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This issue of 
Aboutcamp 

BtoB is particularly 
rich with interest-
ing information 
for all operators 
in the global cara-
vanning industry. 
Eight years after 
its birth, About-
camp BtoB is a 

reference point for the entire RV sector and 
it is a pleasure for the undersigned and for 
journalists working in the team to gather 
the enthusiastic consent of our readers in 
every corner of the world. We are particu-
larly grateful for the constant feedback we 
receive which helps us understand we are on 
the right path. The June issue has a large sec-
tion dedicated to the RVX Show in Salt Lake 

City, an excellent and well organised event 
full of ideas for the whole industry. It now 
needs to be developed to identify and bet-
ter understand the needs of RV retailers and 
producers. In June, the RV Industry Associa-
tion Board of Directors will meet to decide 
the fate of the RVX Show, and will probably 
by changing dates and locations to meet the 
needs of dealers. Some of contents of this is-
sue are product-oriented, or more dedicated 
to OEM companies, while others are about 
the market and trends. It includes stand-out 
interviews with some top-level managers, 
such as Fred Bentley (President and Chief Ex-
ecutive Officer of DexKo Global), Tom Faludy 
(LCI Vice President of Global Growth and 
Strategic Development), Peter Kruk (Dometic 
Head of EMEA), and Toby O’Rourke (Presi-
dent and CEO of Kampgrounds of America). 
Our readers will, of course, also appreciate 

the more technical contributions of Massimo 
Lori (product development manager of Triga-
no SPA and S.E.A.) and of Luigi Gozzi (Direc-
tor of Engineering, LCI RV Europe). In the last 
editor’s note we expressed our displeasure 
about the Erwin Hymer Group North America 
affair. Well, good news is coming. The Rapi-
do group signed a binding letter of intent 
to acquire all assets related to the Roadtrek 
RV Brand. Good luck to the French Group 
that with this acquisition, expands its inter-
est overseas, confirming that the RV sector 
is building an increasingly solid bridge that 
connects the old continent to the new world.

Antonio Mazzucchelli
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Aguti Produktentwicklung und Design GmbH, the manufacturer of 
seats and seating systems for the automotive and motorhome sec-
tors, has appointed Sebastian Janssen as its new Managing Director. 
Janssen started his new position on 1st April 2019 and takes over the 
operational management of the automotive sector. Andreas Grieger 
remains Managing Partner and is responsible for the strategic orien-
tation of the company. 
Sebastian Janssen is an industrial engineer from Bonn in Germany, 
who started his career in the automotive sector more than 20 years 
ago at TÜV Rheinland in Cologne. Afterwards, he worked in several 
functions for Toyota, and since 2010 he took responsibility for the 
strategic business development for Toyota Motorsport GmbH (TMG) 
in the fields of Marketing and Sales. 
“I very much look forward to the new challenge and I am convinced 
that we will continue to write together a successful story for Aguti”, 
Janssen says. 
“With Sebastian Janssen we have succeeded in winning an experienced 
manager and we will definitely benefit from his know-how and new 
ideas. I am very pleased about the strengthening of the management 
and wish him every success”, says business owner Andreas Grieger.
Aguti Produktentwicklung und Design GmbH develops vehicle seats 
and seating systems. It supplies national and international manufac-
turers of motorhomes and special vehicles. Furthermore, the compa-
ny operates in the sectors of design, construction and interior. The 
company founded in 1991 by diploma designer Andreas Grieger at 
Lake Constance in Germany is today located in Langenargen. Over 
the years, Aguti has become a leading provider of seating systems for 
the caravan and special vehicle industry.

Sebastian Janssen is 
new Aguti managing director

The luxury motorhome manufacturer MORELO has produced 
its 2,000th vehicle at its plant in Schlüsselfeld in Upper Franco-
nia, Germany, since it was founded in 2010, and has also dou-
bled its sales in the last three years. MORELO has established 
itself as a manufacturer of premium, luxury motorhomes with 
high standards of comfort, technology and safety. This spring 
it will open a new service center at the factory in Schlüssel-
feld. MORELO has a range of five models: Empire Liner, Empire, 
Palace Liner, Palace, Loft. In 2017, MORELO was acquired by 
the Knaus Tabbert group. Next year, MORELO will celebrate its 
tenth anniversary.

MORELO produces its 
2,000th luxury motorhome

The Red Dot Award: Product Design, one of the world’s largest de-
sign competitions, has given one of its prestigious Red Dot Awards 
to the Dometic PLB40 portable battery. The battery received the Red 
Dot, which the renowned jury only awards to products that feature 
outstanding design. The Dometic PLB40 is a next generation porta-
ble battery. Engineered to satisfy outdoor and mobile lifestyles with 
high electrical demands, Dometic says the PLB40 is the lightest and 
most powerful battery in its category. The battery allows adventur-
ers to travel further and stay longer in nature with a safe and reli-
able power supply. Juan Vargues, President and CEO, Dometic said; 
“Innovative design is a key element of our product leadership in the 
market. Outstanding design and functionality are what we strive for 
when we create a new product. I am pleased that our effort was 
recognized by such a distinguished organization and internationally 
recognized award: Red Dot.” “I would like to congratulate the lau-
reates sincerely on their wonderful success. The fact that their prod-
ucts were able to satisfy the strict criteria of the jury bears testimony 
to their award-winning design quality. The laureates are thus setting 
key trends in the design industry and are showing where future di-
rections may lead,” said Professor Dr. Peter Zec, founder and CEO of 
Red Dot, in reference to the winners. In 2019, designers and man-
ufacturers from 55 countries entered more than 5,500 products 
in the competition. The international jury comprises experienced 
experts from different disciplines 
and has been convening for more 
than 60 years in order to select the 
year’s best designs. In order to ap-
praise the wide scope of design in 
a professional manner, the Red Dot 
Design Award is broken down into 
the three distinct disciplines: the 
Red Dot Award: Product Design, 
Red Dot Award: Brands & Com-
munication Design and Red Dot 
Award: Design Concept.

Dometic portable battery wins 
Red Dot Award for Product Design

News
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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´s Drop and Roll Tour 
Shows & Signing Sessions @ Caravan Salon 
Aug 31 & Sept 01, 2019 • Hall 13 • Stand A11

Danny MacAskill
Bike trial/mountainbike professional and

Eberspächer brand ambassador

Danny MacAskill
Bike trial/mountainbike professional and

Eberspächer brand ambassador

227_19_046_About_Camp_AZ_und_Banner-MA-Komfortzone-Caravan-210x297-EN-mit-Einklinker-RZ.indd   1 23.04.19   14:46
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           IVECO has announced details of its new Daily van range, which it says 
sets new standards in on-board living and the driving experience, with 
lower total cost of ownership, plus enhanced safety features and ad-
vanced driver assistance systems, and important strides towards au-
tonomous driving. IVECO claims it is the first vehicle in its segment to 
comply with Euro 6D/Temp emissions standards, delivering more power 
and fuel economy, to the benefit of the customers’ running costs and 
profitability. The Advanced Emergency Braking System and City Brake 
PRO prevents collisions at speeds below 50 km/h, and mitigates the 
impact at higher speeds. A City Brake PRO feature operates to prevent 
accidents when driving as slowly as 5 km/h. In addition, Adaptive Cruise 
Control, in combination with the Queue Assist, maintains the set speed 
and safety distance from the vehicle ahead, while ProActive Lane Keep-
ing Assist prevents the vehicle from involuntarily drifting out of the lane 
with an active steering support. In cases of gusts of lateral wind, Cross-
wind Assist helps the driver to maintain the vehicle’s stability and stay in 
the lane. New LED lights have a much sharper beam that carries further, 
improving visibility and obstacle perception by 15 percent, further en-
hancing safety in low-light conditions. City Mode increases the power 
steering assistance, reducing the effort to turn the wheel by up to 70 
percent, making it easy to manoeuvre in city streets. New connectivity 
for the new Daily comes as part of a broad digital transformation path 
started in 2016. The new Daily is now taking connectivity to an entirely 
new level as the enabler of a whole range of new services. The vehicle is 
in direct contact with IVECO’s Control Room, providing real-time data. 
In addition, the innovative Remote Assistance Service makes it possible 
to carry out dataset changes, diagnostics sessions and even software 
uploads remotely, avoiding stops at the dealer’s workshop. There are 
two engines available for the new Daily. 2.3-litre F1A engine – now 
available in both light- and heavy-duty homologation, with rated power 
ranging from 116 to 156 hp. 3.0-litre heavy-duty F1C engine – three 
power ratings with increased performance ranging from 160 to 210 
hp, as well as a Natural Power compressed natural gas version. IVECO 
says the new Daily takes the lead in sustainability as the first vehicle in 
its segment to comply with Euro 6D/Temp (WLTP & RDE) and Euro VI D 
emissions standards. For improved fuel efficiency, the new Daily stands 
has a Start&Stop system available as standard on all models running the 

IVECO launches new Daily

On the 8 March 2019, Volkswagen Commer-
cial Vehicles produced its 10 millionth vehicle 
at its factory in Hannover, Germany, where it 
has produced vans that have become iconic 
campervans for exactly 63 years. Dr Thomas 
Sedran said: “The ten millionth vehicle from 
our plant in Hannover is a symbol of a unique 
success story. And it’s a success that we aim 
to continue going forward. To this end, we 
are completely realigning the plant – with 
new products and business models.” He add-
ed that the brand was ensuring a sustainable 
future for the Hannover site and its employ-

Volkswagen Commercial Vehicles 
produces 10 millionth vehicle in Hannover

ees. Production of the T1 be-
gan at the newly built plant in 
Hannover-Stöcken on 8 March 
1956. In addition to the gener-
ations of T-series vehicles, the 
LT, the Taro pick-up and, for a 
time, the Beetle were also produced there. To-
day, the T6 – and soon the T6.1 update – and 
the Amarok are made in Hannover. Around 
14,500 people are employed by Volkswagen 
Commercial Vehicles in Hannover, the brand’s 
main site. The ten millionth vehicle to come 
off the production line was a red and white T6 
Caravelle. Volkswagen Commercial Vehicles is 
donating the nine-seater people-carrier to the 
“Hannover AUF DER BULT Children’s Hospital” 
Foundation. Thomas Hahlbohm, director of 
the Hannover plant: “Our employees in Han-
nover have been building this fantastic vehicle 
for 63 years as a multi-generational project. 
Our workforce does this job with pride, pas-
sion and loving attention to detail. I thank the 
men and women of our team for that with 
all my heart.” Bertina Murkovic, chair of the 

Volkswagen Commercial Vehicles works coun-
cil, said: “Ten million vehicles from Hannover – 
that’s an impressive figure. Behind that lie gen-
erations of employees who have built these 
cars and in doing so made a living for them-
selves and their families. My special thanks to 
them all!” As a stand-alone brand within the 
Volkswagen Group, Volkswagen Commercial 
Vehicles is globally responsible for the develop-
ment, construction and sales of light commer-
cial vehicles, producing the Transporter, Cad-
dy, Crafter, and Amarok ranges. In 2018, the 
brand sold around 499,700 light commercial 
vehicles, which were produced at its sites in 
Hannover (D), Poznan (PL), Wrzesnia (PL) and 
Pacheco (ARG). Globally, Volkswagen Com-
mercial Vehicles employs over 24,000 people, 
including around 15,000 at the Hannover site.

Period Model
Number of 

vehicles produced

1956 to present T1 – T6 8,940,000

1974 – 1975 Beetle (Type 1) 43,000

1975 – 1996 LT 812,000

1989 – 1995 Taro 61,000

2012 to present Amarok 144,000

2.3-litre F1A engine, including the Daily Hi-Matic. The new Electron-
ic-Controlled Variable Geometry Turbine is not only more responsive in 
transient conditions, but also more efficient. In addition, the exclusive 
Class A Super Eco Low Rolling tyres specifically designed for the Daily 
and the new 220A (12V) alternator further contribute to the Daily’s fuel 
efficiency. These features, together with the technical improvements 
introduced in the New Daily, deliver up to 10% fuel savings. The new 
Tyre Pressure Monitoring System monitors tyre pressures in real time. 
IVECO is promising significant savings in maintenance costs for the 
new Daily of up to 10 percent in urban missions as a result of prod-
uct improvements and longer oil change intervals. On top of this, the 
new, bigger oil sump, which was designed for long-distance missions, 
extends service intervals to 60,000 km. The entire steering system has 
been redesigned so that the driver can make both axial and angular ad-
justments to the steering wheel and set up the perfect driving position. 
The smaller, leather multifunctional steering wheel puts a wide range 
of controls at their fingertips and leaves more leg room, adding to the 
overall comfort. The Daily also features a new Electric Power Steering, 
which is said to be very precise and reactive to the driver’s inputs, damps 
vibration, and compensates for drift and wheel unbalances, providing 
a smooth driving experience and a feeling of stability and control. A 
new instrument cluster features a TFT high-resolution colour display. 
The new Hi-Connect infotainment system with voice recognition en-
ables the driver to mirror their mobile device with Apple Car Play and 
Android Auto™ and use their apps in full safety while driving. It fea-
tures a 7” screen, DAB radio, rear camera display, and TOM TOM car 
and truck navigation system, and IVECO’s Driving Style Evaluation sys-
tem that provides real-time advice. The new Daily is being produced at 
IVECO’s production plants in Suzzara, Italy, and Valladolid, Spain, which 
are entirely dedicated to this product family. The two facilities apply the 
World Class Manufacturing (WCM) methodology to the highest levels.
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✔ AVOID LEAKS?

✔ REDUCE WEIGHT?

✔ IMPROVE PROCESS TIMES?

DO YOU WANT TO...

DEKALIN, PASSIONATE TECHNOLOGY PARTNER 
OF THE CARAVAN & MOTORHOME INDUSTRY.

DEKALIN
CONTACT: stefan.smits@dekalin.nl

Smaragdweg 50 - 5527 LB  Hapert | The Netherlands

Phone: +31 (0)497 55 10 80 | www.dekalin.com

ADHESIVES

SEALANTS

COATINGS

CONTACT US 

TODAY!
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for helping to transform our Company into 
the trusted leader in outdoor lifestyle solu-
tions,” he continued. In the second quarter, 
Winnebago’s revenues for its motorhome 
segment were $164.7 million, down 17.3 
percent from the prior year driven primarily 
by a decrease in Class A and Class C unit 
sales, partially offset by an increase in Class 
B unit sales. Revenues for Winebago’s tow-
able segment were $250.7 million for the 
second quarter, down 5.9 percent from the 
prior year, driven by dealer network efforts 
to reduce inventory levels and comparing 
against very strong shipments in the prior 
year, partially offset by pricing.

Airxcel Inc. announced that it has acquired 
Aqua Hot Heating Systems Inc., a leading 
provider of hydronic heating systems to 
the RV Industry for 34 years. The Fred-
erick, CO based Aqua Hot is best known 
for product innovation, quality and deep 
partnerships with OEM customers. Its 
heating systems are designed for larger 
5th Wheels and Class A motorhomes, 
and provide users comfortable interior 
heat and unlimited water heating, while 
adding thousands of dollars in added val-
ue. Through this acquisition, Aqua Hot 
joins RV Products, Suburban, Dicor and 
MCD as part of Airxcel’s RV Group. “The 
Airxcel management team has a deep lev-
el of respect for Aqua Hot, its products, 
heritage and dedication to customers and 
the RV industry.  This addition to the Airx-
cel stable of market leading brands like 
Coleman-Mach, Maxxair, Suburban, CAN, 
MCD and Dicor adds real value to all our 
customer segments” said Jeff Rutherford, 
Airxcel President and CEO. “The team at 
Aqua Hot is truly excited to join the Airx-
cel family and link arms with the other RV 
Group divisions. Our combined cultures 
of product expertise and committed part-
nerships will drive further product inno-
vation,” said Paul Harter, Aqua Hot Pres-
ident. He added, “The team at Aqua Hot 
has worked hard over the years to build 
a strong, valuable brand in the eyes of 
RVers and manufacturers.  We’ve had tre-
mendous success, and we look forward 
to continued growth as part of the Airxcel 
family of brands.”

Airxcel Acquires Aqua Hot
Heating Systems Inc.

A decline in RV sales in north America has 
contributed to a 7.6 percent decrease in sales 
revenue (to $432.7 million) for the manu-
facturer, Winnebago, in the Fiscal 2019 sec-
ond quarter (ended February 23, 2019). It’s 
gross profit in the same period was $66.4 
million, a decrease of 1.8 percent compared 
to $67.7 million for the Fiscal 2018 period. 
Winebago’s President and Chief Executive 
Officer, Michael Happe commented: “Our 
solid consolidated second quarter results 
represent the growing strength of our 
brands in the marketplace. We continued 
to make progress advancing our competi-

Winnebago experiences sales decrease

Rapido Group, owner of the Westfalia brand, signed a binding letter of intent on April 12 
to acquire substantially all of the assets related to the Roadtrek RV brand (“Roadtrek”), an 
operating division of Erwin Hymer Group North America lnc. (“EHGNA”), a company in 
the midst of receivership proceedings. On application by Corner Flag LLC, the Ontario Su-
perior Court of Justice (Commerciai List) granted an Order on February 15, 2019 appoint-
ing  Alvarez & Marsal Canada  lnc. as receiver and manager (“Receiver”) without security, 
of all of the assets, undertakings and properties of EHGNA. The Receiver commenced a 
sale process and accepted qualified bids until  April  3, 2019. Bids were accepted for all 
or any portion of the assets owned by EHGNA and preference was given to those bids 

that contemplated operating the 
business as a going concern. On 
April 12, 2019, Rapido and the 
Receiver concluded discussions 
concerning  the letter  of intent, 
recognizing Rapido as the win-
ning bidder of Roadtrek. Pursuant 
to the letter of intent, Rapido has 
agreed to purchase substantially 
all of the assets of EHGNA relat-
ing to Roadtrek. Rapido has the 
intention of assuming the lease of 
one of the existing manufacturing 
and  assembly facilities. Subject 
to ongoing due diligence and the 
execution of a definitive purchase 

agreement, Rapido plans to re-establish and re-invigorate the Roadtrek business. Rapi-
do’s President, Pierre Rousseau, commented that “Roadtrek is a well established leading 
brand in the B Class segment of the RV market. Our priority will be to re established 
operations and further develop this famous brand in North America.” In doing so, Rapido 
expects to hire a workforce that could grow eventually to more than 200 employees. The 
acquisition of Roadtrek signifies Rapido’s return with Westfalia to  the  North  American 
leisure vehicle market. North America is familiar territory,  as Westfalia  was a well-known 
brand in North America in the 1960’s and 1970’s.

Rapido signed binding letter of intent 
to acquire Roadtrek

tive position, gaining market share and in-
creasing the overall appeal of our products 
with customers, despite challenging macro 
conditions within the RV industry as dealers 
continued to reduce their overall inventory 
levels in the quarter.” “Although Company 
sales decreased modestly, we continued to 
materially outpace the industry and expand 
our year-over-year margins, primarily due to 
the improved product vitality and profitabili-
ty of our motorhome segment and the con-
tinued strength and momentum of our tow-
ables segment,” said Michael Happe. “Our 
Chris-Craft business also continues to grow 

and establish a presence for 
our enterprise in the growing 
marine industry. We continue 
to remain confident in the po-
tential of our multi-branded 
lineup and the opportunities 
we have to further leverage 
our strong position and out-
perform the markets in which 
we compete. I want to thank 
all of our Winnebago Indus-
tries employees for their hard 
work during the quarter and 
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After a series of record sales results, Thor Industries, Inc., one of the 
biggest, global RV manufacturing groups, saw its second-quarter net 
sales dip to $1.29 billion. This was caused by the impact of balancing 
production with market demand, as wholesale shipments declined rel-
ative to retail sales as dealers continued to sell existing stock before 
placing orders for new product. Second-quarter net sales decreased 
35.8 percent for the Towable segment, 33.7 percent for the Motorized 
segment and 34.5 percent overall. Gross profit margins declined to 
11.0 percent in the quarter, compared to 13.7 percent in the prior-year 
period, primarily reflecting the impact of lower sales levels and higher 
relative sales discounts and promotions compared with unusually low 
levels in the prior year. As dealers contin-
ue to rationalize inventory levels follow-
ing the unusually high seasonal order 
and wholesale delivery patterns in the 
first nine months of fiscal 2018, Thor’s 
production facilities have reduced their 
production unit rates, while others have 
shifted to four-day production weeks. 
These reductions, combined with the 
start of the stronger spring and summer 
selling season, are expected to result in 
reductions in Thor’s finished goods in-
ventory. “We made considerable prog-
ress on a number of fronts in the second 
quarter, supported by a positive start to the 2019 retail show season, 
with a number of the larger shows posting strong attendance levels, 
which supports our view of a stable long-term retail environment,” said 
Bob Martin, Thor President and CEO. “We were also pleased to have 
closed our acquisition of EHG (Erwin Hymer Group) just after the end 
of the second quarter. This transformational acquisition represents a 

Thor Industries sales decreased 34.5% in Q2

News
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Palomar Srl is a leading company in the production of high-quality sandwich panels and semi-finished 
components for caravans and mobile homes. Thanks to seven working centers equipped with CNC technology 
of different sizes and six bonding lines of liquid polyurethane, spray, hot melt and vinyl glue, the company is 
able to produce walls, roofs and floors for caravans and mobile homes and smaller elements such as doors, 
windows and different semi-finished products, even edged.

FOR PASSION
since 2003

Sandwich 
Panels

major step forward in our long-term strategic growth plan, and our 
entire team is focused on integrating EHG and providing strong returns 
for our shareholders. While we are optimistic for the long term, we 
also expect to face challenging conditions in the near term, as dealers 
continue to reduce inventory levels and we experience difficult com-
parisons to the record third-quarter results posted in fiscal 2018.” On 
February 1, 2019, Thor completed its acquisition of EHG. The acquisi-
tion excluded EHG’s North American operations and the Canadian-spe-
cific Roadtrek brands. The Canadian-specific trademarks excluded from 
the transaction were such brands as Roadtrek, Aktiv, American Fast-
backs and Fastbacks, and Ecotrek. To be clear, the acquisition does in-

clude the trademarks from all European 
Hymer brands including those formerly 
licensed to the North American opera-
tions. “Now that we have completed our 
acquisition of EHG, we are focused on 
the integration of those operations as 
well as strengthening our balance sheet 
through the repayment of the debt in-
curred for the purchase,” said Colleen 
Zuhl, Thor Senior Vice President and 
CFO. “As we review our cash priorities, 
our main focus will be to utilize free 
cash flow to reduce overall debt levels. 
Subsequent to the end of the quarter, 

we reduced borrowings under the ABL facility by $20 million. We will 
balance our goal of reducing our net debt level with our strategic needs 
to invest in the continuing growth of our business and returning cash 
to shareholders.” Thor’s management team and Board say they remain 
focused on creating long-term shareholder value. The Company is op-
timistic about the long-term future.
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AL-KO Australia has announced a “revolutionary” new light-
weight LightR™ chassis concept designed specifically to re-
duce the weight of Australian caravans. AL-KO says it offers 
“significant” weight savings compared to the traditional type 
of chassis usually used for caravans built in Australia. It is a hot-
dipped galvanised steel chassis designed to retain the strong 
and durable characteristics required for the tough Australian 
conditions; however, it has been engineered to remove un-
required chassis material based on the design of the caravan. 
As you would expect, it can integrate with the AL-KO Enduro 
independent trailing arm suspension, and has been tested for 
Australian conditions. Founded in 1931, AL-KO Vehicle Tech-
nology is a global technology company with sites in Europe, 
South America, Asia and Australia. A supplier of high quality 
chassis components for trailers, leisure vehicles and light com-
mercial vehicles, AL-KO is synonymous with ergonomic and 
functional excellence, superb comfort as well as innovations to 

enhance road safety. 
The company specia-
lises in sophisticated 
innovation process-
es and has received 
many awards for 
this. ALOIS KOBER 
GMBH is a wholly 
owned subsidiary of 
DexKo Global, Inc., 
a portfolio company 
of KPS Capital Part-
ners, LP.

AL-KO announces lightweight 
LightR™ chassis for Australia

Truma North America will 
integrate Alde into its 
new headquarters which 
opens in Elkhart, IN later 
in 2019. They will com-
bine forces sharing a mu-
tual service network, lo-
gistics and warehousing, 
and sales team to sup-
port both OEM and retail 
customers throughout 
North America. Moving 
to Elkhart will also allow 
Alde to be closer to OEM customers and will continue pre-assembly 
of its heating systems and distribution. Alde began business in 2012 
in North America and is a sister company to Truma Gerätetechnik 
GmbH & Co. KG which established its North America headquarters 
in Elkhart, IN in 2013. Similar to the Truma Combi, the Alde Com-
pact 3020, produced in Sweden, is a hydronic heating system for 
both radiant heating and hot water. It is fueled by LPG or electricity 
(120 V). It can also be fueled by both at the same time when you 
need maximum power, providing all-season comfort. Tomas Ha-
glund, CEO of Alde Sweden said: “Adding another comfort system 
to the Truma North America portfolio will strengthen relationships 
with OEM’s and dealers as Truma and Alde both cater to the pre-
mium RV market. Truma’s new North America headquarters will in-
clude a state-of-the-art climate chamber, where we will be able to 
test both Alde and Truma comfort systems in real world conditions 
and help OEM’s install premium heating systems.” Gerhard Hunds-
berger, President and CEO of Truma North America commented: 
“We are excited to have Alde join our team in Elkhart and to add 
Alde Systems to our portfolio.” 

Truma and Alde join forces in 
North America
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As the world’s biggest caravan and motorhome trade fair, this year’s 
CARAVAN SALON Düsseldorf, open from 31 August to 8 September 
2019 (trade visitors’ day on 30 August), will attract the global RV 
industry as well as caravan and motorhome enthusiasts from across 
Europe to see all the latest 2020 models and technical innovations. 
“There is no place with a greater choice of products than CARAVAN 
SALON. Here everyone with an interest in caravanning will find their 
match in the shape of an RV,” says Daniel Onggowinarso, CEO of Car-
avaning Industrie Verband e.V. (CIVD). Commenting on this, Director 

Stefan Koschke said: “Once again 
the Düsseldorf exhibition centre will 
become the prime meeting place 
for all caravanning enthusiasts, lov-
ers and fans for ten days. At this 
the world’s biggest trade fair for 
motorhomes and caravans in ex-
cess of 600 exhibitors will present 
a wealth of world’s first, premieres 
and innovations on 214,000 square 
metres of exhibition space.” Over 

130 caravan and motorhome brands with over 2,100 recreational 
vehicles will be at Düsseldorf this year – showcasing everything from 
mini caravans for lower budgets to luxury homes “on wheels”. Prov-
en layouts and vehicle classics feature just as prominently in the rang-
es as do brand new models for the 2020 season on display for the 
first time at CARAVAN SALON. Celebrating its debut – on the outdoor 
space – will be “Caravaning Sports”. This special show focuses on 
vehicles that are particularly well suited to combining sports activities 
with holidays on “four-wheels”. CARAVAN SALON has traditionally 
been the date for the industry to launch their technical innovations 
and global premieres. Electronic tools that ease vehicle handling and 

Caravan Salon Düsseldorf 2019 preparing to be ‘the beating heart of caravanning’
increase their comfort continue to be a key theme. The connection of 
various devices makes it possible to control digital gauges for water 
and other liquids as well as controlling heating, air-conditioning and 
hot water supply by means of a central control panel or an App. To 
keep vehicles agile despite these extras gadgets manufacturers are 
coming up with ever new lightweight construction designs that are 
also gaining in importance for engineering RVs.

Groupe Pilote, the European RV manufacturer, has appointed 
two new members to its supervisory board – Mr Bruno Cathe-
linais and Ms Bénédicte Padiou, as President and Vice-President. 
Philippe and Colette Padiou, previously President and Vice-Pres-
ident of the Supervisory Board, remain Board members, and 
have made this decision to further develop the Pilote group 
while preserving its family character. Bruno Cathelinais has led 
the Bénéteau Group, a world leader in boating, for more than 
25 years. He will bring all his experience to the group’s develop-
ment strategy, both in France and 
internationally. Bénédicte Padiou, 
a Board member of many years’ 
standing, is an engineer at Das-
sault Aviation and has previously 
occupied various posts within the 
PSA and BMW automotive groups.

Groupe Pilote appoints new 
members to its supervisory board
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News

For the second year in a row, Hymer has won internationally rec-
ognised Red Dot Design Awards for outstanding design from the 
Design Zentrum Nordrhein-Westfalen. The Hymermobil B-Class 
Modern- Comfort l 580 and the ERIBA Touring 820 caravan were 
honoured for their high quality designs with the Red Dot Award in 
the Motorhome and Caravan product categories respectively. The 
Hymermobil B-Class ModernComfort I 580, features a completely 
redesigned interior concept as well as particularly light yet sturdy 
bodywork. The ERIBA Touring 820 is a new flagship caravan from 
Hymer’s popular Touring model range, which was also honoured 
with a Red Dot Award in the Product Design category. The Hym-
ermobil B-Class ModernComfort l 580 particularly wowed the 
jury with its dynamic looks. The motorhome’s exterior is based on 

the lines of the new Mer-
cedes-Benz Sprinter. The 
combination of the new 
Sprinter chassis cowl from 
Mercedes-Benz Vans and 
the award-winning HYMER 
SLC chassis gives the moto-
rhome especially light body-
work and a spacious double 
floor. This not only ensures a 
level upper floor throughout 
the vehicle, but also provides 

enough space to house all the technical components. Inside the 
vehicle, Hymer has come up with a modern and completely rede-
signed interior concept. The Eriba Touring 820 boasts an extremely 
extravagant and futuristic look. The exterior of the caravan makes a 
design statement with its smooth metal, silver cladding and charac-
teristic ERIBA Touring styling. The striking window fronts in the front 
and rear accentuate the vehicle’s handsome design. The interior also 
impresses thanks to a unique sense of space. The 180° Panorama 
Lounge in the front also provides a unique all- round view.

HYMER repeats win of Red Dot 
Design Award for outstanding design

The Camping and Caravanning Club in the 
UK has appointed its first female Director 
General, Sabina Voysey, who will take over 
from Robert Louden MBE, when he retires lat-
er this year. Sabina joined the Club in 2002 as 
Finance Manager and was appointed Finance 
Director eight years later. Her role expand-
ed in 2013 to incorporate responsibility for 
Human Resources, and in 2017 Sabina was 
appointed Deputy Director General. Sabina 
is a Fellow of the Association of Chartered 
Certified Accountants and gained her Master 
in Business Administration degree from Ox-
ford Brookes University in 2012. Away from 

Camping and Caravanning 
Club appoints first female 
Director General The new Alexa-Skill from Eberspacher enables a vehicle to be pre-heated, remotely, by a voice 

command using Amazon Alexa. This will work on a variety of vehicles if fitted (or retro-fitted) 
with an Eberspächer parking heater plus its EasyStart Web control element and loudspeakers, 
which are Alexa-capable, or the Amazon Alexa App. For example, on a cold winter’s morning, 
to have the windows de-iced and the interior of the vehicle already warm before getting in it, 
simply say: “Alexa, open the pre-heater and turn on the heater.” It is also possible to ask Alexa 
what the vehicle’s interior temperature is. This avoids having to scrape ice off a windscreen and 
side windows, and having to wait for the windows to clear enough for safe driving. Eberspäch-
er is the first supplier with a voice command for Amazon Alexa. The Eberspächer’s EasyStart 
Web has already pioneered new ways of communicating. It is possible to operate the EasyStart 
Web with all devices that have a browser, 
including popular smartwatches. Alexa re-
liably executes all the important functions. 
for example, say: “Alexa, open parking 
heater. Please start my heater.” Alexa will 
answer: “The switch-on command to your 
parking heater was successfully sent.” The 
parking heater can ve operated via voice 
command, via smartwatch, smartphone 
and with all other devices that have a 
browser, from around the world.

New Eberspächer Alexa-Skill controls 
vehicle heating remotely by voice command

work she enjoys exploring the UK with her 
family and spending time with them in the 
outdoors, with country walking a popular 
pastime. The Camping and Caravanning Club 
is 118-years-old and is the largest and oldest 

Club in the world for all forms of camping. It 
has 104 award-winning sites throughout the 
UK and, through a partnership with the For-
estry Commission, runs and manages a fur-
ther 15 Camping in the Forest touring sites.

The trade association of the German leisure vehicle sector, the CIVD 
(Caravaning Industrie Verband), reports that motorhome and caravan 
sales in Germany achieved another record result with 18,241 vehicles 
newly registered in the first three 
months of 2019. This represents 
a 3.3 percent increase in com-
parison to the same period last 
year. The caravanning industry in 
Germany believes it is heading for 
another record year. The figures 
show that the month of March 
achieved the best sales with 
10,062 newly registered motor-
homes and caravans, a growth of 
0.6 percent compared to the same month last year. The CIVD believes 
the success of the past few years is continuing. For caravans specifi-
cally, in the first quarter of 2019, there were 6,079 new registrations 
of caravans, representing an increase of 9.1 percent over the same 
period in 2018 and the best first quarter since 1998. In March alone, 
3,296 caravans were newly registered, which is 1.6 percent more than 
in March 2018 and the highest value in nearly 20 years for the third 
month of year. New registrations of motorhomes also rose again in the 
first quarter to 12,162 and exceeded the record result of the previous 
year by 0.7 percent. This comparatively moderate growth is explained 
by a one-off effect last year when EC type approvals expired (in Febru-
ary 2018), leading to an increase in new registrations of motorhomes 
by nearly 50 percent. “The trend towards the holiday form of caravan-
ing continues unabated. The comparatively moderate growth in new 
registrations of motorhomes is due to two special effects last year. We 
therefore continue to be optimistic about the coming months and see 
the record result in the first quarter as a reaffirmation of our positive 
forecast for 2019,“ says Daniel Onggowinarso, Managing Director of 
the Caravaning Industry Association e.V. (CIVD).

German leisure vehicle sector reports 
record results in first quarter of 2019
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Via Sardegna, 15 – 53036 Poggibonsi (SI) ITALY +39 0577988285 info@tecnowall.it

FibroPlast is especially suited for designing perimeter profiles on body panels. 

Highly resistant to tortion, it provides excellent thermal insulation and adheres easily. 

Its heat resistant properties allow it to withstand exposure to the sun without 
deforming.

FIBROPLAST
FLEXIBLE, LIGHTWEIGHT, INSULATING FRAMES

Under your Skin
www.tecnowall.it

Tecnoplast is a polyurethane compound loaded with high mechanical properties that 
make it particularly suitable for the production of sandwich panels. 

The production system ensures a good uniformity of density in the length, width and 
thickness by generating a very durable product and dimensionally stable. 

The Tecnoplast has very low water absorption, excellent stability to the screw, good 
dimensional stability, low density and good thermal properties. 

TECNOPLAST
DURABLE, STABLE, INSULATING PANELS

Tecnowall has patented a solution to the problem of coupling between bars that form Tecnowall has patented a solution to the problem of coupling between bars that form 
the peripheral profile: the male and female couplings fit perfectly to form assembled the peripheral profile: the male and female couplings fit perfectly to form assembled 
structural profile which does not require stapling, nails or other types of fastener. structural profile which does not require stapling, nails or other types of fastener. 

The curved profile of the jigsaw interlocking The curved profile of the jigsaw interlocking 
elements also creates an elements also creates an 
impenetrable barrier that impenetrable barrier that 
water cannot cross in any water cannot cross in any 
way to infiltrate into the wall way to infiltrate into the wall 
underneath.

JIGSAW COUPLINGS
IMPENETRABLE BARRIER TO WATER INFILTRATIONS
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Report Salt Lake City - RVX

Great 
eXperience!
We went to RVX and really enjoyed its new 
format; however, that format is going to 
change for the next RVX. 
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Let’s start with the latest news: the date and loca-
tion for the second RVX show in 2020 that had 
already been announced will change (and possi-

bly, but hopefully not, even the format of the event). 
The next RVX was scheduled for 10-12 March, 2020 at 
the Henry B. Gonzalez Convention Center in San Anto-
nio, but on 4 April, the RV Industry Association Board of 
Directors convened a meeting that voted to not move 
forward with the currently scheduled RVX. We won’t 
know what the ‘version 2.0 concept’ will be until the 
RVIA’s meeting in Washington, D.C. in June 2019 (after 
this edition of the magazine has gone to print).
From our point of view, the first RVX event held in Salt 
Lake City from 12 to 14 March this year, delivered on 
its promise of bringing together all segments of our in-
dustry to highlight and showcase innovative and popular 
products. 
According with the organizers, “a broad consensus of 
attendees and industry influencers agree that RVX suc-
cessfully accomplished its primary goal of providing a 
high-profile, signature media event that celebrated the 
RV industry and outdoor recreation lifestyle”. 
The event brought OEMs, suppliers, dealers, retailers and 
campgrounds together to showcase the latest RV prod-
ucts and celebrate the RV. Attendees from all over the 
world enjoyed over 500,000 square feet of exhibit space, 
featuring over 300 RVs, outdoor and camping products, 
and more. Manufacturers and suppliers showed up in 
a big way with new booths to showcase their latest 
products, and RVX gave dealers another opportunity to 
reload inventory, stock innovative new models, and en-
gage with their supplier partners.
Over 2,200 attendees packed into the “Reveal”, an en-
tertaining and engaging opening session highlighting 
how new products meet the needs of key consumer seg-
ments such as outdoor adventurers, families, tailgaters 
and spare-no-expense travelers. 
Throughout the event, attendees experienced multiple 
education sessions about emerging consumer trends, 
and how the industry can attract millions of new cus-
tomers to the RV lifestyle and convert them into sales.

An interesting formula
At Aboutcamp BtoB, we liked the RVX format very 

much, for several reasons: first of all, by reducing the 
number of vehicles on display and bringing only the real 
innovations, it becomes easier to focus on products and 
really get the latest news. Some manufacturers diligently 
interpreted the new format perfectly, such as Keystone 
RV, which presented some interesting ideas in the Key-
stone Innovation Lab. 
In the following pages, you will see the most interesting 
news and our selection of original or innovative motor-
homes and caravans that we saw at RVX, plus the win-
ners of “The Reveal” which were decided by a special-
ized jury. 
The accessories and components area was particularly 
interesting, with many stands in both pavilions, includ-
ing many European exhibitors. Despite a slowdown in 
sales of RVs in the US, after years of continuous growth, 
everyone at RVX was very positive, with plenty of solid 
business opportunities. The European component man-
ufacturers said they were very satisfied with the fair, even 
though not all decision makers of the market were pres-
ent.
The absence that was particularly noticeable, was that 
of the dealers. Far fewer of them came than expected. 
Perhaps this was because of the dates of the show, as 
according to many, mid-March is already the “kick off 
of the season” and many dealers are already engaged in 
deliveries and sales activities. The organizers said that the 
final audited attendance was 4,104 industry members, 
809 dealers and 239 media. 

Excellent marketing and communication activity
The event organisers certainly earned our appreciation 
for their marketing activities as there was an impressive 
number of journalists, communicators, bloggers and 
influencers at RVX, creating countless opportunities to 
write articles or for social media posts. Earned media im-
pressions (until April 2019) exceeded over 400 million, 
with coverage from the Ellen Show, Backpacker Maga-
zine, Fox & Friends, Gear Junkie, Forbes, Snews, Curbed, 
Motortrend TV and more. In addition, promotional 
Kick-Off to Camping Season pieces, including digital 
and print content, continue to be distributed through-
out the spring and summer months by Go RVing media 
partners. Moreover, during RVX, Go RVing launched an 
unprecedented multi-million-dollar national media cam-
paign to “Kick Off Camping Season”. The campaign, 
which will run also in summer months, will build con-
sumer awareness throughout the high season and drive 
new customers to RV dealer partners across the country.

The new formula
An RV Industry Association member Task Force has been 
identified and selected by the Chairman, Garry Enyart, 
to explore the path forward for the RVX event. The Task 
Force will specifically address how changes to the timing 
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U.S. market report
Last year marked the second highest one on record RV shipments 
for 2018 totaled 483,672 units, a slight decrease of -4.1% from 
2017’s record-setting year.

Year RV Unit 
Shipments

% Change 
from Prior 
Year

RV Retail 
Value 
(Billions)

2018 483,7 -4,1 -

2017 504,6 17,2 20,022

2016 430,7 15,1 17,667

2015 374,2 4,9 16,506

2014 356,7 11,1 15,396

2013 321,1 12,4 12,894

2012 285,9 13,2 10,835

2011 252,3 4,1 9,028

2010 242,3 46,2 8,732

2009 165,7 -30,1 5,152

2008 237 -32,9 8,758

2007 353,4 -9,5 14,504

2006 390,5 1,6 14,732

2005 384,4 3,9 14,366

2004 370,1 15,4 14,7

2003 320,8 3,2 12,058

2002 311 21,1 10,96

2001 256,8 -14,4 8,598

2000 300,1 -6,6 9,529

1999 321,2 9,7 10,413

1998 292,7 15 8,364

1997 254,5 2,8 6,904

1996 247,5 0,2 6,328

1995 247 -4,7 5,894

1994 259,2 13,8 5,619

1993 227,8 12 4,713

1992 203,4 24,6 4,411

1991 163,3 -5,7 3,614

1990 173,1 -7,9 4,113

1989 187,9 -12,9 4,589

1988 215,8 1,9 4,955

1987 211,7 11,5 4,66

1986 189,8 1,6 4,031

1985 186,9 -13,4 3,936

1984 215,7 9,7 4,393

1983 196,6 39,8 3,485

1982 140,6 5,2 1,879

1981 133,6 24,6 1,253

Historical RV Data

Reasons for 
Industry Growth
RVs support a balanced and active life-
style: in a Harris Interactive survey, owners 
reported that RV travel enables them to expe-
rience nature and outdoor activities and enjoy 
quality family time. RVers reported stronger 
bonds with loved ones and benefits to chil-
dren. RVers also cited healthier eating on the 
road, sleeping in their own beds, and having 
their own bathroom facilities as advantages of 
RV travel. 
RV ownership and travel is a great value: 
a 2014 Vacation Cost Comparison prepared 
by PKF Consulting USA showed that a fami-
ly of four can save 27-62% on vacation costs 
by traveling in an RV, even when factoring in 
ownership costs and fuel. For a two-person 
traveling party, savings are 11-48%. Even 
when fuel prices rise, more than 80% of RV 
owners say their RV vacations cost less than 
other forms of travel. 
RVs have uses as diverse as the people 
who own them: in addition to vacation trav-
el, owners use RVs for tailgating, travel with 
pets, business, outdoor sports and other lei-
sure activities. 
Shorter trips closer to home: research 
shows that RVers spend more time enjoying 
campgrounds and less on the road to save fuel 
and time. More than 90% of RVers take three 
or more mini-vacations per year. With more 
than 16,000 campgrounds nationwide, it’s 
easy for RVers to stay closer to home.

Other Factors Behind 
RV Industry Growth
IRS tax deduction: for most RV buyers, in-
terest on their loan is deductible as second 

RV Shipments 
in March 2019 - RVIA
The RV Industry Association’s March survey of 
manufacturers found that total RV shipments 
ended the month with 38,015 wholesale 
shipments, a decrease of (-26.3%) from the 
51,607 units shipped last March.
Towable RVs, led by conventional travel trail-
ers, totaled 33,754 units for the month, a de-
crease of (-25.8%) compared to last March’s 
total of 45,490 units. Motorhomes finished 
the month with 4,261 units, down (-30.3%) 
compared to the March 2018 total of 6,117 
units. - www.rvia.org

home mortgage interest.
RV manufacturers are offering innova-
tive new products that offer an opti-
mal mix of size, amenities and price for 
today’s budget-conscious consumers: 
manufacturers are producing lightweight 
trailers and smaller, fuel-efficient motor-
homes. Green technologies such as solar 
panels and energy-efficient components are 
appearing on an increasing number of RV 
models.
Lifestyle trends continue to spur de-
mand for RVs: RV owners overwhelmingly 
said in recent surveys that their RVs make it 
easier to take more frequent weekend get-
aways or mini-vacations that accommodate 
busy family schedules.
Go RVing ads build demand: the indus-
try’s Go RVing advertising campaign contin-
ues to stoke consumer interest in RVs and 
the RVing lifestyle. The “AWAY” television 
and print ads are appearing on TV and in 
print, and Go RVing is partnering with music 
festivals and sports leagues to expand the 
campaign’s reach. 

components of the RVX show, as well as to 
reach out to dealers and other industry stake-
holders for input and guidance over the next 
few months.
“I’m extremely pleased with the support the 
industry has shown in coming together to 
find a path forward for RVX,” said RV Indus-
try Association Chairman, Garry Enyart. “RVX 
successfully accomplished its primary goal 
of providing a high-profile, signature media 
event that celebrated the RV industry and out-
door recreation lifestyle. This dedicated team 
of industry leaders have a strong desire to ex-

plore options that will bring all segments of 
our industry together in a unified event that 
will highlight the innovation and appeal our 
products bring to the market.”

Exhibitor feedback
“From the intermingling of units and suppli-
er booths, to the inclusion of industry influ-
encers and additional media outlets to reach 
the end consumer, to the push for innovation 
throughout, RVX was a great experience for 
Dometic,” said Vice President of Marketing for 
Dometic, Trey Miller. 

and location of RVX can increase participation 
and unity across all segments of the RV indus-
try. Members of the RVX Task Force include: 
Piar Adams (Airxcel), Jack Cole (Lance), Ryan 
Elias (Triple E RV Brands/Leisure Travel), Bri-
an Hazelton (Winnebago), Troy James (Thor 
Industries), Ellen Kietzmann (Blue Ox), Kevin 
McArt (Forest River), Trey Miller (Dometic), 
Mary Pouloit (Thetford), John Sammut (New-
mar), Dan Shea (Gulfstream), Matt Zimmer-
man (Keystone).
The RVX Task Force’s immediate goal is to col-
laborate together and build on the successful 
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The second Annual Top Tech Challenge 
wrapped up Wednesday night with a vic-

tory for Brandon Galbreath of D&N RV Service 
who took the crown for a second time! NBC 
Auto Racing Analyst and former host of Top 
Gear U.S., Rutledge Wood opened the event 
to a crowd of onlookers packed in to watch 
the best technicians in the industry compete 
in an intense, winner take all, timed challenge 
to diagnose and quickly repair RV parts. Gal-
breath was not only crowned the Top Tech, 
he was presented with a $10,000 grand prize 
for correctly diagnosing and repairing the sab-
otaged equipment in record time! The chal-
lenges tested electrical knowledge, leveling, 
junction boxes, AC electric, furnaces, and re-
frigerators. The finalists were presented with 
statements such as, “Customer states that 
furnaces fan comes on with no ignition,” or 
“Customer states that CFX box freezes ev-
erything, even when set above 32 degrees.” 
From there, the techs were given 15 minutes 

to look at each of the six stations and diag-
nose the fault with the piece of equipment. 
“This year’s Top Tech Challenge has surpassed 
our expectations tremendously. We have a 
great group of expert technicians specializing 
in electronics, hydraulics, leveling and more 
that brought their A-game to the competi-
tion,” said Executive Director of the RV Techni-
cal Institute Curt Hemmeler. “It’s going to be 
hard top the skill-level that was demonstrated 
today.” The competition, sponsored by Airx-
cel, Dometic, LippertComponents, Thetford/
Norcold and Keystone, pit RVDA/RVIA certi-
fies service techs against each other to deter-
mine the Top Tech of the year. All contestants 
diagnosed and solved all six stations earning 
points for using the correct procedures and di-
agnosis. “The multi-step processes that these 
technicians walked through to determine the 

Brandon Galbreath defends his title, crowned Top Tech for second time

faults with each piece of equipment 
was extraordinary,” said Hemmeler. 
“Putting the knowledge that they pos-
sess into practice in front of a crowd 
of onlookers while a clock was count-
ing down is a tremendous amount of 
pressure. I would like to congratulate 
all of them for the expertise that they 
demonstrated today.” Hemmeler high-
lighted that it is absolutely vital that 

we, as an industry, have talented and trained 
RV technicians with the ability to understand 
a wide range of complex equipment and trou-

bleshoot a multitude of possibilities. The RV 
Technical Institute is excited about bringing 
more technicians into the field that can quickly 
service our customers. “The goal of this event 
is to raise awareness about the RV technician 
career and spotlight how important they are 
to the health of the industry,” said Hemmel-
er. “We need to focus on recruitment and 
talent acquisition to the technician career to 
ensure that we can service our customers and 
allow the next generation of RV consumer to 
get out and enjoy the great outdoors in their 
RVs.” Congratulations to all six of the finalists 
who competed in the competition:
• Aaron Bashore - Shoemakersville, Pennsyl-

vania - Shop Foreman/Lead Tech at Tom 
Schaeffers Camping and Travel Center

• Brandon Galbreath - Top Tech Champion - 
Joppa, Alabama - Service Tech at D&N RV 
Service

• Thomas Gordon - Ocala, Florida - Shop 
Foreman/Lead Tech at Ocala Camping 
World

• John Larson - Minden, Nevada - Owner/Op-
erator at Nevada Mobile RV Service

• Chris Page - Prescott, Arizona - Service Tech 
at Affinity RV

• Bradley Wingfield - Corinth, Texas - Shop 
Foreman at McClain’s RV Superstore

and dealers,” said John Lebbad of Lazy Days. 
“It was a new, fresh and more exciting ap-
proach that the RV industry deserves.”
“RVX promised an innovative new approach 
to build on the awareness of our 50-bil-
lion-dollar industry just in time for the 2019 
camping season to get under way,” said Tim 
Wegge of Burlington RV. “From the opening 
Reveal to the RVX Sales Navigator, the Indus-
try Showcase and the Top Tech Challenge, 
RVX delivered on that promise. RVs and the 
RV lifestyle offer something for everyone and 
now the whole country knows about it.”

“This show forced many companies to get out 
of their comfort zones and take stock of their 
marketing, sales, and product development 
efforts. RVX is not the Louisville show of old. 
This is where B2B shows are heading in all 
leading markets and the RV industry is now 
on or in several respects ahead of the pace,” 
he continued.
“I was very pleasantly surprised with the scope 
and organization of the first RVX,” said Bob 
Cox of Stolzfus RV’s and Marine. “It was time 
very well spent.”
“RVX gave Keystone RV an opportunity to re-

ally focus on the innovation we bring to the 
market,” said President of Keystone RV Com-
pany, Jeff Runels. “We were especially excited 
about the press interest that RVX generated 
and the chance we have to introduce new au-
diences to RVing and Keystone. Overall, it was 
a great three days.” 
“RVX was an exciting and fresh expo that 
brought great attention to our industry and 
should bring a new group of clientele to our 
stores,” said Mike Pearo of Hilltop Camper.
“RVX is clearly positioned as the RV industry’s 
showcase event for OEMs, suppliers, banks 
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Alde International Systems

Brianza Plastica

Can

Carefree

Vitfrigo

Dometic

Eberspächer Filippi 1971

Report Salt Lake City - RVX

OEM suppliers at a glance
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Dekalin

Glomex

Hella

Dexter

Lippert Components

Tecnoform

Thetford Truma
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NASA-inspired design

TAXA Outdoors was founded by Garrett 
Finney, a former NASA architect that de-

sired to make a modern, lightweight, durable 
camper that could fit the whole family. Today, 
TAXA’s lineup features four models, including  
a tow behind rig perfect for any outdoor en-
thusiast. At the RVX show, TAXA showcased 
concept editions of the Mantis, Cricket and 
Tiger Moth. The new Cricket: Overland Edi-
tion is for overland adventures and taking 
people even further off the grid with an ax-
le-less Timbren suspension, a 4 inch lift that 
provides 19 inches of ground clearance and 
the ability to install 33 inch tires to match any 
Jeep tires and rims with the trailer. Inside the 
rig there will be a larger cafe table to accom-
modate all guests and finally a new TEPUI 
awning for more outside shade. Lightweight 
and rugged, Cricket is towable by many 
four-cylinder engines. Cricket has sleeping 
room for two adults and two children. With 
rugged, radial tires and torsion axle, is possi-
ble to tow the Cricket camper anywhere. The 
camper sleeps two adults and two children, 
houses integrated plumbing, and a tow con-
nection recharges battery while hauling so 
caravaners can enjoy 3+ days off the grid. 
Roof rack system, tongue mounted toolbox, 
and bumper steps provide the right storage 
for each piece of gear.

Report Salt Lake City - RVX

Cricket at RVX

Below: Garrett Finney inside a 
TAXA trailer at RVX

Newmar 2020 Super Star

The Newmar 2020 Super Star, which 
made its world debut at ‘RVX: The RV 

Experience’, won the Luxury Living category 
in The Reveal – where the ‘best of the best’ 
RVs were unveiled, chosen by a consum-
er-focused panel of judges. 
Several new features and design elements 
of the Super Star made the judges of the 
Reveal decide it was the perfect RV to spot-
light industry advances in the Luxury Living 
category.
The new features of the 2020 Newmar Su-

per Star include an 
air-ride cab made 
possible by a New-
mar design inno-
vation using the 
Freightliner chas-
sis, a full-wall-slide 
room, taller exterior 
storage compart-
ments and conve-
nient pass-through 
storage at the rear 
of the Super Star. 
It also has a new floor design that elimi-
nates the step between the living accom-
modation and the front cab area. This 
seamless transition is made possible by a 
unique hinged floor that Newmar has de-
veloped specifically for its Super C brands. 
There is also a stronger and more stable 
hydraulic entry step than those found on 
other RVs and the Super Star provides a 
cavernous front cab-over area, for a luxuri-
ously open feel. 
One judge commented that it feels like the 
dressing room for a rock star on tour, or 
the RV of someone who has earned their 
golden years and wants to spend them 
traveling first class. Another judge de-
scribed this RV as a choice for luxury and 
craftsmanship as a “no-brainer”.
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RVX concluded with an evening of cel-
ebration of industry leaders, manufac-

turers and suppliers during the RV Industry 
Awards celebration at The Depot in Salt Lake 
City. The second annual event honored win-
ners of the RVDA’s Dealer Satisfaction Index 

(DSI) Quality Circle Awards, RVBusiness Mag-
azine’s RISE Awards™ for suppliers, the Da-
vid J. Humphreys RV Industry Unity Award, 
the Distinguished Service to the RV Industry 
Award and 40 Under 40 awards. RV Industry 
Association Chairman Garry Enyart opened 
the event noting, “The inaugural event in 
2017 was a resounding success”. “And here 
we are again” he continued “in a new location 
with the same goal.” The RV Industry Associ-
ation’s Distinguished Service to the RV Indus-
try Award is presented to an individual within 
the RV industry who has set himself or herself 
apart by outstanding service. Last night, that 
honor went to the association’s own Vice Pres-
ident of Standards Bruce Hopkins. Hopkins 
is considered to be the “godfather” of the 
standards and inspection program and was 

RV industry gathers to honor titans of industry 
for second annual RV Industry Awards celebration

the driving force behind the nationally harmo-
nized RV standards that are used across the 
country. The David J Humphreys RV Industry 
Unity Award was established by the RV Indus-
try Association and RV Dealer’s Association 
to recognize an individual who continuously 
strives to encourage the multiple constituen-
cies of the RV industry to work collectively 
for the growth and betterment of the indus-
try. Last night, that honor went to former RV 
Industry Association Chairman of the Board, 
Bob Parish. RVBusiness Magazine Partner 
Gregg Fore presented the supplier focused 
RISE awards. “RISE stands for Recognizing 
Innovation & Supplier Excellence,” said Fore. 
“And that, quite simply, was our goal for the 
RISE Awards.” Nearly 70 entries were received 
for RVBusiness’ RISE awards with the ultimate 
honors going to: 

OEM Category
FREEDOM eGEN Lithium Ion System by 
Xantrex, a division of Mission Critical Electron-
ics recognized for the fully integrated system 
offering reliable AC and DC power to run an 
air conditioner and other high-power loads in 
all climate conditions, as well as precise bat-
tery management for accurately charging lith-
ium ion batteries from multiple sources. 

Aftermarket Category
VarioHeat by Truma Corp. - The VarioHeat fea-
tures silent operation and intelligent fan con-
trol, and is equipped with a three-stage burn-
er system and special night mode. Judges said 
the VarioHeat will “revolutionize the process 
of heating recreation vehicles with amazing 
efficiency”.

RVDA President Phil Ingrassia announced the 
Quality Circle Awards to RV manufacturers 
that achieve the highest rating in the annual 
RVDA Dealer Satisfaction Index (DSI) Survey. 
The results of the 25th Annual survey reflect 
almost 2,400 individual brand evaluations 
from 525 U.S. and Canadian dealers and mea-
sures reliability/quality, parts support, warranty 
support and sales. The survey aims to foster 
better communication between the dealer 
and manufacture by identifying the issues 
that each brand faces daily. All of this year’s 
winners received a rating of 4.25/5 or higher 
for overall dealer satisfaction. RV Industry As-
sociation President Frank Hugelmeyer closed 
out the event with the recognition of the 
industry’s 40 under 40 winners. Hugelmeyer 
said, “Fresh ideas and new approaches to our 
industry is what will continue to help us grow. 
This is the exact reason why last year the RV 
Industry Association launched a program to 
identify future leaders in our industry, the 40 
Under 40.” 

RV Industry Association President Frank 
Hugelmeyer with Vice President of Standards 
Bruce Hopkins and Chairman Garry Enyart

SylvanSport VAST

VAST is the first travel trailer from indus-
try innovator, SylvanSport. It reimagines 

the design, the engineering methods and the 
overall construction process. The end result is 
a breakthrough new RV that truly opens up 
to the great outdoors. Spacious interior includes 
comfortable lounge area, bathroom and kitchen. The 
all new SylvanSport VAST was designed for adventure travelers 
and campers who want to bring all their toys without sacrificing 
one thread count of comfort! It features breakthrough simplicity for 

gear hauling, two 
queen-size beds, 
an amazing pat-
ented indoor/out-
door kitchen and 
a luxurious show-
er. The integrated 
side-mount rack 
system simplifies 
loading any style 
kayak, paddle-
board or canoe at 

arm’s length. Spacious lounge seating slides 
forward to create secure interior cargo area 

for bikes and other gear. VAST won the Reveal 
Spotlight in the Outdoor Adventurer category.Judges de-
scribe it as “a new adventure-hungry Travel Trailer with an 
ingenious design that makes it easy to pull anywhere. The 
SylvanSport heritage is easily traced back to its founder’s or-

igins in the outdoor gear industry. It is designed for adventure 
travelers and campers who want to bring all their toys without sacri-
ficing one thread-count of comfort! And 
the durable choice of fabrics 
means it’s got comfort 
that’s built to 
last. Like a 
Swiss Army 
Knife, it’s incredible 
what they can fit into such 
a small space. Even with a 
full load of toys in back, the 
lounge remains fully func-
tional during the journey.”
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The RV Women’s Alliance officially 
launched on Wednesday night as more 

than 200 women and men came out to cele-
brate the new group during RVX. Attendees 
heard from President Susan Carpenter and 
Vice President Jordyn Foos on the signifi-
cance of the new group and what the group 
hopes to accomplish. “With over 30 years 
in this industry, it is really exciting to finally 
be launching this important group,” said RV 
Women’s Alliance President Susan Carpenter. 
“Anyone in the room tonight could see how 
much we all care about the impact women 
are making in our industry and how ready we 
are to empower each other.”

“It has been amazing how many companies 
have stepped up to support this new group,” 
said RV Women’s Alliance Vice President 
Jordyn Foos. “This launch event would not 
have been possible without their generous 
support.” Due to technical difficulties, Debo-
rah Gardner was unable to give her keynote. 
Instead, Deborah will be giving the first ever 
RVWA Webinar soon on 10 Things Women 
Need To Give Up To Be Successful. The RV 

RV Women’s Alliance Of-
ficially Launches At RVX

Women’s Alliance was formed last fall with 
the mission to bring together a diverse group 
of extraordinary women and men from 
across the RV Industry who, through social 
and educational programs, mentorship and 
networking opportunities, are inspired and 
empowered to realize their individual poten-
tial, enhance their career experiences and 
create opportunities for the next generation 
of women leaders.

Report Salt Lake City - RVX

Environmentally conscious SONIC X concept debuts with carbon fibre body and 
1000W of solar power

KZ Recreational Vehicles (KZ RV), a subsidiary of Thor Industries, 
which makes travel trailers, fifth wheels and toy haulers, has 

launched its Sonic X concept prototype at The RV Experience (RVX), 
featuring forward-thinking design and environmentally-conscious 
features such as a weight-saving, carbonfibre body, and solar panels 
producing 1,000W of power. KZ RV says the Sonic X concept proto-
type showcases how new designs and technologies are influencing 
modern RV development, and is the industry’s first self-sustainable, 
lightweight RV. Power from the roof-mounted solar panels can be 
stored in its nine Lithium-ion batteries. Additionally, the Sonic X utiliz-
es a Secondary Infinite Water System (S.I.W.S) with a heavy-duty wa-
ter pump, 25-foot hose and water filtration, so it can be connected 
to fresh water sources such as a stream, river or lake, and can store 

up to 100 gallons of water. The trailer is also equipped with deep-tint-
ed frameless windows to provide an ultraviolet (UV) barrier from the 
exterior to the interior, Chroma coated roller shades to reduce heat 
penetration through the windows, interior and exterior LED lighting, 
2- 900 CFMS power fans and 2-20# LP tanks with auto-changeover. 
To build the frame of the trailer, KZ RV used a process called HUCK 
bolting, which is five times stronger than welding, further reinforcing 
the trailer’s durability. The Sonic X RV has been selected by a panel of 
industry leaders at the Reveal. “We are committed to protecting the 
environment so we set out to develop a concept that reflected one 
of our core brand missions,” said Aram Koltookian, President of KZ 
RV. “When developing the Sonic X, we wanted to build the ultimate, 
self-sustainable RV that is both durable on the outside and features a 
modern interior for today’s lifestyle.”
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Keystone LoadSafe 
on-board weighing 
and iFlex Smart Ryde 
air suspension systems

LoadSafe is the towable RV industry’s first on-board weighing sys-
tem and is designed to give owners a more convenient, more 

accurate, and safer way to tow their loaded RV. LoadSafe technology 
dynamically measures the vehicle’s loaded weight at each axle and at 
the hitch pin, providing owners with instant feedback through the 
iN-Command Control System with Global Connect interface. “When 
considering a fifth wheel purchase, some customers can be nervous 
about towing 17,000 pounds confidently. Right now, weighing your 
loaded RV prior to each trip is a lengthy, multi-step process. We saw an 
opportunity to make that process easier and more convenient,” said 
Mark Bullock, SVP of engineering at Keystone. Tim Markel, general 
manager for Keystone’s Fuzion and Raptor toy hauler brands, added 
“There is also a massive trend of RV owners who want to travel with 
dirt bikes, side-by-sides, ATVs, even golf carts. This puts an additional 
responsibility on the owner to make sure they aren’t putting their RV 
in an overload or unbalanced load situation. With every trip, its im-
portant for owners to check their unit’s carrying capacity, understand 
the weight of distribution their load, and do the math. The LoadSafe 
technology would be a terrific advantage for owners to get on the 
road quickly and confidently”. Keystone project engineer, Jon Brock, 
sees the potential for this technology to become an industry safety 
standard, “As with anti-lock brakes, air bags, and back-up cameras 
in automotive, LoadSafe has the potential to be breakthrough safety 
technology for the RV industry”.

iFlex SMARTryde advanced air suspension system combines the lead-
ing automotive technology of AKTV8 and the suspension expertise of 
MORryde with engineering and technical input from the Keystone. In 
testing, the patented iFlex SMARTryde system provides a smoother 
towing experience and could help protect RVs from excessive road vi-
bration and chatter. “We installed the iFlex SMARTryde on a Keystone 
Raptor toyhauler and subjected it to a rigorous durability test at the 
Navistar Proving Grounds. The test included inverted chatter bumps, a 
resonance road, cobblestone roads, and a slalom course, all designed 
to stress and test the system to its limits. Both the iFlex SMARTryde 

Dometic new IoT solution

Designed to meet RV-C™ network standards, the Dometic IoT 
solution provides SMART technology and intuitive features 

that monitor and control the vital functions of an RV. Flexible 
configurations, allow screens to be placed in strategic areas of 
the RV in any number of groupings (1, 2, 3 or more). With the 
touch of a finger, control the system from the LCD screen or the 
mobile app on a smartphone or tablet.

Never Dump system by Hall Logic

NeverDump utilizes automotive combus-
tion and emissions technology to fully 

evaporate and combust black water. The 
system was designed to drop into existing 
5th wheel and travel trailer designs, requir-
ing very little integration effort from OEM’s. 
NeverDump includes: a buffer tank – ABS 
tank with intake plumbing identical to tradi-
tional black water tanks; a macerator – this 
unit breaks the waste down to allow for eas-
ier flow and injection into the combustion 
chamber; a combustion chamber – where 

the waste comes in contact with red hot 
media so that combustion can more easi-
ly initiate; an aftertreatment – the exhaust 
stream enters a 3 way catalyst, which helps 
ensure that any unburned hydrocarbons, ni-
trogen oxides, and other undesirable prod-
ucts of combustion are broken down before 
proceeding. NeverDump utilizes Hall Logic’s 
smart technology to automatically control 
the system. The unit connects to a smart-
phone app, for advanced user settings, 
overrides, and scheduling.

and the Raptor passed the test with flying colors,” Jack Enfield, MOR-
ryde Sales and Marketing Manager. iFlex SMARTryde system provides 
total control over suspension and leveling functions through a smart 
phone app, on-board touchpad or tablet. With this technology, own-
ers can easily and conveniently change the vehicle ride height to cor-
rectly mate to the truck bed rail height. By lowering the back of the 
unit, the angle of the ramp door can be decreased allowing owners to 
load and unload the 
RV more safely and 
with less effort. iF-
lex SMARTryde can 
even raise one side 
of the vehicle to as-
sist with the empty-
ing holding tanks.

LoadSafe custom unit at RVX

iFlex SMARTryde at RVX



26 B t o B
    

Report Salt Lake City - RVX

The Reveal
The Reveal was the opening session of the show that 
unveiled the best of the best RVs chosen by a consum-
er-focused panel, and streamed online to thousands 
of consumers through Go RVing. Designed to excite 
the market just as consumers are planning their spring 
and summer vacations, The Reveal wanted to drive 
purchasing decisions and growth for the industry.

The doors opened and as attendees walked through a sea of 
lights, the feeling of excitement filled the room as they pre-
pared for the unveiling of nine of the RV industry’s newest 

and most innovative products of the year. The crowd was greeted 
by NBC Auto Racing Analyst and former host of Top Gear U.S., 
Rutledge Wood, before introducing RV Industry Association Presi-
dent Frank Hugelmeyer. Hugelmeyer kicked off the event with an 
optimistic outlook on the state of the RV industry and reinforced 
the importance of using innovation and new consumer trends to 
appeal to the next generation of RV consumers. Research, con-
ducted by Go RVing, shows that 40 percent of the entire U.S. pop-
ulation’s leisure preferences fit the RV lifestyle and there are cur-
rently only 10 million RVers in the U.S., meaning that the untapped 

OUTDOOR ADVENTURE
Cool, rugged with off-road capabilities. Self-contained with the 
ability to haul outdoor gear.

Category Spotlight: 
SylvanSport VAST

Judge’s Choices:
Airstream Basecamp, Forest River No Boundaries, Taxa Tiger Moth, 
Taxa Cricket, Lance 855 Rule Maker

The VAST is SylvanSport’s proposal designed for adventure travelers 
and campers who want to bring all their toys of the trade, with-
out sacrificing comfort. It features breakthrough simplicity for gear 
hauling, two “true” queen- sized beds, a patented indoor/outdoor 
kitchen and a full bath with shower.

FAMILY-FRIENDLY
Multi-generational RV with storage capacity for a family on the 
go. Durable, kid-friendly interior that’s easy to set-up, clean and 
maintain.

Category Spotlight: 
Jayco Eagle HT 264 BHOK

Judge’s Choices:
Forest River Vengeance 385 FK Touring Edition, Forest River Sabre 
Fifth Wheel, Forest River Rpod, Winnebago Outlook, Coachmen 
Catalina 39 RLTS

Jayco’s new bunkhouse sleeps 6 comfortably and features con-
vertible furniture and pass-through exterior storage. Customizable 
upgrades include a fireplace and more residential-type woodwork, 
fabrics, lighting and fixtures, an outside kitchen, hybrid grill and 
rear cargo door with flip up bunk for easy bike or kayak storage.
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market potential is extraordinary. Hugelmeyer continued, noting 
the magnitude an event like RVX will have on the RV industry. 
“RVX isn’t just another trade show renamed. RVX is an integrat-
ed and multi-purpose marketing platform designed to showcase 
the future of RVing, generate greater consumer interest and drive 
dealer sales,” said Hugelmeyer. “If we embrace new ways to build, 
market and service our products, if we support our customers at 
every turn, if we innovate, excite and attract new consumers to 
our diverse outdoor lifestyles, the future of the RV industry re-
mains very bright.” Every aspect was engineered with the goal 
in mind to provide tools to dealers and manufacturers that will 
help continue to expand the RV market and appeal to future RV-
ers. The Reveal was designed to generate maximum exposure for 

VAN LIFE
Van campers designed for the RVer looking for the wanderlust 
lifestyle, going places where others aren’t.

Category Spotlight: 
ModVans CV1 Camper Van

Judge’s Choices:
Winnebago Revel, Winnebago Travato Pure 3, Leisure Vans 2019 
Wonder Rear Twin Bed, Coachmen Galleria 24 A

A cargo van positioned to become the everyday minivan, pickup 
truck or SUV, replacing the need to own a separate vehicle for 
work, life or play. The CV1 features removable, modular compo-
nents that adjust the layout. Based on a Ford Transit chassis, the 
CV1 is affordable, easy to drive and serviceable by any Ford dealer.

CITY ESCAPE
Nimble and maneuverable that’s easy to store in a small space. A 
connected city-dweller looking for an escape from the concrete 
wasteland.

Category Spotlight: 
Leisure Travel’s 2020 Unity Rear Lounge

Judge’s Choices:
Airstream Interstate Nineteen, Forest River Flagstaff Hard Side SE 
Camping Trailer, Venture Sonic, Winnebago Boldt

The 2020 Unity Rear Lounge represents a decade of product im-
provements, setting the stage for a new era of Unity’s. Built on the 
all-new Mercedes-Benz Sprinter 3500 chassis, the Unity features a 
spacious “rear lounge” with residential-like sectional sofa and the 
first RV to feature the all-new Dometic IoT “Smart RV” system.

Frank Hugelmeyer 
President of the RV Industry Association



28 B t o B
    

Report Salt Lake City - RVX

DESTINATION CAMPING
Residential in style with more elbow-room. Campers looking for 
a longer-term RV.

Category Spotlight: 
Forest River - Riverstone Luxury 39 RBFL

Judge’s Choices:
KZ-RV Durango, Winnebago Horizon, Forest River Cedar Creek 
Cottage, Forest River Wildwood Grand Lodge 42DL

TEAM TAILGATE
Designed for the tailgating enthusiast, whether they’re at a big 
game or concert. Featuring prime outdoor living space and en-
tertainment.

Category Spotlight: 
Heartland’s Cyclone Ultimate Tailgate RV

Judge’s Choices:
Coachmen Sportscoach 366BH, Venture RV’s Sport Trek Touring, 
KZ-RV Venom V Series, Lance 1975 Ultra Light Travel Trailer

new, cutting edge products just entering the market, in time for 
camping season. RVX is also the first event in Go RVing’s nation-
wide “Kick off to Camping Season” campaign, an unprecedented 
multi-million-dollar media campaign, conceived to build consumer 
awareness throughout the high season and driving new customers 
to dealerships throughout the country. With those goals in mind, 
The Reveal was born. “Today’s first-ever ’Reveal’ will unveil the 
industry’s best new products, as selected by a panel of consum-
er media and social media influencers, across nine consumer life-
style categories,” said Hugelmeyer. “From outdoor adventurers, to 
families, to tailgaters and spare-no-expense travelers, The Reveal 
highlights how new products meet the needs of these key con-
sumer segments just as they are planning their spring and sum-

mer vacations.” He continued, “RVX presents an opportunity for 
us to highlight our latest and greatest products and to learn about 
emerging trends in the consumer space and how to best engage 
the customer of the future. RVX lines up with new model intro-
ductions in many product categories, and gives dealers another 
opportunity to reload inventory, stock innovative new models, and 
engage with supplier partners. RVX is about growing our industry 
and your business.” Hugelmeyer concluded by officially kicking off 
the event with Rutledge Wood taking the stage to introduce the 
crowd to The Reveal. “It’s not a good time to be in the outdoor 
industry – it’s a great time,” said Hugelmeyer. “Americans love the 
outdoors and RVs are the ultimate mobile solution for the greatest 
mobile generation.”

An RV geared towards the luxury/extended customer featuring 
separated garages to 1 and ½ bath concepts. The redesigned 
front cap sports a large windshield, tri-sofa front living, rear bath-
room with dual vanity sink, half bath off the kitchen with a wash-
er dryer and still has room for a king bed.

Featuring the first ever side patio that sets up with the touch of a 
button, featuring an outside bar, built in kegerator and multiple 
TVs. The interior hosts multiple 55” TVs, a sound system with 8 sub-
woofers and 18 amplified speakers. The ‘garage’ holds a portable 
hot tub that can be moved outdoors. Outside, the full-body paint 
job is complemented by matching underground lighting system.
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LUXURY LIVING
All the bells and whistles, these RVs include upscale amenities for 
the RVer who spares no expense.

Category Spotlight: 
Newmar 2020 Superstar

Judge’s Choices:
Stratus SR261 VRK by Venture, Entegra Coach Cornerstone, 
Crossroads Redwood RV, Forest River Cardinal

ON THE HORIZON
Breaking the mold, these concept RVs are a look at the future of 
RVing.

Category Spotlight: 
Airstream Classic Smart RV

Judge’s Choices:
Keystone Fuzion 427 FW w/Onboarding Weighting system, Key-
stone Raptor 356 w/pneumatic suspension, Winnebago All Elec-
tric Zero Emission, Winnebago Micro Mini Fifth Wheel 2405 RG

The 2020 Super Star will debut at the inaugural RVX event in 
March. This product is a luxury Super C class product with several 
innovations not offered in the market today.

The Airstream Classic Smart RV with all-new Smart Control Tech-
nology, you can control and monitor your RV’s most important 
features and amenities from anywhere — and stay connected to 
the comforts of home, even when you’re far from it. That means 
a more comfortable camping experience every time, everywhere.

SUSTAINABILITY
Eco-friendly with sustainable materials and use of clean energy 
technology for the conscious traveler.

Category Spotlight: 
Winnebago All Electric/Zero Emission

Judge’s Choices:
Taxa 2019 Mantis, Forest River Rockwood Geo Pro, Attitude F35GSG by Eclipse, Forest River Work and Play

Built on a Class A RV platform in either 33’ or 38’ lengths and utilizes Motiv Power Systems’ Ford F53 based EPIC all-electric chassis. Not yet 
designed for general consumer use, the vehicle is best suited for short-range commercial applications like mobile bloodmobiles, clinics, class-
rooms and outreach vehicles. The vehicle houses either six or eight batteries and delivers an expected range of 85 to 125 miles on a full charge.
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The future 
is getting closer
Interview with Ashis Bhattacharya, Vice President, Strategic 
Planning and Development at Winnebago: this iconic American 
RV brand is developing electric leisure vehicles, plus various other 
projects to cover important market niches.

Winnebago, one of the companies 
that have made the history of the 
RV sector, also has a division that 

designs and manufactures special vehicles, 
such as motorhomes for specific needs, and 
others that are not RVs, but which certainly 
relate to the philosophy of living on wheels. 
It has developed a mechanical base with an 
electric motor, usable for various purposes, 
but also motorhomes created specifically 
for people with reduced mobility who use a 
wheelchair.
To discuss the topic further, we interviewed 
Ashis Bhattacharya, Vice President, Strategic 
Planning and Development at Winnebago.

Aboutcamp BtoB: The all-electric, ze-
ro-emission Winnebago is a revolution-
ary prototype. How many miles you can 
it travel at the moment?
Ashis Bhattacharya: It can do between 85 
and 125 miles, but the reason we don’t think 
that it’s a concern is that we’re looking at ap-
plications that don’t need a long range; one 
example of an application for this is a mobile 
blood donation van. It goes from the hospital 
to community centres or schools where they 
are doing blood donations. It stays there for 
7/8 hours and then comes back to the home 
base. With overnight charging, it is ready to 
go again tomorrow. So, we’ve seen plenty of 
applications like this: mobile blood donation, 
mobile city scanners for lung cancer screen-
ing, mobile dentist office, pre-school library. 
These actually don’t need a long distance 
range, so those are the kind of applications 
that we’re looking at in the short term, and 
we’ve many customers for those kind of ap-
plications.

Aboutcamp BtoB: The future is going in 
the direction of electric vehicles, so what 
about the mid to long-term for your ve-
hicles?
Ashis Bhattacharya: With RVs particularly, 
what happens is that because people use 
RVs to go to places which are remote, places 
which are in the forest or in the mountains, 
or places like that, I think we are going to 
continue working to improve battery capaci-
ty. Every year the technology is getting better, 

and the battery is getting to a higher capac-
ity at lower cost, but I think it will still be a 
few years before you have a fully electric RV 
which you can take anywhere. I think that 
it’s still some time away, but maybe there are 
other solutions that we can think of, but we 
have nothing in mind immediately. 
Winnebago has always been a technology 
and innovation leader, so we felt that if elec-
tric vehicles are going to come anyway, we 
should start investigating the technology and 
become a master in the technology. 
Our chassis supplier is a Californian compa-
ny called Motiv. They take a Ford chassis, the 
standard RV industry Ford chassis, they re-
move the engine out of the Ford chassis and 
they put electric drive motors, batteries and 
controls in its place. We have an exclusive 
arrangement with them for the RV indus-
try, and in fact we’ve invested in the com-
pany, and so they can’t work with anybody 
else for the RV application. We think this is 
something we want to continue building on 
and finding different applications for. What is 
also happening is that in the American mar-
ket, many states, particularly California, are 
providing lots of incentives to invest in elec-
tric vehicles. In many cities, particularly city 
centres, they have laws that you can’t keep 
your engine on for hours while you’re doing 
something, so we think that those trends will 
help us as we go ahead to build more appli-
cations; it’s pretty exciting.

Aboutcamp BtoB: The challenge will also 
be to make lightweight motorhomes; 
are you going in that direction with your 
research and development?
Ashis Bhattacharya: Yes, we’re looking at 
various materials. One of the things that you 
will see is that Winnebago motorhomes are 
seen to be very high quality in the industry, 
so we have to make sure that we’re not sacri-
ficing the structural conditions of the vehicle 
and the structural integrity while trying to do 
anything else. I think it’s a really exciting time 
to be in this application area.

Aboutcamp BtoB: Winnebago has a divi-
sion for special vehicles, doesn’t it? 
Ashis Bhattacharya: Yes, we do. This elec-

Focus on Winnebago
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Winnebago All-
Electric Specialty 
Vehicle Honored with 
Sustainability Award
Winnebago All Electric/Zero Emission was 
honored with the Sustainability Award by 
the RV Industry. The 33/38 foot vehicle 
is powered by a Ford F-53 based EPIC 
chassis from Motiv Power Systems. The 
zero-emission vehicle is a platform for 
mobile medical units, mobile imaging ve-
hicles, mobile preschools, bloodmobiles, 
bookmobiles and more. 

Winnebago launched the customizable, 
all-electric offering last year to serve 
communities and organizations looking 
to increase access to services in a cleaner 
and quieter environment. The all-electric 
commercial shell platform is well suited 
for urban and semi-urban short range 
commercial applications, and use cas-
es where idling or running an external 
generator for extended periods of time 
is common, such as mobile medical clin-
ics, bloodmobiles, bookmobiles, mobile 
classrooms, and other mobile activities. 
The all-electric EPIC chassis from Motiv 
Power Systems holds enough charge 
for eight hours of service plus round-trip 
travel to and from its home facility, with 
a range of up to 125 miles. “We’re proud 
to have partnered with Winnebago on 
the electric vehicle,” said Matt O’Leary, 
CEO Motiv Power Systems. “Beyond the 
saved fuel and maintenance savings, the 
electric specialty vehicles support com-
munity outreach goals without the need 
for extended idling, a particular sensitiv-
ity when these vehicles are performing 
medical services including exposing visi-
tors to diesel fume emissions when used 
in the context of lung screening. We 
couldn’t have asked for a better proof 
point for the shift to commercial EVs.” 
Further illustrating the company’s com-
mitment to healthy air, Winnebago also 
joined the American Lung Association as 
a Proud Partner. In an effort to increase 
awareness for clean air and lung health, 
Winnebago will feature the American 
Lung Association Proud Partner logo and 
SavedbytheScan.org information on se-
lect zero-emission vehicles and via the 
company’s digital networks.

tric vehicle is part of a bigger division we 
have called “Speciality Vehicles”. That is re-
ally unique because Winnebago has been 
building these speciality vehicles for 40 years. 
What we do is we take the shell of an RV and 
we industrialize and commercialize that shell, 
so, for example, we have a bigger air condi-
tioning unit, bigger generator, and the floor-
ing is stronger, so that you can do mobile 
medical or other applications. In this division 
we’re also doing the wheelchair accessible 
RV. That is a new launch we’ve done this year 
as well, and again, this is something we’ve 
been doing for 40 years. But what we want 
to do now is have everything custom-made, 
so if you have a need you come to us and we 
will design an RV. This one is standard, so you 
can go to a dealer and buy it from there. It 
will be like a regular RV that you just can buy 
and take with you.

Aboutcamp BtoB: Did you investigate 
this wheelchair accessible market? Is it a 

big market for Winnebago?
Ashis Bhattacharya: Yes. In the 
U.S. we have seen, and I have seen 
this in Dusseldorf as well by the way, 
there are about five million people us-
ing wheelchairs, there are another 11 
or 12 million who have some difficulty 
with movement, and there are plenty 
of people who’ve been asking for this 
for a long time. So, as an example, 
there is a family, a couple who already 
have an RV and they have been RVing 
for a long time: one of them has some 
problem and they need to get a wheel-
chair, but they don’t want to give up the 
RVing lifestyle; so, now they can take this 
RV and they continue. And there are many 
young people who are either born with 
some condition, or people who have had 
accidents, or something has happened, so 
we see many applications and many peo-
ple who’ve been asking for this, so we think 
that it’s going to sell well in the market.

Aboutcamp BtoB: Have you only devel-
oped one model like this?
Ashis Bhattacharya: There are three. Two of 
them are 30ft and one is 34ft. If you look at 
the wheelchair lift that we have, it can take 
500kg, so it’s a really solid lift. Fitting it into 
a smaller vehicle is more difficult, because of 
the way it comes out and up, and then a door 
comes in front of it, so it’s a very strong lift. 
Sometimes, when people are in the wheel-
chair they might also need to have oxygen 
and breathing apparatus, and the chair itself 
is also heavy. We want to make sure that the 
person, plus the chair, plus any equipment 
they need is 500kg or less, which is ok, we 
can do that. We’ve also designed the lift so 
that the person in the wheelchair, as long as 
they can use one hand, can operate it them-
selves, so they don’t need a second person to 
operate it. And we’ve completely redesigned 
the interior.
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Aiming to bring greater freedom and 
comfort to people traveling in wheel-

chairs or with limited mobility, Winnebago 
has launched three accessibility-enhanced 
motorhomes, the Intent 30R AE, Adven-
turer 30T AE, and Forza 34T AE. The new 
wheelchair-friendly models, based on the 
company’s 40 years of experience customiz-
ing its models for customer accessibility, are 
available in three standardized floorplans 
that include the most commonly requested 
options. The standardization of floorplans 
aims to make the accessibility option more 
visible to customers, as easy to purchase as 
a standard Winnebago, as well as provide 
economies of scale to help reduce costs to 
customers over time. “Before our accessibil-
ity-enhanced Winnebago, the thought of 
going on vacation was more stressful than 
just staying at home,” said Mike Freeman, 
Winnebago Forza 34T owner. “Most peo-
ple take for granted the ability to hop in a 
car, plane, train at will to take a vacation, 
visit friends and family, or explore a new 
destination. Our accessibility-enhanced RV 
has opened up a wider and richer world for 
our whole family and even makes day trips 
easier. We can leave the house with confi-
dence, and excitement, rather than anxiety 
and stress. I hope more people like us will 
discover their freedom and adventure with 
Winnebago’s new offerings.” According to 
the U.S. Census Bureau, 2012 report, there 
are around 3.6 million people over the age of 
15 who use a wheelchair, with an additional 
11.6 million people using a cane, crutches 
or walker to get around. To serve these large 
markets, Winnebago goes beyond offering 
customers a sense of travel and adventure 
with an accessibility-enhanced motorhome. 

These vehicles re-
duce the need for 
extra planning 
related to out 
of town or local 
travel, provide 
more options for 
service animals, 
and give owners 
comfort in know-
ing they’ll always 
have a wheel-
c h a i r - f r i e n d l y 
bathroom and 
sleeping arrangement. Customers inter-
ested in purchasing a Winnebago Accessi-
bility-Enhanced RV can choose from three 
standardized floorplans available for the 
Intent 30R AE, Adventurer 30T AE, and 
Forza 34T AE. These floorplans feature the 
most common customization requests, in-
cluding: platform wheelchair lift with an 
800-pound lifting capacity; powered roll-up 
lift door, with wall-mount and key-fob re-
mote controls for wheelchair entry and exit. 
Expanded hallway and bathroom areas for 
greater accessibility featuring: large roll-in 
shower with an assist bar and available fold-
ing bench seat, with extended lever faucet 
controls and adjustable shower head; raised 
toilet with assist bars; roll under sink; elec-
tric adjustable queen bed; thermostatically 
or remote-control roof vents; wall-mounted 
light and generator switches; lower instal-
lation of the systems monitor panel; op-
tional 6-way power transfer seat; optional 
lower microwave placement. Beyond these 
standard options, further customization on 
a Winnebago Accessibility-Enhanced RV is 
available, including bed and toilet height 

Winnebago launches new 
wheelchair-friendly RV collection

specification, placement of handrails, ceiling 
track system installation for mobility with-
out a wheelchair, specific furniture require-
ments, cabinetry, and aesthetic changes.

Focus on Winnebago
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While at RVX: The RV Experience, Aboutcamp BtoB had the opportunity to interview the new Presi-
dent and CEO of Kampgrounds of America, Inc. (KOA), Toby O’Rourke, who leads the world’s largest 
system of private campgrounds with 518 franchised and company-owned locations across North Amer-
ica and Canada.

Words Antonio Mazzucchelli and John Rawlings

Outdoor experience system

People Toby O’Rourke

Toby O’Rourke joined KOA in 2011 and 
moved through a range of management 
positions before being promoted to the 
position of President in 2018, and Presi-
dent and CEO of KOA in March 2019. She 
is a mother of two young children and is 
passionate about engaging families in the 
outdoors. She and her family enjoy hiking, 

fishing, visiting national parks — and of 
course camping.

Aboutcamp BtoB: Can you tell us about 
KOA?
Toby O’Rourke: KOA is Kampgrounds 
of America, and we’ve been around since 
1962. We are actually the world’s largest 

network of campgrounds. We have 518 
parks between the US and Canada, and 
we are always growing. We added 16 new 
conversion campgrounds last year and an-
other big change that is happening with us 
right now is building of new campgrounds, 
which hasn’t been a trend for quite a while. 
We have 13 new contracts in place for 
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new campgrounds to be built and that’s 
happening across the board with private 
campgrounds. A lot of money is coming in 
to camping right now, either reinvestment 
in current parks and improvements or addi-
tional, new campgrounds.

Aboutcamp BtoB: Does KOA own all 
these campgrounds?
Toby O’Rourke: We are a franchise system, 
so of the 518, we own 31 parks corporately, 
and then the rest of them are franchised, so 
those are privately owned and operated and 
partnered with KOA.

Aboutcamp BtoB: Why would a camp-
ground choose to join your franchise?
Toby O’Rourke: I think people join a brand 
franchise system for various reasons, one of 
which has to be marketing. As our brand has 
been around now for 57 years, it has a lot 
of brand awareness and people have grown 
up seeing KOA signs all over the country, so 
we inherently have that built-in. We invest 
a lot of money in marketing. We are very 
focused on digital marketing driving people 
back to our website (koa.com), so for a lot 
of people wanting to join the franchise it 
is because they know when they join KOA 
they have a built-in system of people who 
are looking for them and finding them on-
line. The minute they come on to koa.com 
their phones start ringing off the hook and 
they start getting online reservations, so 
that’s one reason. Two: we have technology; 
this is a factor for us. We have a proprietary 
campground management system that ev-
ery park uses and that gives them access to 
all our customer data across our system, so 
because we have all of our parks using the 
same software system we are able to know 
a lot of information about what’s happen-
ing and help owners. We know how each 
campground’s priced, regardless to other 
ones, or next to other ones in the region, 
and we can help them understand travelling 
trends of campers, and we can understand 
all sorts of stuff because of the power of 
our data. Lastly, it is services and support. 
As a franchise system, we have a lot of ser-
vices in place, like training programmes that 
train managers and owners, we have an on-
line training programme for people to train 
their staff, we’ve got help with them finding 
‘work campers’ we call them, so help on the 

At the RVX: The RV Experience show in Salt 
Lake City, Kampgrounds of America (KOA) 
it launched its www.campthefuture.com 
project - its vision of how a campground of 
the future could look.
To make it realistic, KOA set its Camp-
ground of the Future just 11 years ahead, 
in 2030, and chose five different campsite 
themes: forest, coastal, desert, mountain 
and urban. 
It started the project by asking some key 
questions, such as: What would the next 
generation of recreational vehicles be like? 
How can campgrounds better integrate na-
ture into the outdoor experience of a camp-
ground and still be ecologically responsible? 
How could we bring people together to 
share everything the campground of the 
future has to offer? 
The KOA got some great ideas for its camp-
ground of the future from its own regular 
research of the experience its customers 
have had at its campgrounds, and what 
else they would they might want or need 
in the future.
The dedicated website, www.campthefu-
ture.com, visually brings each of the camp-
ground themes to live with images and, for 
an even better insight, it also has VR capa-
bility (Virtual Reality).

New technology features strongly in the 
campground of the future project, with 
campgrounds able to have automated 
check-in processes and RV power/charging 
facilities, improved connectivity to social 
media, and automated voice command 
technology for ordering services, such as 
signing up for experiences or delivery of ne-
cessities such as firewood. 
Each theme of campground of the future 
tries to enhance the outdoor experience in 
line with each environment. For example, 
the coastal theme brings people as close 
to water as possible, including camping 
on and under the water in special cabins, 
while the urban campground could utilise 
a smaller urban campground footprint by 
taking advantage of building rooftops to 

KOA’s project
‘Camp the Future’

extend the camping experience.
“The day is quickly coming when self-driv-
en recreational vehicles will arrive at camp-
grounds, park themselves in pre-selected 

campsites and immediately allow guests to 
begin immersing themselves into the out-
doors,” said Toby O’Rourke, President of 
KOA.

Several of the features at 
the Campground of the 
Future already exist and 
are being actively tested on 
KOA campgrounds. For ex-
ample, the Tucson/Lazydays 
KOA Resort in Arizona has a 
massive Solar Parasol struc-
ture that covers two acres 
of RV sites and supplies 
more than enough power 
for the campground, while 
providing partial cooling 
shade for the RVs parked 
beneath it. 
KOA’s Campground of the 

Future project is ongoing. It will keep ask-
ing its campers and RV manufacturer and 
dealer partners for their input, and hopes 
to see as many of these new features on its 
campgrounds as soon as possible.

Virtual Reality experience of “Camp the Future” 
project at RVX
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park. We’ve also got people who can help 
them design campgrounds to help if they 
are doing remodelling or additional sites, so 
it’s just a whole range of support and ser-
vices for them to help them in their jobs. 

Aboutcamp BtoB: Can all campgrounds 
join KOA, or do you have some standard 
requirements?
Toby O’Rourke: We do have requirements, 
and certain things every KOA has to have. 
Sometimes we will like a park and like the 
location but we didn’t mutually agree to do 
business together because they have cer-
tain things they need to add to the park to 
become a KOA. Every campground is also 

guaranteed a territory, so an exclusive area 
where we can’t put another KOA in, so as 
long as the park that wants to become a 
campground isn’t within that territory then 
we are able to make that happen.

Aboutcamp BtoB: Is KOA only in North 
America?
Toby O’Rourke: KOA is in North Ameri-
ca and Canada. We used to be in Japan a 
long time ago, and we used to have camp-
grounds in Mexico, but we are just in the 
US and Canada right now. We haven’t really 
focussed on international expansion at this 
time.

Aboutcamp BtoB: Do you also have mo-
bile homes on your campgrounds?
Toby O’Rourke: Yes, we do; 85 percent of 
our camper nights are RVs, so the majority 
are RV sites, but every KOA has tent sites. 
Tenting is a big deal: 60 percent of all camp-
ers are tenters in the United States, and also 
park models, or deluxe cabins as we call 
them to the consumers, and we also have 
camping. Some flex cabins are nice because 
they have bathrooms and kitchens – all the 
nice amenities of home. We also have a 
product called ‘camping cabins’ which are 
no bathrooms, a little more bare bones, but 
they have been in the system for a long time 
and people really like them.

Aboutcamp BtoB: Have you embraced 
the glamping trend?
Toby O’Rourke: Yes, we have. Glamping is 
definitely hitting America and it’s been be-
coming a bigger deal. We have 84 camp-

grounds in the system that have put in some 
sort of unique accommodation, so they’ve 
got tipis, canvas tents, yurts, or treehouses, 
and that’s definitely increasing in popular-
ity and, like I said, about a quarter of our 
campgrounds have some sort of unique ac-
commodation.

Aboutcamp BtoB: Can you tell us more 
about your ‘campground of the future’ 
project?
Toby O’Rourke: This was a project we 
started a few months ago to really start to 
look at what we do now and then how that 
might advance. We picked the year 2030, 
so not that far in advance. We’re looking 
at current, modern campsite design but 
taking in to account how technology will 
change and how consumer expectations 
will change. We looked at things like en-
vironmental impact, health and wellness 
trends, and then we just made this virtual 
reality model, so you could go to https://
campthefuture.com, and you can view it on 
a computer or you can view it on a headset 
or Google cardboard and look at in VR, and 
we have mountain, urban, desert, ocean 
and forest environments. Within this you 
will see a variety of concepts; for example, I 

was talking about environmental earlier, so 
you’ll see a lot of solar integration around 
the park, and we’ve also played with how 
technology might compliment the experi-
ence in the future, so we have interactive 
kiosks that could connect you to the camp 
post, delivery bots or drones for things 
like firewood, and we’ve got a concept 
of something called a ‘powerpad’ which 
doesn’t exist anywhere that I know, but you 
can drive your RV right on to the pad and 
it will charge the RV instead of having to 
plug-in. We played with connecting people 
to nature as best as possible, so we’ve got 
underwater cabins in the ocean, and main 
buildings and cabins that have a lot of glass 
with a concept that this is opaque so you 
can be connected right in to nature and the 
outdoors experience, but you can darken 
them when you want more privacy or at 
night. We had some fun and put some RV 
sites on the sides of mountains, again I think 
that would be pretty hard to do but in the 
future that might be very possible in a way it 
could be very integrated in to the landscape 
as much as possible.

Mrs. O’Rourke (on the left) in conversation 
with our editor in chief.

People Toby O’Rourke
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SCALABROS IS THE SPECIALIST MANUFACTURER FOR 

CUSTOMIZED SUNSHADES 
WITH TOP ITALIAN QUALITY AND DESIGN

Scalabros is specialised in the
customisation of the dimensions of its 
sunblinds for the serial production of industrial 
vehicles, RV and caravan in general.

Scalabros is specialised in the
customisation of the dimensions of its 
sunblinds for the serial production of industrial 
vehicles, RV and caravan in general.

Scalabros is specialised in the
customisation of the dimensions of its 
sunblinds for the serial production of industrial 
vehicles, RV and caravan in general.

Scalabros S.r.l. - Via Caduti di Sabbiuno, 83/C - Loc. Bazzano
40053 Valsamoggia (BO) Italy - phone +39 051 832587

M A D E  I N  I TA LY
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C ompany news Truma

Over the last 70 years, Truma has been a pioneer in making leisure 
vehicle accessories to improve the experience and convenience 
for the end user. It has become a market-leading specialist using 
its decades of expertise to develop an increasingly wide range 
of caravan and motorhome accessories, and has also embraced 
the latest technology to make life even easier for caravan and 
motorhome users all over the world.

Truma: 70 years 
of innovation

Words John Rawlings

Truma is proudly celebrating its 70th 
anniversary in 2019. The impact its 
heating, air conditioning, hot water 

and manoeuvring products have made on 
the comfort and convenience of leisure ve-
hicles around the world in the last 70 years 
is undeniable. This international success is 
an incredible achievement for a compa-
ny that was founded by a man after he 
produced a humble gas lamp to combat 
the regular power cuts in Germany after 
the Second World War. Although Truma 
is now a globally recognised brand by 
consumers and OEMs in the leisure vehi-

C ompany newsompany newsompany news TrumaTruma
1949
How Truma started
Philipp Kreis had a language school in Mu-
nich, but because of the power cuts Ger-
many was expe-
riencing after the 
Second World War, 
he had the idea to 
develop a gas lamp 
so he could still 
run lessons in the 
evenings. The gas 
lamp proved a suc-
cess, and he soon 
had to increase 
production to meet 
demand. In 1949, 
on 27th October, 
Philipp Kreis offi-
cially founded his 
company – Truma.

1960s
Heaters fuel growth
The 1960’s were an important period for 

i n n o v a t i o n , 
growth and 
success for Tru-
ma, as caravan-
ning became 
more popular 
in Europe and 
it established 
its first sales 
networks. This 
decade saw 

the introduction of heating and hot water 
products which have become a core part of 
Truma’s business. By 1961, Truma had ex-
panded and needed to move to larger prem-
ises, still in the Munich area. It saw the birth 
of the Truma logo (with circle and flame) that 
is still used today. In the same year, the first 
Tr u m a - m a t i c  
heater was 
launched, which 
is recognised as 
the first official 
caravan heater. 
Six years later, 
Truma intro-
duced the first 
S-heater with its 
S-shaped heat 
exchanger.

1950s
New products and Truma’s first patents
Truma started developing and patenting more 
products in the 1950’s. This started on 10 No-
vember, 1950, with the patent for the Truma 
Gasleuchte (gas light). Truma only had a work-
force of 12 people and Philipp Kreis’s fellow 
language teachers were now working as de-
velopment or assembly staff at Truma.

cle sector, few people probably know the 
name of Philipp Kreis who founded the 
company, or that he named it in honour 
of the U.S. President Harry Truman be-
cause of his role in helping rebuild Ger-
many’s industry after the war. Now the 
facts speak for themselves: 820 employees 
worldwide; subsidiaries in UK, Italy, Swe-
den, China, USA and Australia; and over 
six million S-heaters produced since 1961. 
And Truma is still a family-owned business, 
now managed by Philipp Kreis’s grandson, 
Alexander Wottrich and the second, exter-
nal CEO, Robert Strauß.

Alexander Wottrich

Philipp Kreis
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contacts

2010s
Innovation and 
celebration
There has been fur-
ther international ex-
pansion for Truma in 
recent years, with the 
founding of subsid-
iaries in Scandinavia, 
USA and China. This 
decade has also seen 
changes in the man-

agement of Truma with grandson of Philipp 
Kreis, Alexander Wottrich, taking over as 
Technical CEO. Of course, product devel-

opment never ceases, and this decade 
has been busy with many launches and 
innovations, such as: the Truma crash 
sensor gas regulators for safety when 
using the heater on the move; the first 
roof-mounted Aventa air conditioning 

system; new versions of the legendary 
S-heater range with new standards of per-
formance and convenience; and a new Tru-
ma Mover XT for ultra-precise manoeuvring. 

1970s
Rapid expansion and recognition
Truma’s achievements were recognised 
when Philipp Kreis was awarded the Order 
of Merit of the Federal Republic of Germa-
ny for his pioneering work. He introduced 
further initiatives in the 1970’s, including 
Truma’s own mobile customer service tech-
nicians who were able to support customers 
by visiting them at their home or at camp-

sites in Germany. 
New products in 
the 1970’s includ-
ed the Trumatic E 
electric heater and 
Truma Therme to 
bring hot water to 
caravans and mo-
torhomes for the 
first time.

1980s
Evolutionary changes

Throughout the 
1980’s Truma 
consol idated 
on its success 
and evolved its 
products and 
business to 
achieve further 
success. It start-
ed the decade 
by introducing 
a Truma gas 
boiler which 
meant people 

could now enjoy a hot shower in their leisure 
vehicles. It also brought Truma’s production, 
engineering and administration together in a 
prestigious new building in Putzbrunn (near 
Munich), modernised its production facilities, 
and opened a new cold chamber for testing 
even large motorhomes in severe conditions. 
By 1988, Philipp Kreis was reaching retirement 
and stepped aside for his daughter, Renate 
Schimmer-Wottrich to take over the manage-
ment of the company – which she did very 
successfully as Managing Partner for the next 
20 years.

1990s
Innovation and 
diversification
Truma contin-
ued to grow and 
diversify in this 
decade, with fur-
ther extensions 
to its premises, 
network and 
product range. 
Significant events were the introduction of 
the new Trumatic C combined heater and 
hot water unit in 1994, the founding of a 
Truma subsidiary in the UK in 1997 and the 
acquisition of Alde, the Swedish hot water 
and heating manufacturer. By the end of 
the decade, Truma had diversified into two 
new product areas with the introduction of 
its first air conditioning system and a mo-
tor-mover to make manoeuvring a caravan 
simpler for all ages.

2000s
International expansion
Truma’s expansion continued internationally 
in this decade with Truma Italia founded in 
2007 and an office set up in China in 2008. 
The decade started with Renate Schim-
mer-Wottrich being awarded the Cross of 
Merit in 2003 for her 
entrepreneurial and 
charitable achieve-
ments, before resigning 
from the management 
board in 2008 to take 
over as chairwoman of 
the advisory board. In 
2005 the Truma Tech-
nology and Innovation 
Centre opened with 
two new cold and cli-
mate chambers and 

a state-of-the-art 
test facility for air conditioning systems. Tru-
ma continued to improve its products and 
introduced the Truma Combi heater in 2007, 
which proved a significant success as the 
most compact and efficient of its kind.

Truma has also embraced the new digital 
world with, in 2015, the award-winning iNet 
System which introduces the convenience 
of being able to remotely control the Truma 
Combi heating and air conditioning systems. 
More recently this has also been expanded to 
include Truma LevelControl, to always be able 
to see how much gas is left in the cylinder. 
Truma – 70 years of tradition, 70 years of in-
novation.

Renate Schimmer-Wottrich

agement of Truma with grandson of Philipp 
Kreis, Alexander Wottrich, taking over as 
Technical CEO. Of course, product devel

opment never ceases, and this decade 

mate chambers and 
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We met Fred Bentley, President and Chief Executive Officer of DexKo Global, in Salt Lake City. Our 
interview turned out immediately to be very concrete and the US manager presented his vision of to-
day’s and tomorrow’s markets in great detail, illustrating the strategies of the DexKo Group.

The floor to Fred Bentley

A global leader 
at the helm 
of a global company

Fred Bentley (53) has held the position of 
President and Chief Executive Officer of Dex-
Ko Global since January 2016. He oversees 
the Dexter Axle and AL-KO Vehicle Technol-
ogy global operations. Additionally, he start-
ed serving on Dexter’s Board of Directors in 
2014. Mr Bentley has significant experience 
running global operations and growing busi-
nesses while working with world-class compa-
nies. Prior to joining DexKo, he was the CEO 
of Maxion Wheels, a $2.4 billion global au-
tomotive equipment supplier and the world’s 
largest wheel company. He oversaw the $1.2 

billion European operation and lived in Ger-
many for three years prior to becoming CEO 
of Maxion. He held the position of COO and 
President of International Operations of Hayes 
Lemmerz, leading the company’s sale process 
(to Maxion) and the divestitures of non-core 
businesses while significantly globalizing the 
core business. Prior experience also includes 
six years running an international business 
with significant operational experience at 
Honeywell/Allied Signal and seven years in 
operations, finance, and strategy at Frito Lay. 
Fred has a BS in Industrial Engineering from 

the University of Cincinnati, and attended the 
Harvard Business School Advanced Manage-
ment Program. 

Aboutcamp BtoB: Could you explain the 
main driver behind the decision of form-
ing DexKo through the merger of Dexter 
and AL-KO?
Fred Bentley: When we were looking at 
AL-KO, we were incredibly excited about the 
opportunity to put Dexter and AL-KO VT to-
gether.  Both companies have a  tremendous 
history – AL-KO since the early 1930’s and 

Words Antonio Mazzucchelli
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Dexter since the early 1960’s. They are rec-
ognized brands with great products, service,  
delivery and  technology. Instead of having 
just a  North American-focused company, we 
became global. We knew the combination 
would not only give us an opportunity to get 
better, but it would also give us an opportu-
nity to build on a strong  platform.  Not many 
companies have the position we have.

Aboutcamp BtoB: What balance can be 
drawn for the merger between Dexter 
and AL-KO three years after the signing 
of the agreement? Is the integration of 
Dexter and AL-KO now complete?
Fred Bentley: We knew both groups were 
made up of talented people and had a broad 
product offering where taking care of the cus-
tomer was a priority.  When this exists, you’re 
likely to have a good company. We have now 
completed the acquisition and have added 
new companies with great products to our in-
dustry leading offering.  We have a company 
that has a strong position, great products, a 
diverse customer base where we serve multi-
ple end markets and geographies.  
On the integration specifically, our last big 
item was our IT which was still under a service 
agreement with the prior owner. At the end 
of last year, we put the infrastructure in place 
and we are off of the service agreement.  It 
took three years to do the work. We took our 
time and we focused on product and custom-
er first and then the administrative processes 
over the last couple of years.  We are continu-
ally improving how  the two organizations are 
working together, learning from each other, 
and building on what each does well. I don’t 
know if we will ever be done with that. We 
will continually work to get better at AL-KO 
and Dexter and, as importantly, at the new 
companies which are now part of DexKo.

Aboutcamp BtoB: Are America and Eu-
rope two independent markets, or are 
there similarities that allow an exchange 
of products?
Fred Bentley: I think there are some simi-
larities, but each market has many different 
customer preferences.  We have products that 
can serve both markets and we use our capa-
bility to develop those products. That capabil-
ity is really a differentiator for us as a global 
supplier.  We can take the best from around 
the company and customize it to better serve 
the different requirements of our customers.

Aboutcamp BtoB: Is DexKo worried about 
the future demand for axles and chassis if 
OEMs change the production techniques 
for RVs and motorhomes?
Fred Bentley: Here’s what I worry about: 
I worry about having great people who can 
make great products and I worry about mak-
ing sure our service and quality are the best in 
the market. I believe, if we can do that, there’s 
a reason for our customers to buy from us.  
In our Dexter business, you can call us today 
and our commitment is to get that order de-
livered in five days.  Think about that, we pro-
duce 25,000 SKUs globally and we commit to 
having incredible speed in our service with a 
high 90 percent order fill. By giving this level 

of service, it helps our customers serve their 
customers. Our focus on this is a big benefit 
for them, and we think that is huge. 
In addition to differentiated service, we also 
want to have great quality.  We make sure we 
are building products that our customers will 
not have to worry about.  Finally, we focus on 
innovation. In Europe, we are introducing the 
Vario X chassis which will take 25 to 35 per-
cent of the weight out of a chassis. We can 
develop this innovative product because our 
business is focused on making a chassis and it 
is core to our business. We have the manufac-
turing equipment and capability and are able 
to innovate better than others.  
We want to offer a total value chain proposi-
tion where we offer great products with brand 

recognition, differentiated service, great qual-
ity and innovation. This allows us to help our 
customers create value in their businesses. We 
know everyone makes choices on allocating  
capital and I know our customers want to be 
focused on making great products. We want 
to make sure that we are helping them make 
the choice easier and we are offering some-
thing that is better. 

Aboutcamp BtoB: DexKo has recently ex-
panded through acquisitions, for exam-
ple in Australia. Do you have plans for 
more global growth?
Fred Bentley: It’s been fantastic. Over the 
last three plus years, we completed 16 trans-
actions, we have been very busy. Last year, 

• January 2012 - Tomkins sells Dexter Axle, Ventline, and Dexter Door to 
the Sterling Group, L.P.

• December 2013 - Dexter Axle acquires UFP (USA), a leading innovator 
of marine running gear.

• October 2014 - Dexter Axle acquires the North American assets of 
AL-KO Axis.

• November 2015 - Dexter Axle acquires Titan International (USA), 
brakes, actuators, couplers, and hubs.

• December 2015 - DexKo Global is formed through the merger of 
Dexter (USA) and AL-KO Vehicle Technology (DEU).

• August 2016 - AL-KO acquires Winterhoff (DEU), a leading manufac-
turer of safety components for the EU trailer and caravan industry. 

• August 2016 - Dexter acquires Rockwell American (USA), a leading 
supplier of trailer components.

• December 2016 - DexKo acquires Melbourne Trailer and Caravan 
Supplies (AUS), supplier of caravan and trailer axles, trailer components.

• December 2016 - Dexter acquires Ingersoll Axles (CAN), IMT Group’s 
specialized heavy duty axle and suspension business.

• January 2017 - Dexter Axle acquires the axle, brake and actuation 
business assets from Tie Down Engineering (USA).

• February 2017 - AL-KO VT acquires BPW Fahrveugtechnik (DEU), a 
manufacturer of axles, chassis assemblies and trailer components.

• November 2017 - Dexter acquires Henderson Wheel & Trailer Supply 
Inc. (USA), manufacturer of sprung/torsion axles and fenders.

• January 2018 - Dexter acquires Kodiak (USA), a manufacturer of light 
and medium duty axle brakes for North American marine and RV.

• January 2018 - AL-KO VT acquires E&P Hydraulics (NLD), expanding 
DexKo’s product portfolio in the RV field.

• June 2018 - DexKo acquires G&S/Hume, Australia’s largest indepen-
dent manufacturer of chassis for caravans and mobile homes.

• July 2018 - DexKo acquires CM Trailer Components (NLZ), trailer com-
ponents and assembly company.

• August 2018 - DexKo acquires minority investment in leading air sus-
pension company VB-AirSuspension, B.V. (NLD).

• September 2018 - DexKo aquires CBE Group (ITA), electronic systems 
solutions providing RV electric components and wire harnesses.

• May 2019 - DexKo aquires Bankside Patterson (UK), leading manufac-
turer of mobile home chassis.
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we bought a company in New Zealand, Aus-
tralia, Italy, Germany, the Netherlands, and 
one in the US. Not a bad global expansion. 
In addition, we are close to completing two 
acquisitions this year. Not only did we expand 
geographically but we also expanded our in-
dustry leading product offering: CBE produces 
electronics and wiring products; E&P, produc-
es a hydraulic load-levelling system; and in the 
Netherlands it was VB Air Suspension. Each 
of these provide a new product category for 
us to grow. In the case of VB, we bought a 
minority position in a company that is the 
leading producer of air suspension compo-
nents. The air suspension was the last piece 
we needed to provide the fully integrated sys-
tem. Now we are making the axle, we make 
the brake and suspension, we have the chas-
sis, so we can offer the customer a one-stop-
shop for the whole system to make their job 
a little easier. To answer your question, are we 
continuing to grow through acquisition? YES! 
We believe we will. We will also continue to 
grow our business organically where we have 
had success.

Aboutcamp BtoB: Do you have any plans 
to go public in the future?
Fred Bentley: My plans are to make sure we 
have a great company and that the owners of 
the company are satisfied with what we do. 
Right now, our job is to make the company as 
good as it can be by offering innovative prod-
ucts and to make sure we have employees 
that love working for DexKo. 

Aboutcamp BtoB: What differentiates 
DexKo from your competitors?
Fred Bentley: I think there are several things 
that are different about DexKo. 
First, we are a global company and most of 
our competitors are regional. We want to 
have a strong position wherever we are. We 
are seeing a change where a few of our cus-
tomers are becoming more global (e.g. the 
Thor acquisition of Hymer). We are prepared 
to handle this shift with the product offering 
and geographical coverage we have. We are 
doing it today. As a global company we are 
better suited to handle this change. But we 
never forget a large part of our business is still 
to support our very important local customers.
Next, we have the broadest product portfo-

lio in the industry. We produce over 25,000 
SKUs. When our customers come to us and 
ask us to make a product for them, we will do 
it. We provide engineering services for design; 
we offer quick delivery; and we give them 
great quality. 
DexKo has approximately 20,000 customers.  
Our biggest customer is about eight percent 
of revenue. This is different from our compet-
itors where their customer concentration is 
much different. We have a large number of 
great customers.  We offer our products to a 
lot of different industries and that gives us the 
ability to handle ups and downs in the market. 
For instance, in the 4th quarter when the RV 
industry had a bit of a slowdown, we still had 
growth in our business because of the other 
markets we serve. The diversity of customers 
and end markets served differentiates us. 
Those are the macro things that are different: 
global, big product offering, large customer 
base in multiple markets.
Operationally, we give better service in the 
sense that we are supplying largely custom-
ised product to our customers faster than our 
competitors do. That is a big deal to our cus-
tomers.  
The third thing is our leading innovation and 
quality. As you’ve seen on your recent visit to 
our technical centre in Germany, we take in-
novation and quality very seriously and have 
incredible capability. We have this capability 
in each of our geographies. We innovate and 
develop new products in each place. This al-
lows us to develop and introduce great new 
products, such as our sway control, new axle 
applications, and the upcoming light chassis 

(Vario X).  We are also developing 
new products for E-applications that 
we are going to launch in 2019.  We 
are incredibly excited about the new 
E-products which are customized 
chassis applications for an electric 
vehicle. This ability to innovate with 
quality products is incredibly import-
ant and  we lead in this area.  We in-
vest a significant amount of resourc-
es in staying a leader in innovation. 
One final thing that is different is 
that we have great people. A lot of 
companies say that, but we really 
mean it. Our difference is we take 
a significant amount of employ-
ee input to make improvements in 
our business which allows us to get 

The floor to Fred Bentley

better. It goes back to the question about the 
integration and the benefit of it, we get a lot 
of best practice sharing from really talented 
people. Our team is doing a wonderful job of 
helping DexKo run really fast and to get a lot 
done. 

Aboutcamp BtoB: The RV markets in 
most economies have experienced strong 
growth, but how do you see the markets 
continuing over the next few years?
Fred Bentley: There are a lot of influences 
supporting continued growth. The demo-
graphics of an aging  population looking for 
new leisure opportunities and having a more 
care free way to travel is a big plus. There is an 
effective effort in attracting younger people. 
There is a huge opportunity to expand into 
this part of the population.  Both age groups 
are looking for a different travel experience. 
This provides the opportunity to attract more 
participants and our customers are doing a 
good job of drawing them in. The negative 
experience of air travel is also helping. As air 
travel is becoming more difficult, people are 
looking for alternatives. Each of these oppor-
tunities is a positive which is encouraging. 
We’ve seen the benefit of this focus over the 
last few years and there has been really good 
growth in all of our main markets and they 
seem to be lining up for growth to continue.
The final thing is the consolidation that has 
taken place in the industry during recent years 
has made it stronger. The industry is definitely 
stronger today than it was during the last big 
downturn. Today there are good macro influ-
ences and a better industry structure. All of 
the influences have resulted in a more robust 
industry and that bodes well for everyone.

Aboutcamp BtoB: With the recent acquisi-
tion of OEM manufacturers forming their 
own conglomerate groups, will these af-
fect your business?
Fred Bentley: It affects the business in that 
there are fewer customers. Remember we still 
have 20,000 customers and while a consoli-
dation of a couple gets our attention, we still 
have a large number of customers to support.  
All of our customers are very important to us. 
In both the US and European market, there 
has been consolidation for the last several 
years. The recent one (Thor) happens to be 
bigger.  It gets back to the point that we have 
to provide great products for our customers 

Mr. Bentley (on the left) 
in conversation with our 

editor in chief.
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and when we do our customers are going to 
want our products. It is our job to make them 
want our products.

Aboutcamp BtoB: In Europe the end of 
diesel engines seems inevitable. How do 
you see this situation?
Fred Bentley: This is on everyone’s mind 
– what happens to the industry as combus-
tion engines convert to electric and how fast 
does it happen. With most changes it can be 
a problem or an opportunity, we are working 
on several new solutions to make it an oppor-
tunity. The new solutions are really exciting 
for us. We are starting a new programme in 
a few months where we are actually building 
the chassis and integrating it on E-vehicles. 
The challenge of where you put the battery 
and how you fit that into the vehicle fits our 
strength of customized chassis production. 
Our ability to customise is something we do 
well and that we are focused on. 
We are also focused on other innovations 
around connectivity. Our idea behind acquir-
ing CBE is not only to get a great company but 
to also explore how we improve the connec-
tivity of the different products we offer. I love 
the capability of our company which allows us 
to be forward thinking and to invest in new 
technology. This capability is something our 
smaller competitors are not able to do. We will 
be ready, just like AL-KO has been for 90 years 
now and Dexter for 60 years. Both Dexter and 
AL-KO have the brand recognition  today be-
cause they have been innovative and on the 
forefront of new product development. We’re 
excited about the changes, and like anything, 
we want to make sure we understand it and 

are well prepared. 

Aboutcamp BtoB: Is the acquisition of CBE 
in Italy the first step towards a concen-
tration on electronics and do you plan to 
completely expand your business beyond 
the axle and suspension?
Fred Bentley: CBE is a new segment for us 
and we believe there are some creative things 
that we can do with the business, which by 
the way is a great business. The team running 
CBE has done a fantastic job being innovative, 
handling product complexity and being com-
petitive. 
As far as getting out of our core segments, we 
like highly engineered products and we like 
products that have a reason to be bought by 
the customer. When we are looking at com-
panies, we want to make sure they fit in those 
two categories. We are incredibly disciplined 
in where we invest.  We want to make sure 
we are investing in the right place to help our 
customers for both today and tomorrow.

DEXKO NUMBERS

DEXKO GROWTH
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compartments. Our fridges are often 
installed in spaces where access is 
restricted and the idea came out of 
discussions both with our OEM cus-
tomers and our end users.  
For our OEM’s, apart from ease of 
use, the technology also reduces the 
number of parts they need to stock, 
including spare parts - benefits all 
round in fact. 

Aboutcamp BtoB: Can you tell us 
about any new exciting projects 
you have with RV manufacturers?
Peter Kruk: This is a tricky one be-
cause, although we are of course 
working on a number of exciting 
things, most are under confidenti-
ality agreements. What I can say is 
that a key driver within our industry 
is weight and we have a number of 

projects designed to bring about weight savings.
Bernd Löher: We are working on a number of new generation plat-
forms covering important product lines that are extremely exciting for 
the future and that will be launched in the coming years.

Aboutcamp BtoB: What trends do you see in the industry? What 
do you discuss with your OE customers when you meet them?
Peter Kruk: I think one significant trend is an increasing expectation 
from end users to experience the same levels of convenience and com-
fort as they do at home. This is constantly evolving and so things like 
connectivity are becoming very important.
Bernd Löher: Another trend we see is the different speeds in how 

With innovative new fridges, advances in connectivity, company acquisitions and much more, Dometic 
is at an exciting stage of its development as a global industry supplier. Aboutcamp BtoB caught up 
with Peter Kruk, Head of EMEA, and Bernd Löher, Head of Sales RV OEM Europe, to find out more.

Let’s talk Dometic

Words Terry Owen

Aboutcamp BtoB: Dometic’s dual swing door arrangement for 
mobile fridges is proving very popular with OEM’s and end us-
ers alike. It is a Dometic patent?
Peter Kruk: I think it’s a great new technology we’ve brought to the 
industry, appreciated by both the OE manufacturers and end custom-
ers alike and yes, within this solution, Dometic has a number of patents 
relating to the technology.

Aboutcamp BtoB: Which markets currently have these fridges?
Peter Kruk: We’ve started with EMEA but other markets will be in-
cluded in the next year or so.
Bernd Löher: The technology was recently presented at the RVX trade 
show in Salt Lake City and our customers in other geographical regions 
have samples they are testing. In Europe we are selling it to all the ma-
jor manufacturers, who are introducing it model by model, range by 
range. Some customers want to have a special layout with the fridge 
next to the entrance door, giving easy access from outside the caravan 
as well as inside. It’s something you will see more of in the upcoming 
autumn shows. 
Last year we did a trial at the Dusseldorf show where we offered this 

fridge to the public as a replacement 
for their current unit. Many liked the 
new fridge so much and wanted to ex-
change it immediately.

Aboutcamp BtoB: Where did the 
dual swing idea come from?
Peter Kruk: Dometic has always been 
an innovator in a number of different 
industries including the RV industry. 
You may remember that, in our previ-
ous generation of fridges, we brought 
in technology such as removable freezer 

Product news Dometic
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the markets for motorhomes and touring car-
avans are developing. Panel van conversions 
now have around 40% of new registrations 
and, together with coachbuilts, this section of 
the market is growing quite quickly.  The mar-
ket for touring caravans has stabilised but it 
is not going down, indeed in some areas, we 
see something of a renaissance of demand.
One factor driving panel van conversion sales 
is older people wanting to downsize but still 
retain many of the comforts they had previ-
ously. Compared, even just to two years ago, 
this sector of the market now has a much 
wider segmentation, with products aimed 
at specific groups. For example, some of the 
smaller products built on Citroen platforms, 
and the increasing appearance of 4x4 models.

Aboutcamp BtoB: You launched Dometic 
IoT (Internet of Things) control system 
recently in Salt Lake City. Is it similar the 
Smart D control panel you supplied to 
Kabe a few years ago? Will it become 
available to the aftermarket? 
Peter Kruk: It can be seen very much as an 
evolution of the Smart D system. Dometic, as 
you may know, has been a driving force in de-
veloping connectivity for the industry within 
Europe and also creating some of the stan-
dards. Since the Smart D we also launched 
‘Dometic Connect’ a few years ago and now 
we’re preparing for the future with this new 
IoT platform, which will offer additional ben-
efits and be more scalable.  It will be available 
to OEM’s and potentially also, the aftermar-
ket. In Europe it will be called ‘Dometic Con-
nect 2.0’. 

Aboutcamp BtoB: When will it become 
available to OEM’s and will we see it at 
Dusseldorf?
Peter Kruk: It will become available to OEM’s 
in America this year and we will launch it in 
EMEA in early 2020. Yes, it will be at Dussel-
dorf, but not ready for immediate sale. 
Bernd Löher: When we started down this 
road, everything was based on LIN bus tech-
nology. Then the market fragmented with 
various technologies being employed. This 
was potentially making dealer servicing quite 
a problem so we started co-operation with 
one big OEM, and also Hella became involved. 
As Peter has intimated, we were very much 
in the driving seat in development terms to 
bring the technology to an industry standard. 
This was finally achieved through the German 

Caravan Federation (CIVD) in the form of CI-
BUS (Caravanning Industry-BUS).
There was a big discussion about whether it 
should be CAN or LIN bus based but LIN won 
out because in our opinion it is simpler and 
easier to maintain. The backbone for this was 
the Smart D but now CI-BUS has been wide-
ly accepted as a standard by the industry. It 
makes life easier for the OEM’s as well as for 
the dealers. 

Aboutcamp BtoB: Following Dometic’s 
recent acquisition of Kampa in the UK do 
you see Kampa products being marketed 
in new countries?
Peter Kruk: Yes, Kampa already had a foot-
hold in continental Europe and Dometic now 
provides a great home for its products. We 
therefore anticipate that we will help Kampa 
to expand and grow the business beyond the 
UK. We are now looking for opportunities to 
develop markets outside Europe and have al-
ready seen great interest. Kampa is a great fit 
for our two companies and we see it having a 
very bright future. 

Aboutcamp BtoB: Are the tariffs being in-
troduced by the Trump administration in 
the US causing you any problems?
Peter Kruk: As a true global company, 
Dometic is in a good position to handle 
changes in trade regulations. We pride our-
selves in being an agile company and believe 
that, by leveraging our global infrastructure, 
we will be able to serve our customers in a 
good way.

Aboutcamp BtoB: Dometic has just won a 
coveted Red Dot award with its new por-
table battery pack.  What can you tell us 
about it?
Peter Kruk: The PLB40 is engineered to sat-
isfy outdoor and mobile lifestyles with high 
electrical demand. It is the lightest and most 
powerful battery in its category and uses lith-
ium iron phosphate technology to provide 12 
volt and USB power. It can be recharged from 
the mains, direct from the vehicle, or by solar 
power. 
We are delighted it has won such a prestigious 
award, one that is only given to products fea-
turing outstanding design. It’s yet another ex-
ample of the innovations we are bringing to 
the market. The PLB40 is proving very popular 
with our end customers. A good example is 
powering our mobile cooling boxes, which it 
can do for a whole weekend.  

Aboutcamp BtoB: What is the one piece 
of tech you wouldn’t want to be without 
and why?
Peter Kruk: The one Dometic product I really 
like is a mobile cooling box. I find it extremely 
versatile, either when travelling in the car, or 
even just putting it in the garden. I haven’t 
had it a long time but it’s growing on me and 
I really appreciate the benefits it brings. 
Bernd Löher: For me it has to be my smart-
phone but that brings me back to the Internet 
of Things. We are all addicted to information 
and to being able to access almost anything 
from anywhere. I think this is the key for our 

industry, making things more understandable 
and accessible for our end users. I would say 
connectivity is the missing link in today’s value 
chain. I see tremendous opportunities for our 
products going forward. 

Aboutcamp BtoB: Do you own or use an 
RV?
Peter Kruk: Unfortunately not. I grew up 
on the Swedish west coast, spending all my 
childhood summers on a small island north of 
Gothenburg. I’m now a boating man, devot-
ing most of my leisure time there.   
Bernd Löher: With my contacts in the indus-
try I’m lucky in the respect that I can borrow 
or hire an RV whenever I want. I also work 
from a fridge factory where we have two 
company-owned RV’s. As well as using them 
for testing purposes we make them available 
for use by employees. So yes, I use an RV on a 
regular basis, even when in South Africa.

Company profile

Founded in 2001 from the sale of 
Electrolux’s Leisure Products division, 
Dometic has since become a global 
market leader in products for mobile 
living. It now has manufacturing/as-
sembly sites in 12 countries and sales 
offices in 30 countries. These reach 
out to approximately 100 countries 
worldwide. The primary markets are 
recreational vehicles, pleasure boats, 
work boats, trucks and premium cars. 
A global distribution and dealer net-
work serve the aftermarket. Dometic 
employs approximately 8,000 people 
worldwide and is headquartered in 
Stockholm, Sweden. It had net sales 
of more than SEK 18.0 billion (USD 
2.0 billion) in 2018.

Above: 
Peter Kruk

On the right: 
Bernd Löher
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outhouse or composting toilets, none of which provide the user with 
any significant degree of comfort and often result in unhygienic 
conditions and unpleasant waste-handling.

With the Cinderella incinerating toilet, these problems are solved. The 
installation is indoors, hygienic, safe and easy to use and requires no 
water, thus vastly improving the leisure home owner’s enjoyment. 
There is also a model to satisfy areas with no access to electricity. 
Did you know that an average family of four wastes 450 liters or 
more of clean water a week? A typical family of four uses the toilet 
four times a day, flushing on average 4 liters or more each time – a 
devastating waste of valuable resources. Considering the serious water 
shortage in so many areas, this is not a viable option for the future of 
our planet. Many claim that had we known what we know today, 
sanitation systems would have had a completely different design. 

Why is the Cinderella Motion so popular?
The Cinderella Motion continues the quality and innovation Cinderella  

Since its launch on the market in 2013, caravan and mobile home 
manufacturers have set their sights on Cinderella Motion, the 
incinerating toilet designed specifically for caravans and mobile 
homes, produced by the market leading Norwegian company, 
Cinderella Eco Group.

Carefree campers 
with Cinderella Motion

Swedish producers such as Kabe and Polar now offer the  
Cinderella installed in their caravans and many caravan and 
mobile home owners in the Nordic region and Europe are 

having their existing vehicles retrofitted with the Cinderella Motion. 
Consumers, looking for freedom from waste-handling restrictions, 
comfort and ease of use, are finding the incineration technology 
provided by Cinderella Eco Group to be the perfect answer. The 
Cinderella Motion is gathering momentum.

Incineration toilets from Cinderella Eco Group since 1999
The patented Cinderella Incineration toilet, made and designed in 
Norway, was first launched in 1999 to the Norwegian market as 
a solution to improve the quality of vacation homes and cottages. 
Norwegians are known for their eagerness to commune with nature 
and often build leisure homes in the most remote places either in 
the mountains or along the fjords. These areas are strictly protected, 
often without permissions for access to sewage and water hook-
ups. The only sanitation option for these homes, was the traditional 

Product news Cinderella

Since its launch on the market in 2013, caravan and mobile home 
manufacturers have set their sights on Cinderella Motion, the 
incinerating toilet designed specifically for caravans and mobile 
homes, produced by the market leading Norwegian company, 
Cinderella Eco Group.
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Cinderella Eco Group is a family-owned 
company situated on the north western 
coast of Norway, known for its fjords 
and northern lights. The family business 
originated in the charming municipality 
of Midsund outside of the city of Molde, 
with fishing as their main livelihood.  
Today, the family business is in its fourth 
generation and consists of both the fish-
ing industry (Sjøvik Group) and Cinderella  
Eco Group. Cinderella employs almost 60 
people located in Norway and in sister 
companies in the Nordic Region, North 
America, Europe and Australia, with in-
dependent dealership and service net-
works that employ more than 200.
Mrs. Gunhild Sjøvik, Group CEO, has 
expanded the company since she took 
over the helm in 2012, from the Nordic 
region to a global presence and with new  
products and solutions tailor-made for 
the professional market as well as for 
owners of leisure homes or recreational 
vehicle markets. The Cinderella Incin-
eration Toilet solves the need for safe 
sanitation and site welfare in such indus-
tries as building and construction, crane  
manufacturers, pisciculture, mining and 
railroad companies to name a few.
Sustainability and adherence to a strong 
and reliable code of ethics provides a 
backdrop for growth and long-term 
partnerships world wide. Cinderella Eco 
Group’s strategy combines quality, inno-
vative design and technology with ded-
icated employees, setting the standard 
for first class, water-free, environmentally 
friendly sanitation solutions.

To learn more, visit cinderellaeco.com

Cinderella Eco Group, 
providers of sustainable 
incineration toilets  
since 1999

Incineration Toilets are 
known for and rep-
resents an entirely new 
concept in waste-han-
dling for caravans, 
mobile homes and 
recreational vehicles. 
The sustainable, wa-
ter-free, propane-fu-
eled and eco-friendly 
toilet solution allows 
the user to burn all toi-
let waste in a hygienic 
and simple manner. 
The end-product is 
merely ash, free of all 
pathogens. The toilet 
can be used up to 70 
times before emptying 
is required and this 
provides a freedom of 
use and spontaneity 
for the mobile home 
owner, allowing travel 
anywhere without adhering 
to local restrictions regarding waste 
deposits. 
Gone are the days where getting rid of waste 
in accordance with laws and regulations 
often meets major challenges and requires 
careful planning.
Indeed, it is the consumer that has been 
driving Cinderella Motion’s awareness 
among caravan and mobile home manufac-
turers. The differences between the tradi-
tional sanitary solutions and the Cinderella 
are palpable: no odor, no chemicals and no 
unpleasant emptying of liters of black water. 
The key to satisfied customers is often at the 
most basic level: providing the comforts of 
home. Manufacturers experience first-hand 
that installing the sustainable, eco-friendly 
Cinderella Motion improves customer sat-
isfaction, increases quality and drives sales 
results.

Cinderella Eco Group is a family-owned 
company situated on the north western 
coast of Norway, known for its fjords 
and northern lights. The family business 
originated in the charming municipality 
of Midsund outside of the city of Molde, 
with fishing as their main livelihood. 
Today, the family business is in its fourth 
generation and consists of both the fish
ing industry (Sjøvik Group) and Cinderella 
Eco Group. Cinderella employs almost 60 
people located in Norway and in sister 
companies in the Nordic Region, North 
America, Europe and Australia, with in
dependent dealership and service net

Cinderella Eco Group, 
providers of sustainable 
incineration toilets 
since 1999

Incineration Toilets are 
known for and rep-
resents an entirely new 
concept in waste-han-
dling for caravans, 
mobile homes and 
recreational vehicles. 
The sustainable, wa-
ter-free, propane-fu-
eled and eco-friendly 
toilet solution allows 
the user to burn all toi-
let waste in a hygienic 
and simple manner. 
The end-product is 
merely ash, free of all 
pathogens. The toilet 
can be used up to 70 
times before emptying 
is required and this 
provides a freedom of 
use and spontaneity 
for the mobile home 
owner, allowing travel 
anywhere without adhering 
to local restrictions regarding waste 

Ease of use
The Cinderella Motion can be either 
retrofitted to existing vehicles or installed 
by the caravan-manufacturer. It is easy to 
use, requiring only the insertion of a bowl-
liner before use. The toilet is child-safe and 
approved by DBI, The Danish Institute of 
Fire and Security Technology, acknowledged 
throughout Europe as the leading certifier of 
products using propane as an energy source. 
The waste-handling incineration process is 
initiated by pressing a button on the display 
after use and can only be activated if the seat 
is down. Should it be opened inadvertently, 
the process is halted. The commode itself 
is safe to touch, both during and after 
incineration, making it child-proof and 
certified by safety regulations. The process 
is free of all noxious pollutants to the air 
through the filter-system and the ash is free 
of all pathogens. Emptying the ash container 
is easy. Simply remove the ash container at 
the base of the commode to empty. 

Revolutionizing the way we handle 
waste
The patented incineration technology from 
Cinderella Eco Group meets the strictest 
testing and certification requirements for 
sustainable, water-free waste-handling, at-
tracting the attention of governments in 
countries with serious water deficits, such as 
African countries south of Sahara, Australia, 
Greenland, Saudi Arabia and many others as 
well as the Bill and Melinda Gates Founda-
tion’s Reinvented Toilet initiative. 

The Cinderella is the water-free, sustainable, 
comfortable and hygienic solution when ac-
cess to water is impractical or challenged, 
that can be installed and removed easily, and 
without disturbing the environment.
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R 145 adhesives range includes a wide range 
of one-component, liquid PU, developed to 
meet different conditions in terms of reac-
tivity and adhesion to any material used in 
the RV industry. It offers 
a very strong bond, al-
lowing manufacturers 
to create a high quali-
ty and durable panel, 
proven by the brand’s 
continuous presence in 
the RV sector over such 
a long period of time.

To face the demand for 
lighter, cheaper mate-
rials and better quality 
finishing for panels, H.B. 
Fuller has launched a 
new grade of high per-
formance adhesive, the 
Icema™ 1456 with a 
low foaming behaviour, 

C ompany news H.B. Fuller

H.B. Fuller was founded by Harvey 
Benjamin Fuller more than a century 
ago, who had a vision to formulate 

innovative, convenient and economical ad-
hesives. Now, H.B. Fuller adhesive solutions 
have become an integral part of nearly every 
kind of finished goods one can find in the 
market place, including 30 years of supply-
ing the RV sector.

During this time, H.B. Fuller has constant-
ly innovated to face several challenges as 
RV manufacturers have demanded strong 
bonds for the production of walls, roofs and 
floor panels. There have also been many 
changes in materials, such as: natural wood, 
wooden materials, aluminium, EPS, XPS, 
GRP, etc. The H.B. Fuller Icema™ 145 adhe-
sives range has been able to provide the cor-
rect bonding to keep up with the changing 
materials and production processes.

For sandwich panel lamination, the Icema™ 

while keeping all the usual characteristics and 
functionalities of the Icema™ range in terms 
of reliability, adaptability to different applica-
tions and processes, and excellent adhesion. 

In a rapidly growing (and global) RV market, manufacturers need suppliers, such as H.B. Fuller, with 
its proven Icema™ range of adhesives for sandwich panel lamination production, who are focused on 
accelerating innovative thinking and developing reliable, smart technology.

Professional adhesive expertise 
with proven reliability

Words John Rawlings
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Foaming occurs with all one-component liquid PUs when curing 
because CO2 is generated during the process. This can create bub-
bles, which can lead to imperfections in the finishing. To combat the 
inevitable CO2 generation, the Icema™ 1456 controls the bubble 
making, allowing a better finish of the external surfaces. 

H.B. Fuller | KÖMMERLING offers a one-stop solution, and can now 
supply every technology needed for the production of high quality 
recreational vehicles. Every day, it listens and collaborate with its 
customers to deliver the technical solutions and panel lamination 
adhesives that help them thrive.

Icema™ is a trademark of H.B. Fuller Company (“H.B. Fuller”) or an 
affiliated company of H.B. Fuller, and is registered in the European 
Community and Germany.

Company profile

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

From a one-man wallpaper paste shop in Minnesota in 1887, H.B. Fuller has grown 
into a $3 billion adhesives global leader today. Its recent acquisition of Royal Adhe-
sives and Sealants, including the KÖMMERLING Chemische Fabrik GmbH business, 
created a unique powerhouse of RV adhesive and sealant expertise, supplying 
products for every conceivable RV application.

H.B. Fuller

Kömmerling 

H.B. Fuller’s Icema™ one-component, polyurethane, mois-
ture cure adhesive products deliver consistent, reliable and 
strong bonds. From liquid to pastry viscosities, this adhesive 
offers suitable open times to address a wide range of appli-
cation requirements. This includes: cladding and sandwich 
panels, aluminium honeycomb panels, filters and abrasives 
manufacturing.

Its sandwich panel lamination adhesives allow bonding of a 
wide range of materials to wood and does not change the 
status of wood as a renewable resource. They can be used 
in manual, semi-continuous or continuous production lines 
and by different application systems, such as roller, slot die, 
spray, extrusion.

Materials capable to be bonded with the different sandwich 
panel adhesive systems are wood (MDF, plywood, particle 
fiber board, natural wood), metal (aluminum, galvanized 
steel, steel), PVC and rigid polyester.

Material layers
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Filippi 1971

After an intense and exciting experimentation stage, FILIPPI 
1971 is ready to introduce truly innovative products into the 
RV sector: composite materials. It has been long understood 

that the Italian company was on the right path to open up to new 
scenarios: cooperating with Giorgio Levoni srl, the investments in 
the joinery department, those in digital printing and then the intro-
duction of VittEr® compact laminate totally changed the company, 
making it come out of the limited production area of traditional lam-
inated plywood panels. It is now clear that FILIPPI 1971 is trying to 
bring new solutions to the RV world, thanks also to the experience 
acquired in other sectors where the company is active, from the de-
sign furniture to the naval sector, for example. 
With VittEr® Lite FILIPPI 1971 can make true innovation in the RV 
industry. The official presentation took place at the end of May at 
Interzum in Cologne, the world’s leading trade fair for the subcon-
tracting sector for the furniture industry and interior design, where 
also the new standard VittEr® color range was introduced. 
“Through the use of composite materials, we have created a new 
type of VittEr®”, explains Francesca Filippi, Export Sales and Market-

VittEr® Lite is born, and it is a real revolution: a composite material able to offer high quality and 
extremely low weight (-70%) for the manufacture of curved furnishing elements. A solution for the 
kitchen top has already been presented.

VittEr® Lite: 
more than innovative, 

revolutionary

Words Andrea Cattaneo

ing Manager of Filippi 1971. “Maintaining the same characteristics 
of scratch-, fire- and water-resistance and digital printing custom-
ization, we have managed to create a much lighter version of our 

The new autoclave for composite materials

Product news
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Founded almost 50 years ago and ac-
tive in the furniture industry ever since, 
FILIPPI 1971 firmly fits into the recre-
ational vehicle world in 2000, starting 
to supply laminated lightweight panels 
to motorhome and caravan manufactur-
ers around the world. In 2013, the part-
nership with the entrepreneur Giorgio 
Levoni opens to a new phase of consol-
idation and expansion that sees, among 
other initiatives, the launch of a new 
production line using the digital print-
ing for the customization of the panel 
surface. At the end of 2016, the relent-
less activity of FILIPPI 1971 R&D delivers 
VittEr®, the new generation compact 
laminate which is highly customizable in 
the design and texture, is scratch-, fire-, 
and water- resistant and 100% formal-
dehyde-free. At the beginning of 2017 
a new building is set up exclusively for 
the manufacturing of complete furni-
ture kits; the cabinet making has then 
been completed with the production 
of curved doors and any kind of special 
components, taking the range of action 
even broader than ever. The RV industry 
is the core business for FILIPPI 1971 but 
its activity is extended also to alternative 
niche markets which always push them 
to innovate, thanks also to the “FILIPPI 
Lab” R&D department recently enlarged 
and equipped with an autoclave fea-
tured in the composite products area. 
Today FILIPPI 1971 delivers to more than 
20 countries worldwide.

Company Profile

original VittEr® that can also be curved”.
Vitter® Lite was born within FILIPPI LAB, a di-
vision of FILIPPI 1971 which, working closely 
with the R&D department, deals with the re-
search and production of composite materi-
als, including carbon fiber. When FILIPPI LAB 
opened in January 2019, specialized person-
nel with over twenty years of experience in 
this specific field were teamed up and an au-
toclave of 4.00 x 1.60 meters was installed.

Light, resistant, curved
“VittEr® is a high-quality product with excel-
lent characteristics but we wanted to go fur-
ther” – says Ivo Bolis, Sales Manager at Filippi 
1971 – “so VittEr® Lite was introduced with 
the aim of creating curved elements, thus 
giving life to refined furnishing components, 
with unusual shapes but also with unexpect-
ed possibilities of use. Just take a look at our 
proposal presented at Interzum 2019: we 
used VittEr® Lite to create a kitchen coun-
tertop with an integrated stove and sink, 
which we presented “in suspension”, thanks 
to a balloon inflated with helium keeping 
the application raised from the ground by a 
few centimeters. It should not be overlooked 
that in addition to being very resistant, the 
material is also flame retardant, heat resis-
tant, does not absorb water and is non-toxic, 
without formaldehyde, therefore suitable for 
food-contact use. We have already started a 
collaboration with a European leader com-
pany active in the kitchen appliances sector: 
at FILIPPI 1971 we believe that some kinds 
of synergies can bring a real renewal into 
the RV sector, at least as far as the interi-
or design is concerned. VittEr®, which we 
will continue to use for many purposes, is an 
outstanding material, but its hardness does 
not allow any bending, while VittEr® Lite 
has been developed in order to be curved 

into a mold.  Despite its reduced thicknesses, 
the composition with special fibers ensure 
VittEr® Lite high mechanical resistance”. 
VittEr® Lite, unlike VittEr®, does not have 
the “full-color core” effect, but FILIPPI 1971 
can supply it with 3D edge-banding. 
At a first glance the price of the material and 
the components may be seem as a limit, but 
it must be compared to the benefits (70% 
less weight than a standard kitchen top; 
strength; aesthetics) and also to the saving 
of materials and other furnishing elements. 
Let’s take an example: with VittEr® Lite it is 
possible to create a kitchen top that inte-
grates the sink or even the base of the cook-
ing unit, not only skipping the purchase of 
these elements, but also of the screws and 
other fixing systems, without mentioning 
that in the final cost balance the assembly 
times are reduced.
“The bending 
molds with 
c u s t o m i z e d 
radius are a 
cost that will 
need to be 
amor t i zed ,” 
explains Ivo 
Bolis, “but as-
sembly times 
are strongly re-
duced, just as 
you can save on screws and other fastening 
components”.
The sturdiness of VittEr® Lite allows screws 
to be inserted at any desired point, with ob-
vious advantages in the assembly line which 
is so significantly accelerated.  FILIPPI 1971 
can supply the RV manufacturers with the 
finished product, flat or with the curved 
part. To date, radius 25 is already available 
and radius 18 is being tested.
“I am convinced that innovation, the real 
one – concludes Francesca Filippi – is pos-
sible thanks to the mix of different factors: 
our experience, our technologies, our entre-
preneurship. The different sectors where we 
have been diversifying our business over the 
last few years, mainly interior design, con-
tracting and boating, have become a daily 
source of inspiration that helps us create 
useful mixes, reminiscent hybridizations, 
bringing the quality and technical level we 
successfully employ in other areas also, and 
above all, to the RV sector. We do research, 
and we do it on solid foundations”. 

FILIPPI 1971 SRL • contact@filippi1971.com

Francesca 
Filippi

The new VittEr® color range

VittEr® Lite 
focuses on lightness
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The opportunity to drive acquisition strategies and help develop a 
lucrative aftermarket business has an RV industry legend bullish on 
prospects for future growth.

Focus on 
the big picture

Words Craig Ritchie
photo Antonio Mazzucchelli

As someone with nearly 50 years of 
experience in sales, marketing and 
strategic business growth, Tom Fa-

ludy has seen his share of boom times and 
rough roads. Yet in his new role as Vice Pres-
ident of Local Growth and Strategic Devel-
opment for American equipment manufac-
turer Lippert Components Inc. (LCI), Faludy 
seems genuinely excited by the opportuni-
ties ahead. 

That honest enthusiasm is refreshing, espe-
cially coming from someone with Faludy’s 
distinguished credentials. Inducted into the 
RV/MH Hall of Fame more than a dozen 
years ago, he has been described as one of 
the 100 most influential executives in the 
history of the RV industry. Stepping into the 
new role in April after serving as a senior 
consultant and strategic advisor for the past 
five years, Faludy brings considerable tal-

ent to a company that is already well en-
trenched as a leading supplier in the global 
RV industry, with 2018 sales of US$2.37bn. 
Aftermarket sales account for $222.5m of 
that total, with RV revenues generated out-
side of the United States totaling $93.5m. 
Charged with developing long-term acqui-
sition strategies and aftermarket channels 
for the company’s business interests world-
wide, Faludy faces a considerable challenge, 

I nterview with Tom Faludy
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and a considerable opportunity – one that’s 
well suited for the man that Jason Lippert 
referred to as “something of a legend within 
the RV industry.”

Aboutcamp BtoB: The role of Vice Presi-
dent of Global Growth and Strategic De-
velopment spans a lot of territory. What 
do you see as your immediate priorities?

Tom Faludy: My role is focused on the big 
picture that asks, where do we go from 
here? What markets would be strategic 
for us, both from a geographic standpoint 
as well as from a product spectrum stand-
point? It’s big picture guidance that will en-
able us to gain more scale in the aftermar-
ket segments, and to penetrate the current 
markets that we’re in more accessibly. And 
then also to look at growth opportunities 
for us in adjacent markets that we haven’t 
capitalized on.

We have been intent on developing our 
interests in Europe and it remains a focus. 
We are doing very well in America, and we 
see opportunities to achieve similar success 
in the European RV market. We have made 
four acquisitions over the last two or three 
years in the RV segment, including STLA, 
Project 2000, Metallarte and RV Doors. Eu-
rope is the second largest RV market in the 
world, and it offers us tremendous opportu-
nities. If we could replicate our scale as well 
as our breath of products in markets that we 
serve in Europe, then that would be a great 
venue for growth for LCI.

Aboutcamp BtoB: What about other 
markets worldwide? Are there addition-
al areas that you would consider as key 
priorities? 

Tom Faludy: Australia is the world’s third 
largest RV market, and LCI has been engaged 
there for several years. We have also explored 
and begun to engage the market in China. In 
spite of the current situation with respect to 
tariffs, there is great potential there. But it is 
still a developing market in terms of its camp-
ground infrastructure and other essential el-
ements that affect how conveniently people 
can use an RV and what kind of experience 
will they have with it.

Our roots are in North America, but we’re 
growing internationally. We now generate 
considerable revenues in Europe from our 
business in the RV, marine and railroad mar-
kets.

Aboutcamp BtoB: Would potential busi-
ness growth be achieved through ac-
quisitions, or through joint ventures or 
strategic partnerships? 

Tom Faludy: There are really two ways to 
develop additional business growth in our 
global business. One would be to develop 
organic growth, where we setup a green 
field manufacturing plant. The other is 
through acquisitions, and there are benefits 

to both approaches.

As far as joint venture or minority invest-
ments, we don’t do much of that as we 
like to maintain full control of the business 
opportunity. Where we might explore a 
partnership that would be something like 
an exclusive client marketing agreement 
with another party. That would not be far-
fetched, but generally we would not take a 
minority interest in the business.

Aboutcamp BtoB: You mentioned LCI’s 
desire to gain scale in its aftermarket 
business. Yet the company’s heritage is 
as an OEM.

Tom Faludy: LCI begin as a primarily 
OEM-focused business, and it has contin-
ued to grow as an OEM company because it 
has done an amazing job of partnering with 
its customers – there’s probably no other 
company on earth that can have the type 
of conversations with its OEMs that we do. 
All of that has come by virtue of the great 
relationships that LCI executives and sales-
people enjoy their OEM counterparts. 

The simple fact is that aftermarket had 
not enjoyed that level of focus until more 
recently. Over the past four or five years 
Jason Lippert and the executive team have 
invested heavily in developing our aftermar-
ket business. We have over 100 customer 
service people dedicated to the aftermarket, 
and probably the largest single warehouse 
in the industry dedicated spe-
cifically to serving the RV after-
market. 

There have also been some 
organizational resources that 
were aligned with the aftermar-
ket. We have a highly motivated 
and dedicated sales force dedi-
cated to it, and in December 
Jason Lippert hired Roy Carter 
as Vice President of Global Af-
termarket and Customer Sup-
port. So the aftermarket is stra-
tegically important to LCI, and 
it’s been sort of an untapped 
source of growth. Beyond that, 
it also brings us closer to the 
end-users, which brings tre-
mendous value and helps us to 
better understand how all the 
various products that we build 
can enhance the RV ownership 
experience.

Aboutcamp BtoB: In view of 
present world events, are 
there specific opportunities 
that appeal to LCI? Or areas 
of concern?

Tom Faludy: The most obvious 
thing taking place globally is 
the continuing globalization of 
brands and companies. When 
you look at it in terms of the 

Mr. Faludy 
at RVX in Salt Lake City

RV OEM standpoint, there are two OEMs 
that have made a significant leap across the 
pond. I think that the industry has seen two 
benefits from that. One is there are some 
European designs that have attracted at-
tention in America, so the cross-pollination 
of product has some potential opportunity. 
I think more so it’s the cross-pollination of 
ideas and best practices as well as potential-
ly the adaptation of certain products from 
either North America to Europe, or from Eu-
rope to North America, that will take hold 
and provide benefits of being global that are 
extremely timely.

So the question is, is that likely to continue 
and I’d say that yes, it absolutely will. Every-
thing else has become global, right down to 
hamburgers and pizza. Globalisation is only 
going to become more and more pervasive 
and the new normal state of affairs in the 
industry. I applaud the companies that are 
pursuing it, and LCI is certainly on the fore-
front of that. It’s not just financial growth, 
or growth in scale, but growth in terms of 
perspective. It has brought the LCI team 
some really great people from all over the 
globe. That kind of cultural diversity, and 
business diversity, is having a profound, pos-
itive impact on our business, and it’s help-
ing us all grow by leveraging the collective 
strengths of brilliant people from all around 
the world.
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Luigi Gozzi, 53, joined LCI Italy on 1 Feb-
ruary 2019 as Director of Engineering re-

sponsible for all RV engineering activities at 
the European headquarters. His arrival was 
strongly supported by the CEO of LCI Italy and 
the RV Europe segment, Michele Checcucci. 
The commercial team, led by Lorenzo Man-
ni, Commercial Director for Europe, is now 
joined by the technical team, coordinated by 
Luigi Gozzi, who heads the various techni-
cal design offices in each production plant: 
Calenzano, San Casciano, Pontedera and Mi-
rano. Luigi Gozzi comes from the world of 
industry, with 22 years’ experience in Pramac, 
a multinational world leader in the produc-
tion of generators and warehouse handling 
machines, based in the Italian province of Si-
ena, where he held the position of Research 
and Development Director. He also spent five 
years as Research and Development Director 
of a company specializing in e-mobility, de-
veloping battery-powered electric vehicles, 
such as a heavy L7 passenger quad, and also 
charging infrastructure for electric vehicles.

Aboutcamp BtoB: What exactly is your 
role at LCI Italy?
Luigi Gozzi: I co-ordinate various design 
groups which have different work methods 
and procedures. LCI has acquired compa-
nies that were started and developed inde-
pendently, each with its own rules and pro-
cedures, so my first task was to unify and 
give everyone the same design procedure, 

Luigi Gozzi 
Director of 
Engineering, 
LCI RV Europe

from the initial idea to the final product on 
the market. It was also necessary to unify and 
strengthen the engineering tools, ranging 
from CAD to simulations, etc.

Aboutcamp BtoB: What did you intro-
duce to LCI RV Europe, and what steps 
do you intend to continue to take?
Luigi Gozzi: I have already introduced new 
design procedures, which ensure the control 
of every single step necessary to bring the 
product into production, and enhanced the 
tools available to designers, such as static 
and dynamic CAD simulations, to speed up 
the design process and to create a product in 
less time and with a greater reliability. 
We have also started to work with two uni-
versities: the Department of Mechanical En-
gineering of the University of Florence, who 
we have started some collaborations on spe-
cific projects; and the Department of Archi-
tecture and Industrial Design of the Univer-
sity of Ferrara, who we collaborate with on 
all aspects related to the economy and the 
use of our products by the end user through 
a fairly innovative process called ‘inclusive 
design’ aimed not only at the average user, 
but also users who have reduced sensory or 
motor skills. This is an innovative approach 
that allows our products to be accessible to a 
very wide range of private users.

Aboutcamp BtoB: Do you also involve 
your BtoB clients in these R&D projects, 

or are you working autonomously on in-
novation and then presenting it to the 
customer?
Luigi Gozzi: We do both. We always work 
closely with the customer: each proposal is 
shared with the customer through the dif-
ferent steps, from virtual rendering to real 
prototypes, up to when the components that 
leave the production line. In this way, the cus-
tomer is constantly updated on the progress 
of the project. 
We are also focusing on a lot of innovation, 
and are working in research and develop-
ment to find new solutions and new prod-
ucts to intercept latent needs that customers 
are not yet aware of. As a result, our activity 
has also required us to go through the proce-
dure for filing patents.

Aboutcamp BtoB: How much contact do 
you have with your American parent 
company? Are you working closely to-
gether?
Luigi Gozzi: Sure. From an engineering and 
R&D standpoint, we are all constantly updat-
ed on projects from both sides. Obviously, we 
are talking about two profoundly different 
markets, the US and Europe, with different 
rules and market characteristics. However, 
from the engineering point of view, we are 
constantly aligned, both in terms of new 
products and the transfer of know-how from 
Europe to the USA, and vice versa. So we 
need to have aligned platforms and use the 

Words and photo Antonio Mazzucchelli

C ompany news Lippert Components
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same development tools so that projects and 
processes can be easily transferred from one 
side of the ocean to the other.

Aboutcamp BtoB: In regard to the devel-
opment process, which were the most 
demanding products?
Luigi Gozzi: The most challenging are the 
so-called slide-outs: on the US market they 
are very common, but in Europe they face 
difficulties both in the regulatory aspect, and 
in terms of the mass and size increase. So, 
we are working on the development of slide-
outs for the European market and something 
will probably be ready to be seen at the Dus-
seldorf Caravan Salon 2019.

Aboutcamp BtoB: In regard to the usabil-
ity project we talked about - the inclu-
sive design project - what is the most im-
portant or significant product you have 
focused on?
Luigi Gozzi: Being a collaboration started 
recently with the University of Ferrara, we 
started with some typical products of our 
range: steps and doors. We will evaluate the 
first results and then we will also implement 
this technology on the other products.

Aboutcamp BtoB: In regard to your bed 
product, do you have any technical im-
provements, or some future develop-
ment as a result of these studies that you 
can tell us about?
Luigi Gozzi: We are currently developing in-
novative solutions, already patented, that will 
be presented at Caravan Salon 2019: these 
solutions will introduce quite important inno-
vations in the RV sector.

Aboutcamp BtoB: How have you found 
the working environment in LCI?
Luigi Gozzi: The work environment is re-
ally exciting, with extremely available and 
passionate people who work very well in a 
team. Despite the acquisition of companies 
that we could call “an owner’s company” 
(family-owned businesses), I was amazed to 
find people who are really very involved in 
teamwork and therefore able to share experi-
ences, values and commitment with the oth-
er colleagues in Lippert offices in Italy. This 
really was a very positive aspect. There is still 
a lot of work to do because the company has 
very strong growth ambitions in Europe, so 
we have to prepare good foundations and 
equip ourselves with tools and procedures 
that allow us to work as well as possible.

Lippert Components contracts Joerg Reithmeier 
as Senior Advisor of Business Development

Lippert Components entered into a con-
tract with Joerg Reithmeier to act as 

LCI’s Senior Advisor for Business Develop-
ment. As Senior Advisor, Reithmeier will 
support the Company’s acquisition efforts 
throughout Germany and will help propel 
growth within the European Caravan mar-
ket through strategic acquisitions. Reithmei-
er will work closely with LCI RV Europe 
CEO Michele Checcucci to strengthen LCI’s 
product offerings within the European RV 
market and help drive LCI’s overall strategy 
in Europe forward. Reithmeier brings with 
him 8 years of experience in the European 
Caravan Industry and an additional 10 years 
in the Automotive Industry. Reithmeier was 
most recently on the Executive Board for Er-
win Hymer Group, Europe’s largest caravan 
manufacturer. Reithmeier will add insight 
and unmatched experience for the Compa-
ny within the German market.
“Joerg will add tremendous value to our 
ability to work efficiently and successfully 
with our European partners,” stated Jason 
Lippert, LCI’s CEO. Continued Lippert, “Ger-
many produces more RVs than any other 
country in the European market, and Joerg 

brings us immediate expertise that will help 
us better understand our German OEM cus-
tomers as well as the rest of the European 
caravan manufacturing community so we 
can be the best supplier possible. Our goal 
is to expand our European footprint and a 
necessary part of this process is having lead-
ership stationed in Germany, talking to our 
German customers every day.” 
“I am very pleased to support the LCI Europe 
team,” stated Reithmeier. “Our cooperation 
shows how committed LCI is to the Euro-
pean RV market. My immediate goal is to 
continue to build LCI’s profile in Europe of 
competency, commitment, and outstanding 
technical solutions. I feel that as we contin-
ue to communicate LCI’s unique culture of 
treating others like family, we will continue 
to build trust among our OEM customers 
and potential acquisitions that there is no 
better company to partner with than LCI. I 
am especially excited to support new acqui-
sitions by the LCI family. Working alongside 
LCI’s current team, and being as focused on 
growth as LCI now is, there is no doubt that 
LCI can be a market leader in Germany and 
the rest of the European RV market.”

From over 65 manufacturing facilities located throughout the Unit-
ed States, Canada and Europe, Lippert Components, Inc. (LCI®) 
supplies a broad array of components for the leading manufacturers 
of recreational vehicles and manufactured homes. It also supplies 
components for adjacent industries including buses; trailers used to 
haul boats, livestock, equipment and other cargo; pontoon boats; 
modular housing; and factory-built mobile office units.

Company Profile
Lippert Components products include steel chassis and chassis com-
ponents; axles and suspension solutions; slide-out mechanisms and 
solutions; thermoformed bath, kitchen and other products; win-
dows; manual, electric and hydraulic stabilizer and leveling systems; 
furniture and mattresses; entry, luggage, patio and ramp doors; 
electric and manual entry steps; awnings and slide toppers; LED 
televisions and sound systems; navigation systems; wireless backup 
cameras; other accessories; and electronic components.
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Die Polstermacher (G + S Polstermöbel 
GmbH) supplies customised uphol-
stery and seats as well as curtains and 

trim elements in all imaginable shapes and 
quality variants. In addition, G + S specialises 
in mattresses, carpets, protective covers and 
fitted sheets. With over 3,000 different fab-
rics and more than 150 types of leather, the 
customer is spoiled for choice. For mattress 
quality, customers can rely on a similar num-
ber of variants. G + S can also provide any 
desired mattress thickness and finish. 
In addition to the product diversity, G + S’s 
range of services is also unique in the indus-
try. Gernot Schank and his team offer each 
customer an individual service. It does not 

‘Die Polstermacher’ (The Upholsterer) is the ideal partner of all the manufacturers of caravans and 
motorhomes in needs of first-class upholstery or high-quality mattresses, curtains, carpets or covering 
elements. No matter what quantity, whether individual pieces or mass production, what kind of quality 
or design, the answer of founder Gernot Schank and his team is: “Yes, we can!”.

“Yes, we can”

Words Peter Hirtschulz

matter if the customer already has firm ideas 
or simply puts his trust in the creativity of 
the upholsterer. G + S supplies: design ideas, 
product development, engineering, proto-
typing and the whole as one-off production. 
This can be either as a small batch or as a 
large series production. 
The customer’s technical specifications are 
the key starting point, and also here Gernot 
Schank says, “Yes, we can”. For example, 
sitting areas and ensembles can be individ-
ually designed with customised upholstery 
in the seat and back area. In addition, each 
customer can have his individual pattern or 
style. Thus, different types of seams, filled 
with, among other things, foam or cotton 

wool, can be supplied. Stitching with yarn, 
laminations, optical edges, as well as custom 
embroidery work, can be incorporated into 
the upholstery as a whole. These can also be 
built in to the corresponding materials such 
as fabric or leather. 
“Die Polstermacher” has state-of-the-art 
tools that guarantee the highest quality sup-
ported by computer control throughout pro-
duction. This includes a Lectra XXL high-level 
cutter with a maximum cutting height of 
70mm. This machine is specially designed for 
upholstery fabrics, imitation leather, carpet 
and PE boards. It has extraordinary properties 
and is very rare in the industry. 
The device is combined with a laying ma-

G+S Die Polstermacher

Gernot Schank
founder of 
Die Polstermacher

C ompany news
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contacts

chine. Here, the substance is held by a vac-
uum and fixed onto the support surface so 
that it does not slip during cutting. The cut-
ting area is 2.10 metres in width and up to 
9 metres in length, as the table is no longer. 
Theoretically, a cut to roll length is possible. 
Depending on the material, a maximum of 
25 to 30 layers can be processed at the same 
time with this cutter. 
Another tool is the “Zünd Digital Leather 
Cutter G3 2XL3200st”. With a static ta-
ble it is perfect for processing whole skins. 
It is particularly suitable for the cutting of 
single-layer leather with a ten-edge knife. 
When working with a circular knife, punch 
module and device for signs, the cutting area 
is a remarkable 3.20 meters x 3.20 meters. In 
addition, the cutting of artificial leather and 
other fabrics is possible. The highest quality 
is ensured by a camera scanning system for 
fault detection. Combined with special soft-
ware, the scanner checks leather or other 
material for a range of defects according to 
quality zones by markers. Thus, the automat-
ic placement of the cut parts on the hide or 
other material, achieves an optimal cut with 

minimal waste. 
Another state-of-the-art device is the ‘Unicut 
High-Level Cutter 3C50’ with a maximum 
cutting height of 50mm. This cutter is espe-
cially designed for the processing of uphol-
stery fabrics, imitation leather, carpets and 
PE boards. It will also process curtain fabrics, 
dim-out fabrics and mattress coverings. De-
pending on the order size, up to 70 layers 
can be processed simultaneously. 
In the mattress area, ‘The Upholsterer’ de-
livers every desired type and quality. These 
include cold foam mattresses, mattresses 
with highly elastic comfort foam, seven zone 
cube-pyramid mattresses and mattress top-
pers with visco-elastic foam or Hypersoft GEL 
foam mattress topper. Hygiene covers and 
fitted sheets are further special offers from 
this category. 
In addition, ‘The Upholsterer’ manufacturers 
single and surface curtains as well as various 
roller blind designs of the highest quality, 
each made of different materials according 
to individual specifications. 
Lounge and cab area carpets are also part of 
the G + S repertoire. For the frequently used 
driver and passenger seats, the company 
manufacturers high-quality protective covers 
with the best design quality. Incidentally, the 
quality also includes the optional features of 
the covers with seat heating, both for the ini-
tial equipment and the retrofit. 
The slogan “Yes, we can” is not just an ad-
vertising motto for the upholsterers (“Die 
Polstermacher”), but a promise of service 
and product quality, second to none in the 
industry. 
Most leading German recreational vehicle 
manufacturers rely on this know-how. Almost 
30,000 motorhomes and caravans fitted with 
G + S initial products each year are testament 
to the success of “Die Polstermacher”. Not 
included are the many thousands of end cus-
tomers who 
have their ag-
ing vehicles 
retrofitted or 
upgraded by 
the company. 
For these too, 
the answer is: 
“Yes, we can!”

Below: samples of embroidery

„Die Polstermacher“
G+S Sitz- und Polstermöbel GmbH
Untere Gewerbestraße 1
55546 Pfaffen-Schwabenheim - Germany
telephone: +49 6701 20526-0    
telefax: +49 6701 20526-299 
eMail: info@diepolstermacher.de  
www.diepolstermacher.de
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One Piece Flow
We met Massimo Lori, head of product development of all the S.E.A. and Trigano Spa brands, and 
thus at the head of the entire engineering area of the two companies in the Trigano group. He 
explained what has changed at the company to optimise the manufacturing process, through to 
producing just a single part at a time.

Words and photo Antonio Mazzucchelli

Face to face with Massimo Lori

Born in Poggibonsi (Tuscany, Italy) 41 years 
ago, Massimo Lori worked for Caravans 
International for a year, at a time when it 
was run by Pierluigi Alinari, and then moved 
on to work for several companies, including 
Whirlpool (for three years as Process Ana-
lyst). He joined Trigano Spa in 2002, where 

Massimo Lori
he held positions of rising responsibility: 
Process Analyst, head of the assembly line, 
head of industrial engineering and head of 
the team which introduced Lean Manufac-
turing into the company. In 2014 he became 
head of product development at Trigano Spa 
and was additionally appointed to the same 

position for S.E.A. in 2016. He is therefore 
currently head of product development for 
all the S.E.A. and Trigano Spa brands, i.e. 
Arca, CI, Roller Team, Mobilvetta, McLouis, 
Elnagh and Miller. He co-ordinates a team 
that manages every brand from both a tech-
nical and a style perspective.
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Aboutcamp BtoB: Since you started 
working in the RV sector, what have 
been the most evident changes in 
terms of design and production?
Massimo Lori: I joined Trigano Spa in 
2002, so I have worked in this industry for 
seventeen years. For the last three years, I 
have been in charge of product develop-
ment for both Trigano Spa and S.E.A., so 
I have a comprehensive view of the vari-
ous Trigano plants across Italy. The intro-
duction of Lean Production was definitely 

a vital step towards company growth. At 
Trigano Spa this took place around 2008, 
right in the middle of the crisis: when the 
market began to drop, we were able to 
manage stock and work in large batches. 
Despite the precious support of external 
consultants, with extensive experience in 
the subject, I must admit that it wasn’t 
easy to work according to Lean Manufac-
turing methods at the beginning. However, 
once the initial phase was over, Lean Man-
ufacturing brought huge benefits. Thanks 

to tight checks throughout every step of the 
process, we have been able to reduce waste 
and increase production efficiency. We no 
longer work on large batches, we can build 
lots of different models on the same day and 
this avoids customers having to wait a long 
time for their vehicle to be delivered. I think 
that within the large Trigano group, the 
Italian division Trigano Spa is the company 
which has moved forward the furthest with 
Lean Manufacturing. 

Aboutcamp BtoB: Was it the only change 
you witnessed, or let me rephrase that, 
which you contributed to, in seventeen 
years?
Massimo Lori: No, there have been other 
major changes. Without a doubt, the intro-
duction of folding beds revolutionised the 
company, and I would go so far as to say the 
entire industry, creating discontinuity with 
the past. At Trigano Spa we implemented 
folding beds on some of our semi-integrat-
ed motorhomes in 2010-2011: we weren’t 
the first in Europe, but neither were we the 
last. It was the biggest innovation in recent 
years, in terms of production and sales: 
our product range previously comprised 
approximately 70% over-cabs and 30% 
classic low-profiles, without a folding bed, 
now on the other hand almost 70% of ve-
hicles feature a folding bed, there are only 
small quantities of over-cabs and the classic 
low-profile has almost gone extinct. The oth-
er major change which has taken place at 
Trigano Spa concerns the construction of the 
bodies. Trigano Spa was the first, in 2011, 
to introduce into its medium-end and low-
to-medium-end models certain materials 
and specific construction systems that had 
previously only been used on premium-seg-
ment vehicles: all the wood was removed 
from the sandwich panels, and was replaced 
by plastic and PVC profiles, whereas the EPS 
polystyrene foam insulation was replaced by 
better performing XPS extruded polystyrene. 
In just a year and a half, the body was entire-
ly revolutionised, and this entailed a major 
task for the company, paving the way for-
ward for future production. I also want to 
recall the change which took place thanks to 
the vehicle assembly techniques. Until 2002, 
we mounted the side panels first, followed 
by the various installations. Since 2003 we 
began to change, and do the reverse. Today, 
when the vehicle side panels are fitted, 90% 
of the interiors have already been mounted.

Aboutcamp BtoB: What was the most 
original product made since you’ve been 
with the company? And in the future?
Massimo Lori: A few years ago, thanks to 
a tender for the Tuscany Region, a concept 
was developed and presented to the public 
in 2015 - it was a camper built with innova-
tive materials and original furnishings. This 
project led to the introduction of the Triaca 
model, a niche product with an innovative 
layout, a cutting-edge design and certain un-
usual technical solutions in the Euro 60,000 
price range, such as the double through 
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floor. Unfortunately, from the various stud-
ies conducted at the company thanks to an 
expert work group, we understood that as 
things currently stand, producing vehicles 
with such innovative layouts and furnishings 
was not cost-effective, as this type of solu-
tion would not be favourably received by the 
market, and would remain too much of a 
niche product with very steep costs for the 
manufacturer. So we focused on certain spe-
cific solutions, but with a strong bond with 
our current production, to create innovative 
vehicles, at least for us and for the market 
segment we do business in. Last year, we in-
troduced an over-cab with a maxi garage, a 
huge garage suitable for transporting motor-
cycles and even a quad bike, a load carrying 
compartment of considerable height which 
can even be used like a miniature workshop. 
Designed for motocross enthusiasts and oth-
er sportsmen requiring a maxi compartment 
to carry their equipment, this vehicle is the 
restyled version of a previous project dating 
back to 2008 (sold as CI New Paddock and 
Roller Team New Box), featuring lots of en-
hancements, and rendered less threadbare: 
essentially, we tried to combine a maxi ga-
rage with a standard living unit, with a clas-
sic layout and good interior comfort that 
can also be used as a workshop thanks to 
its considerable height. I must say the end 
result was successful. The garage continues 
to be in high demand on almost all Euro-
pean markets, both for carrying bicycles as 
well as for loading scooters. And now, when 
we develop new vehicles, we have to take 
into consideration the considerable success 
of the e-bike, also as an alternative to the 
scooter, compared to which it takes up less 
room.

Aboutcamp BtoB: Has the issue of 
weight reduction concerned Trigano Spa 
and S.E.A. too?  What has been done to 
make vehicles lighter?
Massimo Lori: In recent years, the focus on 
weight has definitely increased, on our part 
but also on that of our suppliers. Even just 
half a kilogram is significant, because what 
counts is the sum of the weight of the var-
ious components. To reduce the weight of 
vehicles, we worked across various levels of 

the company, in partnership with our sup-
pliers. The first step led to the reduction in 
the weight of the entire metallic part, from 
the auxiliary frames to extend the chassis, to 
the structures for the safety seatbelts: to do 
this, we introduced special steels instead of 
the standard ones. We subsequently worked 
on the furnishings, reducing the thickness 

of the wooden sheets in 
the sandwich elements. 
We managed to reduce 
the plywood sheets to 
just 5 millimetres, used 
in the sandwich panels 
with a significant thick-
ness of 18-20 millime-
tres.

Aboutcamp BtoB: 
What could the strat-
egies to reduce the 
weight of motor-
homes further be in 
the short-term future? 
What problems would 
be encountered?

Massimo Lori: As far as the furnishings are 
concerned, we are devising lighter panels. 
Obviously, by working on the sandwich con-
struction elements, with limited thickness, 
it isn’t always easy to reduce the plywood 
slabs because screws don’t have suitable grip 
in just 3 millimetres of thickness. Changing 
all the furnishing hardware, so the screws 
but much more too, to lighten cabinets and 
wall units, is possible but it entails a signif-
icant change, requiring special equipment 
and high costs. We also experimented with 
balsa wood, but we couldn’t find appropri-
ate screws, but we are currently conducting 
tests. As far as the body is concerned, the 
weight can be reduced by using lighter and 
better-performing fibreboard slabs. Fibre-
board laminate manufacturers have taken 
huge leaps forward in recent years, both for 
resin and fibres, as well as for the gelcoat. 
When we put together the concept for Tria-
ca, a few years ago, we experimented with 
a lighter fibre, which was really interesting, 
yet it involved procurement problems. When 
you choose a new material, you need to 
analyse every facet, from costs to ease of 

Face to face with Massimo Lori

The Trigano group has one of its biggest 
production plants in Italy, with the Trig-
ano Spa and S.E.A. companies. Four pro-
duction sites manufacture various types of 
motorhomes under the following brands: 
Arca, CI, Roller Team, Elnagh, McLouis, 
Miller and Mobilvetta. The S.E.A. plant in 
Poggibonsi (Tuscany) is the production site 
for motorhomes, in addition to over-cabs 
and semi-integrated motorhomes from 
the premium ranges. The production line 
in Cusona San Gimignano (Tuscany) is re-
served for all the over-cabs and semi-inte-
grated motorhomes under the CI and Roller 
Team brands, whereas the production site 
in Montone (Umbria) manufactures various 
McLouis and Elnagh models. The produc-
tion plant in Paglieta (Abruzzo) is a concern 
in itself, very close to the major FCA factory 
in Atessa which makes the Fiat Ducato: this 
is where almost all the Trigano group cam-
pervans are made. The sandwich panels 
of the body and all the interior furnishing 

Trigano in Italy
components (with the exception of curved 
doors) are made at both Trigano Spa and 
S.E.A. The sandwich panels are made with 
fibreglass slabs on the two sides and inte-
rior closed cell XPS extruded polystyrene 
insulation, while plastic materials such as 
PVC and also aluminium bars are used for 
the interior stiffening profiles and furnish-
ing anchors. Poplar plywood, which is light-
weight, robust and works well with the 
screws is used for the cabinets. Operations 
are carried out using a pantograph, and 
certain sandwich components (polystyrene 
foam or extruded polystyrene core) and 
final edging are conducted. The panels of 
the body and the furnishings are sent to the 
production line for assembly, after which 
the various checks are conducted, one be-
fore closing the living unit definitively, and 
the other once the vehicle is finished, and 
lastly the quality controls followed by a 
thorough check (on approximately 80% of 
vehicles) to check for water seepage.
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Mr. Lori (on the left) 
in conversation with our editor in chief.

supply. In the near future, I think it will be 
possible to introduce even better-perform-
ing steels, even though the entire part of the 
chassis doesn’t concern us, but the actual 
chassis manufacturers. Let’s not forget that 
the vehicle layout also affects the weight 
considerably: introducing a new living lay-
out, which leads to a rise in the weight by 
a few kilograms, isn’t always convenient. It 
should also be noted that on the European 
market, entry-level models are constantly 

improving, becoming more attractive and 
better equipped, so as a result the premium 
models also have to grow, to have some-
thing that differentiates them aside from 
their design, something important, such as 
the standard equipment, for instance, and 
this inevitably leads to an increase in weight. 
Today, the design planning involves trying 
to save even just 1 kilogram for every com-
ponent of the body, furnishings, plant engi-
neering, because the sum of these generates 
several kilograms in savings. Obviously, as 
things currently stand, even by using inno-
vative and high-performing materials, the 
overall vehicle can manage to save perhaps 
100 kg, but we cannot achieve that 200-300 
kg reduction we are all dreaming of.

Aboutcamp BtoB: As regards the chas-
sis, the basic vehicle chassis, we have 
witnessed the progression from robust 
chassis with beams and twin wheel rear 
drive to light flatbeds with front wheel 
drive. How do these changes affect pro-
duction? What will the chassis of the fu-
ture be like?
Massimo Lori: Since I have worked in this 
industry, chassis have changed a lot. First of 
all, traditional chassis with twin wheel rear 
drive, which were once extremely popular, 
have now disappeared in the range up to 
3,500 kg, and I think they will continue to 
be implemented only on premium vehicles 
above 3,500 kg in future. Besides, today 
front wheel drive chassis are better perform-
ing, for instance their track is always wid-
ened. Front wheel drive will continue to be 
a favourite, both owing to the weight, and 
also because it is much simpler for manufac-
turers to fit out a vehicle on a chassis with 
front wheel drive. Fiat knows this industry 
very well, and helps us with the outfitting, 

they prepared the Special chassis which is 
lighter than the chassis on beams. Before 
the current Fiat platform the one launched 
in 2006, it was much more difficult to outfit 
motorhomes. Fiat definitely did a major job 
for the motorhome industry. But I must say 
that these last twenty years, Ford has also 
made major breakthroughs with their Tran-
sit chassis, which when I joined the industry 
was a lorry, and is now a comfortable vehi-
cle with automotive standards, and has im-

proved greatly in terms of both styling and 
accessories.

Aboutcamp BtoB: In what way is plant 
engineering changing the way to design 
and build motorhomes?
Massimo Lori: In terms of plant engineer-
ing, we have made two major changes in the 
company. First of all, around six years ago, 
we changed the design process. The other 
major change concerns the electrical system. 
Today, there are a large number of lights on 
a motorhome, and light has become the leit-
motiv in the design of vehicles; it is truly fun-
damental, an integral part of the style and 
of the furnishings. In general, the electrical 
system has become much more complex, in 
the last ten years vehicles have changed a 
lot in terms of layout and plant engineering 
and I expect to see further changes in the 
electrical system. The LIN Bus system has 
been introduced in the industry, and it opens 
up a host of new scenarios. But it is diffi-
cult to predict how much these technologies 
will also become standard on medium-level 
products.

Aboutcamp BtoB: Styling and ergonom-
ics, costs and production techniques:  
what is the role of the designer and 
what is the role of engineering manag-
ers in the definition of the vehicle on the 
whole?
Massimo Lori: They are two vital roles, 
which however sometimes demonstrate dif-
ferent requirements. I often have to mediate 
between these apparently discording needs. 
For an Italian company like ours, design is 
important, this is undeniable, and we must 
not forget that design is not just aesthetic 
styling, but much more than that. We use 
many in-house designers, there some excel-

lent professionals in my staff. New technol-
ogies definitely help designers create valid 
products that can be industrialised, but we 
must not forget that in our industry, perhaps 
more than in any other, there are some lim-
its which we must work with every day. The 
cost, for instance, and this also for premi-
um-range vehicles. We do not work on very 
expensive products, which is what happens 
in the pleasure boating industry, and we 
do not work on decidedly high production 

figures, as in the automotive sector. We 
are therefore forced to find compromises, 
to ensure that the gap between the con-
cept and the product isn’t too noticeable. 
But it is definitely an interesting challenge. 
Today, 90% of components are designed, 
much more than in the past. The designer 
launches ideas, which are sometimes quite 
bold, while the head of production tries to 
minimise the production and reliability prob-
lems. The designer needs to come to terms 
with the production reality, but obviously we 
cannot avoid making anything that’s difficult 
to produce. We keep in mind that often it’s 
not a problem linked to technologies or to 
costs, but study and production time frames. 
In future, we would like to work on two 
fronts: identifying new technologies and ex-
perimenting them with various tests, includ-
ing long-term, and at the same time work 
on tried and tested technologies to produce 
in the best possible way the vehicles of the 
current season.
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integration process of CBE in AL-KO and 
DexKo Global. Here is what he told us: “CBE 
has joined a global group that has access 
to a wealth of knowledge and relation-
ships, 360-degree strategies and an internal 
growth plan that, once the integration with 
the AL-KO Group has been completed in 
terms of quality and operations, is perfectly 
in line with the timeframe set in our plans. In 
CBE, we have achieved the operational level 
of a major industry required when becoming 
part of a global company. The current de-
velopment plan also envisages strengthen-
ing our personnel, in terms of numbers and 
skills, with the aim of consolidating our core 
business. With the help of AL-KO, we in-
tend on expanding into sectors in which the 
group already operates. The size of our new 
family will allow us to penetrate markets that 
so far were difficult to reach for CBE as me-
dium-size player. The platforms already up 
and running in the AL-KO world will allow 
the development of innovative products for 

C ompany news CBE

Having completed integration within the AL-KO Group, the company based in Italy is consolidating 
its core business and turning with interest to the LCV sector as well. Impressive products dedicated 
to connectivity which will renew and reinvigorate the RV market are on the way. The new switching 
lithium battery chargers are already available for OEMs.

CBE,
innovation is on the move

Words Andrea Cattaneo

CBE, European lead-
ing manufacturer 
and distributor of 

electronic components 
and wiring systems, joined 
DexKo Global, leading 
manufacturer of suspen-
sion technology, chassis 
construction and cor-
related components, in 
September 2018. Seven 
months after the acquisi-
tion, we spoke with the 
two CEOs Paolo Moiola 
and Dorian Sosi to learn 
more and hear about new 
products. Including the 
CL-BUS, a system which, 

after a long development, is now ready to 
be launched on the market and will be the 
subject of a specific article in the next issue 
of Aboutcamp BtoB. 
We asked Paolo Moiola more about the 

us and the market. The general renovation 
of our offering to the RV sector has been 
consolidated and accelerated on design and 
technical-functional levels. We expect that 
over the next two to three years, 90% of our 
products, excluding wiring harnesses, will be 
replaced by products that today are still not 
for sale”. Paolo Moiola told us that testing 
on the new CL-BUS system is being complet-
ed and that it will be launched next season. 
CL-BUS (CBE LIN BUS) will be the protocol 
for the next-generation CBE systems which 
will soon replace those currently installed on 
European RVs (it is estimated that the new 
CBE systems will be installed on at least 30% 
of all RVs made in Europe). This project will 
allow CBE to adapt the offering in terms 
of connectivity and digitalisation, providing 
an optional interface capable of interfacing 
with external equipment and systems imple-
menting one or more serial digital communi-
cation buses, i.e. LIN-BUS, CI-BUS and CAN-
BUS protocols.

Paolo Moiola
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Whale has successfully and satisfactorily 
been using a CBE control panel for space 
heaters and water heaters for many years 
in the camper and caravan sector. They 
asked CBE to develop a specific product 
for their next-generation products operat-
ing with LIN-BUS technology. The control 
panel has the same design appreciated for 
time by customers but implements all-new 
hardware and software to operate the new 
space heaters and water heaters with LIN-
BUS technology. The project was completed 
at the end of 2018 and the first products 
were supplied in the early months of 2019.

Whale, also the new LIN-BUS panel is CBE

CBE introduces the new CB522-LT battery charger 
for lithium batteries

The new CB522-LT switching battery 
charger expressly dedicated to lithium 

batteries will be added to the CBE cat-
alogue in September 2019. The 
product will already be avail-
able for OEMs starting 
from June and for after-
market customers later 
on. The CB522-LT is an 
evolution of the CB500 
series and designed for RV 
users seeking a high-per-
formance system expressly 
dedicated to this innovative type 
of batteries. It has a single charging 
line specifically for lithium batteries 
with charging times and values optimised for 
this technology. In order to obtain an algo-
rithm that maintains charging performance 
across different types of lithium batteries on 
the market, CBE has conducted extensive 
research and studied the systems made by 
major European manufacturers. 
“The use of lithium batteries is still limited, 
but the new CB522-LT battery charger fills a 
niche so far not covered and actually more 
and more on demand by motorhome man-
ufacturers”, said Dorian Sosi, the other CEO 
of CBE. “However, although our new battery 
charger offers an ideal recharging line for this 
type of product, I must emphasise that tradi-
tional CBE battery chargers are also suited for 
use with lithium batteries”. 
The new system complements the range 
which includes the recent CB516/3 and 
CB522/3 presented at the past Caravan Sa-
lon in Düsseldorf. The latter two are newly 
designed devices that respectively offer 16A 
and 22A of maximum deliverable current, as 
well as more efficient charging of lead-acid, 
lead-gel batteries, AGM and also lithium bat-
teries. 
“The CB522/3 is also suitable for lithium bat-
teries using the charging line that is closest 
to the voltage values indicated by the bat-

tery manufacturer from the available three”, 
added Dorian Sosi. “If a user invests a 

non-negligible sum of money for 
a battery which, among other 

advantages, has very fast re-
charging times, it is right 

to develop a dedicat-
ed product for them. 
Capitalising on many 
decades of experience 
with our customers and 

the most recent studies 
of our Research & Develop-

ment Department, we have identi-
fied a new charging line. Then we have 

optimised CB522-LT studying specifications 
along with the manufacturers of lithium bat-
teries and taking advantage also of the col-
laboration of an outside partner specialised 
in technical tests”.  

The CB522-LT features overheating protec-
tion, plus the 12V outputs are protected 
against short circuits and polarity inversion. 
Automatic charging system takes place in 
four phases.

• Phase 1: Bulk - The battery is charged with 
maximum current until the end-of-charge 
voltage is reached.

• Phase 2: Absorption - Battery charging is 
completed with constant end-of-charge 
voltage for a maximum time of 1h (or 30 
minutes with I<5A).

• Phase 3: Float - Maintenance charging at 
a constant voltage of 13.5V for a max-
imum time of 240 hours. The cycle is 
resumed from the bulk phase if battery 
voltage drops below 12.7V after a high 
load has been switched on.

• Phase 4: Refresh - The battery is charged to 
the voltage of 14.5V for a maximum time 
of 30 minutes (or up to I<5A). Afterwards, 
the charge restarts from the float phase.

batteries will be added to the CBE cat-
alogue in September 2019. The 
product will already be avail-
able for OEMs starting 

-
market customers later 
on. The CB522-LT is an 
evolution of the CB500 
series and designed for RV 
users seeking a high-per-
formance system expressly 
dedicated to this innovative type 
of batteries. It has a single charging 

non-negligible sum of money for 
a battery which, among other 

advantages, has very fast re
charging times, it is right 

of our Research & Develop
ment Department, we have identi

fied a new charging line. Then we have 

Rated voltage 230V ~ ±10%

Frequency 50÷60 Hz

Max. power 320 W

Protective fuse T 3.15A (glass 5x20)

Safety switch 230V ~ luminous

Bulk voltage 14,5V

Float voltage 13,5V

Maximum output current 22A

Charging line IUoU

Short-circuit and polarity 
reversal protection

30A (car 
type)

Thermal protection Yes

Signal AC power supply (S) 12V; 50 mA

Efficiency 86%

Room temperature 0 - +40 °C

Ventilation Gradual automatic 
regulation

Low voltage 
directive

2014/35/UE

EMC directive 2014/30/UE

Connection to 
network

3-pole “Mate-N-
Lock” connector / 
Schuko plug

Connection to 
battery

Screw M6

Network signal 
connection

Faston type 6,3

Temperature sensor Yes, included

Dimensions 180 x 190 x 85 (mm)

Weight 1,2 kg

INPUT TECHNICAL DATA

OUTPUT TECHNICAL DATA

GENERAL TECHNICAL DATA

Technical specifications

ing with LIN-BUS technology. The control 
panel has the same design appreciated for 
time by customers but implements all-new 
hardware and software to operate the new 
space heaters and water heaters with LIN-
BUS technology. The project was completed 
at the end of 2018 and the first products 

Whale, also the new LIN-BUS panel is CBE
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C ompany news Vetroresina

With the opening of a new department in the Italian plant, production capacity has been increased by 
20% and the quality of sheets packed in 120-metre rolls has improved. Now, the company is ready for 
the next leap forward.

Objective: 
6 million square metres

Words Andrea Cattaneo

Major changes are in store in the Vetroresina S.p.A. plant with 
the start-up at the beginning of April of the new system that 
will increase production capacity and also improve the sheet 

quality. The Italian company, which is a world leading manufacturer 
of fibreglass laminates, has been working on the project for three 
years, describing it in detail before moving onto construction and 
testing. The new department hosts four all-new production lines. 
“We are operative, at last”, proudly declared Simone Colombarini, 
President of Vetroresina S.p.A. “The new system is up and running, 
although not yet at full capacity. It was an ambitious project, but also 
a necessary one to cope with the growing demands for a market 

increasingly shifting towards the use of fibreglass for the walls, roofs 
and floors of RVs. The new plant will allow us to increase production 
in a major way, by around 20%, because when it is fully up to speed 
it will allow the production of over 1 million square meters of slabs 
more every year. Going from 5 million to over 6 million square me-
tres a year is no small thing. Obviously, to create this new production 
area we purchased and installed new machinery and built a large 
building to house the line. We erected 5,000 square meters of sheds, 
upping our covered surface area to 36,000 square meters in total. 
The investment was considerable, there is no doubt about it, but I 
am sure that it will bring good results”. The investment was not only 
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Founded in 1968, Vetroresina S.p.A. 
produces glass fibre-reinforced polyester 
resin laminates. The company’s great op-
erating capacity results from thorough 
research in the composite materials sec-
tor linked to the study and continuous 
improvement of processing techniques. 
To maintain and increase the level of pro-
duction, Vetroresina S.p.A. has planned 
substantial investments and thanks to 
the contribution of advanced technolo-
gies, as well as close collaboration with 
universities and experts in the sector, it 
has been able to apprehend the changes 
in and new requirements of the market. 
A high level of technology together with 
particular attention to aesthetics and 
materials have given rise to product di-
versification, extending their range and 
fields of application. Vetroresina S.p.A. 
has a production capacity of 6 million 
m2 / year. The main production site in 
Italy covers an area of 65,000 square 
meters, of which 36,000 are covered, 
and employs 140 people. In June 2000, 
Vetroresina S.p.A. opened a factory in 

Brazil, in the municipality 
of São Paulo, from which 
it can meet the needs of 
the South American mar-
ket, and since May 2008 
the company has boasted 
a new production site in 
the USA from which it can 
dedicate itself to manag-
ing the North American 
market. Around 50 peo-
ple work in the American 
branches.

Company Profile

Simone Colombarini
CEO Vetroresina SpA 

Last year, Vetroresina S.p.A. acquired 30% 
of the shares of Gees Recycling s.r.l. based in 
Aviano (province of Pordenone, in the North 
of Italy). Vetroresina S.p.A. has been co-
operating for some time with this “green” 
industry specialised in the recovery and 
recycling of waste products made of fibre-
glass and other materials. Vetroresina S.p.A. 
sends processing waste to Gees Recycling 
and is encouraging some customers (Euro-
pean camper van manufacturers) to do the 
same. The fibreglass and other insulating 
materials inside the panels is recycled and 
the recovered material are used to make 
semi-finished or finished products. The re-

Fibreglass recycling

justified by the need to increase production. 
The new 120-metre-long production line 
also allows the production of rolls double 
the length of the standard ones made un-
til now by Vetroresina S.p.A., passing from 
60 to 120 metres. This has advantages for 
customers, because they can exploit mate-
rial better and reduce waste when cutting 
the sheets. Another great advantage of new 
production lines is the improved sheet quali-
ty. An automated production process is used 
which is more modern than the traditional 
manual system used for making laminates. 
Resin and gel coat are applied by digitally 

covered material has been successfully used 
to make shower trays and experiments on 
kitchen worktops are underway. The idea 
for making reinforcing elements of the walls 
and floors of the RVs is being floated. With 
this technology, it is possible to recycle an 
entire wall of a motorhome with fibreglass 
lining, providing practical answers to the 
problem of scrapping end-of-life vehicles. It 
is a real circular economy project. Material 
made in a given sector, in this case that of 
RVs, is recovered and recycled to make new 
products, which are used within the same 
sector (for more information, go to the 
www.geesrecycling.com).

controlled machines. Material distribution is 
accurate and uniform as a result. The new 
technology reduces waste, but above all 
provides constant sheet quality, with uni-
form thickness and improved dimensional 
tolerances. New personnel were recruited 
during 2018 to begin preparations for the 
new department and to consolidate exist-
ing shifts. About fifteen people have joined. 
There are now one hundred and forty peo-
ple working in total at the Italian plant of 
Vetroresina S.p.A. and nearly fifty people in 
the two American plants, one located in the 
U.S.A and other in Brazil.
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multiple European manufacturers, focusing on glass 
components for the motorhome cabin, for a range 
of vehicle sizes and price brackets, supplying some of 
the most prestigious brands in the sector. “We deliv-
er excellence, in the form of the PLANA window”, 
states Ship-Car owner Davide Zanetti. “The only, 
the original, patented design. With the growing 
demand for fully-integrated motorhomes, sliding 
glass doors in the cabin have become of funda-
mental importance, and Ship-Car’s PLANA is the 
ideal solution, the finest available on the market 
today. Ship-Car also produces a range of opening 
glazed systems, to fulfill specific customer needs”. PLANA 
is a sliding system: the closure lines up the sliding unit to the external 
glass, perfectly flat, aesthetically valuable. The frame, seals and sliding 
system are designed to ensure the absence of noise and prevent water 
infiltration. PLANA can be made with single glass, laminated glass or 
insulating double-glazing. The sliding function can be manual or elec-
trically powered.
The “Industria Felix” prize, a highly coveted award that recognises ex-
cellence in small and medium-sized Italian companies, went to Ship-

Ship-Car is celebrating thirty years in business: Italian excellence in the production of windows for 
special vehicles and construction machinery, as well as for the nautical sector, also successful in the RV 
sector, supplying glazed parts for the front area of motorhomes. Ship-Car’s leading product is PLANA, 
the original patented flush sliding window.

Hi-Tech motorhome windows

Words Andrea Cattaneo

For thirty years, Ship-Car has specialised in the production of 
aluminium frame tempered glass windows for vehicles, pro-
ducing a range of windows for the RV sector, in particular for 

motorhomes. Ship-Car delivers excellence in the form of the PLANA 
patented flush sliding window, the first, the original, perfect for high-
end motorhomes. For years, the company has been collaborating with 

Product news Ship-Car

multiple European manufacturers, focusing on glass 
components for the motorhome cabin, for a range 
of vehicle sizes and price brackets, supplying some of 

“We deliv-“We deliv-“We deliv
er excellence, in the form of the PLANA window”, 

“The only, 
the original, patented design. With the growing 

. PLANA 

A close up of the ‘Gardavitrum’ screen-printing system, 
part of the Ship-Car glass processing department.
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In 2009, Ship-Car patented the PLANA® system, which is now patent-protected in both 
Europe and the USA. PLANA is a closing mechanism for sliding glass, with sliding flush 

closing, which can be equipped with glass of variable thickness (from 3 to 17 mm) but also 
with insulating double-glazing. Manual or electric sliding is available. PLANA, the original, 
has several applications, including in the RV sector. It can be installed on motorhomes of 
different levels and is particularly interesting for high-end models.

duction of noise and the ab-
sence of vibrations in stress 
conditions is also extremely 
important. For many prod-
ucts, Ship-Car must comply 
with the strict regulations of 
the automotive, railway and 
nautical sectors (the win-
dow systems are RINA test-
ed). “The start of 2019 has 
been even better than last 
year,” says Davide Zanetti, 
“and we continue to invest 
in increasing product quality. 
We are not afraid to invest and we believe it 
is necessary to guarantee ever greater com-
petitiveness, even in compliance with increas-
ingly stringent regulations. We are planning 
to expand our premises: today we have two 
production sites, for a total of 10,000 square 
meters, but a new plant of 8-10,000 square 
meters is already in the works”.

All-round experience
Currently, Ship-Car production spans various 
sectors. For the nautical sector, the firm pro-
duces various types and sizes of window, for 
yachts and for ferries and other boats. In the 
automotive sector, Ship-Car manufactures 
windows of different types for buses and 
minibuses, windows for cabins of earth-mov-
ing machines and agricultural machines, but 
also windows for railway vehicles, locomo-
tives and trams. For the special vehicle sector, 
Ship-Car offers several products, including 
glass cases for use inside ambulances, and 
bulkhead partitions for between the patient 
area and the driver’s cab. In 2006, with the 
aim of implementing the glassware depart-
ment to increase autonomy in supply and 
quality control, Ship-Car established a flat 
tempered glass production facility. To date it is 
perhaps the only facility in Europe that, with 
the GARDAVITRUM brand, carries out the dif-
ferent processes in its own factories: cutting, 
grinding, screen printing and tempering are 
performed and laminated glasses are used, 
but also shatter-proof glasses (anti-vandal) 
and double glazing for better thermal and 
acoustic insulation. Spherical and cylindrical 
glasses are also used. The windows can be 
fixed or opening, for horizontal or vertical 
sliding.

PLANA, the original

Car in March. The company, 
based in Gavardo, in northern Italy, 

was selected by Confindustria (the organi-
sation that groups Italian companies in the 
manufacturing and service sectors) as the 
best small company in the Province of Brescia, 
from 33,000 limited companies based in Lom-
bardy. Ship-Car employs over fifty people and 
has a turnover of around 10 million euros. 
“The company was born in 1989,” explains 
Davide Zanetti, “and the name was already a 
plan: Ship-Car, because we started out in the 
nautical world, but our goal was to enter the 
automotive sector. So we started producing 
windows in the nautical field and windows 
of different sizes for vehicles. We approached 

the world of body builders and the produc-
tion of special vehicles in the 1990s. We are 
success in the RV sector, where we supply 
various types of glazing. Today 30% of our 
supplies concern Italy, while 70% is exported 
to various parts of Europe. The RV sector rep-
resents around 20% of our turnover”.
What Ship-Car has to offer companies in the 
RV sector is considerable, and of particular in-
terest for manufacturers working at the high 
end of the market, where custom solutions 
and outstanding workmanship are required. 
Working in specific sectors, from nautical 
to construction machinery, Ship-Car also at-
taches great importance to seals, which must 
guarantee perfect water tightness. The re-

Car in March. The company, 

Davide Zanetti 
Ship Car owner

Plana section view: double glazed version
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supplied Winnebago since 2005 and collaborated also with Air-
stream with exclusive products. Since 2018, Tecnoform has been 
supplying manufacturers of the calibre of Jayco and Thor Motor 
Coach in the class B and class C motorhome range.

C ompany news Tecnoform

Tecnoform introduced a new type of cabinet door, which strikes the perfect balance between Italian 
design and American taste at the RVX trade show in Salt Lake City. But it was not the only news. 
Tecnoform Usa Inc. has been established to be even closer to the needs of the US market, shorten 
shipping times and work alongside customers also during planning and design.

Tecnoform goes USA… literally!

Words Andrea Cattaneo

Strong of a global market vision, also deriving from experienc-
es in home furnishing and yachting, Tecnoform has always 
believed in the importance of being present in America. They 

tiptoed onto this strategic market and earned a leading position 
year after year. The Italian company is being rewarded by the qual-
ity and style of its products and also by a collaborative approach 
that has led to creating major synergies in supplier/customer rela-
tionships.
“We have been present on the American market for a long time,” 
explained Renzo Kerkoc, CEO of Tecnoform. “Back in 2001, we 
launched a development programme to make our brand known 
and introduce our peculiarities by meeting manufacturers at their 
plants and taking part in trade fairs. Year after year, we have 
earned the respect of the American industry. The test of this 
growth is also the location of our booth at the Louisville fair trade, 
that became more in visible and strategic year after year until up 
moving up to a well-deserved first line position”.  Tecnoform was 
at all the trade fairs in Louisville and this year took part in the new 
format RVX held in Salt Lake City. From the past several years, the 
company has also attended the Elkart Open House at the end of 
September to visit manufacturers. In America, the company has 

Francesco Canzone (Business Developer), Renzo Kerkoc (CEO), 
Andrea Kerkoc (Board of Directors) and Alessandro Rossodivita (Technical and R&D Director)
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• The company was founded in 1965; 
since 1968 has been producing 
furniture components for the RV 
sector

• Headquarter in Crespellano, 
Bologna, Italy

• Furnishing supplier in three 
different sectors: RV, Boat, Luxury 
home furniture

• Global player in RV furniture

• 95% export (60% Europe)

• Market leader in United Kingdom, 
France and Australia

• Major Customers: Trigano Groupe 
(F), Winnebago (USA), Swift (UK), 
Knaus Tabbert (D), Jayco (AUS)

• 30.000 sq.m production area

• 30.000 sq.m of solar plant providing 
all Tecnoform power supply

• 170 employees 

• Automated production lines

Tecnoform factsheet

The relaunch of Tecnodesign
Although the Tecnoform brand is now a 
very well-known brand on the American 
market, the same cannot be said for Tec-
nodesign, the company division responsible 
for innovation, research and development. 
All the design projects presented over the 
years to customers are created by Tecnode-
sign. Working alongside manufacturers, 
Tecnodesign develops the projects which 
are brought into fruition by Tecnoform. Tec-
nodesign suggests ideas 
on how to approach the 
market to customers, 
seeking gradual product 
evolution rather than 
shocking revolutions. 
“We are known for our 
typically European pre-
mium products”, said 
Alessandro Rossodivi-
ta, Technical and R&D 
Director. “We have re-
cently been invited by 
several customers to in-
troduce something that 
represents the half-way 
meeting point between 
typically American prod-
ucts and European style. This inspired us 
to offer a more modern take on the shaker 
doors that are fitted on most American RVs. 
With our technologies, we can reproduce 
very light cabinet doors that coordinate per-
fectly with the style of the existing furniture.  
We can also vary the decoration on the 
doors, using colours or fabric-type effects”. 
Tecnoform has the design and development 
of tailor-made solutions in its DNA to sup-
ply timeless solutions, designed to evolve 
and be open to further developments. But 

weight-reduction is equally important: Tec-
noform is accustomed to operating in Euro-
pean where this issue is particularly felt. The 
new doors are much lighter than those cur-
rently employed by American manufactur-
ers. “We realized that not all the market can 
converge towards European style, which 
tends to be very polarising,” added Renzo 
Kerkoc. “With these doors, we are suggest-
ing an original, Italian-made alternative to 
solid wood. By using wood bases covered 

with decorative paper, we can experiment 
endless stylistic design choices on the same 
product. A solution like this is entirely new 
given the technologies currently used in the 
USA. The feedback we received in Salt Lake 
City from most manufacturers was remark-
able and we went back home without a sin-
gle cabinet door left, literally!”
Endless colour variations are available, al-
though the American market prefers darker 
shades, such as walnut. However, also in 
North America some products and manu-

facturers stand out 
from the crowd 
and more and more 
RVs with lighter 
colours are appear-
ing. This is perhaps 
due to the need to 
make the ambiance 
brighter conveying 
greater feeling of 
space, although the 
interiors with slide-
out systems are far 
larger than those us-
ers are accustomed 
to in Europe. 

Tecnoform goes USA
The news does not stop here. Tecnoform 
has chosen to open Tecnoform Usa Inc. in 
the United States. The company will be in 
charge of consolidating the presence of 
brand on this market and establish even 
closer relationships with customers being 
involved in co-design and co-engineering 
activities. 
“We are very excited about this opportunity 
that will allows us to supply customers with 
very fast turnaround”, concluded Renzo 
Kerkoc. “It will simplify customer relations 
and cancel out distances. Now that we have 
a company based in the USA, that will be a 
true and proper operating subsidiary of Tec-
noform, not just a name, we can really be 
closer to the needs of this market and work 
alongside customers also during planning 
and design. The solid foundation of our Ital-
ian design, now lands practically on a con-
tinent where our style is in high demand.”
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ability to process metal. Well worth a men-
tion are doubtless the rooftop luggage racks, 
modular systems comprising longitudinal ele-
ments and cross bars, designed to secure var-
ious types of equipment such as solar panels, 
cargo boxes and aerials.
“Customers can order the kit comprising 
two longitudinal bars in addition to sever-

CTA’s range of luggage carrier systems is truly extensive, comprising modular longitudinal and cross 
bars that allow each customer to create his or her own custom solution. The catalogue also boasts 
ladders, designed to reach the roof of the motorhome conveniently and safely.

All in order up there

Words Andrea Cattaneo

CTA’s product range is developed on 
two levels: on the one hand, the popu-
lar retaining structures for safety belts, 

and on the other an entire range of accesso-
ries for the passenger compartment, storage 
locker and roof of motorhomes. They are 
not entirely disconnected activities, because 
underpinning both is the company’s historic 

al crossbars, - explains Marco Ubaldi, CTA 
R&D department head - or they can order 
custom bars and then put together their 
own bespoke luggage rack. The bars are 
in extruded aluminium and incorporate a 
track along which the various accessories to 
be secured to the vehicle rooftop can slide. 
The same extruded bars, owing specifically 

Open 
luggage rack

Semi-closed 
luggage rack

Closed 
luggage rack

Product news CTA
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A leader of the European recreational 
vehicle components market and boast-
ing more than 40 years of experience, 
CTA designs and builds innovative solu-
tions with the aim of improving safety 
and the comfort perceived inside the 
vehicle. The range of products includes: 
structures for safety belts, swivel plates 
for seats, TV/tablet brackets, ladders 
and luggage racks, comfort accesso-
ries for seats, all strictly Made in Italy. 
Some of the undisputed strengths of 
CTA branded products include versa-
tility, reliability and light weight. CTA 
was the first manufacturer of anchoring 
structures for safety belts weighing just 
12.5 kg, a generous 40% less than the 
lightest models available on the mar-
ket. Today, it boasts an extensive range 
of structures which weigh just 8.5 kg 
for specific types of vehicles. These re-
sults were achieved thanks to ongoing 
investment in R&D, in the selection of 
innovative high-strength materials with 
increasingly low weights, and their use 
in the design of high-performance solu-
tions, that are easy to install and simple 
to use. Quality, experience, creativity 
and staying constantly up-to-date, com-
bined with passion and industry-specific 
skills allow CTA to partner with major 
European Original Equipment Manufac-
turers, with whom it devises customised 
projects that take into account all con-
struction requirements, and provides 
technical support throughout every step 
of the development and launch of the 
product.

Company Profile
Although it is not the product of tip, lad-

ders are an important voice in the CTA 
catalogue. Innovative and original the multi-
function ladder has a portion that is used both 
inside and outside of the medium with cost 
savings and weight. The concept is simple: the 
internal ladder, to be used for climbing in the 
cabcover, is designed to be used also on the 
outside to extend the ladder to the roof at-
tached to the back wall of the vehicle made in 
anodized aluminum or painted, CTA ladders 
multifunction are certified and comply with 
all applicable laws. They are manufactured in 
different lengths, from 85 to 170 cm, starting 
from two until seven steps. “Our solution is re-
ally appreciated - tells us Dario Bellezze, Man-
aging Director of CTA - because it prevents 
access to the roof by spiteful person, without 
our appendix, in fact, it lacks the final part of 
the ladder. The coupling system is simple and 

Multifunction ladders

Having been with the company for the 
last sixteen years, Marco Ubaldi was re-
cently made head of CTA’s R&D depart-
ment. Having grown in the R&D and 
design department, he has also dealt 
with type-approvals and safety belt an-
choring structures for years. In his job, 
he constantly liaises with automotive 
customers and conducts studies for the 
positioning of belt anchoring structures. 
Ubaldi is aged 45 and is a huge motor-
home enthusiast; his own motorhome is 
a kind of travelling workshop on which 
the various solutions coined in the design 
department are tested. The CTA R&D de-

partment is undergoing an implementation 
phase, with the introduction of new engi-
neers whose task will be to devise the posi-
tioning of anchoring structures, also in rela-
tion to various regulations, and also carry out 
the necessary testing. They will also control 
production, working on the new ERP.

to the presence of the sliding track, can be 
used by various vehicle manufacturers also 
for wall-mounted TV supports or to secure 
bicycles and motorbike stands in the storage 
locker, thereby guaranteeing considerable 
production and warehouse flexibility”. 
The system is extremely versatile because it 
allows users to add additional crossbars at 
any time, anywhere on the roof, simply and 
quickly, without having to remove the existing 
crossbars first. The aluminium profile of the 
longitudinal bars can be installed vertically, se-
cured to dedicated spacer supports that also 
have a styling function, or horizontally, se-
cured directly to the rooftop to distribute the 
weight uniformly along the entire perimeter.
“The longitudinal bars can be assembled to 

compose an open luggage rack - explains 
Marco Ubaldi - comprising just two side bars 
onto which the crossbars are secured, or a 
closed-loop luggage rack or a U-shaped semi-
closed luggage rack. In all cases, the crossbars 
can be secured in two ways: with attachment 
resting on the bar, to be used when the roof is 
free of obstacles, or with attachment inserted 
into the bar, to be used on rooftops with a 
window or installations”.

Bars: extruded aluminium

New Head of 
R&D Department

really safety: the ladder attaches securely with 
the simple engagement. So it inserts the lad-
der with a certain angle, holding it raised from 
the ground, and then rotates toward the wall.
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instance – everyone is sure 
to find qualified and prompt 
assistance. Take a television 
and satellite aerial system, 
for example. These systems 
are complicated and delicate 
and can easily be thrown off 
by a change of satellite pro-
gramme or a connector pulled 
out by a stray tree branch. 
Televisions have become in-
creasingly more important for 
motorhome users, particularly 
those travelling with children 
and those who want to keep 
abreast of news while abroad. 
Faults create displeasure for 
the users who are ultimately 
our customers. Teleco France 
was created to provide better service for the French market, which 
for Teleco is the second most important after Germany”.
Teleco France is based in Tournon-sur-Rhône, in a strategically cen-
tral position easily reached from anywhere in the country. The Teleco 
France plant has a well-stocked spare parts warehouse for service 
centres and for end users, in addition to a warehouse for new mate-
rials which is useful for the major customers, i.e. French motorhome 
and caravan manufacturers, that have finished their stock of Teleco 
products or did not order them in time. There are stocks for fast, 
partial deliveries for buffering emergencies, while the rest is shipped 
from the headquarters in Italy.

C ompany news Teleco

Teleco France is the reference for Teleco and Telair in France for manufacturers and service centres 
alike. The Tournon-sur-Rhône headquarters house a well-stocked spare parts warehouse and rooms to 
hold refresher courses for technicians.

For ten years in France

Words Andrea Cattaneo

Product quality is crucial for Teleco and service is held in the 
same high esteem in corporate philosophy. This is why Teleco 
has always taken pride in being an easily reachable service 

partner for customers. Teleco France was created precisely with this 
goal in mind and has been operating for ten years. In case of tech-
nical problems concerning a Teleco television, aerial, A/C unit or 
generator, customers must be able to receive assistance anywhere 
in Europe.
“The presence of a high number of Teleco service centres well dis-
tributed on local level is our strength”, explained Vittorio Simioli, 
founder and partner of Teleco. “Teleco exports throughout Europe 
and provides excellent service to customers everywhere. German 
camper van owners on holiday in France, French motorhome own-
ers in Germany and German holidaymakers travelling in Italy, for 

Vittorio Simioli
Founding partner of Teleco
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Teleco Group is a group of leading 
companies in the leisure vehicle in-
dustry headquartered in the North 
of Italy. 

Teleco SpA designs, produces and 
markets a comprehensive range of 
devices and equipment for the re-
ception of both terrestrial and sat-
ellite TV signals, TV sets, navigation 
devices, camera systems, multimedia 
system and photovoltaic modules. 

Telair Srl is specialized in the devel-
opment and production of air con-
ditioners, power generators and 
inverters. All these products are 
commercialized and supported in 
the whole Europe. 

In Germany and France the Group 
also have two subsidiaries: Teleco 
GmbH and Teleco sas.

Company profile

“The Teleco France base is a valuable asset 
for holding refresher courses for the techni-
cians from the various French service centres 
who cannot always travel from France to our 
headquarters in Italy”, added Vittorio Simio-
li. “Furthermore, we must consider the need 
to have a French subsidiary to purchase and 
resell products in France because French 
regulations are sometimes restrictive, at 
least regarding some products. Important-
ly, Tournon-sur-Rhône is on the road that 
connects the north to the south of France 
and that in the summer experiences a high 
transit of tourists in their RVs. We also offer 
direct assistance to complement that of our 
service centres across the country so retail 
customers can always finds someone able to 
help them”. 

A strategic plant
The Teleco France facili-
ty in Tournon-sur-Rhône 
is strategic because the 
Trigano VDL plant, which 
is the largest French RV 
manufacturer and the 
creator of Challenger, 
Chausson and Caravelair, 
just to mention the most 
popular brands, is located 
there. Having a branch on-
site makes it much easier 
for Teleco to be close to 
customers-manufacturers 
providing assistance in 
case of assembly and op-
eration issues.
Teleco is OEM for sever-
al companies. Most are 
German, such as Hymer, 
Carthago and Hobby, but 
there are also several ma-
jor French partners, such as Trigano VDL and 
Font Vendome, in addition to a number of 
smaller companies that make special and 
small series vehicles. For Teleco, France has 
become the first market for A/C units, above 
all for excellent aftermarket sale results, and 
current generators are also performing well.
“In addition to our Teleco France branch 
in Tournon-sur-Rhône, we have a sales 
agent, Jean-Philippe Bleys, who regularly 
visits manufacturers and distributors across 

France”, concluded Vittorio Simioli. “We 
have Trigano distributors (Euro Accessoires) 
and others, not to forget the purchasing 
groups and wholesalers, like Alpa and Nar-
bonne Accessoires that deal our products. 
Almost all French wholesalers currently have 
Teleco and Telair products in their cata-
logues”. 
In the meantime, the R&D department of 
the Teleco factory in Italy is continuous-
ly working to improve products. Visitors 
to trade shows in August, September and 
October will see plenty of news. New A/C 
units and generators will be introduced and 
a brand-new range of next-generation TVs 
will be presented along with new inverters 
and interesting lithium battery solutions.

Jean-Philippe Bleys,
Sales Contact of Teleco France

Christian et Isabelle Tortel,
Technical Contact of Teleco France
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With this in mind, we were excited to vis-
it this young Italian company with a great 
growth potential that wants to make a 
name for itself in the sector of laminated 
panels for furniture. Officially founded in 
2015, they started actively collaborating 
with several European RV manufacturers 
at the beginning of 2017. Even complex 
jobs are performed using extremely modern 
systems. Various kinds of decorative films, 
from delicate paper to PVC, CPL and Alkor-
cell, are used for covering the wood pan-
els. There are many possibilities for custo-
misation, with shiny, matte, smooth or 3D 
relief effects. The surfacing is applied to the 
wood panels, of variable 
thickness from 2 mm to 
50 mm, by pressing and 
gluing.

Long experience, young 
dynamism
The company is definitely 
young but was not creat-
ed from nothing. Roberto 
Bigoni has many years of 
experience in the wood-
working sector and can 
rely on an important and 
consolidated equity part-

C ompany news Utility Doors

It is a new-comer but it has the potential 
to become an important and reliable part-
ner for the major RV European manufac-
turers. Using state-of-the-art machinery, 
Utility Doors can make high-quality lami-
nated panels and can do so fast.

The courage 
to dare

Words Andrea Cattaneo

Roberto Bigoni, founder and owner 
of Utility Doors S.r.l. said: “The first 
potential customers I spoke to told 

me that it had been twenty-five years since 
someone started a business in the laminated 
wood panel sector”. 

ner such as ICL, strong of over forty years 
in the woodworking sector, as a producer 
of overlaid panels and veneer for door and 
natural wood furniture manufacturers. 
“I have been working in the wood industry 
since 1994 for some major companies that 
mainly make poplar multilayer and block-
board”, explained Roberto Bigoni. “I almost 
always focused on international markets as 
export sales manager. In my professional ex-
perience, I have often dealt with companies 
involved in making panels for RVs. I have 
always been attracted by this sector and I 
eventually wanted to address this market di-
rectly. So, in 2015, I decided to create Utility 
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Follow us on Linkedin:

Doors partnering with ICL, a time-honoured 
woodworking company that has been oper-
ating for two generations and which I had 
worked for several years as sales manager. 
I like to think that the production of Utility 
Doors ideally complements that of ICL”. 
The first two years were dedicated to devel-
oping the new company, to setting up pro-
duction and introducing the product to the 
market. For over one year, production has 
been at full rate and Utility Doors is working 
with some of the most important Europe-
an producers of RV, while other interesting 
collaborations are being outlined in Europe. 

Next-generation calender
The factory covers a 4,500 square-metre 
area divided into two parts, one of over 
2,000 square metres for storage, ware-
house and secondary jobs while the rest of 
the facility is the heart of Utility Doors set 
up to ensure the maximum degree of panel 
quality and reliability. The earthquake-proof 
building is air-conditioned to ensure a cor-
rect temperature and the right dose of mois-
ture necessary for panels and coating paper. 
Special systems are implemented to prevent 
dust which can create problems at various 
steps of the process.
“I wanted to create a productive environ-
ment which was almost completely free 
from external interference to prevent the in-
troduction dust and allow free movements 
around the systems necessary to obtain 
high-quality, defect-free panels”, continued 
Roberto Bigoni. “We aimed at overcoming 
current market production issues when 

choosing the machinery. We analysed the 
situation in detail, made substantial invest-
ments and we are now gradually receiving 
positive results from our customers. We 
installed a next-generation calender made 
by a manufacturer that has been making 
this type of machinery exclusively for over 
50 years. The system has a loading line 
equipped with four buffers (two per side). 
The panels are handled by a bridge crane 
fitted with suction cups that take the panels 
onto the pressing line. The system is over 
50 metres long and works entirely in auto-
matic mode. After setting thickness and di-
mensions of the panel, a single person can 
manage production”. 
The laminated panels can reach a con-
siderable size, up to 4200 mm, but even 
more remarkable is the production speed 
that clearly points to the potential of this 
next-generation machinery. Utility Doors 
can make up to 26 metres of finished prod-
uct per minute. In other words, that is ten 
panels per minute. So, in principle, a large 
number of panels of the same thickness, 
for example 15mm thick (which would load 
up a truck for transport completely) can be 
made in just four hours. High-quality panels 
and manufacturing speed are therefore the 
introduction for this company, that we are 
sure, will be able to grow fast in the tough 
but exciting sector of RV furniture.
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Aboutcamp BtoB: What is in concrete 
your agreement with Knaus Tabbert?
Laurent Lafitte: A letter of intent on future 
collaboration was signed with Knaus Tabbert 
Gmbh. In the coming years, MAN Truck & 
Bus will supply MAN TGE model van chassis 
to Knaus Tabbert Gmbh for the production 
of motorhomes.

Aboutcamp BtoB: Do you foresee a co-
operation, also, with other brands? Can 
you tell us which ones?
Laurent Lafitte: We do not have further 
agreements with other manufacturers of 
campers.

Aboutcamp BtoB: What are the advan-
tages of the MAN basis, talking about 
chassis, engine, transmission and cab?
Laurent Lafitte: The Chassis of the MAN 
TGE (independent wheel suspension at 
front, rigid axle with leaf springs at rear) is 
outstanding in the transporter segment. It 
offer safe and easy handling with car-like 

An agreement was signed with MAN Truck & Bus AG and Knaus Tabbert GmbH. It includes provisions 
for the delivery of MAN TGE van chassis to Knaus Tabbert in the years ahead. We met Laurent Lafitte, 
International Key Account Manager of MAN Truck & Bus AG, to deepen the issue of the agreement. 

The custom chassis

Words Giorgio Carpi - photo Enrico Bona

driving characteristics. As well remarkable 
is the electromechanical steering, which im-
parts extraordinary agile handling and en-
ables various driver assistance systems. That 
leads to another big advantage of the MAN 
TGE: the wide range of assistance systems 
offered. E.g. Emergency Brake Assist (EBA), 
Lane Change Assist, Adaptive Cruise Control 
(ACC), electromechanical power steering 
and driver emergency assist with a multi-col-
lision brake. All in all 18 systems are offered.
The ergonomic TGE workplace in the cab 
sets maximum design standards in the light 
commercial vehicle segment, with 3 optional 
comfort seats. The comfort top seat offers air 
suspension known from truck cabins.

Aboutcamp BtoB: What are the basic dif-
ferences with the Volkswagen Crafter?
Laurent Lafitte: There are no technical dif-
ferences, except different features as a stan-
dard. MAN costumers benefit from a 24/7 
professional service with extensive opening 
hours, warranty extensions, mobility guaran-

tee and breakdown service.

Aboutcamp BtoB: While all manufactur-
ers try to reduce the weight of the ve-
hicle in order to stay in the limit of 3500 
kg, does it make sense to put in range a 
four-wheel drive base?
Laurent Lafitte: Yes, of course. The reason 
is: Our 4x4 drive train is exceptional. It has 
the same loading capacity and load deck 
height as our rear wheel drive. So the cos-
tumer – especially the driver of a camper – 
gets more safety on all tracks without losing 
height nor payload. And all that for a very 
attractive price.

Aboutcamp BtoB: Does MAN supply an 
adequate service network in Europe to 
its final RV client?
Laurent Lafitte: As we already mentioned 
before, our professional service even makes a 
difference, because it is known for uncompli-
cated help and fast reaction.

Focus on MAN TGE
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Automatic gearbox 
for all drive types
• MAN TGE now available in front-wheel, 

rear-wheel and all-wheel drive with 
8-speed automatic gearbox

• Convenient tiptronic operation with 
manual gear selection mode

• Efficient gear shift strategy optimised 
for lower fuel consumption

• MAN TGE with automatic gearbox pro-
vides the top price/performance ratio 
compared to the competition

A transversely mounted model (AQ450-
8A/-8F, 410 Nm) made by Japanese sup-
plier AISIN AW CO., LTD. is used for the 
front-wheel and all-wheel drive vans. A 

With its new 4x4 chassis, the MAN TGE is 
ideally suited as a basic vehicle for the build-
ing sector, or as a municipal or special-pur-
pose vehicle. MAN uses a bevel gear on the 
front-wheel drive system to provide perma-
nent all-wheel drive, while a fifth-genera-
tion Haldex multiple-disc clutch is used for 
the power transmission to the rear axle. This 
multiple-disc clutch is notable for its higher 
precision, more compact design and lighter 
weight. The MAN TGE’s all-wheel drive is a 
smart system, as it responds to the driving 
situation at hand and is automatically acti-
vated. This occurs at rapid speed, since the 
electronically controlled Haldex clutch has a 
response time of just 80 milliseconds. If re-
quired, its discs (which run in an oil bath) can 
be arranged in an axial layout to distribute 
the front-axle drive’s torque between the 
front and rear axle.

• MAN TGE 4x4 chassis with permanent all-
wheel drive

• Front-axle drive with Haldex clutch ensures 
ideal four-wheel driving characteristics 

• Attractive all-wheel drive pricing in the van 
segment

Fantastic four
the MAN TGE 4x4

• Emergency Brake Assist (EBA) fitted as standard in the MAN TGE
• 18 driver assistance and safety systems available for the MAN TGE including parking 

assist, lane change assist and the Lane Guard System, Adaptive Cruise Control, elec-
tromechanical power steering and driver emergency assist with a multi-collision brake

• Systems combine safety and comfort

Talking of control: the MAN TGE also assists its drivers with an electromechanical power 
steering system. Its advantage over a hydraulic power steering system is that it only uses 
energy when the driver needs it. In addition to significantly reducing fuel consumption, the 
system also enables new comfort and safety features. As one example, the steering acts 
as a side wind assist function, compensating for countersteer forces caused by strong side 
winds or cambered roads. The active centring and precision control provides a much en-
hanced sense of safety, because the driver needs to make fewer corrections to the steering. 
Moreover, comfort assistance features such as the trailer assist described above are only 
technically feasible with the aid of electromechanical power steering. Also, the adaptation 
of the steering assistance to the specific vehicle’s engine and equipment specification pro-
vides an optimum steering feel.

Extensive driver assistance and safety systems

flange-mounted bevel gear is added to all-
wheel drive vehicles. ZF Friedrichshafen’s 
AL550-8H (410 Nm) is longitudinally installed 
in the rear-wheel drive TGEs. Both gearbox 
models are already successfully established in 
the car market and known for their reliability. 
The automatic gearboxes have been adapted 
for installation in the MAN TGE and a num-
ber of parts have been designed for greater 
resistance, including the housing, converter, 
differential gear, planetary gear set, friction 
plates and plate carriers, while the parking 
lock has been strengthened. 
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Nissan is about to give off-gridders a boost with its new ROAM energy pack. It’s basically a portable 
power pack that uses lithium-ion cells recovered from first-generation Nissan electric vehicles. By way 
of demonstration Nissan Energy and OPUS Campers have collaborated on a smart camping concept 
that uses second-life Nissan electric vehicle batteries. 

Nissan 
boost for 
off-gridders

Words Terry Owen

Focus on Nissan Opus

Housed in a weather proof aluminium 
box, the ROAM unit contains an in-
verter powering two 230-volt sock-

ets. There are also five USB power sockets 
including a USB-C variant. Nissan claims that 
these second-life batteries are able to deliver 
up to a week’s worth of remote power for 
‘off-grid’ adventures. Unlike engine pow-
ered generators, the ROAM pack is silent and 
emission free. Storage capacity is an impres-
sive 700Wh, with a maximum power output 
of 1kW. The first practical application of a 
ROAM unit is on the Nissan x OPUS concept 
camper. This smart camping concept vehicle 
is a trailer-mounted folding unit based on 
the innovative AIR OPUS®, which launched 
in 2017. It uses AIR pole technology with an 
onboard compressor to inflate the camper 
in around 90 seconds. Mounted in a special 
compartment at the front of the camper the 
ROAM power pack supplies both the 230- 

and 12-volt circuits (via recharging of the on-
board leisure battery which powers the 12-
volt system. The camper comes with cooking 
equipment including a portable microwave, 
a seating/dining area, and sleeping accom-
modation for up to six people. The OPUS 
concept includes a 
comprehensive spec-
ification designed to 
keep tech-focused in-
dividuals happy when 
off-grid. It has a 230-
volt outlet for power-
ing household appli-
ances; USB sockets for 
charging smartphones 
or other devices; LED 
lighting in the cano-
py; a 4G mobile WiFi 
hotspot for up to 10 
devices; and a digital 

projector with pull-up screen for enjoying 
movies during the evenings. In total there 
is sufficient power to provide autonomy for 
about seven days of camping. This is based 
on the combined capacity of the leisure bat-
tery, the Nissan Energy ROAM battery and 
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one to two recharges from a 400W solar pan-
el accessory. When required, the ROAM unit 
can be removed from its housing within the 
camper and recharged from a standard 230-
volt mains socket. When no mains power is 
available it can be recharged by a 400-watt 
solar panel in 1-2 hours under standard test 
conditions. These are defined as solar irradia-
tion of one kilowatt (kW) per square metre, 
a module temperature of 25 degrees Celsius 
and a solar irradiation angle of 45 degrees. 
Using a solar panel accessory, the charge 
time depends on the solution used as well as 
the solar irradiation. Externally, the Nissan x 
OPUS is equipped with off-road tyres and al-
loy wheels; racks for two bicycles and even a 
kayak carrier mount. It made its world debut 
at The Caravan, Camping and Motorhome 
Show, at the NEC in Birmingham, UK in Feb-
ruary 2019. Francisco Carranza, managing 
director, Nissan Energy said: “Nissan’s leader-
ship in energy services means we are not only 
transforming the way people drive, but also 
the way we live. The Nissan x OPUS concept 
is a real-world example of how Nissan Ener-
gy ROAM can integrate into our lifestyles – in 
this case the hugely popular leisure activity of 
camping.” He added: “Our customers already 
have the ability to take control of their energy 
use at home through Nissan’s residential stor-
age solutions. Now we can give them com-
plete independence to experience ‘off-grid’ 
adventures. The new Nissan Energy ROAM 
can deliver clean, sustainable power to the 
most remote of locations, and be enjoyed by 
everyone.” Jonathan Harrison, managing di-
rector, OPUS said: “OPUS owners really love 
getting out into the wild and enjoying the 
more remote corners of the countryside. At 
the moment, to go ‘off-grid’ for any lengthy 
period, you either turn to a fossil-fuel genera-

tor – which isn’t good for air quality 
or a peaceful camping ambience – 
or you compromise on the power 
you can use with existing battery 
solutions.” He added: “This new 
concept integrating Nissan Energy 
ROAM is answering real custom-
er needs. Soon campers might be 
able to take whichever road – or 
unbeaten track – they choose, safe 
in the knowledge they will be con-
nected to a robust and sustainable 
energy supply.” There are no plans 
for the OPUS concept camper to go 
into production in its current form, 
although the ROAM energy packs 

will become available across Europe later this 
year. Following that OPUS will be free to in-
tegrate the energy pack into their camper, if 
they wish. The first sales channel to access 
ROAM energy packs will be the Nissan deal-

Above: 
Francisco Carranza, 
managing director, 

Nissan EnergyROAM unit in place 
at the Birmingham show

Compact, easy-to-tow trailer

ership network, where it will be sold as an 
accessory for both professional and leisure 
use. Prices and further technical details, such 
as weight, will be announced in due course. 
It will be interesting to see if other vehicle 
manufacturers follow Nissan’s lead in recy-
cling used lithium batteries for energy packs. 
Their low weight and high energy density of 
lithium batteries make them ideal for use with 
RV’s but high costs have so far limited mar-
ket penetration. Used examples with a good 
remaining life could prove to be the way for-
ward, and help to lower prices.

AIR OPUS®
The AIR OPUS® camper was launched by UK 
manufacturer, Purpleline, to great acclaim in 
2017. It has a Mass In Running Order (MIRO) 
of 800kg and four chassis options giving 
maximum weights from 900 to 1500kg. 
With a combination of AIR pole inflatable 
technology and spacious accommodation 
the design revolutionised the folding camp-
er market. As such it has proved to be the 
perfect vehicle to partner with Nissan for the 
launch of its ROAM energy packs. The AIR 
OPUS® range starts from £15,995 (approx. 
€ 18,000). OPUS has a manufacturing base 
in the UK, with distribution across Europe, 
North America, Australia and New Zealand.

Nissan Leaf
First launched in Japan and the United States 
in 2010, the Nissan Leaf has become the 
world’s all-time best-selling highway-capable 
electric car, with more than 400,000 sold by 
March 2019. It is manufactured in Yohosuka 
– Japan, Tennessee - USA and Sunderland - 
UK. In fiscal year 2017, Nissan sold 5.77 mil-
lion vehicles globally, generating revenue of 
11.9 trillion yen ($107 billion).

Right: 
Jonathan Harrison, 
managing director, 

OPUS

ROAM unit 
easily detachable 
for mains charging
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Aboutcamp BtoB helps professionals in the caravan/RV and leisure industry around 
the world keep up to date with all the latest business news and market trends in this 
sector. It’s the most well informed source of B2B information in the caravan industry, 
with a unique global perspective and an international team of correspondents deliver-
ing daily news online at www.AboutcampBtoB.eu, a monthly e-newsletter, and a high 
quality print magazine delivered (free) in Europe, the United States, Australia, New Zea-
land, South Africa, Japan, China, Korea, Argentina, Brazil, Chile. The Aboutcamp BtoB 
magazine is published four times a year with features including exclusive interviews 
with senior management from the industry, reviews of the major exhibitions around 
the world, and reports about the latest market trends, plus in-depth profiles of OEM 
suppliers who specifically manufacture components for this sector. With all the recent 
acquisitions, new technological developments and more and more consumers buying 
leisure vehicles around the world, Aboutcamp BtoB is essential reading for everyone 

working in any business related to the 
caravan industry. While so many flock 
to the internet, and have an inbox full 
of emails, Aboutcamp BtoB decided 
to print a paper magazine so that it 
gets more noticed, read, appreciated 
and discussed; so, we wish you hap-
py reading!
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EASY TO CLEAN . HAIL RESISTANT . LOW THERMAL EXPANSION COEFFICIENT . LIGHT . 
HIGH ELASTICITY . WATERPROOF . STRONG CORROSION RESISTANT . DURABLE 

HIGH QUALITY GRP 
FOR RECREATIONAL VEHICLES

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

www.flatlaminates.com - export@brianzaplastica.it

Face to face with
Pierre Rousseau and Pierluigi AlinariPierre Rousseau and Pierluigi Alinari

Salone del Mobile. Milano
New furniture design New furniture design 
and trends of 2019and trends of 2019

Retrospective
Unusual CampervansUnusual Campervans

Focus on
Technology and solutions Technology and solutions 
to limit the weight to limit the weight 
on boardon board
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FROM COMFORT TO ADVENTURE

Hill Start Assist
Hill Descent Control*

Speed Limit Sign Recognition
Intelligent Beam Headlights

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

CITROËN CAMPING-CAR

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

CITROËN JUMPER / CITROËN RELAY MIXED CONSUMPTION AND CO
2
 EMISSIONS INFORMATION (BEFORE CONVERSION): FROM 5.8 TO 

6.4 L/100 KM AND FROM 154 TO 168 G/KM.

CITR_1805017_ABOUTCAMP CAMPING_JUMPER_210X297_VA.indd   1 18/05/2018   14:47

Face to face
with Jason Lippert

Interview
with Harald Striewski

Discovering Fiat Ducato
in the Sevel Plant

Caravan Salon 2018Caravan Salon 2018
Plan of Halls 13 & 14 
with Exhibitors
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Martin Brandt
Interview with

Daniel Onggowinarso
Face to face with

e.Home Coco Design
Focus on

Düsseldorf, 
Birmingham, Parma

Fairs report

Carthago in Slovenia
Anniversary

ISSUE 21
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CMT Stuttgart
Fair report

Manfred Lang
Face to face with

Wolfgang Speck
Interview with

BLACK FOREST - GERMANY

FEEL FREE TO GET LOST

ENJOYED BY MORE THAN

500.000
FAMILIES**

Supershow Melbourne
Fair report

How Europe camps
Inquiry

Stuart Lamont
People

Peter Mannfolk
The floor to

Aussie goes caravanning
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