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Editor’s note

There’s more 
and more of 

Europe in Ameri-
ca, and more and 
more of America 
in Europe. The ex-
changes between 
the two sides of 
the Atlantic are 
becoming more 
and more fre-

quent: European component manufacturers 
are exporting to America, while the Americans 
disembark in Europe buying companies and 
groups. After the Caravan Salon in Düsseldorf, 
we heard the news of the biggest acquisition 
of all time: Thor Industries acquired the ma-
jority shareholding in the Erwin Hymer Group, 
and the largest industrial concentration in the 
sector is born at a global level. It is difficult to 
say what the consequences of such a move 
could be. We asked directly to the “Deus ex 
machina” of this acquisition: Martin Brandt, 
CEO of the Erwin Hymer Group. This issue of 

Aboutcamp BtoB is themed with high-level in-
terviews with German managers, as the Car-
avan Salon remains the world’s leading trade 
fair event in the RV sector. And it is in Düssel-
dorf that we have seen so many new products 
and many concepts which outline the trends 
for 2019, and beyond. There were the latest 
campervans with the integrated cab design, 
and futuristic solutions for vehicles with main 
or auxiliary electric motors. We have a com-
plete review of them all. Germany remains a 
point of reference, and sales continue to grow 
there: according to data from the CIVD (Car-
avaning Industrie Verband) there were over 
41,000 motorhomes sold in the period Jan-
uary 2018 - September 2018 (+ 14.3% com-
pared to the previous period), to which they 
add almost 22,000 caravans (+ 6.5%). For the 
same period, there are also important sales 
results from France, which for motorized ve-
hicles scored + 13.1% (20,445 vehicles), while 
the caravans remained stable (6,084 vehicles). 
However, caravan sales in the UK fell by 8.2% 
(16,753 estimated vehicles) but there were 

slightly increased motorhome sales at + 3% 
(12,383 vehicles). Overall, it is good for Eu-
rope as a while, with a + 7.1% total increase 
in sales. In the US, the results are not so good; 
the RV Industry Association’s October survey 
showed a total of 43,568 wholesale ship-
ments, which is a decrease of (-11.0%) from 
the 48,926 units shipped last October. Year-
to-date wholesale shipments are currently at 
422,286 units, down (-1.1%) compared to 
this point last year. We are preparing to closely 
follow the upcoming events of 2019: in Janu-
ary the CMT in Stuttgart (Germany), in Febru-
ary the Victorian Caravan, Camping & Touring 
Supershow in Melbourne (Australia) and then 
the innovative, but also a bit mysterious, RVX: 
The RV Experience in March at Salt Lake City 
(US). And in order not to lose your bearings, 
you can use the calendar of the most import-
ant exhibitions in the RV sector that we have 
decided to offer you as a gift. 
See you around!
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News

Groupe PSA wins the 2019 International 
Van of the Year Award

The new Peugeot Partner, Citroën Berlingo and Opel/Vauxhall 
Combo vans have jointly won the 2019 International Van 

of the Year Award. For Jarlath Sweeney, chairman of the IVOTY 
jury, the new line-up is, “the most significant small panel van 
development in years”. Commenting on the jury’s decision, he 
added: “The common programme to the four Brands of Groupe 
PSA, the Peugeot Partner, Citroën Berlingo van, Opel Combo and 
Vauxhall Combo, is well future-proofed, packed with technolog-
ical advancements to aid the driver and financially benefit the 
owner or fleet manager. The creation of the overload alert sys-
tem is a great initiative as it will ensure compliance and enhance 
safety. The availability of two wheelbase versions is another step 
forward as is the introduction of an all-wheel-drive variant, con-
sidering that an increasing number of utility companies are look-
ing for 4×4 traction in a small van. All in all, an excellent package, 
well put together.” The vans will come in two lengths, and avail-
able in 2, 3 and 5 seater versions. With each generation, Groupe 
PSA has brought useful and major innovations to the segment, 
now proposing two technologies that are unique on the market: 
the overload indicator and surround rear vision. With this new of-
fering, Groupe PSA intends to consolidate its leading position in 
the commercial vehicle market. Carlos Tavares, Chairman of the 
Groupe PSA Managing Board, said: “Groupe PSA is very proud 
to receive this prestigious international award, which comes in 
recognition of our expertise and the positioning of our line-up 
as the best on the market. With this new generation of compact 
vans, we have reached a critical new milestone in the renewal of 
our BtoB range, in line with our ambitions for commercial vehi-
cles as part of the Push to Pass strategic plan.”

The Sevel (Società Europea Veicoli Leggeri) plant in Italy, Eu-
rope’s biggest light commercial vehicle production facili-

ty, has produced its six millionth vehicle, a Fiat Ducato. Vehicle 
number 6,000,000 was a Fiat Ducato Natural Power, medium 
wheelbase, high roof, with aluminium grey paintwork and a 136 
HP, low environmental impact Natural Power engine running on 
natural gas. The engine delivers peak torque of 350Nm, with 
similar performance in all respects to those of a diesel engine 
and with a range, on natural gas, of 400 km. It has been pur-
chased by an Italian customer as a people carrier. A little over six 
hundred people were employed in the Sevel Plant in 1981 and 
seventy vehicles were made a day. Today, about 1200 vehicles 
in an amazing array of different configurations roll off the lines 
every day. The plant now employs roughly 6,400 people, but to-
tals 12,500 including the suppliers operating in the district. The 
average age is about 45 and women make up over 21 per cent of 
the entire workforce. The Sevel plant is one of the most flexible 
in the world in terms of specialisation and organisation of work 
performance. It has earned a Silver medal in the FCA World Class 
Manufacturing programme of over 160 FCA plants in addition to 
suppliers and multinationals. The Silver medal certifies that high 
efficiency, organisation, involvement and quality standards are 
implemented. It also hosts the Academy, a centre of excellence 
where employees are trained and continuously updated. Specif-
ically, the Academy is the place where people come together to 
improve their training and their leadership skills, as well as to 
undertake simulations and create innovation; here they can also 
learn about state-of-the-art future technologies in different areas 
of the business, such as quality, ergonomics and management of 
complexity and work rate.

Truma’s roof-mounted air conditioning was awarded a prestigious TÜV certificate last month in Germany. To achieve this standard, TÜV vis-
ited the Truma production facility in Putzbrunn, near Munich in Germany, and gave its approval to both the device and the factory; then it 

also checked the product for compliance with the safety requirements set out by the standard, including its electrical and cooling-related safety. 
“The type examination is a voluntary certification. It underlines the safety and quality of our air conditioner, and documents our high production 
standards”, explains Mathias Venschott, Director of the Competence Centre Air Conditioning at Truma. In addition, Truma’s air conditioning sys-
tems were awarded two first prizes at the 2018 König Kunde Award (“Customer is King”) by readers of German camping magazines, Reisemobil 
International magazine and Camping, Cars; Caravans magazine. Truma’s compact version of its Aventa roof-mounted air conditioning unit is 
lighter to make it perfect for almost any roof, especially campervans and smaller 
caravans and motorhomes. Truma says it is the lightest and quietest roof-mount-
ed air conditioner in it class. The space-saving Truma Aventa compact unit has 
1700 watts of cooling power, compared to the larger Aventa Comfort model’s 
2,400 watts. During this summer’s heatwave, many caravan and motorhome 
owners would have found an air conditioning unit a real asset. It air conditioning 
can also be controlled with the digital Truma CP+ control panel or remotely via 
an app using the Truma iNET system. Once fitted, the air conditioning unit hardly 
affects the amount of headroom available inside the caravan.

Truma roof-mounted air conditioner awarded a TÜV certificate

Sevel plant produces 
its six millionth vehicle
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AL-KO Vehicle Technology, a key supplier 
to the motorhome, caravan, commer-

cial vehicle and commercial trailer sectors, 
has appointed Mirko Trefzer (48) as Senior 
Vice President Sales and Marketing. Mirko 
Trefzer started his new role on 1 October, 
2018. His key tasks are the support and 
intensification of customer relations on a 
national and international level, as well as 
the implementation of the sales objectives 
and the associated growth strategy of the 
company. Mirko Trefzer is an experienced 

AL-KO Vehicle Technology: 
new Senior Vice President Sales and Marketing

alphatronics is awarded the “Innovative through Research” seal of approval

The specialist for mobile entertainment and connectivity for the RV market, al-
phatronics, has been given an “Innovative through Research” seal of approval 

by Germany’s Stifterverband institute. The Stifterverband ‘für die Deutsche Wissen-
schaft’ has been honouring research-based companies with its “Innovative through 
Research” seal of approval since 2014. The Stifterverband is one of Germany’s larg-
est private sponsors in the scientific field. Alongside its commitment to young aca-
demics, excellent universities and cutting-edge research, it also has the task of in-
vestigating and evaluating the research and innovation system in Germany. Based in 
Nuremberg, Germany, alphatronics has been specialising in the requirements of the 
mobile TV world for caravans and motorhomes for 18 years. Its core products avail-
able for the caravan and motorhome/RV sector are Smart TV and navigation systems.

manager. After studying mechanical engi-
neering, with a focus on vehicle technolo-
gy in Karlsruhe and France, as a graduate 
engineer he gained extensive international 
sales experience in a leading position in the 
automotive sector. Mirko Trefzer succeeds 
Carsten Oberwelland, who left the com-
pany at his own request on 30 September 
2018. The Management Board of AL-KO 
Vehicle Technology has thanked Carsten for 
his commitment and wished him all the best 
for his future and continued success.
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News

Eberspaecher acquires vehicle climate con-
trol specialist Kalori

Eberspaecher, the system developer and supplier for a broad 
range of vehicle types, has announced that it has acquired 

the climate control specialist, Kalori SAS, to expand its expertise of 
thermal management systems. Kalori SAS, based in Lyon, France, 
develops and produces air-conditioning and ventilation systems 
for commercial and special vehicles. Eberspaecher will utilize Ka-
lori’s more than 25 years of experience and expertise by retain-
ing its existing management to head the new Group subsidiary 
Eberspaecher Kalori SAS. Through this acquisition, Eberspaecher 
is boosting its strategic focus on vehicle climate control for spe-
cial markets. With a staff of some 150, Kalori generated sales of 
just under 22 million Euros in 2017/2018. Its customers include 
many leading manufacturers of commercial and special vehicles. 
“Thanks to Kalori’s technical expertise, we will be able to compre-
hensively extend our range of climate control systems for special 
vehicles in a targeted way”, explains Dr. Jörg Schernikau, COO 
of Eberspaecher Climate Control Systems. Eberspaecher’s heat-
ing and cooling systems products enhance on-board comfort and 
safety. They are installed in a variety of vehicles, such construction, 
agricultural and forestry machinery, as well as in ambulances, mini-
buses and RVs. Eberspaecher will be able to scale up Kalori’s expe-
rience in the development, application and production of air-con-
ditioning and ventilation systems based on its global reach. “Our 
objective in making this acquisition is to open up new markets and 
strengthen our volume customer business. We aim to become a 
global leader in thermal management solutions for special vehi-
cles,” Dr. Schernikau adds. The Group’s market position will be 
boosted through its 19 subsidiary companies as well as through its 
global service and distribution network. The focus in developing 
new markets will be on the NAFTA region and South America. A 
second phase will target growth in the Asia-Pacific region.

Messe Düsseldorf holds topping-out cere-
mony for New Southern Section

Hobby, Europe’s biggest manufacturer of caravans, is investing ap-
proximately 1.2 million Euros building an additional production 

hall and warehouse at its facility at Rendsburg in northern Germany. 
This will allow Hobby to simplify its logistics and improve the efficien-
cy of its manufacturing process in the future. Work on the new hall 
started in April this year, and is due to be complete this month. Hobby 
is continuing to invest in the future in order to meet the growing de-
mand for leisure vehicles. The new hall has been constructed right next 
to Hobby’s existing central warehouse which will allow front and rear 
components for caravans to be delivered for immediate processing at 
a constant temperature. “The new production hall and warehouse is 
an extremely important step for us. Delivered components can be pro-
cessed immediately and will not need to be stored temporarily anymore. 
That optimises our logistic processes and also provides more storage 
space” said Hobby Production Manager Stefan Lühe. Approximately 
25 employees from Hobby’s central warehouse will be working in the 
46 x 35 metre production hall and warehouse. Earlier this year, Hobby 
announced that it had has also invested around 6 million Euros in new 

Hobby invests millions in additional production hall and warehouse

production facilities with state-of-the-art machinery for a new prefab-
rication warehouse for the manufacture of caravans and motorhomes 
at its site in Fockbek, Germany. It also opened an additional assembly 
plant to make a total of three production lines. Hobby is still owned and 
run by Harald Striewski, who founded the company over 50 years ago, 
and has produced over 600,000 caravans. Hobby now employes 1,200 
people, produces around 12,000 caravans and 2,000 motorhomes a 
year, and has an annu-
al turnover of 275 mil-
lion Euros. The Hobby 
Group also includes: 
Fendt-Caravan GmbH 
in Mertingen (Bavaria, 
Germany); Rendsburg-
er Feuerverzinkerei 
(Rendsburg, Germany); 
Formlight GmbH, War-
burg (NRW, Germany).

The Messe Düsseldorf, the venue for Europe’s biggest annual 
Caravan Salon, has reached the halfway point in one of the 

most ambitious construction projects in its history, and last week 
performed the traditional ‘topping-out’ ceremony for the new 
Hall 1. The project, which will be completed by autumn 2019, 
includes the new multifunctional Hall 1 with meeting rooms, a 
glass-enclosed new South Entrance with a translucent illuminated 
canopy and an adjacent underground car park. The new Hall 1 will 
be 12,027 m² in size, big enough for up to 10,000 people, with 
six glass-enclosed meeting rooms on the first floor. “The building 
complex will increase the international attractiveness of Messe 
Düsseldorf even further and will strengthen its function as a meet-
ing point for a wide range of industries,” says Werner M. Dorn-
scheidt, President and CEO of Messe Düsseldorf. “This will put us 
in the best possible position.” The building project also includes a 
major facelift for the Congress Center Düsseldorf (CCD), which 
is directly connected with Hall 1, and its audience capacity will 
be boosted to 16,000 persons. The New Southern Section forms 
part of the Messe Düsseldorf Masterplan 2030 with its many con-
struction and redevelopment plans to ensure that the exhibition 
centre remains attractive and competitive. These include a number 
of completed projects, such as the new Halls 6, 7 and 8, the new 
North Entrance and the complete overhaul of seven halls. Werner 
M. Dornscheidt sees this as a crucial investment into the future: 
“In this way,” he says, “our premises will be further adjusted to suit 
demand and the needs of our customers, while also increasing 
the service factor.” In all, Messe Düsseldorf is investing 650 million 
euros in the implementation of its masterplan.
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The Swift Group, the 
largest British cara-

van, holiday home and 
motorhome manufactur-
er, has been named ‘Pri-
vate Business of the Year’ 
at the UK’s Private Busi-
ness of the Year Awards. 
The awards recognise am-
bitious businesses with a 
compelling vision, strong 

long term strategy and are committed to supporting the local and 
wider community. The winners also need to be businesses that ‘punch 
above their weight’ in the UK or internationally. Swift claims to be 
Europe’s number one brand for leisure vehicles. The Swift Group was 
established in 1964 and has always focused on product development, 
design innovation and customer service.

Swift Group wins UK Private Business Award

Dometic reports growth in 3rd quarter results

Dometic, the global producer and supplier of products for 
mobile living, reports its net sales for the third quarter were 

SEK 4,501 m, an increase of 32%, of which 1% was organic 
growth. Items affecting comparability during the third quarter 
2017 relate to the strategic consolidation of manufacturing in 
China. Operating profit (EBIT) for the third quarter was SEK 702 
m, representing a margin of 15.6%. Operating profit (EBIT) be-
fore items affecting comparability for the quarter was SEK 702 
m, representing a margin of 15.6% (14.2%). Excluding SeaStar, 
the EBIT margin was 14.5%. “We look back on a quarter of 
organic growth, margin improvement and continued deleverag-
ing. Total sales grew by 32 percent, of which 1 percent was or-
ganic, with positive growth in 7 out of 8 businesses. Performance 

was especially positive in the 
Aftermarket sector with 7 
percent organic growth. The 
EBIT margin improved by 1.4 
percentage points, mainly as 
a result of continued focus 
on pricing and efficiencies 
across the organisation,” 
reports Juan Vargues, Pres-
ident and CEO of Dometic. 

“We still see the fundamental drivers among end-customers, 
with increased spending on outdoor living, growing interest 
from new demographics and demand for product innovation. 
Through the latest acquisitions, we have achieved a major stra-
tegic shift during 2018, taking down RV from 65 percent to 
55 percent of sales and Marine now accounting for 25 percent 

of sales. We will further accelerate our focus on profitable expansion, 
product leadership and cost reductions to build an even more diversi-
fied, innovative and stronger company going forward,” continued Juan 
Vargues. Dometic operates in the Americas, EMEA and Asia Pacific, pro-
viding products for use in recreational vehicles, trucks and premium cars, 
pleasure and workboats, and for a variety of other uses. It operates 28 
manufacturing/assembly sites in eleven countries and sells its products in 
approximately 100 countries via a global distribution and dealer network. 
Dometic employs approximately 8,800 people worldwide, and is head-
quartered in Solna, Sweden.
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Winnebago announces record $2 bn turnover AL-KO presents a Hybrid Power Chassis

A Hybrid Power Chassis study from AL-KO Vehicle Technology 
could be suitable for motorhome or RV production in the fu-

ture. AL-KO, together with Huber Automotive AG, an established 
specialist of embedded automotive electronics, presented the Hy-
brid Power Chassis at the IAA Commercial Vehicles 2018 show in 
Hannover, Germany last month. The Hybrid Power Chassis, with 
plug-in technology, uses a variable AL-KO lightweight chassis. It 
provides fully electric, emission-free driving with the back-up of a 
conventional combustion engine for longer, out-of-town tours. 
It can be used with permissible total weights between 3.5 and 
5.0 tonnes. A special feature is the electrified rear axle with an 
output of 90 kW. The battery capacity can give a range of up to 
more than 100 kilometres in fully electric operation. If E-Drive and 
combustion engine (booster) are used together, the fuel savings 
calculated in the study are 30 percent. The powerful on-board 

charger has a charging 
capacity of 7 kW – or 
optionally 22 kW (230 
V / 400 V). The recuper-
ation strategy ensures 
short charging times 
and can supply vehicles, 
for example with a re-

frigerated box body, with energy when at a standstill. Applica-
tions such as lifting platforms, interior lighting or air conditioning 
systems can also be operated. The Hybrid Power Chassis offers 
three driving modes: Hybrid Mode: Hybrid mode combines the 
E-Drive with internal combustion engine of the vehicle for greater 
efficiency. In addition, vehicle bodies can be supplied with energy. 
This mode complies with the new WLTP standard. Electric Mode: 
The all-electric drive (maximum travel speed: 90 km/h) is effected 
via the high-torque electrical axis. This enables silent and emis-
sion-free travel through environmental zones, residential areas, 
city centres, factory buildings, local recreation areas or at airports. 
X-TRA Charge Mode: This automated mode is used to extend the 
electrical range of the battery and to ensure the additional elec-
trical energy required. Additional functions such as a 4×4 starting 
aid – for additional traction on slippery surfaces or on gradients 
– and various connectivity solutions, such as GPS and vehicle data 
transmission, are also possible.

Airstream Inc., manufacturer of the iconic “silver bullet” travel trai-
ler, has announced record sales up 24 percent for the last year (July 

31, 2018) compared to the previous year. Over the last five years, Air-
stream sales are up 218 percent. Airstream believes this success is than-
ks to its strong focus on growing its product range. Earlier this year, 
Airstream broke ground on a major plant expansion that will support 
advanced enhanced product quality and increased capacity. Airstream 
also recently debuted its Smart Control Technology for all 2019 Classic 
models. This will allow consumers to engage with and control their 
Airstreams remotely. This is in response to the changing relationship 
between transportation and technology. Other successful product lau-
nches included the highly anticipated Nest fiberglass travel trailer, plus 
the modern Globetrotter, the luxurious, best-in-class Atlas touring coa-
ch, as well the Basecamp X. Another big driver of Airstream’s continued 
success is its steadfast commitment to the customer experience and a 
focus on quality over quantity in its dealer network. The brand now has 
17 exclusive Airstream retailers in the U.S. delivering first-class servi-
ce. Airstream has also introduced enhanced dealer programs and strict 
standards, like Airstream’s “Five Rivet” certification, which ensure that 
from lead generation to purchase and beyond, the Airstream customer 
is taken care of. Due to an exponential increase in demand, Airstream 
has grown its workforce from 269 associates in 2012 to more than 
1,000 associates today. In the last year, the company’s leadership team 

Airstream achieves another year of record sales

and their respective roles have transformed as well: Bob Wheeler is now 
the President and CEO of both Airstream and TH2, a joint venture that 
is staking a bold claim into the future of travel and adventure throu-
gh technology; Justin Humphreys (formerly Vice President of Sales) is 
now Airstream’s Chief Operating Officer; Mollie Hansen (formerly VP of 
Marketing) is now Chief Marketing Officer; and Lenny Razo is Airstre-
am’s new Vice President of Sales. “Strong new products, innovation, 
and a robust, dedicated dealer network are the biggest contributors 
to Airstream continuing to surpass sales targets year after year,” said 
Bob Wheeler, President and CEO of Airstream. “We are closely looking 
at how the industry and consumer needs are evolving, and Airstream 
intends be at the forefront of delivering products and experiences that 
align with those expectations.”

Winnebago Industries achieved a record annual turnover of over 
$2 billion for the first time. This represents an increase of 30 

percent from $1.5 billion in the previous year thanks to improved 
operating efficiencies and strong growth in the “towable” segment 
of its large range of leisure vehicles. Winnebago’s fourth quarter 
results also set new records with revenues of $536 million, an in-
crease of 18 percent. “Fiscal 2018 was a tremendous step forward 
for Winnebago Industries in all aspects – strategically, financially 
and culturally,” stated President and Chief Executive Office Michael 
Happe. “Strategically we made strong strides in the journey to trans-
form ourselves into a premier, outdoor lifestyle company, especially 
with our fourth-quarter entry into the attractive marine market with 
the acquisition of Chris-Craft. We have also elevated our level of 
competitiveness within the North American RV market as a stron-
ger full-time OEM, raising consolidated market share primarily on 
the strength of our sustained towables segment growth. Both our 
Winnebago and Grand Design-branded towables business have 
material momentum, with new products and superlative quality 
driving increased business with dealers and end customers. Out mo-
torhome business continues to make sequential progress in improv-
ing its product line vitality and profitability,” he continued. Happe 
added: “Financially, we are thrilled to exceed the $2 billion revenue 
mark for the first time in our Company’s 60-year history, and we 
are delivering record bottom-line results in the face of inflationary 
headwinds on material and labour costs. Our balance sheet is solid 
and appropriately positioned to allow us to pursue further smart, 
profitable growth in the years ahead. Our leadership is committed 
to driving an even higher level of employee engagement and we 
are directing more resources to giving back to the communities our 
team lives and works in.”

News
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Knaus Tabbert’s Knaus and Weinsberg brands won three category awards, and seven runner-up places, in the UK’s Caravan and Motorhome 
Club’s Caravan Design Awards 2019.The impressive collection of awards included the Knaus Sport & Fun, which won the ‘Any Caravan 

£18,000 – £21,000’ price class, while the Knaus StarClass 695 won the ‘Any Caravan over £34,000’ category, and the Knaus StarClass 480 
won the ‘Any Two Berth Caravan’ category. Its Weinsberg CaraOne 400 came second in the ‘Any Caravan 
under £18,000’ price class, and the Knaus Sport Silver 540 came second in the ‘Any Caravan £21,000 – 
£24,000’ class. The Knaus StarClass 565 came second in the ‘any Caravan £29,000 – £34,000’ category 
and the Knaus Sport Silver 500 came second in the ‘Any Family Caravan’ award. The Knaus StarClass 695 
was second in the ‘Any Large Family caravan’ award and the ‘Any Caravan with Dedicated Bed(s)’ cate-
gory. The Caravan and Motorhome Club (formerly known as The Caravan Club) runs the Caravan Design 
Awards each year. They are judged by a team of experts during the Motorhome and Caravan Show in 
October. There are a total of 14 categories of awards, and Knaus and Weinsberg came either first or second 
in each of the 10 categories it entered. But the German caravan brand, Knaus, has come first also in the 
caravan manufacturers’ category of a brand excitement survey of more than 2,000 brands in nearly 200 
sectors, which received more than a million responses. In the survey by the German newspaper Die Welt 

and the consulting company ServiceValue, 48 percent of respondents in the caravan manufacturers’ category answered the question: “Are you 
enthusiastic about the brand KNAUS?” with, ‘Yes’. Winners are the companies that are the highest in the sectors examined Brand Fascination 
Score. “The awards confirm the claims of Knaus Tabbert’s team,” said CSO Gerd Adamietzki. “We are honoured and excited about the positive 
reviews of the customers. Many Thanks,” Adamietzki added.

Knaus Tabbert: top places in the Caravan and Motorhome Club’s Caravan Design Awards

The annual CMT holiday exhibition in Stuttgart, Germany, will have 
more than 2,100 exhibitors when it opens from 12 to 20 January 

2019. This year, it has a new “van life” feature, plus its usual focus on 
camping and caravanning, holiday homes, other holiday ideas and acces-
sories, as well as a tourism entertainment programme. In its 50-year hi-
story, CMT has established itself as the biggest exhibition of holiday ideas 
and novelties at the start of the year. In order to live up to this reputation, 
the trade fair team has thought up some new ideas: “We will 
make good things even better, and at the same time establish 
new offers,” says CMT team leader Alexander Ege, outlining 
the 2019 event.“Around 20 firms will be showing their offers 
on the theme of “van life”. This includes above all individual 
constructors and providers of modular systems.” With these 
systems, conventional cars and buses can be retrofitted and 
converted to camping vehicles”. Retrofitting is one of the main 
themes at CMT: “The theme of connectivity concerns not only 
the caravan manufacturers, but also the accessories industry,” 
explains Ege. With an area of 10,000 square metres, the largest 
accessories trade in Germany is a regular feature of CMT. There 
are also more accessories in the Rothauspark, the park between 
the trade fair halls. “At the last CMT, for the first time, we pre-
sented a wide-ranging tent offer under real outdoor conditions. 
It was so well received by exhibitors and visitors that we have 
now increased the area for this year, and Kampa will present 

CMT: full steam into the new year

itself between the halls on an area of 500 metres,” says Ege. The 
Holiday Homes area will be celebrating its première. On the second 
CMT weekend (17 – 20 January), parallel to Golf- & WellnessReisen, 
mobile homes, tiny houses and sauna barrels will be on show on 
2,500 square metres in the Paul Horn Hall (Hall 10). Thanks to its lo-
cation directly between the airport and the motorway, the Stuttgart 
Trade Fair Centre enjoys perfect transport connections.
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Interview with MARTIN BRANDT
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With a Degree in Industrial Engineering 
from the University of Karlsruhe (TH), Mar-
tin Brandt joined the Erwin Hymer Group in 
August 2015. In January 2018 the Group’s 
Supervisory Board reappointed him as CEO 
for a further three years. Johannes Stegmaier, 
Chairman of the Supervisory Board, explained 
the decision: “Since his appointment as CEO 
of the Erwin Hymer Group, Martin Brandt has 
made an important contribution to the out-
standing growth of the Erwin Hymer Group. 
Under his management, our group is devel-
oping into a successful company in the cara-
vanning industry. We also believe that credit 
for the significantly stronger cohesion of the 
Erwin Hymer Group and its brands must go 
to Martin Brandt. With his reappointment, 
we are establishing the prerequisite for long‐
term profitable growth and a successful fu-
ture for our group.“ And never were these 
words more appropriate when in September 
2018 Martin Brandt led the Erwin Hymer 
Group to become part of the largest global 
recreational vehicle group with the acquisi-
tion from Thor Industries in the USA. We had 
a great interview with him with a wealth of 
interesting details.

Aboutcamp BtoB: How do you envisage 
developing the European RV market? Is 
there a risk that excess production could 
reverse the growth trend?
Martin Brandt: We are currently in the pro-
cess of doing our four year forecast. Last year, 
we asked an external company to undertake 

Following the news that the Erwin Hymer Group has been acquired by Thor industries, we 
met Martin Brandt (58), Chief Executive Officer and Member of the Executive Board of Erwin 
Hymer Group at its headquarters in Bad Waldsee, Germany, for a very interesting interview 
discussing his vision of the European market and possible future scenarios, plus the Group’s 
strategies in Europe, the United States and the Far East markets.

The man of the change

Words Antonio Mazzucchelli
Photo Enrico Bona

EHG joins Thor Industries
Thor Industries has acquired Erwin Hymer Group for an enterprise value of approximately 
2.1 billion Euros, with the purchase price to be funded with cash and equity. Equity con-
sideration will consist of approximately 2.3 million shares of Thor. The Hymer family will 
thereby remain engaged in the industry. The combination creates the world’s largest RV 
manufacturer, with the leading position in both North America and Europe, and establishes 
a global sales and production footprint for the Company. Headquartered in Bad Waldsee, 
Germany, Erwin Hymer Group (EHG) is one of the premier manufacturers of recreational 
vehicles in a growing European market, with an impressive lineup of industry leading vehi-
cle brands, a strong reputation for investing in product innovation and a dedication to pro-
viding exceptional customer value. EHG sells through a worldwide network of more than 
1,200 retail dealerships and employs more than 7,300 dedicated team members globally. 
EHG’s product portfolio spans all major RV categories and price points, from lightweight 
travel trailers to high-end motorhomes. For the fiscal year ended August 31, 2018, the 
Erwin Hymer Group expects to generate revenues of over 2.5 billion Euros (approximately 
$2.9 billion at current exchange rate). “The Erwin Hymer Group has an unparalleled his-

tory and reputation as well as 
a talented management team 
that is focused on building 
on that tradition and charting 
new, attractive growth oppor-
tunities for the Company,” said 
Bob Martin, Thor President and 
CEO. Martin Brandt will con-
tinue to lead the Erwin Hymer 
Group business post-closing as 
its Chief Executive Officer, re-
porting directly to Thor’s Chief 
Executive Officer, Bob Martin.

From left to right: Todd Woelfer, Senior Vice President Thor Industries; Carolin Hachenberg, 
Member of the Supervisory Board EHG; Robert Martin, CEO, Thor Industries; Gerda Hymer, 
Christian Hymer, Member of the Supervisory Board EHG
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NUMBERS
ERWIN HYMER GROUP

Sales 2,5 billion Euros

Vehicles 62.000

Employees 7.300

Interview with MARTIN BRANDT

a market survey for us, and they came to 
almost the same conclusions that we had. 
I think the only difference was that we had 
sales of caravans a little bit higher. The survey 
had 189,000 leisure vehicles in the Europe-
an market last year. This year it is more than 
200,000 but the survey said in three years’ 
time, it will go up to 245,000, but nobody 
knows if that will really happen. In 2016 
our growth was more than 30 percent, and 
last year it was 15 percent, but now we see 
that stock in the dealer network is high. The 
reason is, I think, because we (Hymer) have 
not had enough capacity to meet demand. 
We could have had more sales last year and 
the year before, but we did not have enough 
vehicles, and could not produce enough. We 
could not speed up our production. So, for 
example, if a dealer ordered 100 vehicles, he 
thinks he can sell 110, but he could only get 
90 from us; then what will he do next year? 
He orders 130, even though he needs only 
110, thinking that perhaps he will actually get 
100 or 110. And that’s exactly what’s happen-
ing. We increased our capacity, so now deal-
ers get what they have asked for. The market 
is still growing but the dealers have ordered 
too many vehicles. We usually have our dealer 
meetings in May or June when we introduce 
our new products, and then they order the 
vehicles. When we start our financial year in 
September, we have perhaps 30 percent of 
our orders for next year. Then, after the CSD 
(Caravan Salon Düsseldorf), and all the exhi-
bitions in the different countries, the dealers 
have a better feeling for demand and they or-
der from us again. Then, by about November 
or December, we have received about 70 to 
80 percent of our orders. In the last few years, 
to get the vehicles they need, dealers placed 
orders in January before we have introduced 
the new products that year. This year, they or-
dered in June or July, so we have come back 
to the normal cycle.

Aboutcamp BtoB: How do you manage 
your production?
Martin Brandt: We have a flexible produc-
tion system and we would like to produce 
around 10,000 models this financial year. I 
think the market will slow down a little bit this 
year, so we decreased our capacity in Septem-
ber, October and November at all our produc-
tion sites, across our different brands. We will 
increase the production again in the spring. 
In this way, we don’t over-produce. The deci-
sion about how many we will produce in the 
spring will be made in November or Decem-
ber when we have received our order intake. 
At the moment, it looks like we have received 
orders, so hopefully we can increase produc-
tion to have the same numbers as in our plan. 
Our problem was that the production line was 
on one shift, but the pre-production was on 
three shifts when I joined; but it was not flex-
ible enough, so we now have both the pre-
production and production lines working on 

shifts, currently between 1.5 and two shifts, 
which we can decrease or increase. If we get 
more orders, we can increase them to three 
shifts until we invest in additional machinery, 
or if it decreases, we can go back to one or 
two shifts. The workforce usually have a 35 
hour working week, but this can go down to 
28 hours or up to 42, or sometimes 45. 
 
Aboutcamp BtoB: In Europe, the war 
against pollution is increasingly leading 
to the banning of diesel engines: what 
consequences will there be for you from 
this in the medium to long term?
Martin Brandt: In the short term, it is a 
problem, but, to be honest, when I was at 
the last Caravan Salon in Düsseldorf, I was 
very surprised there wasn’t a lot of discussion 
about this when I talked to dealers. I can give 
you one example; a dealer told me he’d had 
a customer who said if he bought this die-
sel model, maybe he would not be allowed 
to drive it; but before he could answer, the 
customer said, “but, anyway, I do not drive 
in to the cities and they are not banned on 
campsites, so I am not worried”. I think this is 
how the majority of customers think, but, of 
course, we have to think about alternatives. 
We can’t say that diesel will last forever. That’s 
not true.
 
Aboutcamp BtoB: Will the motorhome 
market always be dependent on the sup-
ply of existing chassis, or can very high 
production numbers justify the creation 
of a dedicated mechanical base?
Martin Brandt: This is a very interesting 
question, and I have to be careful how I an-
swer. So, firstly, we have this regulation of 3.5 
tonnes here, so we always have to try to keep 
the weight of our vehicles down. We have 
developed a lightweight chassis which we 
will produce on our own. The second thing 

is, if you look at alternative engines, we have 
diesel engines now, but what we don’t know 
what is in the future? An electric engine is 
not possible at the moment because the bat-
teries are not enough. The OEMs are looking 
at hydrids, but the hybrid is not possible be-
cause of the weight. We have to find differ-
ent things. Let’s assume we have an electric 
engine with the battery technology so we can 
drive 600km or 700km. Then the question is: 
do you really need an OEM for the chassis? If 
you don’t have a gearbox, or a diesel engine, 
you just have a chassis and an electric engine 
that you just put together.

Aboutcamp BtoB: Beyond the chassis, do 
you think it is useful for a very large in-
dustry group to still use external produc-
ers of components and furniture, or do 
you think it is better to produce every-
thing on your own?
Martin Brandt: If you look at our cost struc-
ture, we have a material cost of 70 percent 
now, so our added value is only 30 percent, 
and we also have a variety of models, but you 
have to be very careful what you do on your 
own and what you buy. Our philosophy is that 
this is not a ‘black and white’ decision. For ex-
ample: we buy furniture as well as producing 
it on our own. We have this dual strategy so 
that we also have a little bit of negotiation 
power against the suppliers. When you make 
your own furniture, you know how furniture 
is produced, so we know how to talk to sup-
pliers. In the future, we would like to produce 
part of the major components ourselves, and 
buy some as well. We will not produce 100 
percent of our own components, but also 
we will not purchase 100 percent. It can be 
a problem for us if a supplier has a large mar-
ket share. For example, Truma has about an 
80 percent share of the heating market. This 
means our negotiation power is a bit limited, 
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NUMBERS
THOR INDUSTRIES

Sales 7,3 billion Euros

Vehicles 240.000

Employees 17.800

and then if they do any innovation, the whole 
industry has it, so you can’t differentiate your-
self from your competitors.  This is a problem. 
We don’t have other businesses such as Miele 
or Liebherr supplying our industry. Why? Be-
cause we were a very small industry with a 
lot of variations, so it was not interesting for 
these companies to invest in it. Instead, some 
smaller companies went in to this niche and 
they have grown as the market has grown. 
We will have to see what will happen in the 
future. If we grow more, perhaps we will be 
more interesting for the likes of Miele and 
Liebherr, and then we will have some more 
competition on the supplier’s side.

Aboutcamp BtoB: In the RV sector, there 
are many differences between America 
and Europe: differences in laws, customs 
and regulations, plus differences in the 
products. What synergies could there be 
for you in these two different worlds?
Martin Brandt: The first synergy is, of 
course, purchasing. We have the same suppli-
ers, like Truma, Dometic and Thetford in the 
US and in Europe. We make a total of 60,000 
vehicles per year and Thor makes 240,000 
per year, so together we have better power 
towards our suppliers. The second synergy is 
in technology. There were not many changes 
in our industry in the last 30 years, but now 
things are changing. We have the first auton-
omous driving RV in Canada and as a group 
we’ve invested a lot here. We have a lot of 
investments and resources and, of course, to-
gether we have more resources than alone. 
There are not so many synergies in terms of 
products: we cannot take products from the 
US and sell them in Europe; but our strategy 
with EHG (Erwin Hymer Group) North Amer-
ica was to bring European design to the US 
market. Of course we had to fit to the US 
regulations, but from a design, technology 

and quality point of view, they are European 
products. We will continue to concentrate on 
bringing European design to the US market 
as we think we can get different customers, 
and we have a great synergy because we can 
sell our European vehicles through the Thor 
vehicle network. EHG North America will still 
exist in the future and not be part of the US 
organisation.

Aboutcamp BtoB: A lot of people believe 
there is a limit beyond which group syn-
ergies become impossible, or not very 
advantageous: with the giant group cre-
ated by Thor Industries and Erwin Hymer 
Group joining together, is this limit ex-
ceeded?
Martin Brandt: The rationale for why Thor 

bought us was that it had only been oper-
ating in the US and was a bit worried about 
Europe’s different cultures, languages, prod-
ucts and regulations. To enter the European 
market, it said it would have to buy two or 
three companies and then manage them, 
which is not easy from the US. However, with 
EHG, it gets one company and one group 
with management that they trust, so with 
one purchase they have covered the whole of 
Europe. We are market leader. Thor is close to 
a 50 percent market share in US so growing 
any further in the US is not easy. The best way 
for Thor to grow was to buy new companies.

Aboutcamp BtoB: Does your experience 
with Erwin Hymer Group North Ameri-
ca make you think there is an important 
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Joint venture in China
The Erwin Hymer Group has announced a joint venture with the Chinese Lingyu Group for 
the production and sale of caravans and motorhomes in China. This lays the groundwork 
for its participation in the fast-growing caravanning market in China, which experts ex-
pect to increase to around 22 billion euros by 
2020. The joint undertaking, Luoyang Erwin 
Hymer-Loncen Caravan Co. LTD, will initially 
produce caravans and motorhomes from the 
product ranges of both partners for the Chi-
nese market. There are no plans for exports 
to Europe. Joint venture partner Lingyu cur-
rently manufactures six different models of 
caravan under the brand name Loncen. The 
company has over 1,000 members of staff 
and currently specialises in the production of 
special superstructures for HGVs.

Interview with MARTIN BRANDT

market for compact European-style vehi-
cles in USA?
Martin Brandt: Absolutely. We are strong in 
Europe and, of course, we would still like to 
grow in Europe, but the US market is double 
the size of the market here, so we said we 
would also like to be in the North American 
market. We thought it wasn’t good enough 
to have just a ‘me-too’ product, or the same 
that the US market already has. We wanted 
to be different. When we bought Roadtrek, 
they had 70 dealers in North America, and 
now we have more than 300. With the 
new brands we brought in to the US, like 
Roadtrek, Carado and Sunlight, we could get 
new US dealers as we have different prod-
ucts. Dealers can offer different products to 
customers who are interested in European 
design; of course, this will be not all of the 
300 million people in the US, or even half of 
them, but there is a certain percentage who 
love European design. It’s a niche, mostly con-
centrated on the west and east coast, but our 
campervans, have a 40 percent market share 
in North America.

Aboutcamp BtoB: Did Roadtrek change 
their models when the Hymer Group 
bought them, or did they continue to do 
their own?
Martin Brandt: When I first met Jim Ham-
mill, the CEO of Roadtrek, we discussed plans 
for the US. He taught me that they had 30-
40 percent market share in campervans and 
would like to extend their product range, but 
that needed investment in design and devel-
opment. He said he also needed to have a 
different brand to grow the dealer network.
We had discussions with the former own-
er, but he didn’t want to invest in this new 
era, so I said: “we can grow Roadtrek more 
than you can”. When we bought it. I said to 
Jim Hammil: “look at all our products, and 
choose what you want.” When he chose the 
Eriba Touring, our small caravan, I said: “Can 

Mr. Brandt (on the right) 
with our editor in chief.

you sell that in US?” He said: “yes, this is like 
the Beetle, this is heritage, it is an icon, so I 
will sell it with a European heritage.” We also 
extended the motorhome range from B-class 
to C-class, and introduced Hymer, Sunlight 
and Carado to the US, so he could extend the 
dealer network. They still sell their Roadtrek 
products and have not changed them, but 
they have extended the campervan range 
with entry models, plus other products in the 
caravan and B and C-class motorhomes.

Aboutcamp BtoB: Will you remain faith-
ful to current your philosophy or do you 
plan to build maxi-motorhomes too?
Martin Brandt: We stay with our philosophy. 
When we bought Roadtrek we had $500,000 
dollars sales in US, and we now have $300 
million. We have a five year plan to grow it 
to $500 million. We will concentrate on our 
European design, and will play a big role in 
this niche. This is our role in the Thor group. 
It makes no sense to make a competitor to an 
Airstream or Jayco. We will stay in the Euro-
pean-style niche.

Aboutcamp BtoB: In Europe, the caravan 
market is going down and the motor-
home market is going up. In the United 
States it is different. The motorhome is 
a niche at the moment, and trailers and 
caravans are the big market.
Martin Brandt: That is true, but we think 
motorcaravans and campervans will grow in 
the US. We see the US market slowing down 
a little bit now, but not the campervan mar-
ket, it is still growing. They have different cus-
tomers. The majority of campervan buyers in 
the US are single women.

Aboutcamp BtoB: What is your vision for 
the market in China, and what role could 
the new industrial grouping play in this 
scenario?
Martin Brandt: The Erwin Hymer Group has 

already been selling in Asia for many years. 
We are the number one importer in Japan 
and Korea. We have also been selling in Chi-
na, so we recently announced a joint venture 
in China, because there is a big opportunity 
there. If a motorcaravan costs 50,000 Euros 
in Europe, it is 100,000 Euros in China, but 
even then, we have sold about 1,000 vehicles 
there. This is not bad, but we decided it was 
time to produce in China, and we found a 
partner, the Lingyu Group in the Henan Prov-
ince. It took us time to find this partner. They 
were manufacturing caravans on a small scale 
but we will build a new factory for caravans 
and motorhomes with an Iveco chassis as 
they are very strong in China. We spoke to 
Fiat, but they don’t really want to invest there, 
nor Mercedes; Ford is building a chassis there, 
but we feel Iveco is the best for us. At the mo-
ment the market is small, I think 25,000 vehi-
cles per year, but the Chinese government is 
investing in camping sites and infrastructure. 
To be honest, when I started at EHG three 
years ago, after my experience of living in 
Asia for three years, I didn’t think there would 
be a market for caravanning in China because 
Chinese people usually travel in groups, and 
a caravan is more for when you go with your 
wife or as an individual; but they rent three or 
four caravans and go with the whole family 
and friends, and cook together and be out-
side, so they have the same family feeling 
that we like. The Chinese government would 
like more Chinese people to have holidays in 
China. They would also like to attract people 
from Australia, the US and Europe to holiday 
in China. This is why they are investing in ho-
tels, airports and also camping sites. There 
will definitely be a market in China. It could 
be a very big for us, or it could be that it stays 
small, but our strategy is to be in it because 
there are also Chinese competitors growing 
up, and I think it’s good to compete against 
them in China before they are very big and 
come to Europe.
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A  W O R L D  O F  C O M F O R T

www.eberspaecher-climate.com

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.

“My comfort zone has four wheels – thanks to 
a heater from Eberspächer!”

Danny MacAskill

MA-Komfortzone-Caravan-EN-ohne-181112-rz.indd   1 12.11.18   13:21
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Interview with DANIEL ONGGOWINARSO

Face to face at Caravan Salon Düsseldorf with the new executive officer of Germany’s Cara-
vanning Industry Association (CIVD), Daniel Onggowinarso: a younger manager with great 
experience in the sector, plus a clear vision of the market and strategies to develop.

The CIVD’s new direction

Daniel Onggowinarso (40) took over the position as Executive 
Officer of the Caravanning Industry Association (CIVD) in Ger-
many in 2017. He succeeded Hans-Karl Sternberg, who died 

unexpectedly in September 2016. Onggowinarso now represents 
the interests of all companies in the caravanning industry. The CIVD 
champions almost any German and European manufacturer of cara-
vans and motor caravans, as well as their suppliers, and service pro-

Words Antonio Mazzucchelli
Photo Enrico Bona

viders in German and European political committees. As a graduate 
engineer with an MBA and international experience, Onggowinarso 
joins the CIVD from the Shanghai Vohringer Wood Product Compa-
ny Limited, where he was the Chief Investment Officer and Deputy 
Executive Officer of the group’s Joint Venture in China. During his 
stay in the country, he was also representing the CIVD to Chinese 
authorities.
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engines. China – much potential to grow into 
a significant market, yet I am not sure if there 
will be much space for import products in the 
future. Motorhomes should reach interesting 
numbers faster than caravans, though. I trust 
that Japan and Korea can be dealt with via 
Germany, but to be successful in China in 
the long run one would have to physically 
be there. As regards German suppliers, I be-
lieve that most of them have already been 
successfully present and active on all global 
RV markets for many years. 

Aboutcamp BtoB: The German market 
has reached record levels: what are the 
reasons for this boom?
Daniel Onggowinarso: This has been the 
most frequently asked question in the past 
years and I believe we shouldn’t talk about 
a “boom” or “hype” anymore. These terms 
imply a short-term nature, whereas I person-
ally see a long-term trend. It goes without 
saying that during this journey there will be 
ups and downs, yet the market will grow on 
a sustainable upward trajectory. There is an 
abundance of reasons and it is not just owed 
to the favourable economy and low inter-
est rates. I don’t want to go into the whole 
mega trends – evolutionary or revolutionary 
– discussion. However, demographics most 
certainly play a bigger part in this equation. 
What we have noticed and accomplished, 
though, is that caravanning as a lifestyle has 
become extremely popular amongst all parts 
of society and it perfectly caters to nowadays’ 
Zeitgeist enabling us to not just strengthen 
the existing customer base, but also to suc-
cessfully reach out to new target groups.

Aboutcamp BtoB: Are there signs of a 
slight decline in the future? What is your 
forecast?
Daniel Onggowinarso: By the end of this 
year, we will most likely have reached over 
70,000 new registrations of leisure vehicles in 
Germany. This will be the 5th record year in a 
row. To be frank, when looking at the figures 
I sometimes also ask myself this question. 
Yet, under the current circumstances and 
without any unforeseeable external events, 
I always come to the assessment, that for 
the time being I am strongly confident in the 
market. I, thus, expect both markets, Germa-
ny and Europe, to further grow in 2019.

Aboutcamp BtoB: In the global scenario, 
what is the role of the German indus-
try in non-European markets and what 
could it be in the future?
Daniel Onggowinarso: To answer this ques-
tion, we need to clearly differentiate between 
manufacturers and suppliers. Manufacturers 
have always been monitoring those markets 
very thoroughly and ceased opportunities as 
they came along. North America is as tough 
a market for German RV manufacturers as is 
the EU for American ones. Markets and prod-
ucts had not really matched well in the past. 
Recently, with a growing demand for small-
er Type B and towable units, North America 
has become more interesting. Australia is 
definitely a considerable yet difficult market, 
which the Aussies manage to protect quite 
well. Historically, European import products 
have faced their challenges there. Looking at 
Asia, I want to quickly summarize: Japan – 
not a caravan market and due to the specific 
needs there not a big market for motorized 
product. Korea – on a low scale interesting 
for caravans and extremely difficult for mo-
torized products as the market calls for petrol 

Aboutcamp BtoB: Germany is a unique 
case on the European and perhaps world 
scenario where two trade fairs (Caravan 
Salon Düsseldorf and CMT Stuttgart) 
have reached very high levels of popu-
larity. What are the reasons for this suc-
cess?
Daniel Onggowinarso: We have to dif-
ferentiate again here. The CMT is a general 
tourism fair where you can find all sorts of in-
teresting destinations and holiday forms pre-
senting themselves. However, the caravan-

Germany’s Caravaning Industry Verband e.v. (CIVD) is launching a new advertising cam-
paign across social media channels and TV to promote the unique holiday experiences 

that are possible with motorhomes and caravans. The concept of the advertising campaign, 
developed with the agency Huth + Wenzel, is to encourage even more people to discover the 
benefits of holidays with a motorhome or caravan. The online and TV advertising campaign 
takes the audience on an individual journey through the impressive and varied landscapes of 
Croatia and Slovenia, experiencing unforgettable moments – from adventure to relaxation. 
Digital communications on social media channels (Facebook, Youtube and Instagram), plus 
newsletters and online advertising will target those who are not reached via classical televi-
sion. The campaign’s message is: “You can do it all. But you do not have to.” This summarises 
the caravanning experience of making the holiday flexible to what you want to do. “The 
campaign features a real family and actual friends to make the advertisements authentic 
and emotional,” explained CIVD managing director, Daniel Onggowinarso. The adverts focus 
on younger people as well as couples over 50 using motorhomes and caravans targeting 
active vacationers creating unforgettable trips. Television adverts are seen as the best medi-
um to achieve the greatest possible attention among caravanning target groups, supported 
by an online campaign as well. The TV commercials are in the proven premium segments, 
like news and sports coverage on the public broadcasters. Added to this are infotainment 
formats on n-tv as well as high quality entertainment formats in the private channels Sat.1 
and Pro7. The TV commercials lead to the CIVD campaign website caravaning.tv. The CIVD 
consumer website, www.
caravaning-info.de has 
tips, videos, photos and 
travelogues, plus plenty of 
other useful information 
for experienced caravan-
ning fans, as well as new-
comers. This is the fourth 
generation of advertising 
campaigns by the CIVD.

CIVD launches new adv campaign
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ning part of it has grown significantly, which 
shows us that caravanning clearly outper-
forms other travel offers. The Caravan Salon 
is the undisputed highlight not just for the 
industry, but also the media and most impor-
tantly the customers. Whereas the CMT has 
a more regional aspect, the Caravan Salon 
attracts international attention. Overall, both 
shows are well managed, have a great lev-
el of quality and product display, but it goes 
without saying that they of course also ben-
efit from the thriving growth of the market.

Aboutcamp BtoB: These two exhibitions 
are also organizers of two events in 
China that are growing year after year. 
What is your vision of the Chinese mar-
ket? Is it destined to become the second 
most important market in the world? 
How long will this take? And what role 
could Europe play in this market?
Daniel Onggowinarso: As mentioned be-
fore, the Chinese market has a great poten-
tial. However, having lived and worked there, 
partially also for the RV industry, my enthusi-
asm is more conservative. The market is high-
ly subsidized there, oftentimes for the wrong 
reasons. I believe lot of the buzz will consol-
idate over the next few years into the real 
Chinese RV market, with real players on the 
industry and customer side. The truth though 
is, that once things get started in China they 
in general really go-off. To become and re-
main a player on this market you’d have to 
already be there when this happens.

Aboutcamp BtoB: What are the initia-
tives that the CIVD puts in place to pro-
mote the recreational vehicle sector? 
And what were the most successful ac-
tivities in the recent past?
Daniel Onggowinarso: In 2012, the CIVD 
initiated and launched the first ever na-
tionwide caravanning tv campaign. In the 
meantime, we have enhanced and updated 
the campaign several times and won sev-
eral awards for our efforts. In October, we 
will launch our new campaign that will raise 

our marketing efforts to a new level. It not 
only includes much more emotional and au-
thentic tv commercials, it is a fully-integrat-
ed, 360-degree campaign with a completely 
refurbished website and a strong focus on 
online channels and social media through 
which we will target additional and younger 
audiences. On top of that, we will deploy the 
full repertoire of modern communication to 
further promote the image of caravanning 
in a positive way, to further raise awareness 
and to captivate ever more people for our 
lifestyle.

Aboutcamp BtoB: In Germany, the camp-
ervan has reached unexpected sales lev-
els. Is it just a passing fad or this trend 
will remain unchanged over time or even 
grow? Are the builders the actors or the 
spectators of this change?
Daniel Onggowinarso: Thankfully, we have 
seen growth over all RV segments in the re-
cent years. As mentioned before, we expect 
the market to further grow and a significant 
contribution to that will come from the cam-
pervans. However, for the time being low 
profiles are still leading the sales figures in 
Germany. RV manufacturers are of course 
the actors as they adjust their product portfo-
lio with the increasing demand and are pro-
viding ever more interesting products, which 
can impressively be seen when walking these 
halls.

Aboutcamp BtoB: What is the role of 
Eastern Europe in the European market 
and how does it influence the sales of 
German producers?
Daniel Onggowinarso: We unfortunately 
have little facts and figures regarding East-
ern European markets. To call it uncharted 
territory for German manufacturers would 
be wrong. However, these markets have 
played a minor role in recent decades when 
it comes to new vehicles. For the German 
industry, Eastern Europe has, so far, mainly 
been a market for used vehicles. Yet, we are 
monitoring it carefully, as change could occur 

soon when the eco-
nomic situation in 
those markets con-
tinues to develop.

Aboutcamp BtoB: 
The caravan mar-
ket is falling also 
in Germany. What 
is your vision of 
the future of this 
product and why 
are the consumers 
moving towards 
the motorhomes?
Daniel Onggowi-
narso: I am not com-
pletely agreeing with 
this statement. The 

caravan market rose by an impressive 15 per-
cent last year. We anticipate a solid growth 
of 6 percent in 2018 and we don’t see in-
dicators for a sudden decline. Caravans not 
just have a loyal core target group, a ‘critical 
mass’ of customers if you will, but they also 
start to attract new customers again, which 
we see in market research, here at the show, 
and consequently in the sales figures.

Aboutcamp BtoB: What impact will there 
be for the exit of Great Britain from the 
European Union towards German man-
ufacturers of recreational vehicles and 
components? 
Daniel Onggowinarso: The Brexit already 
shows effects on the British market as regis-
trations of leisure vehicles declined by more 
than three percent in the first half-year. For 
2018 Germany will most likely have sur-
passed the UK as Europe’s largest caravan 
market. I think it will be a bigger challenge 
for UK manufacturers than for the ones in 
Germany and in essence Continental Europe. 
Due to the decline of the pound, British man-
ufacturers pay higher prices for components 
of continental suppliers, thus, either making 
British vehicles more expensive or lowering 
the manufacturers’ margins. On top of that, 
we have seen many strategic acquisitions 
there by Continental Europe manufactures, 
which by doing so establish a stronger local 
presence. This might be necessary should 
terms of trade between the EU and the UK 
change.

Mr. Onggowinarso (on the right) in conversation with our editor in chief.

Interview with DANIEL ONGGOWINARSO
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E.HOME COCO DESIGN

Words Terry Owen

At the Caravan Salon in August 2018 Dethleffs launched the e.Home Coco concept, the 
world’s first e-caravan. Whilst all-electric caravans are not new this one breaks radical new 
ground by having its own, independent, propulsion system. Aboutcamp BtoB met up with 
Dethleffs’ Project Leader and Chief Product Manager Caravans - Richard Angerer, and Prod-
uct Manager Caravans - Alexander Huber.

e.Home Coco: 
Dethleffs re-invents the caravan

Focus on

Aboutcamp BtoB: Why create a caravan with its own pow-
er-train?
Alexander Huber: The trend today is towards smaller and lighter 
cars. These naturally have reduced towing capacities. This is partic-
ularly true with electric cars, most of which are not even homolo-
gated for towing because of the adverse effect this would have on 
their range. Hybrid cars are affected too because the extra weight of 
their motors and batteries can mean less is available for towing. The 
e.home Coco is designed to combat these problems.

Aboutcamp BtoB: How long has the e.home Coco been in de-
velopment?
Alexander Huber: The idea first came to us in April 2017. The wake 
up call for us was Volvo announcing that, from 2020, it would cease 

producing cars powered solely by the internal combustion engine. At 
the time were working on the all-electric e.home motorhome and the 
Coco lightweight caravan concept vehicles. We saw these two com-
ing together to produce a caravan suitable for towing with today’s 
lighter towcars.

Aboutcamp BtoB: How does it work?
Richard Angerer: It works by limiting the horizontal load on the 
towcar to a predefined value. For example, you could set this to 100 
kg and as soon as the load exceeds this the caravan’s propulsion will 
trip in to bring it back down to the defined 100 kg. This works in both 
tension (normal towing) and compression (braking). In this way the 
forces that would otherwise be imposed on the towcar are greatly re-
duced. The effect is to greatly enhance the towing capacity of the car.
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Alexander Huber (left) and Richard Angerer 

Aboutcamp BtoB: Can you safely tow such a caravan that is 
heavier than the towcar?
Richard Angerer: The laws of physics dictate that this is normal-
ly not a good idea, because the forces exerted by the caravan can 
overwhelm the towcar. The build-in electronic stabilization system 
prevents any perilous situation like this due to a wheel-specific distri-
bution of torque (so called Torque vectoring).

Aboutcamp BtoB: What can you tell us about the e.home Co-
co’s chassis?
Richard Angerer: The design was provided by a company called TTT, 
in Hamburg, who specialise in lightweight chassis for caravans, mo-
torhomes and trucks. They are part of the Erwin Hymer Group and 
produced this special chassis solely. As well as being lightweight it had 
to accommodate the lithium batteries and the electric ‘twist beam’ 
axle. These are heavy items.

Aboutcamp BtoB: How much weight does the drive system add 
compared to the standard Coco?
Richard Angerer: About 600 kg, comprising 500 kg for the batteries 
and 100 kg for the powered axle. To compensate we did save a few 
kilograms by having the specially designed lightweight chassis.

units in such a way that only a pre-set trailer load of, for example, 
100 kg is applied. In braking and on downhill runs, the drive units be-
come generators. In so doing they slow down the caravan and create 
electricity that is injected into the vehicle batteries. The control unit 
is able to respond quickly to all situations and to control each wheel 
individually. Torque vectoring achieves a targeted, wheel-specific, dis-
tribution of torque, which increases driving safety. This can be used 
to implement different speeds of the inner and outer wheels and to 
counteract any tendency for instability.

Aboutcamp BtoB: How does the system know the difference 
between braking and reversing?
Richard Angerer: That’s simple - we use the signal from the car’s the 
reversing lights.

Aboutcamp BtoB: When on site, is the caravan powered by the 
same lithium batteries?
Richard Angerer: Yes, all functions, including heating and cooking, 
take their power from these batteries.

Aboutcamp BtoB: How are the batteries charged?
Richard Angerer: Apart from regenerative braking, we have 
around seven square metres of photo-voltaic cells on the roof of the Aboutcamp BtoB: What can you tell us about the powered 

axle?
Richard Angerer: The axle is designed and manufactured by the 
ZF Group, the German company famous for its driveline and chassis 
technology. It was originally designed for a small e car and, working 
together with TTT, we were able to incorporate it into the Coco’s 
chassis. Technically it’s an ‘electric twist beam’ (eTB), with a composite 
‘handlebar’, design. Effectively it’s a torsion beam axle where each 
hub has its own electric drive. Each has a power of 40 kW, with up to 
1,400 Nm (1,033 ft lb) of torque. Continuous torque is 470 Nm (347 
ft lb) each. The transmission and electric motors are contained within 
a lightweight aluminium housing. The maximum torque is necessary 
for the mover function of the axle. This allows you to manoeuvre the 
caravan slowly in tight spaces, for example.

Aboutcamp BtoB: And the batteries?
Richard Angerer: There are two lithium ion batteries, each with a 
capacity of 40 kWh, and integrated into the floor of the caravan. 
They are standard batteries supplied by a company in the middle of 
Germany that specialise in batteries for household energy.

Aboutcamp BtoB: How is it all controlled?
Richard Angerer: A special ‘tension relief module’ continuously 
measures the load with which the caravan acts on the towing hitch 
and reports it to the central control unit. In turn this controls the drive 

Awning that will be fitted with 25 sqm 
of solar panels on the roof. Shown here on the standard Coco

Hub section showing motor and gearing
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E.HOME COCO DESIGNFocus on
caravan. We also have the option of a fur-
ther 25 square metres built into the roof of 
a special awning that can be deployed. This 
can provide up to 8 kWh of energy per day. 
When the weather is cloudy the batteries 
can be charged from a conventional power 
source. Should the batteries go flat during 
towing we can switch to a normal towing 
mode where the outfit can be driven a short 
distance to the nearest charging point.

Aboutcamp BtoB: Do you see other ben-
efits from having an ‘active’ caravan?
Alexander Huber: We are very much 
aware of driving license restrictions affect-
ing those who passed their tests from 1999. 
Although the e.home coco does not reduce 

overall weight we believe it makes towing 
much easier. So, a caravan weighing two 
tonnes need only exert for example, 200 kg 
of pulling power on the towcar. If this latter 
figure is used in the train weight calculation 
it opens up many possibilities for those who 
have the newer driving entitlements. Of 
course, we need to talk to the relevant au-
thorities, but it maybe that we can persuade 
them to relax the rules where active cara-
vans are concerned. We also have another 
target group in mind. These are the increas-
ing number of people who are leaving the 
countryside to work in the cities. This often 
means changing to smaller cars. We want 
to show them that they too can still take 
caravanning holidays.

Aboutcamp BtoB: Clearly all this tech-
nology is not going to be cheap. How 
will you persuade customers to buy?
Alexander Huber: In addition to the ben-
efits we’ve already discussed the e.home 
coco can be plugged in at home so that its 
solar panels can feed surplus electricity back 
into the grid. Another benefit is the usage 
as an energy storage device for the home. 
It powers all the electric consumer of the 
household and can be used to reduce pow-
er demand peaks too. In this way household 
energy bills can be reduced.

Aboutcamp BtoB: How far away from 
production is the e.home Coco?
Alexander Huber: None of the individual 
components is new. Each has been proven 
in other applications. In theory the concept 
should work perfectly but we all know life is 
not like that. We have much more testing to 
do and so we need to be cautious and can-
not announce any production date.

Aboutcamp BtoB: What are your plans 
for testing?
Alexander Huber: Initial testing will focus 

Lightweight chassis 
and ‘handlebar’ axle tube

on a test track but eventually we want to 
try a really big test. This will involve towing 
from the factory at Isny in Southern Germa-
ny, to Lake Garda in Italy. The route is some 
425 km long and involves crossing the Alps. 
It’s a classic route for the camper industry 
because of the big variation in scenery and 
the loads imposed on the vehicle.

Aboutcamp BtoB: We look forward to 
the result!

Excess power 
can feed the house and grid, 

adding to the cost effectiveness 
of the e.Home Coco

e.Home Coco 
PV system charges 

the batteries during the journey
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EASY TO CLEAN . HAIL RESISTANT . LOW THERMAL EXPANSION COEFFICIENT . LIGHT . 
HIGH ELASTICITY . WATERPROOF . STRONG CORROSION RESISTANT . DURABLE 

HIGH QUALITY GRP 
FOR RECREATIONAL VEHICLES

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

As part of a strategy to give customers the best possible experience from its products AL-KO 
is turning increasingly to digital technology to report and control important parameters of 
its products. Aboutcamp BtoB caught up with AL-KO’s Technical Development Director, Dr 
Frank Sager, to find out more.  

Words Terry Owen

Aboutcamp BtoB: Can you ex-
plain what digitisation means 
for AL-KO Vehicle Technology?
Frank Sager: First, we must state 
that there is not one truth. Digiti-
zation affects many areas. What’s 
up-to-date today can be a thing of 
the past tomorrow. Developments 
progress so fast that nobody can 
make a general statement. At AL-
KO Vehicle Technology, we there-
fore focus on our core elements: 
comfort, safety and quality. For us, 
it’s not about adding technology, 
it’s about creating value. How can 
we help our customers? How can 

we offer even more value through our components? Digitalization 
helps answer these questions. Through them, we gain knowledge 
of how to use our products in various environments and how they 
behave in different situations.

Aboutcamp BtoB: What does this look like?
Frank Sager: In short, we equip our products with sensors - both the 
safety-relevant ones, such as brakes or ball couplings, and the com-
fort-enhancing ones like air suspension systems. In addition, the end 
customers will be part of the “World of Experience AL-KO” through 
an app in which useful content is available to them. This could include 
the control of on-board equipment such as heating and light, the 
ability to retrieve individual tips or opening hours of attractions or to 
use offers from integrated service providers such as security services 
that guard the caravan via GPS.

Aboutcamp BtoB: How does it work?
Frank Sager: AL-KO has already created the “2LINK” platform acces-
sibile via a smartphone app. Introduced to the market from the start 
of the 2017 holiday season, it forms the basis of all communications 
between the vehicle and a smartphone. Signals are routed through the 
AL-KO 2LINK box, which can be conveniently mounted on the drawbar. 
Water-tight in accordance with 
IP65, this box uses Bluetooth to 
connect to the AL-KO 2LINK app 
for iOS or Android. It forms the 
heart of the system and the cen-
tre point for all future communi-
cations. With it, the user receives 
assistance in levelling the caravan, 
an ATC status check and informa-
tion on nearby service points and 
workshops. In recent months we 
have been working hard to de-
velop this further. In order to deal 
with the market demands when 
it comes to digitalization, we 
have founded a technology cen-
ter in Kaunas, Lithuania. A team 
of highly specialized software 
and electronics engineers work 
on new solutions for us.

Aboutcamp BtoB: What can 
you tell us about these de-
velopments?
Frank Sager: AL-KO is now 

Dr Frank Sager

2LINK: start screen
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rolling out a series of sensors, each designed 
to monitor a specific function from safety 
through to comfort. First of all, came a link 
to the ATC unit so that its status could be 
displayed via a smartphone. Next, an elec-
tronic level function, that displays the state 
of the caravan from both front to back 
and side to side. In 2018 we’ve seen the 
launch of tyre pressure monitoring where-
by sensors at the base of replacement 
tyre valves transmit pressure information. 
This enables pressures to be checked on 
the move as well as when stationary. Also 

planned is a sensor to measure brake lining 
wear. Previously this was only possible by re-
moving the brake drum.

Aboutcamp BtoB: What is planned for 
the near future?
Frank Sager: Much more - I should point 
out that 2LINK is already suitable for use in 
commercial trailers and will soon be used in 
motorhomes. Additionally AL-KO is working 
on a status check of accessories mounted on 
the caravan, as a sort of ‘Ready before de-
parture check’. For example, sensors may be 
used to check whether the handbrake of the 
caravan is free and whether the nose wheel is 
turned upwards. Also, the control of AL-KO’s 
MAMMUT manoeuvring system is planned 
via the 2LINK app. With this new creation, 
AL-KO Vehicle Technology is taking the next 
step towards an intelligent caravan chassis, 
but the vision goes much beyond that. AL-
KO sees a further strengthening of coopera-
tion with its partners and customers to offer 
optimal, personalized products that consider 
the privacy of the customer in compliance 
with data protection regulations. AL-KO in-
creasingly sees itself becoming a technology 
company where it creates sensors and soft-
ware that present information at an interface 
for others to access. In this way AL-KO and 
its components can become an integral part 
of the caravan’s management system in the 
same way that heating, lighting and security 
are fast becoming at the moment.

Aboutcamp BtoB: How do you see the 
longer-term future?
Frank Sager: AL-KO sees its target group of 

caravanning enthusiasts growing even more 
through ‘baby boomers’ continuing to retire 
and willing to invest in enhanced safety and 
comfort features. It believes the use of recre-
ational vehicles will be influenced by increased 
connectivity and the trend of “leasing instead 
of buying”. The key to success will be making 
caravanning even easier than it is now - in par-
ticular, maintenance, use and planning. Add 
to this the possibilities of individualisation and 
future opportunities look very bright indeed.

2LINK 
system overview

2LINK: levelling app

2LINK box

Tyre pressure 
monitoring
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In July 2018, DexKo Global signed an 
agreement for the acquisition of CBE 
Group, a leading European manufacturer 

and distributor of electronic components and 
wiring for recreational vehicles. In addition to 
the headquarters in Trento, CBE has produc-
tion plants in Arco, Italy and in Soliman, Tuni-
sia. With a history of more than 40 years, CBE 
is a leading company in Europe in the sector 
of electrical and electronic systems for rec-
reational vehicles. Based in Trento, Northern 
Italy, CBE is a design partner for motorhome 
and caravan manufacturers all over the world, 
drawing up personalised solutions which in-
volve all aspects of the on board electrical 
systems: from control panels to distribution 
boards, from battery chargers to tank probes, 
sockets, switches, up to complete wiring of 
the vehicle. CBE’s founder and former CEO 
Bruno Conci intended to retire from the com-
pany and therefore found a strategic buyer 
in DexKo Global. Fred Bentley, CEO at DexKo 

DexKo Global, world leaders in the production of suspension technology, chassis construc-
tion and related components, has acquired CBE s.r.l. (CBE Group), headquartered in Trento, 
in Italy. The aim is to expand the core business of AL-KO Vehicle Technology including solu-
tions for electronics.

CBE joins DexKo Global

Words Giorgio Carpi

Global: “We are delighted that CBE has be-
come part of the DexKo Global Group. CBE 
enjoys an excellent reputation in the industry 
and is characterised by quality and reliabili-
ty - the same values that DexKo and AL-KO 
Vehicle Technology represent. We are confi-
dent that, together with CBE and its product 
portfolio, we will be able to even better serve 
our customers in the leisure vehicle and light 
commercial vehicle segments.” Harald Hiller, 
President and CEO AL-KO Vehicle Technology: 
“We are pleased that Bruno Conci is handing 
over his life’s work to us, and we will continue 
the business in his spirit. With CBE, we gain 
further access to the electronics sector and the 
integration into AL-KO Vehicle Technology will 
enable us to open up new product segments. 
At the same time, the acquisition helps us to 
expand our position as a leader in innovation 
and quality. I am particularly pleased that we 
were able to retain Paolo Moiola and Dorian 
Sosi, who already hold leadership positions, 

From left to right: Dorian Sosi, Gerd Stoll, 
Bruno, Laura and Roberto Conci, Paolo Moiola.
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CBE’s Milestones

as managing directors.” The two CEOs, Paolo 
Moiola and Dorian Sosi, are at the helm of 
CBE, and they have held managerial positions 
within CBE since the early 2000s and have an 
in-depth knowledge of the market in which 
the company does business. “I would like to 
thank Bruno Conci, CBE’s founder, with whom 
I have enjoyed working for more than 25 years 
– states Dorian Sosi, one of the two new joint 
CEOs – my, indeed our objective is to succeed, 
by continuing to apply what he has taught 
us, respecting our clientèle, the quality of our 
products and of our manufacturing processes.  
I am grateful to AL-KO for this opportunity 
and I have every faith in the shared growth 
that awaits us”. Paolo Moiola, new joint CEO 
adds: “I am proud of everything we have 
built - under the forward-thinking guidance 
of Bruno Conci - over the years working with 
the entire team at CBE Group.  I would like to 
thank AL-KO for the role they have given me, 
and I will do everything in my power, thanks 

to the skills and resources of DexKo Global, 
to ensure our Group continues to develop its 
potential further and achieves ever more am-
bitious goals”. The Italian management team 
will be supported in their tasks by the CEO of 
AL-KO Italia, Gerd Stoll: “As a member of the 
Board of Directors of CBE, it is a pleasure to 
team up with my colleagues Sosi and Moiola, 
who I have known for many years, and great-
ly respect. My commitment is to foster the 
integration of CBE within DexKo Global pro-
cesses. I am very familiar with this integration, 
since it has also involved AL-KO Italia since 
2015, when the American Group was set up”. 
CBE equips approximately 40,000 recreational 
vehicles each year, and exports make up more 
than 80% of annual turnover. In the last 15 
years alone, the company has supplied elec-
tronic devices for over 300,000 motorhomes. 
Considering previous supplies too, an estimat-
ed 500,000 or so motorhomes in circulation 
are fitted with an average of more than 5 CBE 
devices. CBE also specialises in the photovol-
taic sector, where it offers an extensive range 
of modules and regulators. And it is a leader in 
wiring harnesses. These days, there are more 
than 500-600 metres of wires on a mid-lev-
el motorhome, whereas this figure can reach 
up to 2,000 metres on a large, extra-luxuri-
ous motorhome. CBE is the only supplier of 
electrical and electronic components to de-
sign and independently manufacture wiring 
for the motorhome industry. This takes place 
in two separate production plants: the branch 
in Arco, Italy, and SCT in Tunisia. 100% of the 
wiring produced is tested directly by CBE. In 
2018, the company will have produced ap-
proximately 400,000 wiring harnesses, for in-
stallation in over 40,000 recreational vehicles. 
Today, wiring makes up approximately 40% 
of turnover. In the head office in Trento, the 
company has a simulation testing lab which 
allows all CBE systems (existing and future) to 
undergo functional simulation in combination 
with almost all the devices and utilities applied 
to recreational vehicles, such as space heaters, 
air conditioning units, generators, refrigera-
tors, lighting systems, water pumps, water 
heaters and inverters.

• 1976 - CBE is founded by the former 
co-owner and CEO Bruno Conci, who 
started out in the caravanning industry 
manufacturing electrical systems and 
electronic devices for local manufac-
turers Laverda and VS Caravan. Just 2 
years later the company launches the 
first LED control panel for motorhomes.

• 1982 - First attendance at the Turin 
show (now in Parma)

• 1985 - First attendance at the Essen 
show (now in Düsseldorf)

• 1987 - First attendance at the Paris 
show

• 1990 - CBE moves to a new 1000 m² 
factory (Lamar/TRENTO)

• 1994 - First LCD control panel for moto-
rhomes

• 2003 - CBE obtains UNI EN ISO 9001 
certification.  Constantly increasing 
turnover leads CBE to purchase a 4500 
m² field where the current Spini/TREN-
TO premises – at that time 2800 m² – 
are located.

• 2008 - First touchscreen control panel 
for motorhomes.

• 2009 - CBE decides to invest strategical-
ly on the direct manufacture of wiring 
harnesses and takes over LCE, a consol-
idated company in that industry located 
in Arco/TRENTO.

• 2011 - A new production facility (still 
in Arco/TRENTO), spanning more than 
1500m², is made available to LCE.   CBE 
strengthens and expands its production 
capacity in the wiring harnesses indus-
try with the start-up SCT, based in Soli-
man/TUNISIA,

• 2014 - Expansion of the factory in Spi-
ni/TRENTO (with the work completed 
mid-2015), creates a further 1000 m² 
dedicated mainly to additional test lab-
oratories and storage areas.

• 2016 - CBE creates the simulation test-
ing lab, a laboratory that allows the 
functional simulation of all CBE systems 
in combination with appliances and 
electrical utilities typically installed on 
recreational vehicles.

• 2018 - DexKo Global Inc. (through its 
subsidiary AL-KO) signs an agreement 
in July which has led to the acquisition 
of CBE. 
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As a leading, global supplier to the leisure vehicle and other markets, 
Thetford cannot rest on its laurels. It regularly attends events and 

exhibitions to listen to end-users and see the latest market trends. With 
operations in USA, China and Australia, Thetford’s products are devel-
oped and tested to perform for a wide range of climates and uses. Thet-
ford has developed a strong reputation for reliability and innovation, so 

How Thetford keeps 
its product range 
fresh and relevant
By watching market trends and listening to feedback 
from OEMs and caravan and motorhome owners, 
Thetford has introduced new and updated models to 
its cooking, refrigeration and toilet range for 2019. 

Words John Rawlings

Thetford’s fridges are a great example of 
how it has reacted to market trends and 

now offers a bigger choice of compressor 
(electric) or absorption (3-way) models. In par-
ticular, the Thetford tall, slim refrigerator port-
folio (418mm wide) has reflected the trend 
for bigger, larder-style fridges in the domes-
tic market, plus Thetford has also responded 
to the growth in van conversions wanting 
compressor fridges. Many OEMs have found 
Thetford’s tall, slim refrigerators make an at-
tractive and popular addition to their interi-
ors, and also give their designers freedom to 
create new layouts. The new Thetford T1152 
model for 2019 has been developed to meet 
a growing demand for compressor fridges 
which started from van converters and is now 
also coming from caravan and motorhome 
manufacturers as well. Compressor fridges 
have sufficient ventilation for perfect cooling 
without needing external vents, and as there’s 
no need for gas pipes or space to store a gas 
bottle, they can be quicker and easier to in-
stall. The new T1152 shares the same dimen-
sions (1500 x 418 x 578 mm) as the N3140 
absorption model, and looks identical, ef-
fectively giving OEMs a great fridge with the 
choice of compressor or absorption cooling 
systems. The new T1152 is lighter than the 
N3140 and also has a larger volume capaci-
ty thanks to not needing the gas system that 
the absorption model has: the T1152 has a 
capacity of 152-litres and weighs 34kg, com-
pared to the N3140’s 142-litres and 37kg. 
Tests have proved the T1152 is suitable for the 

Evolution and reputation

New models: T1152 refrigerator 
tropical climate class, thanks to its powerful 
12v compressor, which means it will still work 
efficiently in ambient temperatures of up to 
43 degrees. As you would expect, the inside 
of the fridge has also been given a great 
deal of thought. There’s an 18-litre freezer, 
a large slide-out drawer at the bottom that’s 
big enough for vegetables and large bottles, 
plus retainers on 
each shelf to keep 
items in place 
while travelling 
(which can be 
folded away when 
not needed). A 
‘night mode’ re-
duces noise from 
the compressor 
and saves energy 
while everyone is 
sleeping. Typical 
energy consump-
tion during day-
time is 0.50 kWh, 
which equates to 
around 2.5 days 
power using a 
95Ah battery. The 
energy consump-
tion reduces to 
0.40 kWh in night 
mode, expected 
to last three days 
on a 95Ah bat-
tery.

feedback from owners and users helps Thetford to maintain this by 
developing product improvements to meet customer needs now and 
for the future. Thetford also believes that if caravan and motorhome 
owners have a good experience of using the cooking, refrigeration or 
toilet fitted to their vehicles, then the OEMs Thetford supplies will have 
happier customers and be more likely to continue to fit its products.

Distance holders to support perfect installation 
of the T1152

New T1152
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The new 525 oven, with integral grill, is 
designed to fit neatly above Thetford’s 

525 mm wide refrigerators in the same way 
that the 420 oven model fits above the 420 
mm refrigerators. It blends perfectly with the 
fridge to create a smart, integrated appear-
ance, and utilises the space above the fridge 

At the same time as introducing the new T1152 refrigerator, Thetford has also enhanced 
its N3000 models with new interiors to optimise storage and cooling performance. For 

example, the 2019 N3000 models now have clear shelves, drawers and door bins so it is easier 
to see what is on them, and give them a fresh and modern look. The lower vegetable/bottle 
drawer is now split in two for easier  access if the door cannot be opened fully. The shelves 
have also been redesigned with integrated food retainers and can easily be put in upwards or 
downwards, as required. The N3170 and N3175 models offer a new, optional slide-out box 
which fits under a shelf as an ideal place to store smaller items, such as butter or cheese. It also 
makes it easier to take items like these in one go, to minimise the amount of time the door is 
open releasing its cooled air.

Enhancements: refrigerators

The Thetford K1520 cooker is a completely new model for 2019 including two new features 
that are currently unique for the caravan and motorhome market in Europe: a fan assisted 

oven, plus the ability to use the oven and grill even when the glass lid over the hob is closed. 
Other great features include a bigger grill and domestic-style control knobs and door handles 
for the grill and oven. The new fan assisted oven is designed to improve cooking performance 
(and cooking time) by distributing the heat around the oven more evenly. It also boosts the 
time it takes to heat up the oven, which during testing heated the oven from 20°C to 200°C in 
approximately six minutes. Cooking anything under the grill will be quicker and easier as it has 
been enlarged on the 2019 model. The four-burner hob is available as gas only or dual fuel with 
three gas rings and a 1000W electric hotplate. To comply with legislation and codes of practice 
in many countries, there is the option of an automatic shut-off for the gas and electricity supply 
when the hob’s glass lid is lowered.

Enhancements: cookers

Refreshed:  sanitation

For 2019, Thetford’s popular C500 cassette toilet has a refreshed, modern (yet familiar) 
design, plus a new control panel, seat and lid which make it more comfortable and conve-

nient to use. The ergonomics of the new control panel are better, while the lid is now easier to 
open and close. Thetford’s C500 Fresh-Up Set makes it possible to retro-fit the new seat and 
lid, so caravans or motorhomes with the previous C500 model(s) can be upgraded. The new 
control panel is also available for retro-fitting.

New models: 525 oven 

perfectly, although, it can be installed sepa-
rately, if required. To prevent overheating of 
the surrounding cabinet and ceiling, the oven 
has a ‘smart’ twin fan cooling system which 
switches on automatically when a certain 
temperature is reached. For convenience, 
the oven door is hinged at the top to open 
upwards and can be left open when using 
the grill as it gives further protection to help 
shield the ceiling from any heat.

Current N3170E

New N3170E

On the left: K1520 Gas
On the right: K1520 Dualfuel

C500 
new design

New 525
model
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An ever-increasing amount of research 
goes into Tecnoform production, 
research not only intended to deliv-

er the excellence of fine Italian design, but 
also to enhance product quality and devel-
op new, forward-thinking solutions. The 
company provided a good example of its 
design and production potential at the lat-
est edition of the Caravan Salon in Düssel-
dorf, where it presented the Ford Transit VR 
46 interior design prototype. Campervans 
are growing in popularity right across Eu-
rope, increasing their market share: hence 
the proposal of a concept dedicated to this 

Giving Shape 
to your Outdoor Experience
Through inspirational design, the fruit of intense research, Tecnoform identifies furnishing 
trends and develops innovative design ideas for the RV sector.

Words Andrea Cattaneo

particular type of vehicle. The Ford Transit 
VR 46 offers a modern design, with clean, 
simple lines. There are practical retractable 
compartments and various illuminating ele-
ments perfectly integrated into the furnish-
ing components, as well as stunning curved 
elements, a distinctive feature of Tecno-
form’s style and production technology. This 
project marks an important step forward in 
a new research direction for the company, 
with a push towards greater understanding 
of the “customer experience” and its signif-
icant role in the design and construction of 
the vehicle interior. The new claim “Giving 
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Shape to your Outdoor Experience” embod-
ies the message that Tecnoform is passion-
ate about conveying, a company that does 
not just build furniture items, but also re-
searches constantly, in order to identify and 
interpret the needs of the future, together 
with the customer. Tecnoform’s inspiration-
al design is based on research that includes 
the study of new materials and participation 

Supplier Open Day  The 2nd Tecnoform Strategic Supplier Open Day 2018 recently 
took place, an event that aimed to raise awareness within the 

Tecnoform Supply Chain regarding the changing demands of RV 
manufacturers, but also to consolidate important strategic collabo-
rations. During the event, the partners who have delivered the best 
performance over the last 12 months in terms of Innovation, quality 
and service level were rewarded. The occasion also offered the ideal 
opportunity to present the new Tecnoform Team and to share infor-
mation on key sector trends. Supply Chain Management is a busi-
ness philosophy oriented towards the creation of integration, trust 
and speed throughout the Supply Chain, with the aim of adding val-
ue for the end customer. Tecnoform understands the importance of 
establishing a climate of collaboration within the supply chain. The 
Supply Chain Management organisation process is aimed at devel-
oping an organisation with high internal and external integration, in 
order to continuously improve company performance. Tecnoform’s 
objective is clear: to improve customer service quality and reduce 
logistical cost.

in trade fairs in various sectors, primarily 
furniture, in order to identify new trends 
and propose new ideas. Furniture industry 
trends are analysed and revised to allow 
their transposition to the RV sector. Tec-
noform’s inspirational design is expressed 
in the presentation to the customer of a 
series of moodboards that summarise the 
latest innovations in decoration and mate-
rials. Manufacturers and their designers are 
offered concepts and various set-ups: they 
are free to select and match the various 
samples. The next phase is the collaborative 
development of the various furnishing solu-
tions. And it is worthy of note that during 

the last period, Tecnoform R&D focused in-
tensively on weight reduction. A new type 
of lightweight construction has been pat-
ented for tables, kitchen tops and horizon-
tal surfaces in general, called “Combframe” 
(patent number 0001414037), which allows 
a weight reduction of 25% compared to the 
“frameless” lightweight constructions cur-
rently in use.

A study trip... by campervan
Tecnoform will be making its prototype Ford 
Transit VR 46, presented at the Caravan Sa-
lon in Düsseldorf, available to its employees. 
In this way, those involved in the design and 
production process will be able to enjoy 
their own “outdoor” experience using the 
campervan, allowing them to understand its 
peculiarities and possible weaknesses. This 
experience should give rise to innovative 
ideas and new solutions regarding the us-
ability of the furnishings and interior spaces, 
ideas and solutions that, once developed, 
will be passed on to the RV manufacturers. 
“The Tecnoform-style travel experience will 
allow our team to gain a greater under-
standing of the customer experience”, says 
Renzo Kerkoc, CEO of Tecnoform, “and in 
turn to make an important contribution to 
the interior design and construction phase. 
Companies are made by the men and wom-
en within them, organisations are born, live 
and develop in large part thanks to their 
human resources: this is why Tecnoform 
has chosen a new method to enhance and 
reward its professional team, offering this 
year’s Ford prototype up for use by employ-
ees. An organisation’s employees are its 
greatest resource, so if we want to develop 
our organisation positively and competitive-
ly, we need to manage our human resources 
in the best possible way, including by offer-
ing exciting experiences and professional 
growth”.
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H.B. Fuller’s acquisition of Royal Adhesives 
and Sealants, including the KÖMMERLING 
Chemische Fabrik GmbH business, created 
a unique powerhouse of RV adhesive and 
sealant expertise. A year on, we take a look 
at how the company’s one-stop solution is 
helping RV manufacturers meet the rapidly 
growing market for leisure vehicles.

Words John Rawlings

As demand for recreational vehicles rises around the globe, RV 
manufacturers face the challenge that comes with dramatically 

increased capacity. Growth in Europe is particularly buoyant with Ger-
many heading for its eighth successive year of record sales. The global 
RV adhesive expert H.B. Fuller | KÖMMERLING has developed its of-
fering to help businesses in Europe take advantage of this growth. Its 
approach is designed to enable RV manufacturers to maintain assured 
quality, production 
line safety and ef-
ficiency, as well as 
helping them gener-
ate bright new ideas 
for ongoing success.

Move on with 
H.B. Fuller’s 
global adhesive 
power

The widest range of RV sealant tech-
nology
H.B. Fuller | KÖMMERLING offers a one-stop 
solution, supplying products for every con-
ceivable RV application. Its large and growing 
range of sealants and adhesives covers the 
widest number of quality solutions for sand-
wich construction, assembly bonding and in-
terior finishing and glazing. Customers openly 
acknowledge the benefits of the company’s 
joined-up thinking and close support, and 
point to greater efficiencies in their produc-
tion line through faster application, cleaner 
running lines and zero-defect manufacturing.

Turning RV 
manufacturers’ visions 
into reality

Achieving more with less 
“We believe the breadth of our adhesive 
and sealant technology, combined with our 
service culture, gives RV manufacturers the 
freedom to move on as a business. In turn, 
this ensures that their own customers can 
enjoy added confidence in the build, qual-
ity and appearance of their RVs,” says Ralf 
Fuhrmann, business manager, Transportation 
Adhesives & Aftermarket at KÖMMERLING 
Chemische Fabrik GmbH.
H.B. Fuller has proven expertise in the full 
range of adhesive technology for sandwich 
panels. This includes liquid-applied, mois-
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Products in focus
Here are two highlight products from H.B. Fuller’s comprehensive range of sealants and 
adhesives: 

Sandwich panel production Icema™ 145 – Icema 145 R consists of a wide range of 1- 
component liquid PU, developed to meet different processing conditions. The products of-
fer a very strong bond, allowing manufacturers to create a high quality and durable panel.  

Körapop 225: Körapop 225 is a silane-terminated polymer for bonding and sealing many 
of the substrates typically used in caravan manufacturing. It provides a durable and elastic 
sealant for wood, GFRP, metals and many plastics. This innovative technology cleverly 
compensates for the expansion of different materials commonly experienced during the 
bonding process due to temperature variations.

To find out more about how H.B. Fuller is using its adhesive and sealant expertise to create 
innovative solutions for the RV manufacturing sector, see www.hbfuller.com 
and www.koe-chemie.com

ture-cure polyurethanes, as well as 2-part 
polyurethanes used for exclusive vehicle con-
struction and a choice of reactive hot melt 
adhesives. Add KÖMMERLING’s renowned 
2-part elastic adhesive technology for con-
fident assembly and its complete range of 
sealing and bonding solutions for the vehi-
cle interior, and you’ll understand how the 
one-stop shop philosophy makes all the dif-
ference.
Fuhrmann continues, “The drive for im-
proved sustainability means businesses are 
looking to achieve more with less. We have 
the global adhesive expertise to help our cus-
tomers do this, working in close partnership 
to advise on the best possible solution for a 
particular application.”

Delivering tomorrow’s vision  
H.B. Fuller and KÖMMERLING’s R&D experts 
are playing an important role in this step-
change for the RV manufacturing sector. The 
company’s RV product range is backed by a 
network of adhesive centres across the world 
focused on accelerating innovative thinking 
and developing smart technology. The com-
pany’s state-of-the-art adhesive academy 
based in Lüneburg, Germany, and Kömmer-
ling’s headquarters in Pirmasens, Germany, 
offer product testing and access to the very 
latest thinking across the widest possible 
number of substrates.
“RV manufacturers are turning to us to help 
make their design visions reality,” says Iñaki 
Sigler, marketing manager, Durable Assem-
bly, at H.B. Fuller. “Innovative sealants and 
adhesives enable manufacturers to meet 
their production challenges and take advan-
tage of new opportunities. For example, the 
right adhesion can help improve fuel efficien-
cy, underpin hardwearing performance and 
produce the impeccable long-lasting finish 
customers now expect.”

Lüneburg Adhesive Academy, 
H.B. Fuller’s technical centre of excellence
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Focus on BIRMINGHAM - MOTORHOME & CARAVAN SHOW

MOTORHOME & CARAVAN SHOW 2018
Exhibitors total over 400

Vehicles shown over 1,000

Visitors total over 96,000

Exhibitors at the UK’s 2018 Motorhome and Caravan Show 
gave positive comments about sales and consumer interest, 
despite a small drop in attendance figures. Advance ticket 

sales were up 2.5% on last year, and visitor figures consolidated 
the strong ‘buying audience’ described by exhibitors This year, the 
show attracted over 96,000 visitors, which is nearly 6,000 less than 
last year’s record attendance of 101,583 people. The annual show 
at the NEC in Birmingham, held by NCC Events, covered 11 halls of 
the exhibition centre with all the new-for-2019 leisure vehicles: over 
1,000 motorhomes, touring caravans, campervans, caravan holiday 
homes and trailer tents, with a combined value of more than £36.5 
million were displayed by more than 400 exhibitors. Swift’s Group 
Commercial Director, Nick Page reported “a tremendous show for 
Swift with sales exceeding expectations. New and redesigned ranges 
performed particularly well, driven by a comprehensive package of 
best ever show offers along with half price insurance and low rate fi-
nance from the two initiatives Swift launched at the show: Supersure 
Insurance and Swift Advance.” “We are delighted with the reception 
of our new caravan and motorhome ranges throughout the week,” 
said Nick Howard, Managing Director of Bailey of Bristol. “It’s been 

The UK’s show ends on a high
400 exhibitors, 96.000 visitors and a large amount of sales: the annual show of the NEC Bir-
mingham exceeds the RV industry expectations.

Words Giorgio Carpi

a great place for us to meet our customers and showcase all things 
Bailey. The customer interest in the new PRIMA Leisure has exceeded 
all expectations.” Adrian and David Cross, owners of Hillside Leisure, 
confirmed the strength of the show: “We are 90% up at the show on 
actual sales from the end of show last year to the Sunday morning 
this year”. Michael Hardicker, Managing Director of Vantage Motor-
homes said, “For us it’s been a very positive show. We’ve seen a good 
quality of visitors to the show, looking to a make a purchase, which is 
in-line with what we expect. There has been a nice flow of people in 
the week.” Premium Motorhomes launched the new Morelo Palace 
Liner at the event and showed models in right-hand drive versions 
for the first time, taking orders for the £270,000 motorhome at the 
NEC. Mike Hertzberg, Managing Director of Premium Motorhomes 
confirmed: “We are up on show sales compared to last year, and have 
increased year-on-year for the last three years.” Lunar Caravans was 
also satisfied with the amount of product sold during the show. Lee 
Roberts, Sales Director said, “Our new 8’ wide Quasar product and 
Alaria brands were the stars of the show for us. We were also very 
pleased with the reception of our new campervan range, and the lev-
el of sales we subsequently achieved on this exciting new adventure.” 
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The Swift Command has been one of the first technology to allow an 
interaction allinone with the onboard devices, connecting also with 
the APP. For new 2019 season products the LCD control panel has 
been redesigned. It is now touchscreen, a larger 7” and easier to 
use with improved functionality and a matching app interface. On 
caravan models it features a new integrated DAB and FM radio tuning 
and sound setting control. The free downloadable ‘app’ that links 
to the Swift Command unit, allows the customers to be in control 
wherever they are with the convenience of their mobile device. The 
onboard interface one be accessed when nearby with Bluetooth or 
via internet connection when remote. It’s possible to track the system 

levels like power, 
temperature, hu-
midity and mon-
itor the location 
of the vehicle. 
Custom notifi-
cation settings 
keep customers 

RP Motorhome showcased the DL12 camper-
van, built on the new 2018 Mercedes Sprinter 
319 - 190 HP automatic - extra-long wheel 
base and super high roof. Standard features 
include four berth with four forward facing 
seats finished in full leather with DL12 em-
broidery; large fridge; gas oven, grill and hob; 
DuPont Corian worktops; fully computerised 
smart control panel, two hundred litres of 
fresh water capacity; two solar panels; un-

RP Motorhome campervan with huge garage

Swift Command new look
informed of functions such as battery levels, frost alerts and alarm 
status. The Swift Command system can remotely control a number 
of items within the vehicle.The main services are: POWER, to the 
energy use and manage bat-
teries for efficient use of the 
power services; LOCATION 
AND REMOTE FEATURES, to 
connect the leisure vehicle 
from anywhere to view its 
systems information and lo-
cation; LIGHTING, to create 
the right ambience onboard 
with easily adjustable light-
ing settings; WATER, to keep an eye on the water levels to know in 
good time when to top-up; HEATING, to activate whilst out exploring 
and enjoy the warmth when the customers get back; AL-KO ATC (if 
fitted). Many features can also be controlled for diagnosis and fault 
finding purposes by Sargent Electrical Services Limited, The Swift 
Group Limited and registered Swift Group dealers and engineers.

Eberspacher’s Hydroplate system utilises the latest plate heat exchanger technology to provide domestic warm 
water for showering and washing, while also being able to provide warm air heating. It is an application devel-
oped by Eberspächer UK. It utilises either a separate diesel fuel tank or the vehicles own diesel tank. After approx-
imately 10-15 minutes, it can provide water at a constant temperature of 40°C when used with a domestic water 
pump with a flow rate in the range 6 to 11 litres per minute. With Hydroplate there is no need to accommodate 
a separate bulky indirect hot water tank making the system ideal for smaller motorhomes and caravans.

Eberspacher  Hydroplate

The Finnish company Wallas presents XC Duo: 
heating and cooking system for small camp-
ers fueled by diesel. The hob heater includes 
a modern ceramic cooker and an effective 
heat blower lid to warm the campervan fast. 
The heat blower lid has a flat design profile 
and controllable heating power. Despite high 
power capacity, the upper surface of the lid 
is only warm to the touch. The diesel stove 
heater combination is an excellent solution 
for small campers. Setting the lid down po-
sition allows to use the cooker as a heater. 
The air flow is directed across the cooker’s 
hot surface and blow hot air into the cabin. It 
doesn’t use an open flame. The combustion 
process takes place in a closed loop with the 
help of a combustion fan. The process is ful-
ly automatic and tolerant of the changes in 
air pressure. Combustion 
adds no moisture or odor 
to the living areas.

Wallas XC Duo
der-mounted LPG tank; three tv’s; fully au-
tomatic satellite dish and much more. But 
it’s the rear garage that makes it different... 
This version is a limited edition which has 
been made for the twelve times FIM Trial 
World Champion, Dougie Lampkin. In the 
DL12 four people can seat, sleep and live, 
still reteining the weight capacity to carry 
up to three trials bikes in its spacious rear 
garage with a lightweight and over door.     
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SALONE DEL CAMPER 2018
Exhibitors total over 300

Vehicles shown 730

Visitors total over 130,000

Net space total (sqm) 140,000

Focus on PARMA – SALONE DEL CAMPER

Although the domestic market numbers are still quite low, and far 
from the pre-economic crisis figures, there is still a great desire for 
campers in Italy with a healthy number of visitors to the Parma 

Salone del Camper each year. Some buy new campers, many buy used 
ones, while others wait for better times, more economic security and 
greater political stability. At the Parma Salone del Camper in September, 
we saw a plenty of variety: the overhead cab style of motorhomes are 
much fewer compared to 10 years ago, while the semi-integrated style, 
with a drop-down bed, now makes up the bulk of supply, and demand. 
There is a wide choice of integrated motorhomes in the price range 75-
110,000 Euros, and in the entry level segment, around 65-70,000 Euros. 
However, campervans are definitely the phenomenon of the moment: 
more and more are shown at the Parma show each year, and the market 
demand for them is still increasing. In 2017, campervans represented 
21.5 percent of the campers sold in Italy, an increase of 27 percent com-
pared to 2016.  For caravans, however, sales are at very low numbers and 
some companies did not exhibit at the Parma show. There were some 
small, local builders, often craftsmen from northern Italy, who work on 
single models, or on a very small production series, creating campervans 
or semi-intergrated motorhomes with fiberglass monocoque bodies.

Proposals coming from Italy
A market like the Italian one, which no longer boasts high domestic sales numbers, still has 
many local manufacturers who, thanks to exports, produce a lot and always demonstrate 
great design.

Words Andrea Cattaneo
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With a Mobil Tech thermoelectric generator, 
recharging a battery is no longer a problem in 
any situation. This innovative generator exploits 
the Seebeck effect, the phenomenon whereby 
two metals connected to an electrical circuit, 
and exposed to different temperatures, pro-
duce electricity. The temperature difference is 
produced thanks to a motor powered by the 
vehicle’s fuel (diesel or petrol) and the system 
works completely automatically, and can man-
age all types of batteries (lead, gel, lithium). If 
desired, a solar panel can also be integrated 
into the system. The pow-
er allows you to recharge 
batteries at 150 Wh (300 
Ah / day). It has a silent 
operation (32 dB (A) at 7 
meters) that allows you to 
sleep, as well as use it in a 
crowded area. The gener-
ator unit (cm 55x33x26.5, 
kg 28.9) can be separated from the cooling unit 
(cm 49.8x20x26, kg 5.9).  The Zeus is covered by 
a 4-year warranty.

Halfway between a craftsman 
creating unique pieces and 
a large-scale industrial pro-
duction company, Wingamm 
builds a few models in small 
production series and has 
been a reference point for 
style and its fiberglass mono-
coque construction technique 
for many years. It also has a 
reputation for tasteful inte-
riors, with a modern design 
and a colour scheme of light colours. Wingamm models have an ex-
cellent ratio between external dimensions and interior space, with 
compact models such as the Oasi 540 which is 542 cm in length.

Arca: top-of-the-range motorhomes

News in pills

In an era when overhead cab motorhomes are less and less in de-
mand, Arca is one of the very few European manufacturers to offer 
a top-of-the-range model of this king weighing up to 3500 kg.  
The Arca Attic M series has three four-berth models with prices 
of around 70,000 Euros. These vehicles are characterized by the 
excellent exterior design (note the rear monobloc wall) and for the 
construction technique, with the 43 mm walls covered in Alufiber.

Wingamm: a case in itself

Italy has always been the homeland of the overhead cab motorhome, such as the Rimor 
Katamarano 50, a unique model with a double bunk bed in the back area so it has six 
beds without needing to transforming the lounge area; similarly, the new entry-level 
Trigano Spa, Kronos 279 M Roller Team and the CI Horon 79 M, are models that also 
offer six beds without the need to transform the living and are equipped with two rear 
double bunk beds, liftable to make room for the garage. 

Overhead cab motorhomes for large families

Gulliver’s: magic of space
Gulliver’s showed some really interesting campervans in Parma. Based 
on the Fiat Ducato, the Asterix 541 is only 541 cm long with a rear 
bathroom and kitchen and has a drop-down bed above a large liv-
ing room which has a 
long sofa and a swiv-
el chair, plus. It also 
showed the Gulliver 
540, which resembles 
a campervan, but is 
actually a semi-inte-
grated made with a 
fiberglass monocoque 
bodyshell.

The Trigano Spa has two overhead cab moto-
rhomes, CI Horon 90 M and the Roller Team 
Kronos 290 M, designed for those who use 
the camper as a base for motocross races, or 
other sporting or work activities that require 
a load compartment with a generous width. 
These two models (745 cm long), are avail-
able with the choice of a Fiat or Ford base ve-
hicles. Their ‘garages’ have a capacity of 300 
kg, with dimensions of 220 x 193 cm, and 
heights varying from 143 to 182 cm.

Overhead cab motorhomes with maxi garage

Zeus generates energy
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CARAVAN SALON 2018
Exhibitors total 611

   Exhibitors Germany 384

   Exhibitors other countries 227

Vehicles shown 2,100

Visitors total 248,000

Net space total (sqm) 214,000

Focus on DÜSSELDORF - CARAVAN SALON

Atotal of over 600 national and inter-
national exhibitors presented their 
innovations and current styles in 13 

halls as well as on the outdoor premises.  To 
the tune of 2,100 RVs plus accessories, tech-
nical equipment, detachable parts, awnings, 
and mobile homes were exhibited on more 
than 214,000 square metres. Furthermore, 
campsites, motorhome parks and travel des-
tinations were also on show. This year saw 
many trade visitors registered from Asia, 
Australia and the USA – along with extreme-
ly high media interest. The exhibitors at the 
Caravan Salon therefore voiced their satis-
faction and reported very good sales deals. 
Over the past years the “Technik-Order” seg-
ment with technical equipment, detachable 
parts and installations has been very popular 

with visitors. 2018 saw the second “Tech-
nology” hall debut with exhibitors of tech-
nical furnishings and accessories in Hall 14. 
In summary Bernd Löher, General Manager 
at Dometic GmbH, said: “We clearly felt that 
caravanning as a form of holiday-making en-
joys ever more popularity and that its inter-
national flair has increased. At our stand we 
were able to welcome trade visitors from all 
continents – especially from Asia, Europe and 
the USA.” Customers, they felt, take a strong 
interest in connectivity and are very open to 
the many product innovations offered by ac-
cessory suppliers. “The increased demand for 
high-quality furnishing components is strik-
ing. People increasingly view their RVs more 
as homes on wheels and are therefore pre-
pared to invest in comfort and functionality.”

The CSD welcomed 248,000 visitors
The Caravan Salon Düsseldorf 2018 has exceeded all expectations and succeeded in clearly 
surpassing last year’s record results once again. The 57th edition of the world’s largest trade 
fair for motorhomes and caravans experienced the best attended event in its history.
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AL-KO demonstrated an upgrade to its 2LINK 
connectivity system with the addition of tyre 
pressure monitoring. Sensors are mounted 
directly on the wheel rim in place of the stan-
dard tyre valve. Communication is via AL-KO’s 
2LINK-Box to a smartphone where the pres-
sures are displayed. You can read more about 
AL-KO’s 2LINK system elsewhere in this issue. 

Elsewhere on the stand were AL-KO’s ideas on chassis technology 
evolution, with a clear emphasis on weight saving. Believe it or 
not the optimised topology chassis section on the left here is ev-
ery bit as strong as its conventional counterpart on the right. Both 
are made from 
galvanised steel. 
Other technolo-
gies being inves-
tigated include 
aluminium, steel 
combined with 
a sandwich con-
struction materi-
al and, of course, 
carbon fibre.

The CSD welcomed 248,000 visitors

Hymer smart battery

News in pills

Hymer has come up with a simple, but ingenious, way to extend the 
life of a lead acid battery system. It works by combining the lead acid 
battery with a special lithium battery in such a way that the lithium 
battery does most of the work. Hymer says the effect is to increase 
both the capacity and performance of the lead acid battery, whilst 
simultaneously tripling the efficiency. The key to it lies in keeping the 
lead acid battery away from those parts of its operating cycle where 
it is least efficient and which reduce its life. This means keeping it 
in a good state of charge for as much time as possible. To this end 
the two batteries are connected in parallel. The lead acid battery re-
ceives the most of the initial charge current, with a smaller amount 
going to the lithium battery. Only once the lead acid battery is fully 
charged does the lithium battery accept the excess energy from the 
charging unit.  Conversely, when discharging, the lithium battery 
provides the initial current. This maintains the charge in the lead acid 
battery for as long as possible. Increased power consumption is sup-
plied by the lead acid and lithium batteries in parallel. As you might 
expect, the lithium bat-
tery has been specially 
designed for the pur-
pose. Codenamed the 
HY-Tec 135, the battery 
consists of six individual 
Lithium Extension Bat-
tery Modules (LE300) 
forming an expandable 
solution. The technolo-
gy used is lithium Iron 
phosphate which provides both safe and robust operation. Specially 
designed electronics within each module manage the charge and 
discharge functions. Keeping lead acid in the mix is important for 
low temperature operation (below 5°C) since, unlike lithium, it is not 
adversely affected by cold temperatures. Hymer claims that overall 
efficiency is increased from 70 to more than 90 percent, when com-
pared to lead-acid alone. Hymer claims that lifespan of the entire 
system can be up to ten years, if used optimally. The smart bat-
tery system can be installed in all new models from the HYMER and 
HYMERCAR brands.

AL-KO

Battery powered vehicles have come on by leaps and bounds but 
range remains a key issue to be resolved. However, if you supplement 
those batteries with a hydrogen powered fuel cell, range is no lon-
ger an issue. Fuel cells work by combining hydrogen with oxygen to 
produce electricity. The only waste products are pure water and heat. 
There is no tailpipe pollution, as with internal combustion engines. 
This makes fuel cell powered vehicles, true electric vehicles (EV’s) but 
unlike other EV’s they have a range comparable to petrol or diesel 
vehicles. Of course, the hydrogen still has to be manufactured and this 
process itself produces pollution.  However, even when sourced from 
one of the ‘dirtiest’ sources, natural gas, overall emissions can be 30% 
lower than with gasoline powered vehicles. Fuel cell technology is well 
proven; indeed, the first fuel cells were invented in 1838. However, it 
was more than a century later that their first commercial use began 
with NASA to generate power for satellites and space capsules. All 
that is really holding it back in vehicle applications is a scarcity of filling 
points, and all that is really holding them back is a lack of fuel cell 
powered vehicles. Enter Mercedes with their Concept Sprinter F-CELL 
camper van. Not only is it pollution free, it is also virtually silent. When 
designing the F-CELL Mercedes adapted technology from the Daimler 
Group’s GLC F-CELL passenger car. This combines fuel-cell and battery 

Mercedes Concept Sprinter F-CELL

technology in the form of a plug-in hybrid and was presented as a 
pre-production model at the 2017 German International Motor Show. 
The fuel cell has a maximum power of 75 kW from a total of 412 cells, 
each producing 0.6 to 0.7 volts. This is combined with a battery rated 
at 105 kW, which can store 9.2 kWh. The result is a maximum out-
put of around 147 kW (198 hp) with a torque of 350 Nm (258 ft lb). 
Three long cylindrical tanks in the underbody can hold a total of 4.5 
kilograms of compressed hydrogen to give a range of around 300 km. 
This can be increased up to 500 km, by fitting a fourth tank in the rear. 
Being a plug-in hybrid, the F-CELL camper can be recharged via a con-
ventional charging point as well as storing power from the fuel cell. 
This increases the range by a further 30 km. When off-road the fuel 
cell powertrain doubles as a source of power to run items such as the 
heating, air conditioning and refrigeration. Once again, the hydrogen 
power ensures longevity of supply in all conditions and means it’s not 
always necessary to find a hook up. It will be interesting to see when, 
and if, Mercedes decide to put the F-CELL camper into production.

Words Terry Owen
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As huge and exciting as ever, the Car-
avan Salon 2018 offered the world a 
glimpse of the latest of European cara-

van and motorhome production models. The 
market in Europe is flourishing, with sales in 
Germany at particularly high levels, so perhaps 
manufacturers did not feel the need for inno-
vative concept models to attract the attention 
of the public. The news was mainly refine-
ments and enhancements. There was certainly 
a great amount of work that had been done 
in the van conversions sector, with almost all 
companies showing renewed ranges - from 

the Trigano group to Knaus-Tabbert, from 
Adria to Hobby. Without doubt, it was the 
new solution of the integrated cabin that got 
the greatest attention in the van sector. Man-
ufacturers seem to have optimized the interior 
space on compact vans and increased the level 
of comfort inside them. These could, poten-
tially, become tempting alternatives to some 
semi-integrated models. The same applies to 
caravans: on the one hand, with lightness and 
ease of towing a definite theme, while on the 
other hand, maximum comfort was also fa-
voured in models that have increased in size.

Serious proposals
Instead of futuristic prototypes, manufacturers at the Caravan Salon 2018 launched novelties 
ready for the market. For vans and caravans, there seemed to be trends in both directions, 
large and small, with plenty of compact models and others of larger size with increased com-
forts, while for motorhomes, the 7-7.5-m size models featured improved interiors.

Words Andrea Cattaneo

Focus on DÜSSELDORF - CARAVAN SALON
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The highlights
• Vans with integrated cab
This creates van interiors with a new look and feel: the removal of the bar 
above the cab (and the storage compartment above it) generates a continuity 
between the two front seats and the rest of the interior, but the brightness is 
also increased because of a glazed panel above the windscreen.

• Electric engines
They are not yet reality, but there is 
much interest in new electric motors, 
or at least hybrids. It is still difficult 
to predict what the best alternative 
scenario will be for the future.

• Ad-hoc frames
At the high-end of the motorhome 
market, customized frames are ap-
pearing which reduce the mass of 
the vehicle and optimize the space 
for the double floor. The Al-Ko chassis is therefore improved, while Hymer has 
created its own specific chassis for the Mercedes Sprinter base.

• Larger Vans 
There are more and more van conversions with longer and higher bodies re-
present a serious alternative to semi-integrated motorhomes. These benefit 
from having room for bathrooms with separate showers to make them more 

comfortable to use than traditional, pop-top campervans.

• New mechanical bases
The Fiat Ducato continues to dominate the scene, but is 
flanked by the arrival of some new base vehicles, such as 
the Citroen Jumper, Peugeot Boxer, Volkswagen Crafter and 
Mercedes Sprinter.

• Caravans: lightness and bigger sizes
The end of the caravan, which some had hypothesized, is 
not expected in the short term. And maybe it will never hap-
pen. Sales of caravans in Europe are still high, so there has 
been further work to 
perfect the product. 
However, there are 
two opposing trends: 
on the one hand light-
er caravans, easily 
towable by hybrid or 
electric cars, and on 
the other side, bigger 
and more premium 
models, with even 
more comfort.

Van with integrated cab
A new type of vehicle is born: a van conversion with a completely open space 
above the cab (instead of the usual ‘barrier’ of the cab roof with a small stor-
age area above it) to make the whole interior look and feel much more open. 
It also makes the front seats are more integrated with the living-kitchen area, 
while a panoramic window above the windscreen also brings lots more light 
in to the interior. The extra feeling of space is remarkable. You can feel it as 
soon as you enter from the side door, while sitting in the sofa, or standing 
in the kitchen. It also makes it easier to move between the cab seats and the 
passenger compartment. Three companies have created new models of this 
kind on a Fiat Ducato: they are the Malibu Van Charming GT, the Dreamer 
D55+Select, and the Adria Twin Supreme.



42 B t o B
    

Bürstner Harmony
After presenting the Harmony 1 and 2 camp-
er prototypes in the past few years, this year 
Bürstner presented the Harmony 3 concept. 
This time it is a caravan, a clear sign that the 
German company still believes in the habit-
able trailer. As with previous models, the lat-
est concept could be adopted in production 
with the minimum of modifications. Outside 
the Harmony 3 concept is characterized by 
a vertical window on one side and two hor-

izontal windows on the other, plus a unique 
colour scheme. But it is the interior that at-
tracts even more attention: conceived as a 
large open space, it has a considerable cen-
tral free area with a cozy L-shaped sofa in the 
rear half of the caravan and a dynamic kitch-
en unit at the front set on the side wall oppo-
site the entrance door. There is a sliding table 
which attaches to the kitchen unit, so takes 
up little space when it is not being used. A 

drop-down bed is well concealed on the ceil-
ing, and lowers over the L-shaped sofa in the 
living room. The large and spectacular bath-
room is at the rear, behind the sofa/bed area.

Volkswagen Grand California
At last year’s Caravan Salon, Volkswagen presented a California XXL 
prototype based on its Crafter, and said it would begin mass produc-
tion of a similar model in a short time. This year, we saw the launch 
of the production version, although obviously in the transition from 
prototype to production, some of the prototype’s innovative ideas 
didn’t make it through to reality. The new model, called the Grand 
California, is in fact a range of two models – the 600 and 680. The 
Grand California 680 is a longer version, at 684 cm, designed to 
offer excellent comfort to two people, with longitudinal rear single 
beds. The Grand California 600, is shorter (599 cm) yet accommo-
dates up to four people because it has two double beds: one at the 
rear, plus a second above the front seats. This high bed folds away 
to take up little space during the day, but slides forward over the 
central area of the passenger compartment to create a double bed 
when required. Both models feature a bathroom, something with 
sets it apart from the standard California with elevating roof. By 
introducing the Grand California, Volkswagen makes a historic step 
by joining a new sector of the campervan market

Focus on DÜSSELDORF - CARAVAN SALON
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Dethleffs e.home Coco
At the Caravan Salon last year, Dethleffs presented a prototype of an electric motorhome 
which grabbed a huge amount of attention. This year, it followed this up with an electric 
caravan concept based on its Coco model showcasing a series of possibilities for the future. 
The e.home Coco is designed above all to be easily towed by cars with lower towing limits, 
such as electric cars. It is equipped with two electric motors that act on the caravan’s wheels to 
help the car with its towing performance. The energy is provided by high-performance lithium 
batteries, which are recharged when travelling downhill, plus various solar panels on the roof. 
The e.home Coco can be connected to the house’s photovoltaic system, so that the caravan’s 
batteries function as an energy supply for the building.

Colour effect
Coloured campers are attracting a lot of at-
tention, and have an image that also attracts 
new people to campervans. Bright, colour-
ful campers are perfect exhibits for shows 
like the Caravan Salon, and there were sev-
eral this year. The best examples were two 
from the Knaus-Tabbert group: the Weins-
berg CUVolution on a Fiat base with me-
tallic orange paint and a pearl white Knaus 
CUVision on MAN TGE van. Niesmann + 

Bischoff already offer models available with 
non-standard paintwork, such as the Smove 
7.4 with the red “BMW Red Frozen” colour. 
Sunlight exhibited a special red version of 
its Cliff van, while other manufacturers had 
orange, red, and even black vans on their 
stands, such as the Bravia Mobil models. 
Semi-integrated motorhomes focus on gray 
or on various shades of beige and brown, 
but also on the colored cabin.
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Drop-down bed without limits
Also this year, Trigano VDL presented some 
innovative alternatives using the latest bed 
handling systems for its Challenger and 
Chausson brands. Previously, it introduced 
twin drop-down single beds in the front, 
and bunk beds which can be raised and 
lowered at the rear, but this year there was 
another unique vehicle: the Challenger 274 
(aka Chausson Flash 634) with a drop-down 
double bed over a small rear seating area, 
and transverse, twin bunk beds at the front, 
over the lounge. The use of retractable beds 
allows external dimensions to be reduced to 
a length of only 639 cm for these models, 
which is impressive for a motorhome with 
four beds (without needing to transform 
sofas), but also with two living areas, one 
front and a smaller one at the rear.

Hymer B-Klasse Modern Comfort
The Erwin Hymer Group is being acquired by the American compa-
ny, Thor Industries, but Hymer remains the German brand par excel-
lence. The combination with another emblem of German industry, 

Mercedes, for the new B-Klasse Modern Comfort range is perfect, 
which includes both motorhome and semi-integrated models. The 
mechanical base is that of the new Sprinter front-wheel drive, but 
the Super-Light chassis is designed from scratch by Hymer and has 
the dual objective of reducing weights and increasing the space for 
the double floor.

Focus on DÜSSELDORF - CARAVAN SALON
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Interview with JOACHIM SCHÄFER

Words Antonio Mazzucchelli
Photo Enrico Bona

We had an interesting inter-
view with Joachim Schäfer, 
who has been the manag-
ing director of the Caravan 
Salon Düsseldorf for the last 
12 years. Before he retired 
(on 1st October) we wanted 
to collect some interesting 
stories from this wise and ex-
perienced manager. We also 
welcome the new MD, Wol-
fram Diener, and look for-
ward to meeting him in the 
future.

Well done 
Mr Schäfer
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real puzzle that requires a lot of interactions 
with customers. In this very happy moment 
of growth, must be able to anticipate the 
market and expect a moment of levelling-off. 
The market is not going to decline quick-
ly but, naturally, it will level off. It depends 
on what the world economy conditions will 
be like. We must avoid gaps in the show 
and keep it as international as possible, and 
equal for larger and smaller companies. We 
want the Caravan Salon to continue to be an 
open, neutral platform for the international 
market. We sometimes see some German 
groups, even with international members, 
trying to take some advantage, so it takes a 
certain level of diplomacy to deal with this 
and make everybody happy.

Aboutcamp BtoB: We think that group-
ing the OEM producers together in halls 
13 and 14 was a great idea which works 
well for all.
Joachim Schäfer: Yes, this has been my idea 
from the start: a stronger sector for compo-
nent suppliers, for technology innovations, 
such as chassis, construction, connectivity, 
energy conservation, lightness, acclimatisa-
tion, sanitary. A few years ago, we started to 
enlarge the OEM sector in Hall 5 but it wasn’t 
the best location for it. Everybody claimed it 
to be closer to Hall 13 so, this year, we moved 
the liners to Hall 5 and we grouped the tech-
nology and OEM companies together in Halls 
13 and 1. 

Aboutcamp BtoB: What was your team’s 
biggest success?
Joachim Schäfer: The structure of the show, 
together with the big advertising campaigns 
by the CIVD has made the Caravan Salon 
grow a lot. What I like the most has been 

Aboutcamp BtoB: You have been the en-
gine of this salon for 12 years…
Joachim Schäfer: I have loved this industry, 
and I will continue to. I think it is spectacular 
and that there is a lot of growth still ahead 
for it. In particular, I think there are still a lot 
of possibilities and challenges for the new 
technology, but the challenge for the indus-
try is also to be able to provide the customers 
with a range of products they can afford.

Aboutcamp BtoB: When did you start 
working at the Caravan Salon?
Joachim Schäfer: I started working at Düs-
seldorf Messe 12 years ago, and it is 10 years 
since I’ve had full responsibility of the Cara-
van Salon Event. Before that, I’d lived in the 
USA for 33 years. I have managed a lot of 
different, big international shows, from med-
ical devices to beauty, tubing, rehabilitation 
and wiring. As a camper myself, I’ve always 
looked at the Caravan Salon almost as a hob-
by. I have a very high propensity as a consum-
er, and my professional obligations match my 
personal interests.

Aboutcamp BtoB: How big was the Car-
avan Salon when you joined the team, 
and what is it like now?
Joachim Schäfer: It has grown a lot, but 
in alignment with the development of the 
economy and the availability of disposable 
income for consumers. In the 2007-08, the 
financial situation was at rock bottom for the 
industry. In Germany and other EU countries 
we faced up to 80-90,000 unsold vehicles 
standing in parking lots, with no buyers. This 
oversupply was the most difficult time, but 
the industry dealt with it. Once the economy 
improved, the industry made structural and 
business changes, plus acquisitions, and then 
new brands and investors came in. The in-
dustry now tells us that it looks healthy, and 
while the overall sales and activities in the 
market places are still strong, the momentum 
has started slowing, and the industry could 
have problems again. At least, this is how 
the experts in our commission see it. What 
I find fascinating about this sector is the fact 
that it is still composed, for the most part, 

Mr. Schäfer (on the right) during the interview with our editor in chief.

by small and mid-sized companies. It is the 
same in the component sector, and the big 
American groups would die to enter the EU 
market. We are going to top at sales of over 
200,000 vehicles this year, so I think we have 
reached, in quantity and volume, levels that 
make this market very attractive for Ameri-
can suppliers and OEM companies. I think 
the biggest American groups and businesses 
are ready to supply our market. What I find 
charming about this industry, is the level of 
innovation in the product: the ones you can 
see showcased here, and the ones it is capa-
ble of making in the future. 

Aboutcamp BtoB: Do you think it is good 
if big, powerful groups from America en-
ter the market?
Joachim Schäfer: I don’t know really. It 
could totally change the industry, but I also 
don’t think we can hold this back. It’s a nat-
ural phenomenon of consolidation of the 
market. As I said, I mostly enjoyed working 
at this particular show, compared with others 
that I’ve been responsible for, because there 
are still many mid-size companies and family 
owned companies involved in it. But this is 
changing rapidly.

Aboutcamp BtoB: What was your big-
gest challenge at the Caravan Salon?
Joachim Schäfer: First of all, I am proud 
to have a superb team of capable and pas-
sionate people that has not confronted me 
with many difficulties. The Caravan Salon is 
not only a product of Messe Düsseldorf, but 
also the CIVD’s (Caravanning Industry Asso-
ciation) product, and this has been a won-
derful collaboration for decades. The chal-
lenge today for the associations involved is 
to be able to present a technology platform 
that makes it easy for the attendees to find 
what they are looking for. We try to group 
certain things based on what looks logical to 
us, but this means new rules for our custom-
ers, which sometimes they don’t like. Over 
the years, I think we have carefully, selective-
ly and successfully dealt with all this: new 
challenges are being able to deal with the 
increasing requests for new, larger spaces at 

the exhibition, deliv-
ering good financial 
results, the growth 
in the industry and 
its projections for 
the future. We feel 
a growing demand 
from the market to 
supply more space, 
but we can’t simply 
add a new hall to the 
show, which would 
ruin the structure of 
the show, and our 
customers would not 
be happy. We can’t 
do it like this. It is a 
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The new CSD managing director: 
Wolfram Diener

the Caravanning Centre (camping area), the P1. To me this is such a 
unique addition to the show. It’s like the church: whatever we preach 
here is believed in P1 and celebrated there. The intensity of the pas-
sion of caravanning people at P1 together with technical people also 
staying there, make this location the best celebration for the Cara-
van Salon. I usually go every night myself, to have a beer, listen for 
rumours, shake hands and meet people of the industry and users. I 
don’t think there are too many shows with 2,000 vehicles celebrating 
this passion.

Aboutcamp BtoB: What will you do from now on?
Joachim Schäfer: I have many projects, but first of all I will travel. 
My wife and I are looking forward to our time away. Next week we 
will go to Bretagne, in France, hopefully in a car that I will buy this 
evening: a Bullet T6 van. When our children were young we raised 
them in America and we all travelled together to many places in the 
USA. I play guitar and I will have the time, finally, to hire a teacher and 
improve my style. What I really look forward to is the luxury of being 
able to learn new things and having time for this.

Interview with JOACHIM SCHÄFER

The Messe Düsseldorf GmbH, the ven-
ue for the annual Caravan Salon, has ap-
pointed a new managing director, Wolfram 
Diener (54) who took up his new position 
on 1 October 2018. He succeeds Joachim 
Schäfer (64) who retired from the compa-
ny after reaching his agreed retirement age. 
Wolfram Diener will be responsible for the 
following divisions: the Global Portfolios 
Health and Medical Technologies (MEDI-
CA, COMPAMED, REHACARE International) 
and Metals and Flow Technologies (GIFA, 
THERMPROCESS, NEWCAST, Pump Sum-
mit, Valve World Expo, METEC, wire, Tube), 
the leading trade fair trio BEAUTY DÜS-
SELDORF, TOP HAIR – DIE MESSE with the 
make-up artist design show, A+A – Occu-

pational Safety & Health, glasstec, as well 
as the trade fair duo CARAVAN SALON 
DÜSSELDORF/Tour Natur. He will also be 
in charge of the business division “Digital 
Strategy and Communication” newly es-
tablished in 2017, encompassing the IT 
and In-house Services, Marketing Services, 
Advertising and Trade Press departments. 
“We are pleased to see that the supervisory 
board followed our personnel proposal and 
appointed Wolfram Diener. Our aim is to en-
sure a consistent transfer of business for our 
customers thereby guaranteeing continui-
ty,” said Werner M. Dornscheidt, President 
& CEO of Messe Düsseldorf GmbH. He add-
ed that he had known Diener for many years 
and was convinced of his excellent expertise 
in the trade fair business acquired through 
broad-based industry and leadership expe-
rience, as well as outstanding activities and 
high profitability in an international mar-
ket-leading group – especially in the Asian 
region. This experience created the ideal 
prerequisites, to successfully develop Messe 
Düsseldorf’s product portfolio further and 
to continue towards digital transformation. 
A graduate in business management, Wol-
fram Diener started his professional career 
in 1991 as the division head for catering and 
events at the Baden-Württemberg horticul-
tural show in Pforzheim, before he joined 
Hamburg Messe- und Congress GmbH as a 

Project Director for foreign trade fairs from 
1992 to 1997. From 1997 he served Messe 
Frankfurt (H.K.) Ltd. as a managing direc-
tor for Asian operations. 2001 saw Diener 
change to the management of Shanghai 
New International Expo Centre Ltd., one 
of the world’s biggest trade fair centres, a 
Chinese-German joint venture that Messe 
Düsseldorf holds a share in. From 2005 to 
2011, Diener took over the operation of the 
convention and congress centre as well as 
exhibitions and special events and hotel lo-
gistics as Vice President at Venetian Macau 
Ltd and Marina Bay Sands Singapore Ltd. 
Since 2011, Diener has been successfully 
active as Senior Vice President at UBM Asia 
Ltd in Hong Kong with responsibility for the 
China business, as well as selected global 
trade fair formats. Thomas Geisel said: “The 
supervisory board and shareholders agreed 
that Wolfram Diener is the optimal succes-
sor to Joachim Schäfer in both personal and 
professional terms, and stands for a clear 
operative strategy, sustainable positioning 
of trade fairs and digital transformation.” 
They were confident, they said, that Diener 
would leverage his extensive know-how to-
gether with the top trade fair team to posi-
tion the city’s subsidiary as an eco-nomically 
outstanding, digital company in the trade 
fair landscape in future. Wolfram Diener is 
married with three children.
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CARTHAGO IN SLOVENIA

The German manufacturer Carthago, with its brands Carthago and Malibu, is one of the 
leading premium motorhome brands in Europe and its factory in Odranci, a small town in 
the north-eastern part of Slovenia, has just celebrated its 10th anniversary.

Words and photo Rok Vizovišek
(editor in chief Založba Avtodom d.o.o.)

Reportage

Ten years of Slovenian factory

Last year Carthago’s turnover and 
the number of employees reached 
breaking numbers. The Odranci 

factory has grown rapidly since it opened 
in 2008, and has been modernized with 
the latest technology. It is an important 
part of the success of the Slovenian car-
avan industry which is fifth in Europe, 
after Germany, Great Britain, Italy and 
France. A 10th anniversary gala evening 
celebration with 700 guests, including 
its employees, plus important Slove-
nian politicians, foreign economists and 
the German ambassador, Klaus Riedel, 
took place in the new production hall. 
Other guests included suppliers of Car-
thago in Odranci, the complete board 
of Carthago from Aulendorf, including 
Karl-Heinz Schuler, the founder and CEO 
of Carthago, and his son Sebastian, all 
three managing directors, Sandra Župan-
ec, and the managing director of Car-
thago factory in Odranci. 

Mrs. Sandra Zupanec, 
CEO of Carthago d.o.o. in Odranci

with Mr. Zdravko Pocivalsek, 
slovenian minister of economics
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Interview with Karl-Heinz Schuler

Aboutcamp BtoB: Please let me first congratulate you on your 
65th birthday! Your motto is “Jetzt geht es wirklich los!” (“Now 
things are getting serious!”). When did you decide to produce 
recreational vehicles? Was it when you were still in school or 
later?
Karl-Heinz Schuler: I founded the company in 1979 during my stu-
dent years when I was thinking what to do in the future. I decided on 
a van conversion after observing all the students’ vans. They were all 
homemade but I could build them better.

Aboutcamp BtoB: Why did you choose the name Carthago?
Karl-Heinz Schuler: The name has no particular meaning and it can-
not be translated in German. In my Latin classes I discovered Carta-
gian army leader Hannibal, who was well known for his unconven-
tional methods of warfare. I was impressed by his different thinking 
– that is the link between him and Carthago. We do things different 
than our competition. In our own special way.

Aboutcamp BtoB: Your first motorhome was based on Volk-
swagen Transporter T3. Why did you choose the small Volk-
swagen with a boxer engine?
Karl-Heinz Schuler: Well, once I saw one of these little vans, I de-
cided to build a motorhome with it. I thought to myself: Well, it can’t 
be that difficult. 

Aboutcamp BtoB: The Carthago factory in Slovenia is celebrat-
ing its 10th anniversary. Why did you choose Slovenia?
Karl-Heinz Schuler: The decision for Slovenia was fortuitous. We 
were considering many different locations and countries. Today I am 
very happy that we decided to build a factory in Slovenia. It is not just 
the mentality of the local people, it is also the great co-operation with 
the local community, and the town of Odranci. That has been the key 
of the successful development of the company.

Aboutcamp BtoB: What are 
your plans for increasing 
the market share in the 
European caravanning 
market in the next few 
years?
Karl-Heinz Schuler: My 
vision is for Carthago to 
remain independent. Four 
years ago, I founded a 
family foundation, so 
that the company would 
not be sold. The market 
is consolidating, meaning 
that there are only a few huge 
players left, which have merged 
several different brands, but my 
vision is an organic growth of 
both our brands – Carthago and 
Malibu. Nowadays, we produce 
5,500 motorhomes yearly, and our 
goal is to reach 8,000 motorhomes 
per year by 2023.

Aboutcamp BtoB: You have an-
nounced you will retire on Janu-
ary 1st 2019 and your son, Sebas-
tian Schuler, will take your place. 
What are your plans for your fu-
ture? Will you still be active in the 
company?
Karl-Heinz Schuler: Well, even now I am 
not in the office the whole day. I mostly work from home, but I still 

Gala dinner 
in the new production hall

come to the Carthago headquarters to 
keep myself informed on all the import-
ant news. That won’t change after my 
retirement, that’s for sure.

Aboutcamp BtoB: You are one of 
the “hard core” motorhome travel-
lers who has travelled a lot. Which 
is your favourite destination? Which 
country or towns are your favour-
ites?
Karl-Heinz Schuler: To be honest, in the 
last few years I haven’t travelled as much 
with a motorhome. Unfortunately, my 
freedom is still limited. But, my passion 
for improvements and novelties keeps 
me occupied day and night. There were 
times in the past when I had almost every 
weekend for myself and I travelled from 
Friday evening until Sunday evening with 
my Carthago motorhome. It was a Mon-
dial, an alcove model.

Aboutcamp BtoB: Mr. Schuler, thank 
you for your time.

Words Rok Vizovišek
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Emotional speeches
The gala evening started with music from a 
string quartet of Ljutomer’s school of mu-
sic, followed by a speech from founder and 
CEO of Carthago, Karl-Heinz Schuler, who 
mentioned all the development of Carthago 

d.o.o. and congratulated the company’s 
suppliers for the work they have done. The 
Slovenian minister for economical develop-
ment and technology, Zdravko Počivalšek, 
and the Mayor of Odranci community, Ivan 
Markoja, both stressed the importance of 
the location of the factory and the partner-
ship and co-operation of the whole region. 
Gernot Schank, managing director of G+S, 
Sitz+Polstermöbel GmbH, the company that 
produces upholstery, thanked Karl-Heinz 
Schuler for his open and successful co-op-
eration in the last decade, which was key to 
the success of his own company. One of the 
highlights of the evening was the speech 
by Jože Bobovec, one of the first employ-
ees of Carthago in Odranci who described 
the last ten years of Carthago d.o.o. with 
photographs and anecdotes. At the end of 
the evening 48 Carthago d.o.o. employees 

CARTHAGO IN SLOVENIAReportage

received citations on their successful work 
in the plant. The citations were present-
ed by Karl-Heinz Schuler, the Founder and 
CEO of Carthago, and Sandra Županec, the 
managing director of the Carthago plant in 
Odranci.

Carthago song premiere
Just before dinner, the Carthago band 
played the new Carthago song, written by 
Rober Vöröš, one of the co-workers of the 
Acrthago factory in Odranci, which was 
greeted by a burst of applause from all the 
people in the hall. The band includes, Anton 
Fetscher, the technical director of Carthago 
d.o.o. 

10 Years of success
In spring 2006, Carthago d.o.o. was found-

ed and two years later, in August 2008, the 
first vehicle left the new Odranci factory. 
By the end of that year, 77 Carthago ‘chic 
c-line’ motorhomes were made. In 2011, the 
factory reached the milestone of 1,000 mo-
torhomes, and just two years later, in 2013, 
the 5,000th motorhome was made. In the 
same year the Malibu brand was founded, 
which now offers motorhomes and vans. 
While Carthago is a premium brand, Mal-
ibu is positioned in the segment of upper 
middle-class motorhomes, where it is tak-
ing the lead. All Malibu models are made in 
Odranci. On April 9th 2018, just before the 
10th anniversary of the Odranci factory, the 
20,000th Carthago left the production line, 
and just like the first model 10 years pre-
viously, it was a Carthago Chic C-line inte-
grated motorhome, this time a new model, 
the Chic C-line I 4.9 LE for the new season. 
The numbers speak for themselves: in the 
year 2017 - 2018, Carthago d.o.o. had a 
turnover of 180 million Euros, an increase 
of 20 percent compared to the year before. 
The number of workers has increased by 
65 percent in the last three years, with 770 
people now working in the Odranci factory. 
The company is a great part of the commu-
nity, the town of Odranci and the entire re-
gion. It co-operates with the local authority 
and supports local clubs, cultural societies 
and many different projects. It co-operates 
with different schools in order to show 
younger people the work opportunities in 
the company and to recruit new workers. 
They even offer training for different career 
choices such as electricians, wood techni-
cians, mechatronics, carpenters, etc.

The production line visit
All guests at the gala evening had the op-
portunity to visit the production line where 
the motorhomes and vans are made. Many 
of the children visiting the production line 
looked proudly at the motorhomes made by 
their parents. One of the little girls, who was 
probably around four years old, said: “This is 
my daddy’s work!”

A string quartet played at the gala evening
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• WOOD FREE
• LIGHTER
• COST REDUCTION

TRADITIONAL floor VETROSTYLE floor

PVC  2,5 mm

PLYWOOD  5 mm

INSULATION  40 mm

PLYWOOD  5 mm

PVC-GRP  4 mm

INSULATION  40 mm

GRP  1,5 mm
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MERCEDES CONNECTED HOME

Words Terry Owen

At the 2018 Dusseldorf Caravan Salon, Mercedes showed a pair of camper vans showcasing 
their new ‘Connected Home’ concept. One was based on the compact camper van Marco 
Polo, the other on the all new Sprinter. Aboutcamp BtoB caught up with Mercedes’ Steffen 
Kölmel, Solution Consulting & Industry Management Camper Vans, and Bernhard Lorenz, 
Development Engineer, Electronic systems and Telematics, to find out more.

Mercedes launches 
Connected Home concept

Focus on

Aboutcamp BtoB: What is the thinking 
behind this advanced control system?
The idea is that it allows RV manufacturers 
to bring the control of various components 
such as heating, lighting and water, into 
one place. For the end consumer it means a 
much more comfortable experience in con-
trolling the RV.  We are calling it Mercedes 
Benz Advanced Control (MBAC).

Aboutcamp BtoB: How long has MBAC 
been in development?
This has been one of the fastest projects 
we’ve ever worked on. We only started late  
last year (2017), but we have a great team 
which managed to bring the technology to 
life in our showcase vehicles within a short 
time period.

Aboutcamp BtoB: How will MBAC be 
marketed?
It will be sold as an optional ‘add on’ kit 
when the RV manufacturer orders the base 
vehicle. It means that small manufacturers 
will be able to offer the same level of con-

trol and sophistication as the big companies, 
who maybe already have their own schemes.

Aboutcamp BtoB: How much will it cost?
It’s difficult to say at this stage, but clearly it 
needs to be competitive with similar control 
technologies in the RV market.

Aboutcamp BtoB: How does the system 
communicate with the items it controls?
Communication is via LIN-BUS, CAN-BUS 
and CI-BUS, the latter a standard that is 
currently being adopted as the basic control 
language by many component manufactur-
ers. This allows the MBAC to control a wide 
range of devices of the RV both now and 
in the future. All signals are carried via hard 
wiring for ultra-reliability. We did try wireless 
communication early on, but found it to be 
unreliable under certain circumstances.

Aboutcamp BtoB: How do the controls 
work?
In the Sprinter camper van demonstrator ex-
hibited at the Caravan Salon we have two 

Status check 
via the app
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the habitation heat-
ing when on the 
move, this feature 
can be overridden.

Aboutcamp BtoB: 
What about fridg-
es, can they be in-
cluded?
Yes, it will be pos-
sible to control 
“smart” fridges fit-
ted with bus con-
nectivity. This will in-
clude switching the 
fridge off and on, 
and setting the tem-
perature and even 
diagnosis, when of-
fered by the manu-
facturer.

Aboutcamp BtoB: Is there a limit to the 
number of components that can be con-
trolled?
Yes, but it’s way above that which is ever 
likely to be needed.

Aboutcamp BtoB: When will we see 
MBAC on production vehicles?
It’s due to launch next year (2019), in our 
new Sprinter, so it should first appear on 
2020 RV conversions (based on the new 
Sprinter).

colour touch screens within the vehicle and 
a smartphone app. The first screen is our 
10.25” MBUX screen mounted on the dash-
board, for access whilst driving, the second 
is at a convenient location within the living 
area, as determined by the RV manufacturer.  
The start screen contains nine menu items 
from the lighting, heating, water and sound 
systems, though to functions such as the re-
tractable step and awning. Currently the app 
works via Bluetooth. In the Marco Polo con-
cept vehicle, we also showed the possibility 
of voice control.

Aboutcamp BtoB: How much flexibility 
can you have over each component?
It all depends on which functions the man-
ufacturer of that component presents at the 
CI-BUS interface. If the function is there we 
can control it. In practice many manufactur-
ers will just present the main controls such 
as off/on and temperature. Of course, this 
allows us to build in programming for things 
like heating so that we can control when it 
switches on and off as well as the operating 
temperature. When it comes to lighting we 
can build in quite a bit of control. For ex-
ample, we can not only change the colour 
of the ambient lighting, we can also change 
the colour temperature of the ‘white’ light-
ing. This latter process uses tuneable LED’s. 
We also build in safety features such as an 
automatic gas shut off as soon as the vehicle 
moves. However, should it be desired to run 

Ambient lighting

Lighting 
colour control

Step deployment

Features 
planned for launch
• Checking that the doors are locked

• Checking the levels of the gas cylinders

• Checking the water tank levels and 
controlling the water drain valves

• Checking the state of charge of the bat-
teries

• Checking and regulating the tempera-
ture of cooler/refrigerator

• Checking and regulating the tempera-
ture in the living area

• Checking the state of charge of the so-
lar module for alternative energy supply

• Controlling the electrically extendable 
awning

• Controlling the sound system

• Controlling the interior lighting, includ-
ing ambience lighting

• Controlling the step to the living area

Above: the Sprinter camper van demonstrator 
fitted with the MBAC system

Awning control
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LCI RV Europe is part of the European division of LCI Industries, and has its headquarters 
in San Casciano (Florence), Italy.  In addition to the development of the market in Europe, 
LCI RV Europe has the task of creating opportunities and synergies between North America 
and Europe. This includes strategies aimed to expand the number of European products 
available in the American market. A first phase has concluded with Project 2000’s tilting 
beds now also being produced in USA. A second phase has now started, of entering the US 
market with Metallarte’s doors and products. There’s also a big project going in the opposite 
direction, as the US has lots of expertise about slide-outs and automatic leveling systems.

More and more Europe

Lippert Components, Inc. (LCI®) is pleased to announce the ap-
pointment of Michele Checcucci to CEO of RV Europe. Michele 
Checcucci (48) has 25 years of experience in the RV sector, and 

was the former President of Metallarte and RVDoors which were ac-
quired by Lippert Components in July of 2017. “I’m honored and 
delighted to have the chance to help LCI to become one of the ma-
jor players in the European RV Industry. We want to create the best 
possible team of passionate professionals, combining the history and 
strengths of our US footprint with a European management vision 
to support our growth in the market,” said Michele Checcucci. “We 
will work to positively impact the European marketplace, keeping our 
core values as a guiding light for all our actions. We want to create a 
brand that will be a synonym for innovation, flexibility and customer 
care,” continued Michele Checcucci. Michele’s appointment to CEO 

of RV Europe also signifies a unified leadership team across all five of 
LCI’s European Caravan business units; LCI UK, Metallarte, RV Doors, 
Project 2000 and STLA. Michele’s leadership will help unify all sales 
and operation efforts to become more streamlined and efficient. LCI’s 
goal since entering the European Caravan market over five years ago 
is to be the leading supplier of innovative components to this indus-
try. “We are pleased to have Michele to lead our RV business in Eu-
rope”, said Jason Lippert, CEO of Lippert Components. “I have come 
to know Michele well over the last several years and can honestly 
say that he’s an exceptional human being. Michele no doubt has a 
tremendous knowledge of the European Caravan Industry and is very 
well respected by our customers there. His relationships and drive 
make him the ideal candidate to continue to build LCI’s push into Eu-
ropean markets and we are lucky to have him has our leader there.”

Michele Checcucci
CEO LCI RV Europe
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Lippert Components (LCI) has 
appointed Lorenzo Manni as 

Director of Sales, RV Europe: his 
target will be streamlining the 
skills and capabilities of all LCI 
Europe business units. “I will be 
facing this new challenge with 
the greatest enthusiasm, and I 
thank LCI for trusting me,” said 
Lorenzo Manni. “My task will be 
to unify all our European busi-
ness units into a singular com-
mercial division. No longer will 
we have separated functional 
groups. Instead, we will  build a 
single team joining the skills and 
experience of the various com-

panies that are part of the Lippert Components universe in Europe,”. 
Lorenzo Manni, who has a Masters degree in International Relation-
ships from Florence University and speaks six languages, has worked 
in the RV sector for the last seven years.  From 2012 to 2016, Lorenzo 
was Sales Manager at Project 2000, the Italian company best known 
for its bed-tilting systems for leisure vehicles, which LCI acquired in 
2016. From June 2016 to September 2017 Lorenzo was responsible 
for International Business Development of LCI. Most recently, he was 
Marketing Manager for Metallarte, which was acquired by LCI in 2017.

Interview with Andy 
Murray, Chief Sales 
Officer, LCI

Having spent his entire ca-
reer in the RV industry, with 

10 years in operations at an RV 
manufacturer (Coachmen) and 15 
years in operations and sales at 
Lippert, Andy Murray is now LCI’s 
Chief Sales Officer which includes 
responsibility for its international 
operations. After several acquisi-
tions in Italy and the UK recently, 
we asked him about LCI’s experi-
ence in Europe so far and its plans 
for the future.

Aboutcamp BtoB: What is LCI’s strategy for growth in Europe?
Andy Murray: Our international operations are one of the primary 
areas that’s really going to help LCI continue to grow over the next 
5-10 years. We’re still a new player on the block in Europe, but are 
now starting to build a presence through our strategy of acquisi-
tions. Ultimately, our strategy for Europe is that we want to be a 
multi-solution supplier for the industry like we are in the U.S. One 
of our strengths is making life easier for the manufacturer by sup-
plying several products. This also makes it easier from a service and 
warranty perspective for our customers too. We aim to simplify the 
sourcing process and ultimately provide better value.

Marco Marzucchi, 
has been appoint-

ed to a new role. Mar-
zucchi had been with 
Metallarte since 2005 
and attained the role of 
Director of Operations. 
He has deep knowl-
edge of the products 
and the market, and 
takes on the position 
of General Manager 
of the Project 2000 
plant. He succeeds Da-
vide Nardini, founder 
of Project 2000, who 
retired in September. “I 
would like to thank Davide Nardini, and his wife Susanna, and 
I have assured them that we will take care of their creation and 
continue its growth,” said Marco Marzucchi. “It’s a real honor 
to take the helm of such a highly esteemed and respected 
company, from its retiring founder. We want to continue in the 
tradition of P2K excellence and innovation, bringing the expe-
rience of the LCI family of companies.  Our goal is to maintain 
LCI’s corporate values which drive outstanding service and re-
sponsiveness to our customers,” continued Marco Marzucchi.

Marco Marzucchi
General Manager Project 2000 plant

Aboutcamp BtoB: How will LCI be shaping its sales and mar-
keting strategy over the next 12 months?
Andy Murray: We want to continue to move forward and innovate, 
but our strategy for Europe is largely a work in process, as we still 
really want to understand what the market wants. Our plan is to 
make 1+1=3. What I mean by that is that we can learn from all our 
operations in the U.S. and Europe, so we can bring learnings and 
expertise to both markets. For example, we are incorporating some 
features and products from our European market in the USA, and 
also taking our expertise from USA to Europe, such as our slide-outs. 
The two markets are very different, and the products are also very 
different, but ultimately there are things that make sense for both 
markets, so we are bringing those things together by sharing infor-
mation and technology that will make us a better supplier for both 
markets. That’s really our 12-18 month goal, to see what synergies 
would make us better in both markets.

Aboutcamp BtoB: Is the European market different from what 
LCI expected?
Andy Murray: Not really, as we have already been involved in Eu-
rope for seven to eight years, but only in a small way, primarily with 
our slide-outs. I would say that the main difference is that man-
ufacturers in Europe know what they want and ask us to supply 
it. They’re very engineering driven, whereas the USA market is the 
other way around and more sales driven, so instead, manufacturers 
ask us how we can help them. All the companies we acquired came 
with outstanding talent, which is the single greatest thing we look 
for.  That means we have excellent teams in Europe who can take 
care of things day to day. We are super excited to be part of the 
Europe market. This year might be the first time we’re at Dusseldorf 
when people might know who we are.

Lorenzo Manni
Director of Sales RV Europe
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Concept motorhome shows new design possibilities and the comprehensive Lippert Compo-
nents product range now available to European OEMs. New products include a Sky View re-
tractable sunroof and sliding glass doors used in luxury super yachts. Other Lippert products 
showcased in the concept motorhome include: bed tilt, lift and slide mechanism with comfort 
mattress, one-touch Euro electric levelling system, entry door and step, TV lifting bracket (elec-
tric), side locker door, pet tent (‘dog hatch’).

LCI concept motorhome 

The electrically retractable Sky View glass roof in the concept mo-
torhome measured 2.0 x 1.70 metres. This creates a stunning in-

terior feature letting in lots of natural light to brighten up any day, 
and create a feeling of space. The roof’s glass is slightly curved to 
help disperse any water on it, and like the sliding door, can be fitted 
with a blind or with reflective or tinted glass for privacy, or to keep 
the interior cool. The Sky View roof can be designed to any size for 
any leisure or commercial vehicle. It has laminated glass as standard, 
so is easy to repair, but can be adapted to use double-glazed plastic 
glazing, if required. LCI offers manufacturers full support from design 
to installation.

Glass Roof

The LCI Group owns one of the leading suppliers of glass roofs 
and sliding doors to the marine industry, and as these products 

are designed to be used in any sea conditions, all-year round, they 
can easily be specified to be fitted to European caravans and motor-
homes. The electric sliding doors seen in Düsseldorf, as the glass roof 
itself, let in a lot more light and give great views, compared to one of 
LCI’s conventional doors. They also provide easier access, especially 
for wheelchair users, and have a safety cut-out to prevent anything 
getting trapped while it’s closing.

Sliding Doors

LCI Industries presented a concept motorhome at the recent Mo-
torhome and Caravan Show at Birmingham’s NEC (UK) and at the 

Caravan Salon in Düssledorf (DE). The motorhome demonstrates new 
design possibilities using the comprehensive range of products LCI 
now offers European manufacturers, and received extremely positive 
public feedback. “LCI believes in making a holiday in a caravan or mo-
torhome as comfortable and convenient as possible, so we have been 
really pleased to see such positive reactions and interest in the features 
in our concept motorhome, particularly the sky roof and sliding doors,” 
said Larry Revelino, Director of International Sales Development. “We 
now have a complete range of proven, high quality products to supply 
to European manufacturers, and have already had some serious en-
quiries, so we hope to see some of the concept motorhome’s features 
available to consumers soon,” continued Larry Revelino.

LCI concept motorhome 
at Nec - Birmingham
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Also on display was a demonstration trailer featuring Lip-
pert’s new, fully automatic, levelling technology, aimed at 

the European market. Designed for caravans and trailers, this 
replaces the hand wound corner steadies with electrically driven 
jacks. The net weight gain is just 21 kg, much less than alter-
native solutions. The system deploys the jacks in a controlled 
way to ensure there is no risk of damage to the chassis during 
the levelling process. Lippert Components works closely with 
manufacturers to test and review the installation to ensure the 
caravan or motorhome structure is suitable before it is released 
for full production. It is suitable for a single or twin-axle chas-
sis up to 2,000kg. Lunar caravans in the UK has adopted the 
system for its top-of the-range Alaria tourers. With the help of 
some minimal strengthening of the floor construction the sys-
tem is powerful enough to lift the main wheels off the ground 
thus making it very easy to fit any security wheel lozenges. The 
system also makes it very easy to change a tyre although, as 
an essential safety precaution, a jack stand must also be used 
before the tyre is changed. (Terry Owen)

Automatic levelling system

At the Caravan Salon, Lippert Components also showcased the 
X-Trek™ Stabiliser, which quickly and automatically lowers or 

raises the corner steadies. Engineered for the European market is 
designed to remove the hassle and time it takes adjusting corner 
steadies on a caravan or trailer, to make it possible to get them sta-
ble or level in minutes. X-Trek™ Stabiliser is a manually operated hy-
draulic system, that can be fitted to a trailer or caravan when it is 
being parked, or to prevent it from tipping, rocking, or bouncing as 
people move around the vehicle. As its name suggests, this system is 

designed to stabilise rather than level, as a 
quicker way of operating the existing corner 
steadies, once the user has levelled the trailer 
or caravan manually.

Manual levelling system

Lippert Components • 3501 County Road 6 East • Elkhart Indiana • 46514 • USA
Ph.: +1 574-537-8900 • info@lippertcomponents.eu • www.lci1.com
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The last five years have marked an important 
company growth for Filippi 1971, in syner-
gy with Giorgio Levoni srl, as a consequence 

of strategic investments in machinery, technologies, 
structures, and also in human resources at different 
levels that led to doubling the number of employees. 
Since last April, Ivo Bolis has joined Francesca Filippi, in 
the role of Sales Director, with the specific task of coor-
dinating the entire commercial area, with particular at-
tention to new markets. Recruiting highly skilled labour 
force, senior managers and technicians, supported by 
the expansion of the company’s premises, has led to an 
increase of the production capacity, an expansion of 
the range and a relentless study of innovative products, 
as the result of a lively R&D department. The Italian 
company therefore seems to have clear ideas about the 
future and certainly does not want to play a secondary 
role in the market scenario that is emerging in the RV 
sector. “When I arrived in Filippi 1971, I got to know a 
company in full development - explains Sales Director 
Ivo Bolis - who wanted to grow and wanted to do it 
methodically and with maximum efficiency. The phase 

of development continues, touching other sectors in 
addition to the RV, which still represents about 70% of 
our turnover today. At our main site in Berbenno the 
new office area is about to be completed and will also 
host a showroom where the best of our production will 
be exhibited. In these days, moreover, new machines 
are expected to increase the potential of our joinery”. 
And it is precisely on the cabinetmaking that the major 
investments have been made, also as the expression of 
the stimulating partnership with Giorgio Levoni srl: ful-
ly operational since last year, the joinery, which sees the 
presence of highly skilled staff, is equipped with CNCs 
and presses for the production of special single pieces 
but also whole furnishing kits, while maintaining the 
strategic flexibility that distinguishes the company. The 
joinery is able to produce curved and convex elements, 
succeeding in carrying out particularly complex oper-
ations even on the client’s project. The proposed tex-
tures are the most varied, glossy or opaque, making 
the most of the potential of the latest generation of 
digital printing. Filippi 1971 exploits nearly fifty years 
of experience in the field of woodworking at the full-

Ivo Bolis
Sales Director

Filippi: 
set to attack
With considerable experience and a wide and varied 
product range, Filippi 1971’s goal is to increase their 
presence on all European and extra European mar-
kets, thanks to the recent investments in machinery 
and technology and the strengthening of the com-
mercial area in partnership with Giorgio Levoni.

Words Andrea Cattaneo
Photo Enrico Bona
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est, combining it with new technologies and 
updated business strategies. To understand 
the current potential of the company take 
the VittEr®, the latest generation compact 
laminate recently launched on the market 
by Filippi 1971: it is a compact material that 
does not get damaged by the blade of the 
knives, is water and fire resistant (BS2DO 
tested) and is, above all, totally formaldehyde 
free, which makes it suitable for applications 
where direct contact with food is expected. It 
is therefore perfect to use in the kitchen, but 
also in shower trays and bathrooms, being 
completely resistant to water and humidity. It 
can support different types of surface finishes 
and comes in a wide range of colors and digi-
tal prints. “VittEr® is a fantastic material - Ivo 
Bolis says enthusiastically - of which we are 
still discovering the vast potential. Through 
the new machinery in the carpentry the R&D 
department is successfully testing the con-
struction of curved elements in VittEr®, which 
will open us up to previously unexplored de-
velopment scenarios. It is not excluded, for 
example, that, suitably lightened, the VittEr® 
will be used as a structural material”. The im-

provement of the communication is also part 
of the company’s growth plan: working on 
the coordinated image, the Basaglia-Rota-
Nodari architecture studio - who is respon-
sible for the refreshed logo of the company 
- wants to show how much Filippi 1971 has 
evolved and which products and services, in 
collaboration with Giorgio Levoni, can now 
offer to customers. The Basaglia-Rota-Nodari 
studio is one of the major partners of Filippi 
1971 and also collaborates with the internal 
technical office for the stylistic development 
of new designs. “A project to develop the 
corporate image was much needed - con-

cludes Ivo Bolis - to let customers under-
stand how much Filippi 1971 has advanced. 
Thanks to the VittEr® and the woodworking 
department, we can now present ourselves 
on the global market as a highly trustworthy 
and competitive company with remarkable 
experience and an extremely wide range of 
products. In 2019, we know, further growth 
in the RV sector is not foreseeable after the 
exceptional performance of the last period, 
so our objective, in addition to maintaining 
our consolidated position, will be to grow in 
markets where we are not present or where 
we are marginally”.

VittEr®
color samples

Company Profile

Founded almost 50 years ago and active in the woodworking ever since, Filippi 
1971 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 
1971 R&D delivers Vitter®, the new generation compact laminate which is highly cus-
tomizable 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 in-
troduction 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 
1971 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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The 
go-to specialist

Words John Rawlings

But what does the future hold for Avtex?  
Are there any major plans in the pipeline 
and where does it see itself in 5 years? Tim 
Hart, Managing Director sets out his vision 
of taking Avtex forward: “We have focused 
on producing the best mobile electronic lei-
sure products in our sector for the last 30 
years.  Reputationally, that has paid off for 
us in the UK plus the rest of Europe and 
New Zealand.”

R&D
Hart outlined Avtex’s significant recent in-
vestment in new UK headquarters worthy 
of a field-leading brand:  “Our new prem-
ises have allowed us to bring our R&D and 
customer service functions together under 
one roof.  Our focus on the product and 
after sales service has been the root of our 
success and we continue to improve in 
these areas.”

If you are looking for high quality consumer electronics specifically developed for the cara-
van and motorhome industry, most customers, dealers and manufacturers know that Avtex 
is a go-to brand.  Decades of experience and dedication in the industry creating market spe-
cific television products and, more recently, satellite navigation systems and soundbars, have 
led to the enviable position in the market place that Avtex now enjoys.

The new soundbar was the first product fully 
designed and tested at the new R&D facility. 
Describing the new soundbar, David Jones, 
Avtex Head of Product Engineering said: 
“Powerful sound from a small structure and 
low power consumption were the challeng-
es we had set ourselves, and we had bench-
marked some of the biggest names in speak-
er technology to compare our new soundbar 
to.  We are delighted with the results.”
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30 Years - 
and beyond 
All in all it is clear that af-
ter celebrating its 30th year 
in business the ambitions of this 
energetic company show no signs of 
slowing, and the next 30 years look set 
to make sure the name Avtex will still be syn-
onymous with high-end consumer products 
in the mobile leisure market.

Designed for Your Mobile Living 
The Avtex strap-line ‘Designed for Your Mobile Life’ em-
bodies the notion of the excitement we all derive from 
travel.  It’s also a statement to provide the customer with 
the confidence that each product has been engineered 
to be robust enough for trouble-free use on the go, and 
be packed with features for the caravan, motorhome/RV 
owner.  That’s a big claim, but it’s backed up by Head of 
UK Sales, Brad Smith who says: “Whilst others claim it, we 
still believe we are the only manufacturer that makes high 
quality units specifically for the mobile leisure customer.  
Others bring generic or adapted product to the market, 
but the quality always lets it down. You can’t achieve cus-
tomer delight in this sector without bespoke product.”

Customer Delight
Customer delight is a standard Avtex says is woven into 
the fabric of its culture.  It permeates everything from the 
initial design to the ‘out-of-box’ experience, right through 
to aftersales. Avtex strongly believes that if you make a 
premium product, with a price tag to match, you must 
have affirmatory aftersales experiences such as multi-lingual 
online manuals, service support that picks up the phone immediately, 
and skilled operators that introduce themselves by name and are free to spend 
whatever time is necessary to make sure the customer’s problem is solved.

Satellite Navigation
A move into satellite navigation two years ago has proved a worthwhile 
decision. “Our brand is well established in television, so expanding into 
a new product category was a risk for us.  You can’t wander far from 
the path you are known for, which for us is the quality consumer elec-
tronics sector of the leisure vehicle market,” said David Jones. Jones 
says a significant expansion in the product range is planned to take 
Avtex forward and further establish the company as an innovator in 
this market, but he isn’t prepared to reveal the company’s plans.

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

New Service Centres
Avtex’s market share in Europe has increased 
consistently year on year. It now plans to fur-
ther strengthen its position in European mar-
kets by opening more service centres across 
Germany, the Netherlands and France, add-
ing to an already growing network which in-
cludes its recently established service centre 
in Belgium. Some of the well-known Europe-
an motorhome manufacturing brands have 
come to appreciate the value of installing 
Avtex products into their vehicles more, and 
more and accessory dealers and end-users 
are seeking to stock or buy Avtex products.

Strategic Alliances and Acquisitions
The success of strategic alliances with other 
leading brands is also a strategy Avtex in-
tends to continue to pursue.  For example, its 
co-branded satellite navigation system pro-
duced with leading brand Garmin has been 
a resounding success. Clive Garrett-Evans, 

General Counsel for Avtex said: “The Com-
pany is in talks with more than one potential 
partner where there is a synergy that lends 
itself to co-production of new products.” 
Avtex also talks of inward investment with a 
view of pursuing an acquisition of a further 
brand, or even brands, to achieve its aims 
to be the leading consumer electronics or-
ganisation in the caravan and motorhome 
industry.

Expansion to USA 
Not stopping there, Avtex says establishing 
a base in the United States is part of its lon-
ger-term plans, and MD Tim Hart says that, 
provided 2019 goes to plan and product 
development remains on schedule, Avtex 
should see its first US product launch in ear-
ly 2020, along with brand visibility at trade 
shows and the announcement of a network 
of distributors.
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Luca, “bears witness to our desire to grow 
on foreign markets. We are investing heavily 
in exports: we intend to strengthen our pres-
ence in Europe, but we are also opening up 
new markets”. There has been some restruc-
turing of personnel in the Customer Service 
team too, with Benedetta Bilato joining the 
department, for the motorhome industry a 
few months ago, also taking on the position 
of Assistant to the Marketing Department. 
“I have worked for OFOLux for two and a 
half years”, explains Benedetta Bilato, “and I 
have followed a precise path of growth and 
training. Customer Service is increasingly key 
for a company, it can really make a differ-
ence. Today, thinking globally, price battles 
are no longer enough, above all we must 
provide a service to our customers”.

OFOLux brand continues to grow, 
bringing to the RV sector experience 
accumulated in the bus and commer-

cial vehicles sector. This growth has been 
solidified with the expansion of the compa-
ny’s production facilities and the reorganisa-

tion of its staff, but also 
with the development 
of more and more new 
products specific for mo-
torhomes. The OFOLux 
team now includes a 
new professional figure, 
an Export Sales Manag-
er specific to the moto-
rhome sector: Andrea 
Emanuele, who comes 
from the industry and 
took on this new role 
just a few weeks ago. 
“The addition of the new 

Export Sales Manager”, says Cristina Obla-
tore, who leads the company founded by 
her father in 1974 together with her brother 

Even more RV lights
LED illumination with diffused light, without spotting, but also flexible light strips, spotlights 
with USB ports and a wealth of different lamps with the option to adjust intensity and light 
tone: OFOLux has ever more to offer RV manufacturers, including new staff in its sales and 
after-sales teams. Words Andrea Cattaneo

Photo Enrico Bona

Benedetta Bilato

On the right, above and below: 
a range of products 

with adjustable light tone, 
from cool white to warm white.
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Officially established in 2001, OFOLux was founded on the experience of OFO snc, instituted in 1974 by the father and uncle of 
the current owners, specialized in the production of accessories for buses. Today, Luca and Cristina Oblatore manage a company 

that makes the most of the skills and expertise acquired in the automotive sector, providing interior lighting solutions for vehicles: 
not just lamps and spotlights, but complete lighting systems for minibuses, buses and 
fully rigged coaches, as well as commercial vehicles transformed, for instance, into 
ambulances. In the RV sector, OFOLux supplies nearly all Italian motorhome manu-
facturers, as well as European and international manufacturers. Standard production is 
flanked by models specifically developed to customer specifications: OFOLux provides 
customized modifications to systems, through flexible production processes, and than-
ks in great part to its state-of-the-art internal design department. OFOLux employs 
around fifty people overall across its three production sites: the company’s main pro-
duction site is located in Italy, in Brunello in the province of Varese, and a facility was 
opened in 2009 in Tunisia, in a district boasting a pre-existing well established electro-
nics sector. Since 2015, OFOLux has also established itself on the American continent, 
with a production site in Mexico, in order to maintain a direct presence for its bus and 
coach customers in Central and South America. OFOLux has a worldwide customer 
base in the bus sector, whereas its activities in the RV sector are currently focused in 
Europe and Australia with ongoing business in the US and Japan markets. OFOLux 
holds ISO 9001:2008 certification, and has obtained ISO 14001:2004 environmental cer-
tification, in addition to ISO TS 16949 quality certification for the automotive sector.

Company Profile

The range of products that OFOLux can 
offer to RV manufacturers today is tru-

ly vast, and most significantly, every model 
is customisable, at the customer’s request. 
Our reading spotlights are constantly being 
updated, the number of models is growing 
and our catalogue includes an enormous 
range of product types. Take, for example, 
our new reading spotlight with three light-
ing options: direct reading light or diffused 
light for soft illumination of the surrounding 
space, or even a combination of the two - 
direct light plus diffused light. The spotlight, 
which incorporates a USB port, can be used 
with a short or long arm. OFOLux has also 
developed a series of external ceiling lights, 
which can be used as a light under the ve-
randa and as a classic light placed above 
the door (with a profile that functions as a 
waterdrip). These new external lights have a 
lightweight profile, compact and complete-

New Products
ly watertight (IP 67). They are made with a 
single extrusion, a special material that dissi-
pates heat effectively, with no junction with 
the screen. They are secured with screws, 
but the screws are hidden once assembly 
is complete. Another success amongst the 
recent additions to the brand’s catalogue is 
the new flexible strip, which offers a uni-
form light beam. The option to insert fur-
nishing elements to create suggestive light-
ing effects is a particularly popular feature. 
The version with a 6x12 mm section is now 
joined by a smaller, 4x10 mm variant. The 
flexible strips come in reels or already insert-
ed in aluminium profiles. The option to vary 
the light tone, both of the strips and of the 
LED modules is certainly interesting: sim-
ply press a button to choose cool white or 
warm white light, but also an intermediate 
neutral white.

Below and right: 
a selection of products with completely 

diffused light.

Reading spotlight 
with direct or diffused light 
and USB
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opment plan that sees it also committed to 
delivering other products. “Palomar is fif-
teen years old, but incorporates the experi-
ence of Mabel (of the Nencioni family) and 
Sima”, explains Roberto Bagni, one of the 
shareholders of Palomar, with responsibili-
ty for the sales team, “two companies that 
came together, also thanks to the contri-
bution of the Giotti family (the founders of 
Mobilvetta), to give life to a new production 
reality. We continue to do what we have 
done for decades in the best possible way, 
that is producing the sandwich panels with 
which campervans, caravans and mobile 
homes are built. Of course, over the years 
there have been changes, the bonding tech-
niques have been refined, fibreglass sheets 
have been widely used, there have been 
changes to some of the insulating materials, 
as well as the internal structure. Our cus-
tomers include industry leaders such as the 
Trigano Group and the Lippert Group, but 
also PLA., CR Abitare and Crippa Campeg-
gio”. Palomar works on commission, pro-

Tuscany is one of the regions with the 
highest concentration of companies 
in the RV sector, worldwide. And it is 

in this region that Palomar is based, a man-
ufacturer that boasts considerable experi-
ence in the supply of semi-finished products 
for the motorhome industry. Established in 
2003 following the merging of companies 
with many years of industry experience, 
Palomar specialises in the construction of 
sandwich panels, but has launched a devel-

Panels, 
blending tradition and innovation
Palomar is a well-established producer of motorhome body sandwich panels, collaborating 
with several international groups in the sector. Thanks to investments made in the last 
period, the firm has also developed a panel derived from fibreglass waste.

ducing sandwich panels to the customer’s 
specifications. It builds entire panels for 
the walls, the roof and the floor of camper-
vans and mobile homes, but also produces 
smaller parts such as doors and windows. In 
addition to this, it also produces semi-fin-
ished products for use inside the vehicle, 
with small elements. The Research & Devel-
opment team are experimenting with new 
materials and semi-finished products for 
motorhome use. Palomar is currently spread 

Words Andrea Cattaneo
Photo Enrico Bona
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across four production facilities, a short distance from each other, 
covering a total of around 10,000 square metres. The company has 
around fifty permanent employees, but that number can grow to 
eighty during the most intense periods, since the mobile home is 
a highly seasonal product. The last four years have certainly been 
positive, Palomar has enjoyed a favourable period for its market and 
turnover has been constantly growing. Within the company there 
is great enthusiasm for Palomar’s future objectives: thus far, the 
good results have been achieved only thanks to Italian customers, 
although the firm is part of international groups, but in the com-
ing months the international markets will be targeted at different 
levels. Europe is definitely the primary objective, but the company 
has already made contacts on other continents. Over the last few 
years significant investments have been made to improve the com-
pany and its product, but also to increase production capacity. Over 
the course of 2018, the company has purchased new machinery, 
meaning Palomar now benefits from the most cutting-edge tech-
nology. Now the production department boasts seven machining 

Palomar s.r.l. • Via Milano, 2/20 • 50052 Certaldo (FI) • Italy 
Contacts: +39 0571 664573 • www.palomaritaly.net

Within Palomar, a new R & D division has been tasked with selecting new pro-
ducts to be released on the market. The first step is the sale of Recomplax 

panels, a material obtained from RFM, recycled fibreglass material. Palomar is the 
only company on the Italian market to offer a finished RFM panel, suitable for use 
in home furnishing but also in the RV sector. This type of panel can be used to pro-
duce kitchen tops and shower trays. Fireproof, water-repellent and easy to dispose 
of ( easily recyclable), the RFM panel is available in different densities (from 300 to 
1200 kg/m3), suitable for replacing plywood panels, for example. It lends itself to 
different types of finish, from painted to melamine and more.

A new recycled fibreglass panel

centres and four bonding lines (one with liquid polyurethane and 
three hot melt), while the sawmill department has both machining 
centres and optimising saws available. ISO 9001-certified, Palomar 
is also committed to reusing production waste. “We have recent-
ly launched an interesting program for the recovery of production 
waste”, explains Giancarlo Bagni, General Manager and Palomar 
shareholder, “which makes our production environmentally sustain-
able and oriented towards renewable energy. The waste wood and 
sawdust are used to heat the company thanks to a new system. 
Polystyrene waste, including dust, is compressed to density 300 and 
used to produce plastics. All this has allowed us to minimise our 
landfill use and to limit heating costs, but at the same time has also 
enabled us to reduce polluting emissions”.
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Winning dynamism
Scalabros aims to continue to grow its presence in the RV market, for which it has been 
manufacturing blinds and sun shades for the past several years. The high quality of the 
Made in Italy brand, combined with the youthful company’s flexible production processes, 
have assured its success in the marketplace.

and coach sector, as well as in earthmov-
ing machinery and special vehicles,” explain 
Giovanni and Benedetto Scalabrini, the own-
ers of Scalabros, “but the camper market is 
proving to be very promising for us. At the 
present time it accounts for 20-25% of our 
turnover, but we are expecting it to grow sig-
nificantly in the near future. We are garner-
ing great success both nationally and all over 
Europe, at all levels. Our clients include some 
of the most important RV Groups in Europe 
(Italy, France and Germany). For us, the true 
quantum leap turnover could come from the 
USA and Australia, where we already have 
business, although not in the RV market”.
Established in 2008 as a purely commercial 
activity representing a number of companies, 

Scalabros started manufacturing its own 
products in 2012, and took its first steps in 
the camper market in 2014. The company, 
which has a turnover of around 2 mn euro, 
has by now almost completely abandoned its 
business as an agent for other companies, 
and is concentrating on its own manufac-
turing. The catalogue has a variety of blinds 
for bus, camper and earthmoving equip-
ment cabs: they are either roll-up with side 
hooks, or telescopic with manual or electric 
positioning. They also manufacture emer-
gency roof hatches for buses (in ABS, glass 
and impact- and bulletproof polycarbonate) 
and floor hatches which are compatible with 
the products they market, such as fans and 
led lamps. For the camper market, Scalabros 

Scalabros was 
established ex-
actly ten years 

ago: the company 
is still young, but it 
has grown strongly 
over the years, and 

sees its presence in the RV market, for which 
it has been supplying products since 2014, as 
one of its strategic businesses. The company, 
based in Bologna, is working not only with 
the domestic market but also international-
ly, with orders coming in from around the 
globe. It handles products of various types, 
from cab blinds to floor-mounted service 
hatches. 
“The majority of our business is in the bus 

Giovanni and 
Benedetto Scalabrini

Words Andrea Cattaneo
Photo Enrico Bona
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currently makes cab blinds, pleated curtains 
for the interior and sun shades. The com-
pany is very familiar with the bus and coach 
market, where components are required to 
resist very high levels of wear, and apply the 
same construction criteria to their products 
for campers. But what 
really makes Scalabros 
stand out is the ver-
satility of their pro-
duction. The catalogue 
lists around 40 standard 
products, but the cli-
ent can actually specify 
thousands of articles, 
with options covering 
the choice of colour, 
size, material, electrical 
connections and so on. 
“Our turnover has 
grown considerably in recent years,” the Sca-
labrini  brothers continue, “because we have 
proved our ability to work with the client and 
the flexibility of our production process. We 
are sure that our constant growth of 10-15% 

Scalabros for campers

a year has largely been due to our ability to 
work together with the client and find solu-
tions for even the most challenging prob-
lems. In the camper market, we are used to 
working with very small orders - even single 
units for private customers - and so it hasn’t 

been hard for us to sat-
isfy the requirements 
of large clients de-

manding custom solu-
tions. It must be said that 
the dynamism, curiosity 
and open mindedness 
of our co-workers and 
collaborators play a very 
important role.”
Scalabros currently has a 
staff of fifteen between 
assembly, sales and ac-
counting. However, the 

majority of plastic injection moulding and 
cast aluminium pieces are made by contrac-
tors, using dies in which Scalabros has made 

The camper market currently makes up 20-25% of Scalabros’s turnover. The catalogue list a variety of products.

• Cab sunshades.

• Roll-up blinds. 
These have two functions: they shield the eyes of the driver against the sun while he is driving, and obscure the windscreen for 
the night or for reasons of privacy when the vehicle is parked. They are also available as aftermarket upgrades for all campers 
built on the Fiat Ducato (or similar) and Volkswagen T5 / T6 chassis.

• Self-supporting shades. 
Simple but very effective, these cab shades are made of self-supporting, insulating microporous fabric: they stick to the windows and 
without the need for suction cups. These window blinds are highly resistant to heat, cold and condensation without falling off. The 
only problem they may experience is with dust: if the window is not properly cleaned the fabric does not adhere well and can fall 
off. The company thus also supplies an alternative version fitted with small magnets.

a large investment. 
“We have our own design department, and 
the majority of the companies who work 
with us, for example in plastic moulding, are 
located in our area or at least in Italy. This is 
very important to us, because a short supply 
chain enables us to maintain high quality and 
offer a fast response to our clients”.
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Unusual Caravans

This is the third feature of 
unusual designs past and 
present, and this time the 
spotlight is on caravans. As 
you can see, it shows which 
models or prototypes have 
been successful, and which 
haven’t.

You might think that caravans are the most traditional 
recreational vehicles and there has never been anything 
innovative or even strange or curious proposed, but noth-

ing could be more false. In the last 20 years, many unusual car-
avans have been presented; many have been only prototypes, 
others have come into regular production. Several themes have 
been developed in the past which now relate to current produc-
tion models. For example, the lounge area has been present-
ed with an L-shaped dinette, which gives a pleasant feeling of 
space, and there was also the solution of the garage under the 
high front bed. Numerous attempts to create innovative layouts 
by introducing bed movement systems have been seen over the 
years, ranging including drop-down, folding and sliding beds ... 

Words Andrea Cattaneo
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Paul&Paula
Presented at the Caravan Salon - Düsseldorf in 2005, the small Paul 
& Paula caravan stood out for an unusual exterior shape designed 
by Oliver Schweizer. The body used moulds in colored plastic. Light, 
only 452 cm long (including rudder), the interior was dominated by 
the large dinette above which, if desired, a useful folding bed could 
be added. In 2006, a motorhome was also presented, using the same 
body as the caravans.

And then there is obviously the theme of the multifunctional ve-
hicle, designed to transport various types of sports equipment, so 
equipped with a modular interior, as well as a large rear loading 
opening. Here are a few examples.
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Dethleffs Coco
Presented at the Caravan Salon - Düsseldorf in 2017, it showed 
how the caravan of the next few years ahead will have to be: light-
weight, but also welcoming. To save weight (the Coco has an unlad-
en weight of only 638 kg), the structure has been optimized, with 
an interaction between chassis, floor and walls. Three panoramic 
rooflights make the interior very bright, and the awning continues, 
uninterrupted, on to the rear wall.

Knaus Deseo
In terms of style and content, it is perhaps the most advanced caravan on the market today. The concept of a multifunctional caravan has been 
presented several times by Knaus. The old version of the Knaus Deseo has now been updated with a modern design and a new construction 
technique. The living unit presents the panels (roof, walls and floor) fixed on a three-dimensional self-supporting frame, made of fiber-reinforced 
resin elements. Designed to accommodate one or two motorcycles or other sports equipment, the Deseo has a very large loading area at the 
rear as the kitchen and bathroom are concentrated in the front part;  longitudinal sofas fold against the walls and there is a drop-down fixed 
bed above them. The loading area is accessed via a huge, opening tailgate.

It’s not a camper, it’s not 
a caravan: the Car-Camp 
has two wheels but it 
hooks up to the car in a 
stable way, without artic-
ulation between the two vehicles. Once at a campsite, the user 
can unhook it from the car, just like a caravan. The living area 
is in the back, while the bed is in the front area above the roof 
of the car. First seen in 1988 in conjunction with Opel Kadett, it 
was then adapted for the Opel Astra.

Heku Car-Camp

Knaus Deseo - 2017

Heku Car-Camp
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LMC Innovan

Adria Action

Sport&Fun

This 2006 model brings together several themes already developed in the past: small size, 
rear access door, rounded windows, wide connecting profiles to underline the aerodynamic 
shape of the vehicle. In the toilet compartment there is a revolving cabinet that can be tak-
en out of the cockpit, while air suspension allows the user to lower the vehicle.

Proposed for the first time in 2005, and still in production (with ap-
propriate modifications), the Adria Action is a caravan destined to go 
down in history, thanks to its unique external shape, small dimensions 
and an unusual interior.

Mini and maxi
First seen in the 1990’s, the Knaus Sport & Fun returned to fascinate the audiences of Eu-
ropean fairs in 2015. It is a caravan designed to offer good living comfort and at the same 
time be able to carry various types of sports equipment: a large rear door (in addition to 
the side door) allows a motorcycle to be loaded on board, but there is also a front garage 
under the bed (which can be raised).

The extensive Dethleffs product range has 
had room for everything: in 2010 there was a 
caravan of XXL size, the Caraliner 765 DBM, 
but in 2006 there was also the small Campy 
(restyled in 2010) with a high bed above the 
garage, a slanted dinette and a large front 
opening for access to the load compartment.

Adria Action 391 PH - 2017

Action 341PH - 2005

Dethleffs Caraliner 765 DBM - 2010

Dethleffs 
Campy - 2010

Dethleffs 
Campy - 2010
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Cameleon
Proposed at the Caravan Salon in 2016, 
this small caravan (425 kg empty) had 
simple lines and only the essential interior 
items. It certainly did not want to be an 
alternative to much more structured and 
refined products. The idea was that of an 
ecological caravan, built with non-toxic 
and totally recyclable materials.

Small living room 
under the bed
Single bed above, small living area be-
low: an uncommon solution, but one 
that may have its admirers, especially 
for the flexible living space it offers. 
In 2016, Caravelair introduced the 
Antares Style 496, which managed 
to create a bunk bed on three levels, 
with the floor bed that turns into a 
kind of living room for children.

Lifestyle
After 10 years, the interior of Knaus Lifestyle is still current, with modern shapes and style. 
The kitchen is a peninsula design, with a folding table with a wall bench and two high 
stools. But even Dethleffs had a model called Lifestyle in the range, which is still equally 
modern and pleasant.

Knaus Caravisio
With the Caravisio concept of 2013, Knaus gave an interpretation of a future caravan, 
without obviously addressing the issue currently topical - of reducing weight. It had an aero-
dynamic front, plus wheels partially covered, while the rear area featured a nautical-style 
terrace that became a veranda, once its large doors were open. In the kitchen, the was a 
ceramic hob and taps with touch controls, while in the lounge there was the screen of the 
projector integrated into the terrace door.  Some solutions proposed by Caravisio were later 
seen on the Knaus Eurostar.

Knaus Lifestyle - 2010

Dethleffs Lifestyle - 2010

Left: Caravelair Antares Style 496 - 2016
Right: Hobby Prestige 720 UML - 2016
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Aerodynamic Dethleffs
Over the last decade, Dethleffs has presented 
several low-line and aerodynamic caravans, 
which were unusual for their time and still 
unique today: in particular, we must mention 
the Aerostyle, the Family and the Tourist.

Dethleffs Vari
Produced for a few years, starting in 2005, the Dethleffs Vari was a double axle car-
avan which was characterized by two unusual elements: a large tailgate and a lift-up 
bed at the rear so you could load a large motorcycle.

Drop-down bed
In 2010, Bürstner transferred the drop-down 
bed, which had already proved successful 
on its campers, to caravans. Proposed in 
three versions, the Averso Plus had a higher 
height than normal to allow space for the 
bed in the ceiling. A Premio Plus was also 
created. The drop-down bed had previously 
been used on the 2005 Dethleffs Vari-1, and 
today it is now available by Hobby on two 
De Luxe models.

European slide-outs
In 2017, the world’s leading slide-out 
manufacturer, Lippert Components, pre-
sented to the public a prototype of a 
caravans with extendible walls designed 
for the European market. The Smart Car-
avan was equipped with four slide-outs 
to expand the various areas of the pas-
senger compartment. The interior was 
stylistically impeccable, thanks to a col-
laboration with Tecnoform.

Burstner Premio Plus

Burstner Averso Plus

Below: Dethleffs Aerostyle, external and 
internal views. 
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Inexpensive caravans
The concept of inexpensive, low-priced caravan was developed by Knaus with the Deseo 
series, which debuted in 2005 with the Eifelland brand. Square shapes, minimal furniture 
and essential equipment, but the interior could be enriched both by DIY interventions, or by 
choosing between the various optional kits (including the kitchen). Cabinets and wall units 
had no wooden doors, but a canvas closure system instead. In 2009, Dethleffs proposed the 
Globico series (a caravan and two campers). In the basic version there were no hanging cup-
boards, but shelves and plastic containers, and the kitchen was equipped with a portable 
refrigerator, removable cooker and jerry can with falling water from above. It had a tailgate 
with double bed above the dinette. In 2010 the Globico was completely revised.

YAT and Deseo Transport
Over the years, Knaus has worked exten-
sively on the theme of multi-purpose car-
avans dedicated to those who practice 
sports, such as motorcycling. Several models 
were equipped with a rear loading door and 
a multifunction compartment with longitu-
dinal sofas to free the central space. One 
example is the YAT, launched in 2004.

Wheels at the ends
This caravan proposed by Bimobil in 
2010 is truly unique: the four wheels are 
not central, but placed at the ends of the 
vehicle, and can steer thanks to the front 
rotating trolley.

A real living room
The ‘luxury lounge’ theme has appeared 
several times in the recent history of the 
caravan. Obviously, generous dimensions 
are needed to set up a large and com-
fortable living area.

Above and below: Adria Alpina 613PC - 2010

Adria Adiva 553 PH - 2009 

Dethleffs Globico - 2010

Knaus Deseo - 2009

Knaus Deseo - 2009

Knaus YAT - 2008






