic polar light.
And when you get cold, you just go and have a cup of cacao in your
warm and cosy camper! The northern parts of Norway, and especially
the city of Tromsø, are experiencing a growing demand for unique,
active winter holidays. Other attractions in Norway are, of course, the
Fjords in the western-part of the country. I must highlight Lofoten as
a need-to-go-place, but be aware that July is the month when “everybody” is there. Lofoten feels like being closer to nature than any other
place I have been. You will never forget a trip to Lofoten.

Two chains
The largest group of dealers in Norway is Kroken. The company is
46 years old, and is an exclusive partner with the Hymer-group for
the last four years. It fully-owns seven dealers and has 15 dealers
it co-operates with exclusively, making a total of 22 dealers across
the country. There is a brand new chain of dealers which is growing
strongly since it was established only two years ago with strong Norwegian financial resources. Its name “Ferda” means travel, and the
chain has a business model of fully owning its dealerships, and at
the moment there are eight of them. It has announced an expected
growth in Norway, and also expansion plans for Sweden. There is
also another smaller group, the Trigano-connected, Arve Opsahl, with
three dealers and a few co-operating dealers as well. In recent years
we have also seen several local cooperations or buy-ups, on a small
scale, typically with two or three retailers, still with local ownership.
Examples are Campinggaarden in Drammen and Williams Caravan.
The future of Norway
The caravan-horizon in Norway is almost free from clouds. A potential
problem, however, probably like a lot of the European countries, is a
Mysen Caravan dealer

Tourists are welcome
In Norway, you can walk nearly anywhere you want. Outdoor recreation has become a major part of Norway’s national identity, and is established by law. You are free to enjoy the great outdoors and breathe
in as much of the fresh air you want as long as you pick up your
rubbish and show respect for nature. The right to roam, also called
the right of access (in Norwegian “allemannsretten”) is a traditional
right from ancient times, and from 1957 it has also been part of the
Outdoor Recreation Act. It also benefits campers with a tent, caravan
or motor caravan, and gives you the possibility to stay for free in the
nature for two nights - as long as you keep a distance of 150 metres
from the nearest inhabited house or cabin.

Abobil dealer
Bergen Caravan dealer
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Electrical cars
You all know Tesla. Tesla love Norway: last
year its new Tesla Model X was the 4th
best-selling car in Norway (4748 units) - in
competition with gas and diesel models. The
strengths and weaknesses of electrical vehicles are quite obvious when you see them
established in such high numbers as in Norway. The demand for a good functioning
infrastructure is essential, and reports show
we already have problems to offer enough
clean electricity for the high demand at the
electrical cars. From my point of view, I must
say I will be surprised if an electrical motor
caravan will be on sale in the next few years.
Hybrid motor caravans on the other side,
with zero-emission in the city centres and
low diesel emission in the countryside, sound
like a more realistic solution for the immediate future.

Miles and miles
To understand Norway, you first need
to realise the massive distances: if you
live in the very south and you would
like to go to North Cape, you need
36 hours in car for the journey up
through the entire length of Norway.
If you would like to go the other direction, you “only” need 27 hours
to drive to Rome. Then, just imagine
how long a trip from North-Norway
to Rome would be…

Expensive?
A lot of people are worried about the prices in Norway. In general, prices are not
as high as in Switzerland and Iceland, but Norway is amongst the top-three in
Europe - especially alcohol and tobacco are expensive, plus milk, cheese, egg and
meat. So, if you are worried about your budget, don’t go to a fancy restaurant
and order the largest steak with plenty of beer. Instead, make your dinner in the
camper! One product is cheaper in Norway than any other European country, and
that is electricity. Unfortunately, not very easy to benefit from as a tourist, though.

Kirkeng camping

About the author
Tore Afdal is the editor in chief for the magazine Din Fritid, Norway’s leading independent
editorial magazine for motor caravan and caravan interested readers. The magazine has
been in the market for 23 years, previously
known as Bobil & Caravan. Din Fritid means
Your Leisure Time, oder Dein Freizeit.

Credit photo Michael Joos
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This story was originally written to be a part of
the prize ceremony at the European Innovation
Award. Norway was represented on the panel
for the first time by the magazine Din Fritid.

AUTOMOTIVE

TURN THE CABIN SEAT INTO A
COMFORTABLE RELAX ARMCHAIR

RELAX
SEAT
SYSTEM
P/N 9AC0096000C01

LOOK AT THE VIDEO ON
YOUTU.BE/X5DY97U1VSI
12V device approved in R14 and R17.
Compatible with the seats of Fiat Ducato,
Peugeot and Citroen with original CTA swivel
plates and others available on the market.
As shown in the video, it is installed in a few minutes
without the need to remove the seat.

CERTIFIED
Via Groenlandia, 23 | 00040 Pomezia | Roma | Italy | tel-fax +39 06 91601096 | info@ctapomezia.it | www.ctapomezia.it
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Type H
70th Anniversary

A one-of-a-kind, the Type H 70th Anniversary has retro forms but the contemporary mechanics of the Jumper: it was created to celebrate the 1947 Type H, the model with which
Citroën laid the foundations for the modern concept of light commercial vehicle.
Words Andrea Cattaneo

I

ncreasingly active in the European motorhome sector, Citroën
saw its market share grow in 2017 and sales of the Jumper and
Spacetourer models used for motorhome transformations increased by 76%. There’s the product and the support service too,
and that attention to the market made up of original proposals able
to capture the attention of the public isn’t wanting. Proof of that is
the Type H 70th Anniversary, a Jumper conversion kit that lends the
current light commercial vehicle from Citroën that retro flavour that
evokes the legendary Type H of the forties in all its glory. We’re not
just dealing with a unique item to put on show in trade fairs, but a
limited edition that nonetheless has a commercial value.
The idea came to Fabrizio Caselani and he also made the product
within Caselani Automobili, an Italian company based in Sospiro
(Cremona), while Citroën provided the technical support. Caselani
Automobili entrusted the design of the vehicle to designer David
Obendorfer, who approached this experience as a tribute to Flaminio
Bertoni, the designer who came up with some of Citroën’s most famous models of all time between the 1930s and 1940s (in addition
to the Type H, we recall the Traction Avant, the 2CV and the DS).
“Fifteen years ago I restored an old Citroën van, turning it into a campervan,” explains Fabrizio Caselani. “In 2014, when the time came to
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Type H: story of a legend

O

ver a hundred years, Citroën has
offered various revolutionary
models, vehicles that broke with the
past, which established new parameters in the automotive world. One
of these models is certainly the Type
H. The project of a commercial vehicle different to what was come before essentially began in 1936: it was
worked on by the team that was already pursuing the design of the 2CV
and which had previously created the
Traction Avant, two vehicles which
made automotive history. The concept is that of a vehicle designed specifically for work, which isn’t as big
as a truck and doesn’t use the cab or
chassis of a standard car, to avoid the
bulky front end and high-displacement engine. The TUB (Traction Utilitaire Basse, i.e. front-wheel-drive van
with low load platform), equipped
with front-wheel drive, was created
in 1939. In 1941 the design was perfected, but the new model named
TUC never entered production due
to the outbreak of the Second World
War. The idea returned in 1947, when

the Type H was presented at the Paris Motor Show, appearing in an even
more innovative fashion thanks to
the introduction of the concept of
dimensional modularity (height and
length). Equipped with a 1,600 or

replace it, I had the idea of recreating the forms of the historic Type
H, adapting it to a new-generation mechanical base. This meant creating some moulded elements to apply to the bodywork of the new
Citroën Jumper. I was able to count on my company’s experience,
specialists in working fibreglass for boat hulls.”
In 2017, Caselani made the first prototype, put photos on the Internet
and won the immediate appreciation of the public. Citroën admired
Caselani’s enterprising spirit, as it recognized the quality of execution,

Fabrizio Caselani and David Obendorfer

1,900 cm³ petrol engine, but also
available in a diesel version, the Type
H met with great success throughout
Europe and stayed in production until 1981, reaching a figure of nearly
500,000 examples built.

to the extent that it became a technical partner in the project, also
giving the go ahead for putting the product on sale. Thanks to Citroën,
Caselani Automobili proceeded to European type-approval, in different variants; initially created as a campervan, the Type H 70th Anniversary was then developed in a further six versions. There are panelvans
for goods delivery, campervans, minibuses and food trucks (mobile
shops), but we also find versions with just a “Type H-style” cab while
the back is built according to the commercial requirements of the client: tow trucks, campers and food trucks (mobile shops with greater
width and height at the back). A Dangel 4×4 option and a Poclain improved motricity option are also available. A limited, numbered edition
of 70 is envisaged for each of the seven versions. What was supposed
to be a bit of fun has therefore turned into production of around 500
vehicles. Technically, the conversion kit is made up of a front end (in
three parts) with the lighting components, two cab doors and some
moulded fibreglass elements (sides and roof), which re-propose the
historic design of the old Type H with lengthwise elements in relief. The
most simple elements are bolted to the original bodywork, while the
nose replaces the front end entirely. There’s an increase of just 70–80
kg on the initial weight of the vehicle, because the side elements have
a limited weight and the front end weighs less than the original. The
width and length increase by a few millimetres. The van is offered in
different variants, with four possible lengths (499, 541, 599 and 636
cm) and two heights. The price of the conversion kit varies according
to the outfit type, dimensions and paintwork: the Type H conversion
starts from 22,800 euros (excluding VAT), including assembly. Assembly of the kit is only possible for the time being at Caselani Automobili
and an affiliated centre in Belgium on new or preowned vehicles.
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Conservatoire Citroën:
conversation with Pascal Bélot
AboutcampBtoB caught up with Pascal Bélot,
the Camping-Cars International Manager of
the Light Commercial Vehicles Business
Unit from the PSA Group, at the Citroen
Conservatoire museum near Paris.
Words John Rawlings

In 2019, Citroen will celebrate its 100th
anniversary, and if you didn’t realise it had
such a long and rich heritage (in cars and
commercial vehicles), or just love seeing old
cars and automotive memorabilia, then according to Pascal Bélot, it is definitely worth
visiting the Citroen Conservatoire museum.
With over 400 models on display, including
unusual concept cars and daring prototypes,
the Conservatoire has the world’s biggest collection of Citroens. The vehicles are arranged
by age and particular themes: sport, adventure, commercial vehicles, and concepts and
prototypes. There are also archives of old
brochures, posters, registration records and
technical information to enjoy.
So why is the Conservatoire so important to
Citroen? “It is probably more accurate to describe the Conservatoire as a heritage centre
instead of a museum, and that’s why it is so
important to Citroen, as it is about our roots.
You can’t see the future clearly if you do not
know your own history, or in other words, we
need to know where we’re coming from in
order to know what we are aiming for in the
future,” said Pascal Bélot.
With so many vehicles to see in the Conservatoire, we wondered if Pascal had any favourites: “If I had to choose three ‘must-see’
vehicles in the Conservatoire, they would
be the first 2CV, the last Type H lightweight
commercial van (produced in 1982), and the
rally cars that crossed the African, European
and Asian continents in 1920. If I could add
a group of vehicles, I would definitely recommend the creativity expressed in all the concept cars,” said Pascal. As a great example

of Citroen’s heritage and design,
earlier this year, automotive designers David Obendorfer and
Fabrizio Caselani revealed a contemporary reinvention of original
Citroen Type H van at the Turismo
& Outdoor in Parma, Italy. This is
based on today’s Citroen Jumper/
Relay and available as a kit costing
around 25,000 Euros, which Pascal
thinks could prove popular with the
camper market. “The public loved
it,” said Pascal Bélot. “When you see
a picture of it you are amazed, but
when you see it for real it creates
a real emotion in you! One of the
first vehicles has been converted as a
camper” he continued. “I have read
about a trend in California where it’s
very, very trendy to have a car based
on modern vehicle with the look of
an old-timer. I believe that Citroen
is the first brand to offer an old-timers replica kit (the Type H),” said Pascal. “The extra
cost of around 25,000 Euros for this retro-kit
model could be prohibitively expensive for
some, but as people already pay something
like 55,000 Euros for campers, it makes a total cost of 80,000 Euros, but a concept car or
a dream car like this has no value, just a price
to pay to be almost unique,” he added.
This Type H replica kit may not bring a substantial number of extra sales, but it does reinforce the fact that Citroen is a brand with
extensive experience and 99 years of history
behind it, which is something that differentiates it from its competitors.

So how is the camper market for Citroen
shaping up this year?
“We are growing, and it is very interesting
to note that in the first quarter of the 2018,
Citroen is now the second brand in Europe.
The PSA Group (Peugeot and Citroen together) were already the second player in the
market, but for the year to date at the end
of March 2018, Citroen alone has recorded
again the best growth in registrations of all
the OEMs, with 94% increase over the same
period last year and a market share up from
7.7 per cent to 9.6%. We are very proud of
this, and thank all our partners who trust us”
said Pascal.

Conservatoire Citroën - Case Courrier AN 081 - Bd André Citroën - BP 13
93601 Aulnay-sous-Bois CEDEX
conservatoire@citroen.com
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• WOOD FREE
• LIGHTER
• COST REDUCTION

TRADITIONAL floor

VETROSTYLE floor

PVC 2,5 mm
PLYWOOD 5 mm

PVC-GRP 4 mm

INSULATION 40 mm

INSULATION 40 mm

PLYWOOD 5 mm

GRP 1,5 mm
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How to lose weight
and keep it off
Technology and technical innovation
are the keystone in research into limiting
weight on board a recreational vehicle:
you need to find the perfect balance
of dimensions, liveability and space used.
New materials and technical solutions
have allowed some European
manufacturers to offer
lighter vehicles.
Words Michel Vuillermoz

I

n the 1990s, a 6.5-metre-long overcab was considered a large vehicle: it
stopped short of 3 metres in height, the
width didn’t exceed 220 cm and the total
weight was often 3100 kg, that is, the limit
for the first generation of the Fiat Ducato 14.
There was also the 3,500 kg Ducato Maxi of
course, but many vehicles also made use of
the “little” Ford Transit 120D for passenger
compartments of 554 cm in length and total
weight of 2720 kg, or the entry-level version
of the Fiat Ducato, the 1000 kg (2600 kg fully laden). Today, these numbers are a distant
memory: except in rare cases, the European
market identifies a 6-metre vehicle as compact and a 7-metre one as medium-sized,
with layout in which the passenger compartment is dominated by the space dedicated to
the rear bedroom. The dimensions, the engine power, the equipment and the comforts
have increased. What hasn’t changed, however, is the weight limit that a vehicle needs
to stay under so it can be driven in normal
circumstances with a standard category-B
driving licence: 3500 kg and not a kilo more.
Beyond this figure, legislation means that the
driver has to be in possession of a higher-category licence (C1, C or D) with all that that
involves both for the individual (obligation to
renew every 5 years at most, restrictions – including serious ones – in the case of medical
issues) and for the vehicle (annual MOT, low-

er speed limits, different motorway toll calculation in some countries). This is a complication that not all potential buyers want, or
often have the requisite knowledge, to manage successfully, effectively entering a kind
of grey area: they own a medium/large-sized
recreational vehicle type-approved for driving
with a B-category licence, fully equipped but
unable to comply with the weight limit, even
by limiting the passengers to two people.

The explanation can be supplied quickly: the
concept of recreational vehicle has evolved
significantly in the last two decades, transforming from simply a vehicle for camping
to a home on wheels. Overcabs, low-profiles and motorhomes have started to grow
in size, forcing customers in search of more
compact solutions to focus on campervans.
In the last five years, these have become a
genuine commercial phenomenon at a glob-
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Carthago’s lightweight construction

G

iven the impossibility of using two very
thick superimposed platforms on a vehicle with a total weight of 3500 kg, it is necessary to assess their composition thoroughly as
well as the supporting framework. An excellent example is provided by Carthago, which
exploits an excellent, light and high-performance structure on its “Superlightweight”
ranges. The lower floor is made up of a sandwich with lower fibreglass lining (2 mm), 40
mm RTM insulation and 6 mm laminate internal lining for a total thickness of 48 mm.
The 14 cm cavity features a partition structure
made of galvanised steel suitably milled to
lower the weight, permit excellent air circulation and, simultaneously, the passage and
positioning of the hot air ducts and all technical components of the systems. The floor, on
the other hand, is made of 20 mm multi-layer
phenolic lined inside with the classic linoleum.
All this, together with a self-supporting aluminium/RTM/aluminium body with medium
thicknesses (38 mm of which 30 insulation)
and intelligent furniture construction, with
quality materials milled where possible to
eliminate the unnecessary parts, has enabled
the prestigious German brand to offer highclass low-profiles and motorhomes, distin-

al level: the sales figures, increasing constantly, can in part be attributed to the market
positioning of outfitted vans, offered at rates
distinctly lower than those of the classic panelled versions.
Compact doesn’t always mean light
You need only glance at the technical specifications of some of today’s most popular
campervans to see unladen weights of little
under 3000 kg, even for vehicles of just 541
cm in length. The problem of weight thus
seems increasingly to transcend types and
dimensions. But is all this really inevitable
from a technical, design and cost perspective? Objectively, no. It’s not inevitable, but
it’s not easy to solve. You can’t expect to
solve it by eliminating standard equipment
like engine-powered climate control (18/20
kg), spare wheel (30 kg) and service battery
(30/35 kg on average) or by asking passengers to sacrifice a minimum of drinking water
in the tank (already a limited quantity) each
time they travel. No one – and I mean no one
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guished by technical solutions that stand out
but are compatible with a total weight limit
of 3.5 tonnes: purely by way of example, a
C-Tourer I 144QB with marine-style central
double bed at the rear and length of 699 cm
has a kerb weight of 2970. A few more kilos
can also be gained by reducing the width of
the outfit: for this particular vehicle, passing
from a body width of 227 to 212 cm permits

a saving of 45 kg, bringing the tare weight to
2925 kg. The comparison is made possible by
the presence of the C-Compactline I 144QB
series in the Carthago catalogue, identical to
the C-Tourer I 144QB in terms of layout and
technical features but 15 cm narrower. For
both, of course, the mechanical base i provided by the Fiat Ducato 35L with non-standard
AL-KO chassis.

–travelling in their campervan with wife and
two kids, in addition to draining the waste
water before setting off each morning, will
also drain the entire drinking water tank to
get to the 20 litres theoretically permitted.
The only possibility to create recreational
vehicles that are hospitable, fully equipped,
commercially appealing and compliant with
the regulations in force is to start again from
a blank slate in the design, choice of components, of materials, of solutions to propose,
in the volumes.

tomatic transmission 17 kg, the various active safety devices (ESP, Traction+, Hill-Holder,
Cruise-Control…) no more than 3 kg. Added
together, including all these components, the
outfit for a low-profile or overcab starts from
a chassis of just under 1700 kg. This certainly
isn’t a high figure, which can be significantly
reduced by opting for a non-standard ALKO AMC chassis, made of galvanised steel,
equipped with independent rear suspension
and designed specifically for each outfit, so
as to permit a significant lowering of the
floor (14/22 cm), useful for the creation of
double flooring perhaps. Depending on the
options selected, the weight saving with respect to a normal chassis cab with high ladder frame and classic rear leaf-spring suspension can be as much as 140 kg. The chassis
represents the backbone of the vehicle to
a certain extent: it’s the base on which the
platform, and consequently the entire body,
of the vehicle rests. Many variants and possibilities relating to thicknesses, materials and
assembly systems come into play here, with

Mechanics and chassis
Each element has its own weight, starting
from the mechanical base: a Fiat Ducato 35
Light 130 Multijet II, chassis cab for conversion in standard configuration with original
ladder frame and 403.5 cm wheelbase, has
a tare weight of 1655 kg and the numbers
vary by 10/20 kg for the shorter versions
(1645 kg with 380 cm wheelbase, 1635 kg
with 345 cm wheelbase). The manual climate
control weighs 18 kg, the Comfort-Matic au-

different schools of thought. There are examples of particularly thick platforms (as much
as 60/70 mm) which, strangely, are combined
with the thinnest possible walls (30 mm) and
oversized roofs (50/60 mm), as if to suggest
that the greatest heat losses on a vehicle are
linked to floor and roof and not to the walls.
Or there are walls with greater thickness
combined with thinner roofs. It is not a given, however, that a conspicuous thicker floor
or wall automatically translates into greater
insulation. A high-quality insulating material
(polyurethane or RTM) ensuring maximum
rigidity and strength permits a dramatic reduction in the elements of the internal skeleton, which made of wood or composite resin
do not in any case have a negligible weight
in the case of 5-metre walls and platforms
and 7-metre roofs. A better, more modern
body without wooden (or similar) elements
and with systems of assembly in line with
contemporary technologies could bring two
advantages: lower weight and greater safety
in case of accidents. Conversely, of course,
higher-quality materials cost more.
Double flooring in 3.5-tonne vehicles
The creation of a cavity in which to channel
systems, house technical components in a
protected and heated position and create
storage compartments has always been the
prerogative of the most exclusive and sophisticated vehicles. It does have some basic rules
however. The build can’t be the same as a
vehicle without false bottom, because while
the aesthetic differences between the two
may be minimal, technically they’re enormous. The main platform is the lower one.
This is what insulates the vehicle from the
outside and warrants adequate insulation
together, naturally, with the lower portion
of the walls, in which the insulation is too
often provided merely by sheet metal, inappropriate for the task of preventing heat
loss. If present, the double flooring has
to become a cavity at the service of
interior comfort, a compartment
that accumulates heat for the
well-being of the passengers and
protection of the technical installations, electrical wiring included, also significantly increasing the life of the vehicle

3D Design by Michael Lord
(Trakka Product Development & Engineering)
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The weight-saving solution from Hymer

E

qually interesting is the lightweight development proposed by Hymer: in the
last five years, the Bad Waldsee factory has
invested heavily in technical research, developing the Exsis I and T (motorhomes and
low-profiles) ranges to meet the needs of
category-B licence holders. With compact
dimensions, height limited to 277 cm and
width to 212 cm at body level and 222 cm
at band level, the latest generation of these
products has seen the introduction of the
new AluPual (or Pual 2.0) body with aluminium internal and external structure containing
the classic polyurethane foam for a total wall
thickness of 34 mm. This is coupled with a
41 mm platform (fibreglass/polystyrene/fibreglass with polyurethane structure), entrusted
to an AL-KO chassis teamed with the mechanical base of the Fiat Ducato, and furnishings completely redesigned to preserve style
and sturdiness but lightened in all non-essential and load-bearing sections, to reach
an objectively outstanding result: you need
only glance at the technical specifications of
the Exsis models to see extremely limited tare
weight figures. By way of example, one of
the central models in the range, the I 588
motorhome (699 cm in length, layout with
rear twin bed on garage) offers a kerb weight
of just 2840 kg, thus permitting a useful margin of 660 kg.

Even more significant, if possible, is the subsequent development step taken by the manufacturer in Bad Waldsee, the new SLC, SuperLightChassis. Developed to be combined
with both the classic Fiat Ducato and the
brand-new front-wheel drive Mercedes-Benz
Sprinter VS30, as of this year it is fitted on the
B-Klasse Supreme Line models and, above all,
the brand-new B-Klasse Modern Comfort series, a big development for 2019. A genuine
paradigm shift in the concept of the chassis,
no longer merely a base on which to build a
double floor but a structure absolutely integral to the vehicle, it brings together significant advantages in every area of the design
and assembly of the vehicle: it further limits
the unladen weight (saving up to 70 kg),
lowers the centre of gravity without reducing the ground clearance, avoiding approach
and departure angles worthy of a Formula
1 single-seater, and permits the creation of
a maxi double through floor (from a minimum of 25 to a maximum of 35 cm usable
vertical extension) despite the presence of a
total height kept under 3 metres (296 cm)
and a more than adequate internal height
(198 cm). A chassis that, of course, offers
greater rear track (198 cm) and wheelbases studied according to the external length
(390/400/420 cm for lengths of 699/719/739

cm): enough for the new B MCs to be advertised as capable of offering 4 type-approved
places also for the larger versions, complying
with the 3.5-tonne limit, and not sacrificing
a rear garage able to hold 350 kg or drinking water and recovery tanks with a greater-than-average capacity (180 and 150 litres).

over time. At times, instead, you see vehicles
where this seems turned on its head, with a
thin lower platform and floor with thickness
that even exceeds 50 mm. Vehicles that feature more insulation between their internal
components than against the outside, with
a part of the systems (typically the recovery
tank) installed as an independent element in
the underbody.
Electricity and gas on board
From the perspective of electricity, the spread
of the new generation of lithium batteries

AL-KO chassis
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Hymer SLC chassis

can provide a significant contribution in a
future which is now near: developed with
LiFePO4 (Lithium Iron Phosphate) technology,
they made their début on the most prestigious recreational vehicles (original equipment on the exclusive Frankia Platin models)
and constitute the heart of the Smart Energy
Pack proposed by Hymer for its vehicles. So
electricity lasts longer, in line with the ever
greater demand from the complex and advanced domestic automation on board, but
weighs less: a 100 Ah LiFePO4 battery weighs
just under 15 kg, less than half the weight of
a battery of similar power with GEL (29 kg
approx.) or AGM (32 kg approx.) technology.
Another heavy element is the gas: two classic
10 kg cylinders, as well as being difficult to
manage, are heavy items with a tare weight
between 11.5 and 12 kg each. Between contents and container, you easily arrive at 45 kg
on each vehicle. A gas-free vehicle could save
a lot of weight. The internal climate control
would be entrusted to the increasingly sophisticated systems powered directly by the
fuel for the vehicle with diesel or induction
hobs and fridges with high-performance
compressor elements (Thetford T1090 or
Dometic Coolmatic) that are lighter than
three-ways of similar capacity.
The internal furnishings
The war on weight, at least in the build and
production stage, involves refinement, lightening and improvement work: thinking you
can solve everything just by reducing the
thickness of the furniture, however, is asking
for trouble. The furnishings on a recreational
vehicle must be robust, since they’re subject
to a great deal of stress due to wear, vibration, twisting of the chassis and jolts from
ruined road surfaces. The idea of replacing a

Double floor on a motorhome Bürstner

15 mm laminboard panel with a 10 mm one
without altering the manufacturing technique and material may prove a grave error.
The only solution is to diversify the materials, with load-bearing sections and secondary elements differentiated according to the
task they have to carry out, maybe with new
synthetic elements able to incorporate light
weight and strength.
On board a motorhome as at home, but
more than 3.5 tonnes
It’s no use thinking of being able to offer, in a
vehicle type-approved for a maximum weight
of 3.5 tonnes, a wall unit with maxi domestic
fridge freezer in terms of capacity and weight
(41 kg), a kitchen module and grill and gas
oven worthy even of a Michelin-starred chef
but with a weight to match (between 35 and
40 kg depending on the model), convector
heating (20 kg plus one with ducted air)
perhaps in combination with a tall radiator
dedicated to the toilette (another 10 kg) and,
again in this environment, a cassette WC
with ceramic body (17 kg compared to the
8 of a “normal” plastic one). These elements
reproduce the comfort of a normal dwelling
and for this precise reason deserve to be installed on vehicles of more than 3.5 tonnes

teamed with mechanical bases originally
designed to handle greater weights and volumes and which ensure large safety margins.
On the contrary, a low-profile, an overcab, a
motorhome or, above all, a campervan with a
total weight of 3.5 tonnes is a vehicle created
as a convenient extension of your car, not a
replacement for your home. Customers often
don’t understand this, and no one explains it
to them…
We’ve presented some exemplary companies
who are working on lightweight construction. This is the challenge of the future: offering adequate weight on 3.5-tonne vehicles,
allowing users to drive safely with peace of
mind.
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Be in charge - Super B
Super B develops and manufactures high-quality lithium batteries for a wide range of industries and applications, ranging from small starter batteries for motorsports to recreational
power solutions, marine, UPS and industrial markets.
Words Jörg Nullmeyer

T

he cost pressure is forcing many
manufacturers to purchase electrical
and electronic equipment and components from Asia’s low-wage countries
in order to maximize the margin for their
own product. The Dutch company Super B
impressively proves that things can be done
differently. High quality is the motto here,
resulting in lower total cost of ownership.
The roots of the company lie in motorsports.
Only performance counts there! Resilience,
reliability and low weight decide on win or
defeat. So it’s not surprising that Super B is
the original equipment manufacturer of luxury car brands like Lotus, Aston Martin and
Ferrari, because only the best products are
used. This success has also affected the European Caravanning industry, where Super
B is in demand as an original equipment
manufacturer, especially - but not only - for
high-quality brands.
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Made in EU
At Super B, development and production
take place in Hengelo, the Netherlands. This
affects both hardware and software. In the
development phase all departments like production or quality management can easily be
coordinated. As a result, even the smallest
errors are detected and eliminated in a short
time. In addition, European regulations and
requirements for environmental protection,
product safety and sustainability are particularly high compared to Asia. This ensures that
vehicle manufacturers receive only the highest quality. No battery leaves the production
untested. Only when she has passed a product test lasting several hours does she receive
the necessary test seals and can be sent.
More power - less weight
Space and weight play a major role in the
caravan and motorhome. Since a Super B

Super B Lithium Power B.V. • Expolaan 50 • 7556 BE Hengelo (Ov) • Netherlands
Contacts: Ph. +31 748200010 • info@super-b.com • www.super-b.com

LiFePO4 battery uses 100% of the energy,
it can replace two standard 100 Ah batteries, which can only use between 45 and 60
percent of its capacity. In addition, Super
has a significantly more effective and faster
charging through modern battery management. In an independent field test, a Super
B battery had to compete against a normal
German brand battery of the same capacity.
With both batteries coffee was boiled with
the same coffee maker until the battery was
empty. The result is both clear and impressive:
the conventional battery only had energy for
30 cups of coffee, while the Super B boiled
92 cups with the same battery capacity.
Low TCO
Comparing the “Total Cost of Ownership”
(TCO) with a conventional battery, the Dutch
LiFePO4 batteries are significantly cheaper
than conventional battery systems - despite
the higher purchase price. Decisive for this is
the up to ten times longer service life of the
new systems due to more charging cycles.
For vehicle manufacturers, this has the pleasant side effect of having fewer problems and
warranty cases, which drastically reduces
support costs per vehicle and increases customer satisfaction.
Safety first
Lithium-ion batteries have fallen into disrepute as the press repeatedly reported burning smartphone batteries. This problem does

not exist with the Super B batteries, because
the technologies are completely different,
although both are lithium batteries. “In principle, we could produce batteries that deliver much more energy with the same size,”
explains Managing Director Henk Kleef in an
interview. “For us, however, the reliability is
crucial and unfortunately this is at the expense of energy density”. Therefore you can
always go safely on vacation with Super B.
Compatibility
While other manufacturers try to sell complete systems, Super B relies on compatibility. The new Epsilon series is compatible
with almost every on-board electrical system
thanks to its intelligent Battery Management
System (BMS). In addition, the battery can be
installed independently of position, which allows the designers more, new and cheaper
alternatives.

Super B history
2007 - Super B was founded. The first
lithium starter batteries developed
were two small starter batteries, extremely suitable for use for motorsport
applications. After this, a full range of
starter batteries and traction batteries
followed.
2010 - Super B showed an extremely
fast growth, mostly in the motorsports,
recreational vehicle and marine market.
Move to a new location with more possibilities to upscale the production and
warehouse.
2012 - Launch of the 100E-ZC and 160EZC battery. Powerful traction batteries
for used for several applications like
campers, marine and industrial. These
multi usable batteries gave Super B the
possibility to conquer market share in
several European countries.
2017 - Launch of the Super B Epsilon
battery: A light-weight, easy to use
lithium battery that offers enormous
power and is extremely suitable for use
in camping cars. Another relocation to
a new production and warehouse in
Hengelo, the Netherlands with triple
the size of the previous building. Henk
Kleef started as CEO Super B.
June 2018 - Super B now has 60 employees and is developing new product lines.
Because of the fast growth and ambitious plans Super B restructures the organization and changes its official name
into Super B Lithium Power B.V.
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More and more global
Lorenzo Bellini
Co Owner & Managing
Director at CAN s.r.l

The new factory in South Bend is 100% up and running, able to provide
direct support to North American makers, a fundamental element in a
new strategy for development in the RV sector which also includes an
entirely updated website.
Words Enrico Bona

C

AN has now been a presence in the
motorhome sector for ten years: the
Italian company, born and raised in
the boating sector, can make a more than
positive assessment of this experience,
demonstrated by the growing appreciation
of its products on the part of motorhome
and caravan manufacturers, above all at a
European level. On the firm foundation of
this positive phase, CAN reaps its rewards
and sets out again, proposing an offering
rich not only in terms of products, but also of
production and commercial strategies, with
an increasingly global vision. The company is
moving on several fronts, with web communication by no means the least important: the
new website is online, set to become an irre-
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placeable service for
clients and distributors.
“We’ve invested a
great deal in the
new website,”
explains Lorenzo Bellini, general
manager
of CAN, “because we believe that a tool for direct, immediate
communication with both our clients
and end users is necessary. It’s a brandnew and distinctly comprehensive website:
state-of-the-art, starting with the graphics,

highly dynamic and
interactive and content-rich. For example, it offers the
possibility of downloading all the manuals for our products. It’s a genuine
service tool, able to
offer a great deal of
information in a short
space of time. The creation of the new website
is an important stage in that
phase of development in the
RV sector that aims for CAN to become a
presence in a global market.”

CAN SRL • Via Nazionale 65 • 25080 Puegnago del Garda (BS) • Italy
Contacts: info@cansrl.com • www.cansrl.com

And CAN’s presence in the global scenario is
not only virtual, but also concrete, tangible:
the new factory in the USA is now fully operational, through which the Italian company
wishes to enter the American market forcefully and directly, focusing especially on the
campervan sector and after-market.
“We can satisfy the American OEM market
with significant volumes,” continues Lorenzo
Bellini. “We’ve launched new production and
we’re ready to generate significant figures.
The CAN Leisure Products US factory is located in South Bend in Indiana, a few kilometres from Elkhart: a very precise choice so
that we’re always close to all the major North
American RV makers.”
In Europe, CAN’s main market, the existing
growth is confirmed, with supply to historic
clients and new purchases as well. To tackle
the new challenges, the technical and R&D
department at the Brescia site has been consolidated: there’s a young, dynamic team,
which uses state-of-the-art techniques. But
CAN’s global vision also obviously includes
China, where the company is already pres-

ent with its own factory in Ning Bo, built to
supply the Southeast Asian market as well as
that of Australia and New Zealand, with reference both to the recreational vehicle sector
and the boating sector. The entire Chinese
territory is covered through a local distributor, Arena.
“We came back pleased from the Beijing exhibition,” affirms Lorenzo Bellini, general manager of CAN, “where thanks
to our local distributor we organised
a large stand, in which many products were exhibited. There’s a great
desire to get things moving in China,
a wish to make progress and enthusiasm, and you breathe a positive atmosphere. The motorhome product is
still little-known, but if the Chinese
government supports the “green”
spirit that encompasses motorhomes, as it appears to,
there could be a big increase in the market. In
China, where the middle
class is growing, there’s no

shortage of road network and I’m confident
about the construction of campsites and
parking areas.”
But that’s not all, because Australia too has
its precise place within CAN’s development
strategy. A positive agreement has recently
been signed with NCE, a valid local company
operating in the field of distribution for motorhome, camping and general leisure items.
Thanks to NCE, progress is being
made successfully with the various certifications necessary to
bring CAN products to the
local market. The process
should end by the end of
October, with the first
products set to be delivered to clients at the
start of November. But
in the meantime, CAN
is looking to the Caravan Salon in Düsseldorf,
where it will preview an
innovative product for the
European market.

Company Profile

C

AN, which has been operating in the nautical market from three generations
is known for the reliability of its products, the quality of the materials and the
capability of comprehending daily nautical life and translating it into concrete and
innovative designs. Today, more than ever, the heart and mind of the company are
represented by Mauro Bellini, supported by the more and more determining contribution of his sons, Lorenzo and Fabio who, together with their father, place their
endless creativity and contagious passion at the service of the company in order to
tie the CAN brand more and more to the world of stainless steel accessories. In 2009
CAN decided to take on a new challenge, introducing the CAMPER/CAMPING sector
into its range of products, thereby entering new and stimulating markets. And so,
the Bellini family has enriched and diversified its range of products with the usual
care and attention. Always under the banner of quality and consistency.
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Electronics solution leader
enters the RV market
Over the last 33 years Scanstrut has become the international market leader in the design
and manufacture of solutions for outdoor technology. Award-winning products including
waterproof USB, personal tech mounts system and now wireless charging. Already a well-respected name in the marine, power-sports, agriculture and industrial sectors, the company
is now entering the RV market.
Words Terry Owen

W

hether it’s a phone, tablet, satnav, camera, satellite dome, TV
antenna or indeed a waterproof
charging system, Scanstrut has the answer.
An agile company, Scanstrut can react quickly to changes in technology and can use cross
pollination from multiple sectors to come up
with unique and progressive designs and
solutions, perfect for the demands of mobile
living. Scanstrut has identified clear synergies between their existing markets and the
RV sector, and feels the time is now right to
move into this market due to recent technological developments, such as wireless
charging. Initially three product categories
are being offered – ROKK, Cable seals and
Junction boxes.
In house design service
Scanstrut boasts its own in-house design engineering department which enables the rapid conversion from design concept to product delivery. Current products can be quickly
tailored for new uses or brand-new designs
engineered from the ground up. In this way

Scanstrut can truly add
value to a client’s offering. Clients who have
benefitted from this
service include Land
Rover and Sunseeker.

distributor, Prima Leisure to sell
certain products through its website and shops to the UK leisure
vehicle industry. The agreement
covers the ROKK personal electronics mounting and charging
system and the cable seal range.
Product development
Roy Carter, MD of PRIMA Leisure
More products are set
said: “Working with Scanstrut
to follow as their prodhas allowed us to bring this excitTom Reed, MD, Scanstrut
uct ranges specialise for
ing range of outdoor mount and
the RV sector. With 33
charging solutions to the leisure
years of experience in developing solutions vehicle market, and our growing customer
for the toughest of outdoor environments base of camping and outdoor enthusiasts.
Scanstrut is keen to use its expertise to work We are delighted to bring these products to
with OEM’s to create exciting new products, the UK market through our website and PRIspecifically for the RV industry.
MA shops.”
“We have the energy to make sure things Tom Reed, MD of Scanstrut Ltd added:
happen. We have to be prepared to do more “PRIMA Leisure is clearly a leader in the UK
than just the norm; we want to be exception- RV sector and we’re delighted to announce
al at all that we do” says MD Tom Reed.
this partnership with them. Our products are
perfect for the RV sector and we look forScanstrut partners with Prima Leisure
ward to successfully launching these ranges
Just as we went to press Scanstrut announced and enabling the use of electronics on-board
that it had partnered with Bristol-based UK for their customers.”

ROKK wireless

Bezel

Hidden

R

OKK wireless comprises a range of three units designed to charge
suitably compatible devices such as Qi enabled smart phones. Operating on 12/24 volts and with a very low standby current of just 0.1
mA these units are perfect for RV installation due their space saving
design. What’s more IPX6 certification means they’re unaffected by
damp or condensation. The Surface, Bezel and Hidden versions come
with a non-slip surface to hold items in place. Arguably the most
interesting version is the sub-surface
Hidden mounting unit that mounts
from underneath, leaving the surface
free for normal day to day use. It also
makes it easy for the OEM to add
their logo to the active area. “We
now see the vast majority of Android
and all new Apple phones incorporating wireless charging technology
therefore the time is right for us to
launch this product. Caravan and
motorhome owners expect to have
the same kind of technology on the
Tom Bowker, head of sales,
move that they have at home” says
Scanstrut
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Surface

Hidden
(from underneith)

Tom Bowker, head of sales, Scanstrut. The three solutions are certified
to conform to the Qi charging standard. This is supported by Apple &
Android and is fast becoming the standard of choice. Adding ROKK

SCANSTRUT Ltd • 5 Dart Business Park, Clyst St. George, Exeter EX3 0QH • United Kingdom
Contacts: Ph. +44 (0) 1392 531280 • sales@scanstrut.com • scanstrut.com

wireless to a vehicle not only gives the end user a useful and increasingly essential feature but also allows the manufacturer to brand the
solution. This can all be achieved without compromising style or design. Scanstrut can provide manufacturers and convertors with all necessary
3D CAD and design files and assist in recommending suitable mounting locations as well as working with their marketing department on a
specific logo tailored to their brand.

ROKK products

R

OKK mini mounts are a highly versatile, modular mounting system for
tablets, phones and cameras. Their unique
quick release base allows devices to be easily moved from location to location around
the leisure vehicle. A variety of mounting
options are available to suit virtually every
requirement.
ROKK charge+ is a robust waterproof USB
charger for power-hungry mobile electronics. Scanstrut claims it can charge devices
up to 3x faster than standard USB sockets.
With a click and lock lid plus an ultra-low
profile it can be installed anywhere inside
or outside the vehicle.

ROKK charge+

Cable seals

T
DS-H10

he Scanstrut Cable Seal range enables
waterproof cable routing from outside
to inside on any vehicle and in any location.
Available to the leisure market for the first
time, these seals are IPX6/7 rated and provide a high integrity installation. No sealant
required, making installation quick and easy
and delivering a 100% watertight installation
for cables every time. They are perfect for solar panels and satellite TV installations.

Junction boxes

T

his ‘Fit & Forget’ range is the perfect for joining cables on RV
roofs or underfloor installations. They provide a secure, IP66
watertight connection for all electrical cables. Sizes range from a
standard’ box with 5 screw-down terminals or a ‘deluxe’ version
which includes 10 fast-fit terminals for a quicker install. They can
be fitted directly to any chosen surface or via a mounting bracket
which is included to allow easy removal for inspection.

Scanstrut at a glance
• Headquartered in Exeter in the South West of England, Scanstrut was founded in 1986
• Initially focused on marine applications, Scanstrut continues to expand into other sectors.
• It offers over 250 different installation products to mount radar, satcom, GPS, VHF and nav lights onto yachts, powerboats,
agricultural, commercial and military installations.
• Scanstrut products are fully endorsed and recommended by all leading marine and agricultural electronics manufacturers.
• Its award-winning designers and multi-lingual product support staff are dedicated to providing customers with the best outdoor
and mobile tech solutions
• It won the highly prestigious DAME Design Award in 2017 for a sailing conversion kit for disabled sailors.
• Scanstrut products are stocked and supported worldwide by an international network of expert distributors.
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A step forward
“In 1992, I bought a second hand motorhome and right from the very first time out I left the
step opened during parking maneuvers. I hit a tree and broke the step. That’s why I got the
idea to design an electric step with an automatic closing movement. Later, I modified the
system to create a two-step module.” Davide Nardini - Project 2000 CEO
Words Andrea Cattaneo

T

he horizontal sliding electric retractable step Innolight 10856 presented
in a new design in 2014, has been the
subject of a technical review as regards the
fixing kit for the Fiat Ducato chassis. The first
great advantage is given by the assembly
time, reduced to less than 3 and a half minutes. This obviously involves not only time
savings but also personnel savings, as only
one employee is sufficient for the assembly
and no longer needs a tripod or clamps. In
order to achieve this important result, both
front and rear brackets have been modified
and dedicated anchors have been created.
The 10856 is a complex RV step that features a casing into which the whole system is enclosed, and a footrest that moves
in and out of the casing by sliding on two
lateral runners. The 10856 second generation is 80% built of plastic parts and 20%
in steel and aluminium. The innovative system that blend these 3 materials is the result
of a time-consuming research and extensive testing that have created a high quality
product, corrosion-proof, very durable and
extremely lightweight. The powerful 12V

engine is water-proof, featuring a built-in
thermal protector. The sliding on special
guide is patented and allows a smooth sliding even after a long period of disuse. The
waterproof “open step” sensor was inserted
into the motor unit to guarantee safety and
prevent damages. The footboard is made of
anodized aluminium with a non-slip rubber

profile and without water stagnation areas.
It is available in four sizes: 440mm-550mm700mm and the new 1000mm, perfectly
suitable of special vehicles. The opening time
is 2.5 seconds and the power consumption
of only 2.5A.

Company Profile

P

roject 2000 was founded in 1995 as a sole proprietorship, experiencing constant growth that has led to a market leadership position in the recreational vehicle sector, for the manufacturing of retractable steps (electric, electronic and manual), LCD television bracket mounts and height adjustment solutions for beds. All metal workmanship processes are carried
out in-house, and all step design prototypes undergo a battery of operating tests and structural stress tests using equipment
and instrumentation that is specifically designed for this purpose. Project 2000 obtained its Certificate of Suitability for mass
production in 2010. In 2013 the company initiated a partnership deal with Lippert Components in the U.S. market, and in
2016 Lippert Components acquired Project 2000.
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Project 2000 Srl • Via A.Vivaldi, 40/A • 50041 Calenzano (FI) • Italy
Contacts: Ph. +39 055 8825239 • info@project-2000.it • www.lippertcomponents.eu/project-2000

The 10750 series

E

leven years after its invention and since its launch on the market, the step
10750 retires, to be replaced by a second generation of products that feature dramatic improvements thanks to the use of new materials and modern
construction technology. Compared to the first generation, which already was
qualitatively very high, more safeties were added, rethinking the clutch so as to
absorb the impact and thus prevent mechanism damaging, if the user climbs up
before the step is completely open. The robustness of the mechanical movement, both
static and moving, was improved. Moreover, it should be noted that the new step is 30%
lighter than its predecessor. Before being produced, the 10750 step was subjected to 85,000
opening and closing cycles – the test was further made stressful through the short rest time of
the components between a cycle and the following one - and to a dynamometer test during which
the step underwent a tensile stress for 40 minutes with a force of 250 kg. The new steel and aluminium
structure was designed to achieve greater stability in all conditions and with a light weight. The galvanizing
and epoxy coating as well as the stainless steel bolts offer a strong protection against saline mist. The footboard is made of anodized aluminium
with non-slip rubber profile and without water stagnation areas. The anti-shock clutch preserves the gearmotor from violent impacts on the platform when the step is moving. The step operation is very fast: it features an opening time of just 1.5 seconds and a power consumption of only 3A.

The 10574 series

T

his electric step is part of the product range of double steps with disappearing motion.
A model developed with special attention to design, it maintains the essential characteristics of safety and quality typical of Project 2000 products. The platforms are made
of anodised aluminium, feature a non-slip rubber profile, and the structure is built in zinc
plated and painted steel. The opening and closing system operates by means of a pulse with
an automatic return at the motor’s start-up, and is equipped with a sensor that activates
the open step signal light. In the event of an emergency, the mechanism can be released
and operated manually. Special attention has also been placed on the gearmotor, which is
bracketed onto ball bearings and safeguarded from excessive stress by a protection system.
All step functions are entirely controlled by a multifunction control unit, and the position
of the motor group can be customized, either to the left or right. Available in three sizes:
480mm, 530mm and 650mm, with a power absorption of roughly 3A.

The 10576 series

The 10577 series

T

T

his series too offers the same characteristics as the 10574 range,
but with one essential benefit: the option of overcoming a significant difference in height between the vehicle surface and terrain,
maintaining an equally reduced space in the closed step position.
In fact, the step is designed to close again taking up just half of its
opening space. In addition, in spite of its opening dimensions, this
model provides a lightweight yet extremely sturdy design.

his product series is specially designed for dual-floor vehicles. To prevent an excessive pitch between the floor and first
step, a solution was designed with a limited distance between
the joint and the first step. The same specifications are adopted as for the previous dual step, with a fourth measurement of
440mm.
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Focus on

SALONE DEL MOBILE

Design takes the lead

An international showcase for new trends in design, the Salone del Mobile
in Milan has repercussions on the most diverse sectors: its influence on recreational vehicle furnishings is inevitable. But pay attention with exaggeration: a motorhome is made to last. We asked five RV sector designers for a
reflection on the Salone del Mobile 2018.
Words Andrea Cattaneo Photo Andrea Cattaneo and Salone del Mobile.Milano

M

ilan is soaring. And soaring high, as
ever: from 17 to 22 April the moral
capital of Italy hosted edition number 57 of the Salone del Mobile, an event
of global significance, which establishes
essential points of reference in the field of
design, both reaffirming the pillars on which
the modern furnishing production process
is founded and bringing to light new trends
that will have a great impact on the world
that surrounds us. The Salone del Mobile
sets design icons, from products to designers as well as companies, on a pedestal, but
also offers young talent the possibility of
gaining recognition and appreciation on an
international scale. There was attendance
of 434,509, professionals and otherwise,
coming from all over the world to visit the
210,000 m² of stands where 1,841 exhibitors
gave it their all: it only takes a few figures
to understand the importance of this event
which can no longer be contained within the
pavilions of the Rho-Pero exhibition site but
extends over the entire city of Milan in a Fuori
Salone (“out of exhibition” event) made up
of exhibitions, conferences, temporary installations and much more besides. Let’s take a
look at what was presented, trying to understand if and how this design excellence will
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be transferred to the passenger compartment
of campervans and caravans. Needless to say,
design goes well beyond form. The aesthetic
factor is the most evident interface with the
user of objects, but design is something that
also blends materials, manufacturing technologies, ways of being and conceiving reality and even marketing and communication.

Al2

Ritzwell, Jabara

Punt

Judith Bergmann - Knaus Tabbert Group Interior Designer
“In the past, the difference between the domestic furniture industry and the world of
recreational vehicles has been greater. Formerly, RV furniture was very conservative,
mostly using dark honey and cherry-coloured
wood, but in the last 10-15 years, a refreshing process has begun with designs getting
more and more modern.
The domestic furniture industry is partly
to thank for this change; for example, oak
wood has become popular in the domestic
sector and I’ve showed its success to my
team for RV furniture.
In Milan, we see new colours, fashion tones
and materials; for example, marble is very
trendy now and furniture designs are getting
straighter, clearer and purer.
The interior of an RV must be inspired by
domestic design trends because the customer knows the market, is influenced by
magazines and social media, and knows the
trends. Once, furniture just had to be use-

ful and style was secondary, but now I think
customers want something modern; however, domestic design cannot always be transferred to the RV sector. We can’t use some
materials as we have to build everything with
lightweight technology, and we have to respect the ergonomic settings. The interior of
an RV is smaller than a domestic home, and
we must avoid the user having any problems
or risk of being hurt.
In the domestic sector, furniture handles are
more or less eliminated, but in the RV sector
handles are where you can set a new trend
or make a good “Colour and Trim” concept,
which means selecting suitable tones, surfaces and materials. The technical side of an RV
still mostly interests the male user, and the
style part is something the female user usually cares about more – and first impressions
when stepping inside an RV, count for all!
The user now comes onboard and really
takes a trip through new shapes and mate-

rials, making it a really tactile and visual new
experience. Today, textures are developed as
more natural to touch and the tactile experience is totally different compared to the past
times. Everything is more authentic, or it certainly seems to be.”

Adrenalina

Pedrali

Colour
Pantone has chosen the colour of the year: violet, or rather Ultra Violet. At the Salone del
Mobile however, we’ve still seen little intense violet; there’s much more lavender, softer, but
above all red and pink, two colours very much in vogue. But we’ve also seen many shades of
grey, a colour which is always elegant and reassuring. There was no shortage of green (the
2017 Pantone colour was Greenery). Certainly, lots of colour and many colour contrasts.

Sancal

Back to the past
There’s a return to the past, from the 1920s to the 1980s, with the
retro taste of certain furnishings, revisiting classic furniture, with new
versions of iconic furnishing from great masters of design.

La Cividina
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SALONE DEL MOBILE
Inserts
To accentuate the contrast between colours
and materials, inserts of different materials
are offered in table tops or in the doors of
storage furniture: glass and marble, ceramic
and wood, exposed wood and lacquered surfaces…

Cattelan Italia

Materials

Naos

Many combinations of materials, including very dissimilar ones, contrasts that were once unthinkable. Marble and ceramics are in vogue for table
tops. Brass is a current trend in the visible structure of chairs and tables. Metal (treated in various ways) makes an appearance on the front of sideboards and other storage furniture. Cupboards can feature transparent glass doors or even leather ones. Velvet is back in fashion for upholstery.

Tecnoform point of view

Discalsa

“The Salone del Mobile 2018 confirms its
vocation as a global showcase for the latest
trends in the home furnishing sector, offering excellent ideas for expressing innovation
to bring into the recreational vehicle sector.
The new trends in terms of colours and materials seem to be characterised by a return
to “country chic”, to the material quality
of untreated wood, combined with natural
stones or marble and lacquered and/or super-matt vertical surfaces. There’s also the
presence of metal surfaces and inserts, characterised by burnished colours and brass,
often used to delimit space or as highlights
to certain details. The trend of reduced
thickness stone or metal tops on horizon-

tal surfaces is consolidated. Authentic natural “blades” that sometimes seem to float
over the furniture itself thanks to grooves
between the doors and tops, sometimes accentuated by lighting elements. The interior
design of recreational vehicles draws great
inspiration from home furniture in two areas above all: the combination of materials
and colours, the inspiration from new ergonomic forms or solutions. Interior design
in the RV sector must necessarily comply
with criteria and restrictions that mean that
solutions adopted in home furnishing cannot simply be “reproduced”, despite being
a great source of inspiration for our sector.
The main decisive factors are weight compliance, limited spaces with resulting development of specific ergonomic solutions and
containment of costs.”

Left: Alessandro Rossodivita, Technical Manager
Right: Stefano Sghedoni, Director of Sales and Marketing

Bontempi Casa
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Clei

Protek+

Luxury and transformation
Two diametrically opposed tendencies emerge, which seek to interpret contemporary lifestyles that are reflected in the modern home. On one
hand superluxury, with fine furnishings, tending towards the classic, made for dream homes (see Fendi Casa, Bentley Home, Trussardi Casa…).
On the other transformable, multifunctional furnishings, with retractable solutions: the home is changeable, the spaces minimal and flexible
(Clei, Gautier, Protek+, Tumidei…).

Tumidei

Arketipo

Very Wood

Designers

CC - tapis, design Patricia Urquiola

There are big contemporary names, from Marcel Wanders to Patricia Urquiola, Jasper Morrison to Jean-Marie Massaud and Patrick Norguet to
Piero Lissoni. There are master designers like Philippe Strack and Alessandro Mendini, including some legendary figures who have now passed
on (new versions of celebrated works) like Gerrit Rietveld. But there are also many up-and-coming designers, perhaps less well-known among
the public at large, but capable of working wonders.
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Officine Fanesi

Leicht

Maistri

Dada

Karpa

Francesco Gabbrielli - Laika Head of R&D department
“For the kitchen, the trend is an open space
capable of conveying welcome: the warmth
and harmony of the forms extends without
barriers to the lounge, with a large living area
that makes the home lighter, more sociable,
and allows the spaces for enjoying life to be
exploited to the full. With respect to 2017,
there’s been a transition to a modern style,
rich in light and neutral colours, partially
Scandinavian-style minimalist extending to
a richer style of warm colours, which recall
oriental and exotic settings. Industrial-style
offerings, inspired by New York environments, remain highly contemporary. Among
the most recent innovations in the world of
kitchens, the development of induction hobs
visibly stands out, the highest level in terms
of design, functionality and performance. The
work surfaces become extremely high-performance in terms of quality and strength,
simplifying traditional food preparation and
cleaning work. Alongside the classic steel,
resin or marble kitchen tops, we find a stateof-the-art material like HPL layered laminate,
which has undergone an incredible technological development in terms of quality, style
and perception of material. In the RV world
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too, the trend of sticking with warm colours
like bronze and wood (above all with natural effect) will persist. Induction hobs prove
to be a trend for the future: the demand for
hybrid gas-induction systems will grow in the
short term, while it will still take a few years
to entirely replace gas hobs (everything will
depend on the development of the automotive sector in terms of energy).
The Salone del Mobile influences our sector
with reference to colours, style and technology, but we mustn’t forget that our task as RV
designers remains that of promoting well-being, functionality and above all the experience
of using our vehicles.”

Ton

Pedrali

Soft Line

Nordic and Industrial
On one hand a summons to Scandinavian style, balanced, soft, subtle colours, essential lines. On the other the refined brutality of raw
material, with an industrial style that shows wood and metal in its
primordial form.

Frank Venter - Hymer Head of Design & Designmanagement
“Basically, there are no shapes, colours or
materials that could not be used in an RV. For
example, oak, which has been prevalent for
years, is also a popular wood decor in an RV,
and we also use high-quality drawer systems
from household kitchens.
Regarding trends and materials, if you look at
the kitchens, of course, we have marble in Italy as the predominant material in the worktops. Brown and white marble with strong,
graphic structures highlight the ambience in
every kitchen.
Incidentally, we have seen a lot of metal surfaces used for fronts, countertops and niche
walls. We have seen metal colours such as
brass or copper, and also burnished, dark surfaces, used in many ways, particularly in the
bathroom. Style and colours are a big topic.
Skillfully combined elements of various styles
and colours give the Ambiente 2018 a very
special touch. Furniture has become more
colorful.
The interior design of an RV have not necessarily been inspired by domestic design
trends, but the consumer is confronted and
inspired by the furniture design. We always
try to transfer the strong color or wood
trends in to the caravans a bit.

Of course, furniture construction in the RV
sector differs in essential characteristics from
domestic designs. The biggest factor is the
weight. For us, lightweight construction and
compliance with the 3.5t class is a very important topic. The installation of solid marble
slabs in the kitchen area is almost impossible,
likewise the costs; even in the high-end RV
segment, material costs play a very important role. Nevertheless, the use of high-quality materials through innovative designs and
modular systems is quite possible.
Safety first is one of our brand promises. The
invisible integration of the best possible safety systems for driving is one of our biggest
challenges in interior design.”

Left:
Bullfrog

Tonon

Arrmet

Interchangeability

Da a

Not a new trend, but one reaffirmed with greater decision: the same item (chair, wardrobe…) is offered with different materials and various
finishes.
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Fabio Contillo - Arca and Mobilvetta Brand Designer
“If it’s true, as Marc Augè writes, that one of our most urgent tasks consists in learning to travel again, learning to see again, the ever broader
offering of the Salone del Mobile in Milan is certainly not to be missed. A
genuine journey, if we consider that the structure designed by Fuksas is
a kilometre and a half long, and each year hosts proposals that offer the
possibility of discovering the world of Design in its entirety. Among the
ideas presented, how could you fail to notice the most natural woods,
the textured finishes, like untreated or aged matchboard, the silk-like surfaces of resin tops, the dark and pronounced woods of the wall units
juxtaposed with the brushed stainless steel kitchen base units? The design
of campervans could certainly take inspiration from this, but in one case,
perhaps, the opposite has already occurred: in the new Oasi kitchen by
Stefano Boeri (the designer of the Vertical Forest, a famous green building
in the middle of Milan) for Aran, a smooth, continuous surface incorporates and conceals, beneath covers, shelves and flaps, perfectly shaped,
all the equipment for preserving, washing, preparing, cooking, serving
and recycling food, just like on the kitchen of the most recent motorhomes. Styles and purposes are integrated and influence one another in
turn. The trend of a joint living room/kitchen is confirmed in this edition
of the Salone del Mobile, a situation which is practically inescapable on all
recreational vehicles but which is proposed repeatedly, with the kitchen
module teamed with the dinette, without any connection. On the Arca
Europa ranges and the latest Mobilvetta Tekno Design models this is precisely one of the design issues explored: in the first case, with the curved
doors of the kitchen that
continue on the dinette
side, in the second with
the entire kitchen top that
curves to complete the
headrests of the seats. So
what are the boundaries
between domestic design
and campervan design?
If the well-known maker
of wooden homes Rubner Haus brought a living
module like a spaceship
to land in Piazza Castello,
then the limits are only in
our minds.”
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Lago

HD MAClife

Twills

VACUST is a support with a stabilized shape-memory achieved using a vacuum process.
VACUST supports can change from being soft to being rigid, and they create a negative
mold of what they were in contact with.
This process is reversible, and can be repeated
for thousands of times.

In one of the most high-end premium car seats available today, the user can regulate various segments of the seat to accommodate
his body the best way possible. But is it really the best way? This seat boasts an impressive number of electrical adjustments available, 18, and also 4 size bladders and 4 lumbar bladders. 18 x 4 x 4 = 288 possible configurations and still, not everyone would be
comfortable, because we are all different.And let’s not talk about the time needed to find the right setting between this 288.
VACUST, on the other hand, has a single, optimal configuration perfect for anyone.
On long trips, posture plays an important role: a continued discomfort forces the
driver to focus on maintaining a precise position to prevent back pain and fatigue, in
addition to the lessened pleasure of the driving experience.
Thanks to VACUST technology, the seat will fit to the driver’s posture, whatever
it is: the seat will copy perfectly the shape of the body of the driver, to ensure maximum comfort and providing the right support to the spine where it is needed.
With the press of a single button, the seat will change from its ergonomic asset, ideal
for long trips, to its race asset. The seat will wrap around its user, and it will be integral with his body like the best Formula One seat.
Under vacuum the softness of the seat changes.
We can consider stiffening a normal seat to make it wrap like a racing car seat. But we can also break the current comfort/performance limits in both directions: we can have a large, super soft seat as a standard setting, and then cross all the intermediate softness levels till the point were we get a super stiff seat.
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Performance and good taste
Working in the supply of high-pressure laminates (HPL), Lamicolor is celebrating its first 50
years with growth in double digits, a result made possible thank to the continuous investments to improve product quality, always keep pace with style trends and ensure a varied
offering.
Words and photo Enrico Bona

H

alf a century of history is no mean
feat for a medium-sized enterprise:
having reached this desired milestone, Lamicolor is looking to the future with
confidence, supported by continuous growth
in the last five years. Investments to update
the factory and production lines was of fundamental importance, accompanied by a
significant staff increase. All this has enabled
Lamicolor to assume a leading position in a
precise and strategic sector of operations, of
high-pressure laminates, sold by the company under the trade name of Lamco HPL. They
are made using sheets of kraft paper, layered
and impregnated with phenolic resins, with
the addition of a sheet of decorative paper
impregnated with melamine resin. The production process involves the use of hot presses (90 kg/cm³ of pressure at 150 °C) in which
the resins are polymerised. Despite having
great mechanical and chemical resistance
qualities, Lamco HPL is easy to work.
“The market is rewarding the choices that
we’ve made,” explains Roberto Gandino, MD
of Lamicolor, “because there’s ever greater
demand for high-quality, high-performance
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materials, like our HPLs. In the last two years
we’ve experienced a truly remarkable increase in production, with 20% growth: this
isn’t due merely to the growth of the market

in the post-crisis period, but also to the ever
greater appreciation of the products that we
deal with. Of course, success doesn’t come
out of nowhere: it’s founded on a great deal

LAMICOLOR SPA • Via Roma 23 • 12030 Caramagna Piemonte (CN) • Italy
Contacts: vendite@lamicolor.it • www.lamicolor.it

of research and there are big investments”.
Lamicolor’s HPLs are intended mainly for horizontal furnishing surfaces, so tables and the
tops of kitchen modules, to which are added
shelves and surfaces in bathrooms, the kitchen and the sleeping area.
In the last two years the new trend establishing itself in interior design and layout has
involved ever greater entry of our products in
the RV sector, with reference to walls, partitions and doors in the kitchen.
So this means a significant presence in vehicle
passenger compartments. The characteristics
of laminate make it extremely sought-after:
resistant to abrasion and impact, it ensures
hygiene and easy cleaning, but is at the same
time visually appealing and pleasing to the
touch, in line with the modern trends of the
furnishing sector.
“The quality and style levels of ten-fifteen
years ago have been abundantly exceeded,”
affirms Pierre Cibrario, Lamicolor’s sales manager, “and increasing attention is being paid
to home furniture in the recreational vehicle
sector. Our laminates have an ever higher
level of quality and finish, and continuous

research is essential, in order to keep pace
with the times, anticipating the style trends
of the moment”.
In the recreational vehicle sector, Lamicolor
is one of the few companies that deals in
high-pressure laminate: it commands at least
70% of the European market in this area.
Despite not supplying RV makers directly,
Lamicolor’s HPLs make an appearance on a
great number of vehicles produced by the
biggest European, Italian, French, German
and English groups, joined by supply for Australian manufacturers. In the field of design,
aesthetic research must always be supported
by high quality standards: this explains the
continuous investment.
“There are 130 employees on site at Lamicolor, whereas there were around 90 ten
years ago,” continues Roberto Gandino, “so
we’re talking about a 40% staff increase.
As far as structures are concerned, growth
has been even bigger; over just a few years
we’ve expanded from 10,000 to 15,000 m²
of covered surface. We’ve also implemented
industrial modernisation thanks to automation of a part of the production lines. Where

manual labour is still necessary, irreplaceable,
we’ve tried to help workers through modern
machinery for handling the panels”.
Lamicolor laminates are produced in five
standard measurements, with maximum dimensions of 420 cm in length and 160 cm in
width. Clients then cut to the set measurements independently. For the decorations,
that is, shade of colour and user interface
designs, the company has production which
is standard yet simultaneously provides great
scope for customisation thanks to the extreme flexibility that sets it apart. Certainly,
many resources are expended in decorative
research, to offer clients a product which is
always contemporary, in keeping with the
most advanced style trends.
“Lamicolor has always tried to provide continuity in its way of working in the industrial sector,” concludes Roberto Gandino, MD
of Lamicolor, “a continuity effected in two
ways: on one hand research into new style
trends, thanks to a dedicated team which
has given us great satisfaction in these years,
on the other a constant development of the
company in terms of product quality”.

Company Profile

A

n Italian company with a 50-year history, Lamicolor works in the field of producing laminates for the furnishing sector. The key product is Lamco HPL, produced through high-pressure, high-temperature pressing. More than 1.5 million
laminate panels come off Lamicolor production lines each year. The factory, located
in lower Piedmont, can count on an area of 27,000 m², 15,000 of which is covered.
130 employees work there and the company’s turnover exceeds 27 million euros.
The RV sector represents about 20% of activity and involves the supply of laminates
for furnishing (see the table and kitchen tops) to the biggest carpenters working
in supply to European groups, joined by collaboration with Australian companies.
The first product collection for the sector dates to 1998: since then, specific ranges
of laminates for the sector are created every year. Lamicolor production is guaranteed by various European and international certifications, including FSC and PEFC
with reference to the use of products sourced from sustainably managed forests.
Roberto Gandino and Pierre Cibrario
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Contact with the future
Officially founded in 1978, Nordelettronica
is 40 years old: always operating in the
supply of electronic equipment to the
RV sector, today it looks with interest to
the global market, on the firm footing
of an internal design department and
considerable flexibility in production.
Words and photo Enrico Bona

The entrance to the shielded room with
“EMI” receiver

E

ver more comfortable, ever smarter,
today’s motorhomes are characterised by an extensive presence of onboard electronics. Nordelettronica operates
within this context: the Italian company has
long been found on the list of trusted suppliers for many recreational vehicle manufacturers throughout Europe and is celebrating
forty years since its foundation in this exact
period. Among its latest creations is a sophisticated control panel, with the option
of remote control, a project which is still expanding, the result of three years of work.
But let’s try to better understand the nature
of Nordelettronica: Luciano Rizzioli tells us,
founding partner with Emiliano Piovesana.
“We started in the 1970s with a small business in the industrial systems sector. The
company was then called Nordelettrica.
More than anything, we provided assistance
to the factories in the area. One day we got
in touch with a small manufacturer of caravans, who proposed that we make some
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transformers. Having made our entrance in
the sector, albeit rather delicately, we encountered Pierluigi Alinari, a key figure in
the Italian caravanning sector. With Alinari
we passed from caravans to motorhomes

and started to work in Tuscany, the region
which then, as now, was home to the greatest concentration of Italian manufacturers.
We got to know one another and they began to appreciate our way of working. Our

NORDELETTRONICA Srl • Viale delle Industrie, 6/a • 31018 Albina di Gaiarine (TV) • Italy
Contacts: Ph. +39 0434 75 94 20 • info@nordelettronica.it • www.nordelettronica.it

little company was growing, evolving, becoming an industrial concern to all intents
and purposes. There was also a development
in the name and structure of the company:
Nordelettronica officially came into being in
1978.”
Motorhome electronics
Exactly forty years have passed since then,
turnover has increased a great deal and the
company has also developed in other sectors,
but production for motorhome manufacturers remains Nordelettronica’s core business,
the principal source of its turnover. It makes

battery chargers for motorhomes, control
panels, low-voltage distribution modules, as
well as tank level and temperature measurement sensors. A few years ago there was the
addition of electrical wiring, both for motorhomes and for other sectors. Outside of the
RV sector, Nordelettronica produces wound
components for industrial electronics, like
switching and power transformers. The production of professional battery chargers for
the industrial cleaning sector, the sector of
floor cleaning machines, is also seeing continuous development. The structure of the
company was updated in 2011. The current
new acting partners are Alessandro Chies
(director and Italian sales manager), Franco
Zille (export sales manager), Gianni Bressan (technical department coordinator) and
Maurizio Rizzioli (logistics manager), son of
Luciano Rizzioli.
“After the crisis that struck the sector in
2008-2009,” explains Alessandro Chies,
partner and director of Nordelettronica, “we

diversified markets, but motorhomes still
represent our main area of operations. That’s
why we decided to boost our presence in
the sector through targeted investments for
developing new products. The new remote
control panel provides an example of how
Nordelettronica can develop in the coming
years. From 2011 up to now we’ve practically doubled our turnover, passing from 5.5 to
10.5 million euros. Direct exports represent
30% of our sales, but if it’s true that 70%
are sold to Italian companies, it’s equally true
that those same Italian companies export at
least half of their output. As we know, Italian motorhome manufacturers have greatly
boosted their exports.”
Global flexibility
Nordelettronica is constantly increasing operations for European markets like France
and Germany, without neglecting Britain. In
a not-too-distant future, it will also take on
North America. For the time being, there’s
no desire to establish bases of operations in
Australia, New Zealand and China, but the
company is watching its clients’ exports with
interest, supporting them in the creation of
specific products. Particular standards need
to be observed for certain non-European
markets, so specific products need to be
produced. But this isn’t a problem for Nordelettronica.
Flexibility is one of the company’s greatest

strengths: Nordelettronica can
make anything in a short space of
time, adapting production to the
client’s requirements. The flexibility derives from the fact that all
departments are internal, from
the design and research department to production and logistics.
There’s a technical department,
which deals with all phases of
development, including product
design. All components are managed internally as well: everything
is put together and checked in
house (we recently obtained ISO
9001 certification), be it hardware
or software. In a sector like recreational vehicles, the flexibility that Nordelettronica can
offer is certainly a winner.

Luciano Rizzioli and Alessandro Chies
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H.B. Fuller and Kömmerling
offer a one-stop solution
for RV manufacturers

© Kömmerling Chemische Fabrik GmbH

© Kömmerling Chemische Fabrik GmbH

© Kömmerling Chemische Fabrik GmbH

To find out more, Aboutcamp BtoB interviewed Iñaki Sigler - Marketing Manager, Durable
Assembly - EIMEA at H.B. Fuller, and Ralf Fuhrmann - Business Manager, Transportation Adhesives & Aftermarket at Kömmerling Chemische Fabrik GmbH, an H.B. Fuller company.
Words Terry Owen

H

.B. Fuller is a major industrial adhesives
manufacturer with factories and customers worldwide. It is headquartered in
Minnesota, U.S. The recent acquisition of
Royal Adhesives brought its annual turnover
to $2.3 billion and included the Kömmerling
brand and technology.

Aboutcamp BtoB: What has been the
driver to bring these two companies together for the RV market in Europe?
Iñaki: H.B. Fuller has acquired Royal’s business globally. In Europe, this means Kömmerling, and we now operate as a single company.
Ralf: Both H.B. Fuller and Kömmerling have
been supplying the same market but with
little overlap between their products. For
example, H.B. Fuller was well known for its
range of adhesives for sandwich panels and
furniture, and Kömmerling is well known
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for its sealants and adhesives for assembly
bonding and interior finishing. It was really
quite amazing how our products complemented each other, a perfect fit you might
say. The acquisition has, therefore, provided
the opportunity to offer a one-stop solution
for all RV manufacturers. This means the one
company can now supply all the sealants and
adhesives needed by the RV industry where
previously this was not possible.
Aboutcamp BtoB: Did you each have RV
manufacturer customers already in Europe?
Ralf: Yes, we did. I was hired some 20 years
ago by Kömmerling to develop the RV sector
and have been doing so ever since, together with an international team in the relevant
European market. Beside this, H.B. Fuller
has been in the RV market for more than 30
years.

Aboutcamp BtoB: How big do you think
the European market is?
Ralf: Looking at RV production numbers,
the European market is very large. Indeed,
we jointly supply some 1,000 tonnes of
adhesives and sealants each year. We have
many customers with both large production
operations but also with independent single
producers. So, we are already a big player in
the market, and we definitely want to grow
further.
Aboutcamp BtoB: Do you also sell these
products outside Europe, for example to
the U.S. or Australia?
Ralf: We are a global company, and we have
production sites and colleagues around the
world, but Kömmerling has only a small presence outside Europe. We sell to the Australian market, and a couple of years ago, we
began to manufacture and sell in China. We

H.B. Fuller Europe GmbH • Talacker 50 • 8001 Zurich • Switzerland
Contacts: Inaki.Sigler@hbfuller.com • Ralf.Fuhrmann@koe-chemie.de • www.hbfuller.com

temperature and UV resistance. Today, these
products are amongst our best sellers.

Ralf Fuhrmann
“We are delighted to be part of this exciting opportunity.
Our name is already well established in the RV sector in
Europe, and now, with the backing of H.B. Fuller and its
complementary product range, we can offer our customers
new technologies and even better value. We look forward
to the challenges ahead and to working with our customers to solve them.”

Iñaki Sigler
“Combining these two businesses allows us to offer our RV
customers new technologies, expertise and capabilities.
For the first time, we can submit a total solution package
that is backed up by the same problem-solving passion
that has been our hallmark. We will continue to discover
and apply innovations in adhesive technology and to help
our customers excel in this area.”

see this as a market with excellent growth
potential.
Aboutcamp BtoB: Presumably you see
yourselves as competitors to Henkel,
Sika, Deka and so on?
Ralf: Exactly! Competition is strong, and we
are now in a better position to expand our
business than ever before, as we are now
able to supply every single technology needed for production of high quality recreational
vehicles.
Aboutcamp BtoB: What about new applications and products? How do you go
about testing to ensure fitness for purpose?
Ralf: Having a product for every conceivable
RV application is key to the success of the
new venture, and as new applications arise,
we will commence dialogue with our client’s
technical teams and purchasing departments
to better understand their requirements.
Once we have a specific request, we discuss
it face to face to understand the application
and what environmental or other conditions
might influence the joint line. Extensive testing is then carried out on the original customer substrates according to the conditions
in which the new application will be used.
Only once we are 100-percent happy is the
new product or application released for production. But it’s not only RV manufactures
we talk to about new applications. With new
materials constantly coming to the market,
we stay ahead of the game by talking directly
to RV material suppliers and by testing samples before anything goes into production.

Aboutcamp BtoB: Which is your best-selling product in the RV market?
Ralf: Both parts of the business – legacy H.B.
Fuller and Kömmerling – have strong product applications. H.B. Fuller was very strong
in the sandwich panel fabrication and furniture markets, and these adhesives remain
best sellers. Twenty years ago one-part polyurethane solutions dominated the market
in other areas, but Kömmerling came along
with a range of silane-terminated polymers
and marketed these across the European
RV sector. Isocyanate and solvent-free solutions have good adhesion on a wide range
of substrate materials, and they offer good

Aboutcamp BtoB: How is the adhesives
industry evolving? For example, we hear
quite a bit about ‘Hot Melt’. Is this a process that’s gaining ground?
Iñaki: There are different solutions to meet
different needs. For example, there are thermoplastic hot melt and reactive hot melt in
use. H.B. Fuller is very strong in both types
of technology, but in the sandwich element
fabrication market, one- or two-component,
liquid reactive adhesives dominate. Some
years ago, the use of reactive hot melt adhesives was analyzed for this application in
order to speed up fabrication times. With reactive hot melt, it’s ready to go as soon as it’s
cool, whereas with liquid reactive adhesives,
pressure over time is needed for the chemical
reaction to take place. We have very good
reactive hot melt solutions, though we work
closely with customers to determine the right
solution. What we do is align our products
very closely to the conditions our customers
have or want to implement. If they are liquid
reactive products and our customers want
to change a line, we work with them from
the beginning to adjust our formulations to
give maximum performance under the new
conditions.
Ralf: Unlike the non-reactive thermoplastic hot melts, reactive hot melt adhesive is
transformed into an infusible bond, making
it more resistant to high temperatures and,
therefore, more durable. In Europe, reactive
hot melt technology is not widely used with
sandwich panel production. It is seen more
often in the U.S. market.
Iñaki: That’s very true. We do supply reactive and thermoplastic hot melt adhesives to
factories worldwide – high quality furniture
manufacturing is one example and is an application field in RV industries as well.

Company profile
H.B. Fuller

F

rom a one-man wallpaper paste shop in Minnesota in 1887, H.B. Fuller has
grown into a $2.3 billion adhesives global leader today. Its recent acquisition
of Royal, further strengthens its market reach as the two companies have very
little customer or product overlap. Nowhere is this more evident than with Royal’s European brand, Kömmerling, a major supplier to the RV industry in Europe.

Kömmerling

H

eadquartered in Pirmasens, some 170 km south west of Frankfurt, and
founded in 1897, Kömmerling is a leading international manufacturer of
high-quality adhesives and sealants. In this capacity, it has been supplying the RV
industry in Europe and beyond for more than 20 years. It became a member of
H.B. Fuller’s global network through the company’s acquisition of Royal Adhesives & Sealants in October 2017.

Bt o B

59

Rotational movement
Paolo Milianti
General Manager

Capable of providing clients with a comprehensive service, from design to
production, Forma has been operating in the RV sector for years, creating
tanks and other moulded plastic elements: extension of the site and the
arrival of new machinery have allowed the company to tackle the growing
market demand.
Words Andrea Cattaneo

O

perating in the field of rotational
moulding, Forma represents a clear
break from the rest of the Milianti Group’s output, completing a structure
which is now very varied and demonstrates
the group’s tendency to operate in various
directions in the recreational vehicles sector.
“We started working in the camping sector
more than forty years ago,” explains Paolo
Milianti, General Manager of Forma, “with
the St.La. company, producing equipment of
various kinds through the sheet metal forming technique: from tent poles, we moved on
to table legs and then also to bed structures.
St.La. was joined by Tecnometal, with some
overlap in operations, but at the same time
we wanted to differentiate our production
in another area, and the result was Forma,
which deals with rotational moulding with a
strong presence in the RV sector.”
The production process employs machin-

60

Bt o B

ST.LA. • Via Marche, 5/7 • 56025 Pontedera (PI) • Italy
Contacts: stla@stla.it • www.stla.it

ery equipped with dedicated arms, and the
moulds are positioned on these, filled with
powdered polyethylene. Inside an oven, at
250–280 °C, the arms begin to turn in the
various directions: the polyethylene melts
and adheres to the walls of the mould. The
process lasts 20 minutes, after which the
moulds are transferred to the cooling area
for 15 minutes and then opened. The removed component is subsequently perfected, with excess parts cleaned and finishing
operations in accordance with the client’s
specific requirements. Forma makes clean
and black water tanks for the motorhome
sector, both for OEMs and accessories distributors. Production also differs through the

“drop box” procedure, which permits the
insulation of tanks intended for winter use,
avoiding a subsequent step of covering the
tanks themselves with insulating material,
costly and unwieldy. The system therefore
represents an excellent balance of cost and
result. Essentially, through the use of a material that expands in the mould, a double
layer of plastic is created in the tank.
“Out great experience in the motorhome
sector,” affirms Paolo Milianti, “allows us
to always find the solution most advantageous to the client. Within Forma, we can
offer them a complete service, from design
to finished product. Motorhome makers can
provide us with the 3D design of the tank,

or our technical department can produce the
design, starting from the measurements of
the space where the tank will be positioned.
From the design we proceed to the production of the mould (normally steel, aluminium
on request) and finally the mass production
of the part. Rotational moulding not only ensures limited costs, but also allows considerable flexibility in production: we can supply
both big groups and small manufacturers.”
Thanks to constantly increasing market demand, Forma has recently acquired new
modern machinery for rotational moulding.
“The latest machinery was installed in February,” explains Paolo Milianti, “and now
we can work with four moulding machines.
The working facilities are completed with a
space adjacent to the production area, in
which the post-moulding finishing stages
and all other specific processing take place.
This building is also used for the tank watertightness tests, which we carry out not
on samples but on every part produced, for
the greatest guarantee of watertightness.
The facilities are completed with an admin
department for order management and correspondence with clients and suppliers. At
this time, Forma is at the peak of its development: we have lots of new ideas in the
pipeline for making new products for the RV
sector.”
Forma’s efforts are predominantly concentrated in the motorhome sector, on the
strong foundation of collaboration with
the major European manufacturers. Over
time, in any case, a hugely diverse range of
items has been moulded for other sectors,
confirming the considerable production potential of the company.
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Doors open to the future
Increasingly appreciated by manufacturers,
RV Doors is investing and making plans for the future:
we evaluate the first year of activity
under the control of Lippert Components.
Words Andrea Cattaneo

A

year, exactly a year, has
passed since RV Doors
come under the influence
of Lippert. Many things have
changed since then and many
more will change in the near
future. Becoming part of the
American group has lent new
life to the Italian company that
was already growing at a dizzying pace and was establishing
itself in the European context.
Now it’s thinking bigger, quite
Daniele Scavazzon
rightly, and so it’s investing and
General Manager of RV Doors
seeking to expand on a global
market.
But let’s take a step back and try to understand what the company’s
stages of growth have been. The now absent Gi Emme Evo was
known in the 1990s for its storage compartment flaps, but the turning point came in 2012: on the request of the client Giottiline, it
started to develop a driver’s door intended for motorhome cabs. After the testing stages, the product entered the market and was well
received. The stage of acquisition by Metallarte, one of the leading
companies in the production of doors for motorhome living units,
started in 2015. Metallarte saw an opportunity for expansion and to
complete its own offering in this operation, thanks precisely to the
doors for motorhome cabs. The result was RV Doors, which took
the technologies and workforce of the previous company and began
to grow under the expert guidance of Metallarte. In the space of a
few years, RV Doors has earned a position at the forefront among
suppliers of cab doors for motorhomes thanks to the quality of the
product and the extraordinary production flexibility of the factory
in Mirano. The combination of Metallarte and RV Doors was a win-
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ning one and the two sister companies attracted the attention of the
American giant Lippert, at a peak of expansion into the European
scene, aiming to become leader in the RV doors (cab and living unit)
sector. The acquisition became official on 1 July 2017: the Lippert era
began in RV Doors.
“We’re living through a truly positive phase,” affirms Daniele Scavazzon, General Manager of RV Doors. “The arrival of Lippert brought
with it security, a desire to get down to business, and there’s a strong
spirit of belonging. Lippert is further improving a company that in
recent years had already been providing extraordinary results. We’ve
acquired new clients, we’re continuing to improve the product and
the arrival of Lippert has permitted new investments in technology:
I’d say we’re on the right path.”
The new investments are essential in order to keep pace with the
demands of the market: two new machines will be installed at RV

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

Landing in America

R

V Doors is looking not only to Europe,
but aims to develop its activity on a global scale, also thanks to the support of the
American parent company. One initial step is
in fact a first major order for the US market:
not a cab door for motorhomes, but a particular door intended for a particular caravan.
RV Doors has made the Pleasant Valley brand
a reduced-height door intended for a range
of small caravans. This door is characterised
by the arch shape at the top.
“We started with a numerically limited supply,” affirms Daniele Scavazzon, General
Manager of RV Doors, “to arrive 18 months
later at mass production. Many American makers like RV Doors’ way of working;
there’s ever more interest towards us; there’s
appreciation of the build quality, product design and – last but not least – the flexible production that we can guarantee, since we can
also customise the door according to specific
requests.”

Doors in this period, demonstrating continuous investment in research and development innovative technologies and better
production processes. New stations have
been created for the bench assembly of the
doors themselves. Lippert has also invested

in human resources: strategic and operational continuity is ensured by the continuing role of Michele Checcucci as CEO of
Metallarte and RV Doors, while the expert
Lorenzo Manni has been entrusted with the
role of Sales Manager for both Metallarte
and RV Doors. As far as product investment
is concerned, the new door presented last
year, featuring automotive-style arms, has
entered the delivery phase.
“For the show in Düsseldorf, we’ll make a
new variant of our driver’s door for motorhomes,” continues Daniele Scavazzon,
“which will feature the arm with opening
in steps and will have a brand-new internal
design for which we’re making the moulds.

Our aim is to specialise increasingly in the
construction of doors for motorhome cabs,
aiming for a high level of quality and style.
And let’s not forget that one of RV Doors’
strengths is its flexible production.”
Flexibility for RV Doors means altering the
standard door to create different formats,
a different design for the internal panel,
adding or removing servomechanisms… But
flexibility also means being able to work both
on small batches, requested by lesser-known
or prestigious makers, and on orders for big
industrial groups. The factor of price is not
a secondary consideration, and Scavazzon
assures us that RV Doors succeeds in being
highly competitive.
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High quality audio and
visual equipment for OEM’s

It’s a fact that Avtex manufactures,
distributes and supports some of the best AV and satellite navigation systems available to the RV market today.
The value of the brand is widely recognised by the industry and
end users alike. Associating with Avtex can therefore enhance the
perceived value of your brand and have a positive effect on sales.
Words Terry Owen

S

ince its foundation nearly 30 years ago Avtex has become
the UK’s market leader in high quality audio visual equipment
designed specifically for the mobile leisure industry. With its
strapline ‘Designed for your Mobile Life’ the brand has achieved the
trust of its customers over many years. It has become synonymous
with reliability, leading edge design and arguably the best aesthetics
and build quality available. Avtex has multiple warehousing facilities
in the UK serving manufacturers and retailers in Europe and beyond.
Avtex service centres can be found in the UK, mainland Europe and
New Zealand (covering Australasia). As a leading brand in the RV sector vehicle manufacturers often seek out Avtex. Including an Avtex
product as part of the base specification can result in a significant
vehicle sales advantage. Avtex’ research demonstrates if vehicle manufacturers install inferior products not befitting their own brand this
can have a detrimental effect on the chance of a sale. Buying a mobile

Televisions
Televisions are the product upon which Avtex has built its enviable
reputation. It’s not just about building to the highest possible standards, it’s about recognising the needs of the end user and designing a
product with market specific features that are easy to use. Nowhere is
this more evident than with Avtex’ latest 9 series TV’s. With the ability
to operate on 12/24 or 230 volts an ‘AQT’ tuning button provides for
easy one-shot tuning. The real icing on the cake though are the twin
HD tuners for both terrestrial and satellite channels. This means you
can record one channel whilst watching another. You can even watch
a DVD via the integrated player whilst recording TV. Another useful
feature is on-screen battery voltage monitoring accessed by a single
button on the remote. Keeping an eye on your battery couldn’t be
easier.
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leisure vehicle is a considered purchase and having a commensurate
sought-after audio-visual brand as part of the offering can have a
marked effect at point of vehicle sale. This is a belief held not just by
Avtex but by their many corporate customers including RV manufacturers (Auto-Trail UK, Auto-Sleepers, Bailey Caravans, Equi-Trek, Erwin
Hymer Group UK, Hobby Caravans UK, Lunar Caravans, The Swift
Group) and others (Mclaren Sports Homes, Stephex Horsetrucks, Ten
Haaft GmbH (Oyster brand), The John Lewis Partnership, Volvo Group
UK). Avtex have co-developed several products in collaboration with
strategic partners. Examples include Garmin and also Oyster satellite
manufacturer, Ten Haaft. This latter collaboration was to develop a
TV that worked in conjunction with their European market-leading
satellite system marketed under the Oyster brand. This included a
‘one-remote’ solution thus streamlining the user operation of the
combined product.

Avtex Limited • Calon Point • No.1 Fountain Lane • St. Mellons Business Park Cardiff • CF3 0FE • UK
Contacts: info@avtex.co.uk • www.avtex.co.uk

Soundbar
It’s a fact that the slim profiles of modern TV’s have led to a reduction
in sound quality compared to years ago. In domestic use the problem
has been solved with the introduction of soundbars. Engineering such
a solution for mobile use is not so easy but Avtex has risen to the
challenge. Enter an ultra-compact four speaker soundbar complete
with EQ functions, HDMI Arc facility, USB play back function and Bluetooth connectivity. Aboutcamp was given one to try and we can vouch
for the fact that it greatly enhances the listening experience. Befitting
its high-end status was the packaging it came in, which would have
done an Apple product proud. Summarising their AV offering, Sales
Director Brad Smith said “Today’s end users demand the same level of
convenience and performance they get at home but in a compact and
reliable unit that is easy to use - that’s what we deliver.”

Satellite Navigation
Anyone who’s used a conventional car satnav
in conjunction with an RV knows just how
frustrating it can be. One impossibly narrow
road follows another, there’s nowhere to
turn around, and the final straw might be a
rooflight-removing underpass. The RV sector
deserved something better and Avtex teamed
with satnav market leader, Garmin and the
UK’s Caravan and Motorhome Club, to provide it. The result is a range of satellite navi-

gation devices specifically designed to simplify navigation for motorhomes and caravans
across Europe. They come pre-loaded with
detailed mapping of 45 European countries
including information on road restrictions
such as bridge heights, road widths and related data for most major roads and motorways.
The user inputs the profile of the motorhome
or caravan then the Avtex Tourer One or Tourer One Plus (with built in dash cam) uses the
vehicle profile to find the most suitable route
across the UK and Europe. The route is determined based on the height, width, length and
weight of the vehicle. The dash cam version
features a built in ‘G-sensor’ which recognises a collision and saves key evidential footage either side of the accident. Drive assist
features such as forward collision warning,
lane departure warning, fatigue warning and
profile appropriate motorhome and caravan
speed limits are also included. Recognising
that RV owners frequently search for camp-

Building to a standard

Core values

T

M

he usual approach of taking an existing
product, adapting and rebadging it, is
not for Avtex. Instead they design from the
ground up using the latest technology and
top-quality components.
The UK R&D team work closely with their
colleagues in China to come up with innovative designs sporting a distinct, modern
appearance. The net result is top performance, better viewing angles and edge to
edge viewing, all housed in a contemporary, frameless look. But it’s not just about
technical excellence. Avtex understands
compliance and type approval are critical
for vehicle manufacturers and can deliver
on such issues. Avtex has a UK HQ from
which R&D, sales, distribution and servicing
functions take place. Their Hong Kong office handles logistics, production engineering and quality control whilst final assembly
is undertaken in China.

sites all Avtex satnavs contain an exclusive directory of over 9000 campsites with the ability to search and filter by site amenities. You
can plan your journey to include things like
en-route food and fuel stations, if the going
gets slow, Garmin live traffic via DAB provides
one-minute update cycles. Voice command
and hands-free calling complete the picture.
These important features are the ideal solution for the consumer but are especially suited for vehicle manufacturers and hire fleet
companies who recognise the benefits when
supplying or hiring vehicles to potentially
novice drivers. In 2017 caravan manufacturer
Bailey, in conjunction with The Caravan and
Motorhome Club, staged an adventure to the
Arctic Circle and back in two caravans and a
motorhome. In April this year they took the
vehicles to Istanbul and back via 21 countries
in 21 days. Avtex’ satellite navigation system
was chosen each time and performed faultlessly.

D Tim Hart said “Over the years the
retail electronics sector has seen a reduction in levels of customer service in both
sales and after-sales. We did not want to
be part of that and so our reputation has
been built on our core value of delivering
excellence at all levels. Our aim is to bring
the best mobile leisure audio-visual and
navigation products to the market and sustain customer satisfaction for the life of the
product.”
Avtex strives to create excitement around its
products and to exceed expectations. Their
focus is on the whole experience from the
‘out-of-box’ right through to technical support. Their service centres are staffed with
trained technicians and customers have a
direct line to speak to them without the barriers and delays associated with modern call
centres. Avtex aims to provide an immediate solution during the customer’s first call.
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STRANGE TYPES - PART 1

Unusual Campervans

Strange vehicle types, unusual layouts, eccentric forms: here is where the RV sector has decided to move away from reassuring design and production habits, to offer something new.
Let’s start with campervans.
Words Andrea Cattaneo

L

ooking at the various models of campervan on the market, we
can hardly fail to note a certain standardisation, a reaffirmation of consolidated schemes. Is this right? If it’s true that a
manufacturing sector with limited sales volumes struggles to invest in
research and development, it’s equally true that a sector still partially
based on craftsmanship can, thanks to productive flexibility, experiment with solutions that more structured companies never succeed
in putting into effect. So peculiar living layouts are welcome, as are
unusual vehicle types, perhaps with a strange form, to a certain extent
revolutionary. And let’s not forget that solutions once unthinkable are
now viewed favourably by the public. We want to offer some examples of unusual vehicles, certainly already seen by professionals, but
perhaps forgotten: we think that we can draw some useful conclusions by analysing them. We want to start with campervans, the most
compact motorhomes, with a well-defined casing, vehicles where
there is apparently little room for invention, but in reality the limited
space available should stimulate designers to create new living situations and perhaps also new types of vehicle. In Europe today, with the
possible exception of the British market, newly manufactured campervans nearly always feature traditional layouts. From Trigano to Hymer
and from Knaus to Rapido, nearly all the groups focus on campervans
with high roof as standard equipped with rear transverse double bed
or, alternatively, single twin beds. Low-, elevating roof campervans on
the other hand continue to be offered with the classic multifunction
sofa (travel, lunch, bed) teamed with kitchen module. There are very
interesting variations on these consolidated schemes on the market
however: let’s take a look at them together in these pages, on which
we’ve also added some examples from the recent past. Some names
emerge for praise, where praise is due: Westfalia, Knaus/Weinsberg,
La Strada, Volkswagen and Possl/Clever. These are the ones who have
offered the most proposals to the campervan segment, but many
smaller craft manufacturers should be remembered, who, without the
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restrictions of mass production, have created real gems. Offering innovative or simply unusual solutions can be costly – it’s true – but it can
also pay for itself, immediately or in the long-term.

Innovation and provocation
Equipped with non-standard roof, the 2017 California XXL concept
from Volkswagen offers a bed in the upper section of the passenger
compartment, in addition to the rear double bed. The latter has a
retractable section to create a corridor in front of the kitchen, while
the bathroom folds away, coming out only as required to occupy the
central area of the passenger compartment. Based on the 598 cm
Crafter van, it is 623 cm long because the rear part of the passenger
compartment extends beyond the line of the bumper at the top.

Volkswagen
California XXL

Rear travel sofa
A curious and little-used living layout (also due to type-approval issues) features a rear sleeping-travel area with a sofa equipped with
seat belts. The bathroom and kitchen are immediately behind the two
places in the cab. Transferring two passengers to the back of the vehicle isn’t the best solution – let’s be honest – but it can be acceptable
if the two passengers are only occasional and need to make brief
journeys.

Think big
The Globe-Traveller has a truly well-conceived design, which offers
a series of campervans that demonstrate two particular qualities.
Firstly, when you enter the passenger compartment you don’t have
the impression of being in a campervan, but a vehicle of more
generous dimensions, also because it features a living layout with
lengthwise bed next to the bathroom. Moreover, the variation of the
models does not occur solely by playing on the length and height
of the standard-production van, but also by adding an additional
non-standard
roof structure
and – a truly
exceptional detail – a
specially designed new
rear wall.

La Strada Avanti H - 2009

Knaus Boxstar 600MQ Street - 2009

Wardrobe in the bathroom
The idea has been little exploited, but can be
a winner: saving space by bringing together two essential elements like the bathroom
and wardrobe. The wardrobe is housed in the
bathroom and comes out, freeing up space,
when you need to use the sink, WC or shower.
The wardrobe can move on hinges, rotating as
on the campervans from the Rapido group, or
run on guides as seen on the La Strada and
Bavaria Camp models.
Dreamer D55

Bavaria Camp Pelino - 2009

Fridge relocation
Among the many ideas dreamed up to optimise the small spaces of campervans, there’s
also that of moving the fridge from its natural home under the kitchen module or next
to it. Then most revolutionary solution is by
Hobby, which inserts the fridge in the wall
units of the Vantana models.
Hobby Vantana_k60ft

CS Torro - 2015
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Astounding wardrobe
and bathroom
The extremely recent 6-metre Possl Summit 600 Plus proposes a wardrobe underneath the rear bed, on one side towards the wall (in order
not to limit the central loading area). It is accessed by quickly removing
a part of the mattress and raising the clothes rail. The space gained
is partially exploited to extend the bathroom, where it is possible to
create quite a spacious shower thanks to the rotating wall to which
the sink is fixed.

Maxi rear lounge
A large rear U-shaped lounge, for welcoming friends, which can be converted to a
large double bed for the night. An endangered layout? Or could it bounce back?

Multifunction seats
A solution now used infrequently, it was
exploited for some time by certain smaller makers to optimise minimal spaces. The
four single seats allow four people to travel
in comfort and eat, while the rear seats (at
times combined with the front ones) convert
to two single beds for the night.

Auto-Sleepers Vito Wave - 2015

Helix Camper Izoard - 2008

Bavaria Camp Baveo - 2009

Sofa and bed
A large lengthwise sofa that transforms into a double bed with a quick movement: certainly
not a novel solution, but one re-proposed last year by Hymer with the Duo Car prototype.
Sofa-bed and kitchen occupy all the central space of the passenger compartment, immediately behind the cab, while the bathroom is at the back. Other examples also exist: we would
mention the HRZ City, with the option of two additional seats.

HRZ City

Hymer Duo Car
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Hymer Duo Car

5 metres, low roof

5 metres, standard roof

5 metres, non-standard roof

A great number of campervans have been
based on the Fiat Ducato (2006 and subsequent editions), in lengths 541, 599 and
636 cm, with standard roof of approximately
255 cm. There are very few examples based
on the 499 cm Ducato, on the other hand:
among current models, we would mention
the Clever Citi 500.

Bresler Junior 496 DK

Traditionally created on the Volkswagen
Transporter, the all-round van with low poptop roof, a bit car and a bit campervan, it can
also be built on wider vehicles. A celebrated
example is the Hymercar 302 of 2009, on a
499 cm Fiat Ducato. You gain precious space
inside, but you lose the image, performance
and handling of a car.

The length can be decreased by increasing
the height: according to this simple rule,
some manufacturers – few, to be honest –
have built interesting campervans on the 499
cm Fiat Ducato (or Peugeot Citroën variants).
The non-standard roof (vehicle height 3 m
approx.) allows a bed to be created in the
high area of the passenger compartment.
Knaus Boxstar 500 MQ - 2009

Maxi load

Clever Citi 500

If you need to carry bulkier equipment than
a pair of bikes and you need the campervan
as a base for sports activities, then you need
a very large load compartment. Many versions have been crafted, often rather Spartan
ones, whereas Knaus proposed a classier one
around ten years ago, designed in detail, the
YAMC, able to contain two motorbikes or a
quad bike. The load compartment, once freed
up transformed into an eating-sleeping area.
Knaus YAMC - 2009

Bikes on board

CS Duo - 2015

The option of carrying bikes inside the camper avoids an external bike rack and becomes
essential if the bikes are worth a lot. There
are many possible solutions. Here are some
of the less common ones.
Westfalia COLUMBUS
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There’s room for six
Having six travel seats is the dream of everyone who also uses the
campervan as a car, for transporting their family, friends or work colleagues. Some have tried to make vans with two–four berths and six
spaces for travelling on comfortable seats. See the recent Westfalia
Kepler Six and Dreamer Cap Coast, with removable seats, but also
an example from around ten years ago, the Knaus Boxstar 504 MQ.
Knaus Boxstar 504 MQ int - 2010

Westfalia JulesVerne - 2016

Elevating roof
and bathroom
Lately, various European
manufacturers have added a micro bathroom to
compact campervans, with
low, elevating roof. Is it
really necessary? Sink and
WC are useful in many
situations; the shower is
perhaps excessive.

Westfalia Kepler Six

Westfalia Kepler - 2017

High-roof mini
In a constantly expanding campervan market, could the niche of non-standard high roof compacts develop? Difficult to say… Here are some examples, with or without bathroom.

Westfalia Club Joker - 2016

Weinsberg X-cursion - 2005

Westfalia Nugget - 2015

Westfalia Nugget - 2015

Lengthwise bunk
Little-used on campervans, bunk beds are
now nearly all transverse with respect to driving direction, while a few years ago they
were normally lengthwise. Could this solution be reassessed? A lengthwise bunk bed
should certainly be completed by a front folding bed: it would be unthinkable to convert
the dinette as we once did.
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Knaus Boxstar Move - 2010

CS Duo - 2009

