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Here we are 
again at the 

classic turning point 
of the year: the 
2019 model year 
closes and 2020 
opens, and here you 
have a very rich issue 
of AboutcampBtoB, 
which previews the 

Düsseldorf Caravan Salon. Our editorial staff 
will, of course, be there for the duration of 
the exhibition. Also in this issue of the mag-
azine, we report on our attendance at the 
ECF (European Caravan Federation) Annual 
Conference, where, in his speech, the gen-
eral secretary, Jost Krüger, predicted a slight 
increase in registrations at the end of 2019 (+ 
1% caravan, +3,9% motorcaravan). Howev-
er, the increase in sales will not be linked to 

an increase in production. During the confer-
ence it emerged, in fact, that in 2018 in Eu-
rope there was an excess of production equal 
to about 8% of the recreational vehicles ac-
tually registered. Therefore, the industry has 
revised downward production plans, fore-
casting a reduction of 5% on the production 
of motorcaravans and 8% on that of cara-
vans in 2019 compared to 2018. These num-
bers that should not be a worry if it were not 
for the fact that in the United States things 
have not been going so well for a while, with 
negative sales figures for eight consecutive 
months and a -22% drop (reported in May 
2019) compared to the same period of 2018. 
In the past, the contraction of the market in 
the USA has translated into a market slow-
down in Europe. No one wants this to hap-
pen and, in any case, the corrective measures 
put in place by European producers should 

preserve the market from major setbacks. 
Another feature in our magazine this time 
is the new Euro 6d-TEMP engines for the 
base vehicles of so many European campers. 
We always like to report on market trends, 
so seized the opportunity to report from the 
Beijing and Köln trade fairs. And we also 
present some extraordinary interviews with 
industry decision makers, such as Juan Var-
gues, President and CEO of Dometic, Gerry 
Ryan, founder and owner of Jayco Australia, 
Paul Cunningham, Head of Engineering at 
Swift Leisure Group, Jim Menefee, new Vice 
President of Operations at Lippert Compo-
nents, and the interesting professor Johann 
Tomforde, an analyst in the automotive sec-
tor and visionary capable of designing fasci-
nating future scenarios of the RV sector.

Antonio Mazzucchelli
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News

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 deliv-
ering 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 Zealand, South Africa, Japan, China, Korea, Argentina, Brazil, Chile. The About-
camp BtoB magazine is published four times a year with features including exclusive 
interviews with senior management from the industry, reviews of the major exhibi-
tions 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 mag-
azine so that it gets more noticed, 
read, appreciated and discussed; so, 
we wish you happy reading!

Editorial
Editor in Chief: Antonio Mazzucchelli
+39 3355338977 - direttore@aboutcamp.eu

Editors: Enrico Bona - Andrea Cattaneo
Giorgio Carpi - Wim de Roos - Peter Hirtschulz 
Mauro Nogarin - Jörg Nullmeyer - Terry Owen
John Rawlings - Craig Ritchie - Rok Vizovišek

Graphic layout: Federico Cavina - Gabriel Lopez

Nicolas Ameri - Sales Europe/USA
+39 334 3851699
ameri@aboutcamp.eu

Giampaolo Adriano - Sales Italy
+39 338 9801370
commerciale@aboutcamp.eu

Advertising

Aboutcamp BtoB is also a website updated daily with news and in-
formation dedicated to RV builders and OEM producers. The web-
site is supported by a professional newsletter sent monthly to the 
professionals in the RV sector. We also strengthened our presence 
on LinkedIn, where we manage the business page of the magazine 
but also the group “Caravanning Professional” which allows us to 
develop direct and informal relationships with decision-makers in the 
RV industry.

On our website is possible to read online the print edition of all 
Aboutcamp BtoB issues at: 
www.aboutcampbtob.eu/read-the-magazines

Web edition

Fuori Media srl
Viale Campania 33 - 20133 Milan – Italy
Ph +39 0258437051
E-mail: redazione@aboutcamp.eu
Internet: www.aboutcampbtob.eu

Registered with the Milan Court on 22 Dec. 2016 at No.310. 
Subscription ROC 26927

Headquarters

Would you like to receive the print 
edition of Aboutcamp BtoB?
It is free of charge! Subscribe on 
www.aboutcampbtob.eu or 
scan the QR code

Print edition

The Fiat Ducato will have an all-electric model available in its new 2020 
model range with a choice of battery options and charging configurations 
offering a total range of 220 to 360 km (NEDC cycle). The maximum 
power and torque are 90kW and 280Nm, respectively, with a top speed 
limited to 100 km/h to optimise energy use. Although the Ducato is the 
most popular base vehicle for the majority of motorhomes in Europe, the 
electric version is not currently suitable for RVs. The Ducato Electric – an 
all-electric BEV (Battery Electric Vehicle) doesn’t compromise in terms of 
load and performance. It will be available with the same body variants 

with the same load 
volumes (from 10m3 
to 17m3) as the rest 
of the Ducato range, 
and the best payload 
on the market of 
up to 1,950kg. The 
Ducato will be the 
first fully-electric Fiat 
Professional model 
designed and de-
veloped by the FCA 
Group.

Fiat: electric Ducato model for 2020

For the fourth time, 
Truma, the family 
owned business that 
supplies the glob-
al RV industry, has 
been named one of 
the top 100 most 
innovative SMEs in 
Germany, according 
to the Vienna Uni-
versity of Economics 
and Business. After 
assessing around 400 companies throughout the country, the 
judges were particularly impressed by Truma’s climate for inno-
vation and a management style that fosters innovation. Philipp 
Wegmann, Head of Product Management & Business Develop-
ment and Jutta Bringazi, PR & Corporate Communications, ac-
cepted the award from TOP 100 mentor and science journalist 
Ranga Yogeshwar in Frankfurt.

Truma named as a one 
of top 100 most innovative 
SMEs in Germany
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Extended Citroën Jumper motorhome warranty with special conditions in Germany, France, Italy and Spain

   *From the date of your vehicle’s periodic servicing in the CITROËN network and for 12 months, regardless of the age of the vehicle, if the 
incident is not covered by assistance in the contractual warranty or an underwritten CITROËN service contract. Long- and short-term hire and leased vehicles are not eligible for 
this offer. General Terms and Conditions available in participating CITROËN outlets or at www.citroen.fr. ** Calls are free from landline or mobile. *** Optional equipment. 
Automobiles CITROËN – RCS Paris 642 050 199

prefers

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

CITROËN CAMPING-CAR 

FROM COMFORT TO ADVENTURE

Hill Start Assist
Hill Descent Control***

Speed Limit Recognition and Recommendation
Automatic Headlight Dipping

Blue HDi Motor with SCR-Adblue® Technology

CITROËN CAMPING-CAR ASSISTANCE
2 YEARS INCLUDED
+ 1 FREE YEAR* with every service in the Citroën network

00 800 0808 24 24**
7/7 – 24/24 – 55 Countries – Europe Eurasia North Africa
Assistance for the base vehicle chassis and the motorhome habitation

ANNONCE PRESSE A4 FR_CCA_SS_EXT_AC 2019_EN.indd   1 18/03/2019   10:33
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Palomar s.r.l. • Via Milano, 2/20 • 50052 Certaldo (FI) • Italy • +39 0571 664573 • www.palomaritaly.net

Palomar is currently spread across four production facilities, a short distance from each other, 
covering a total of around 10,000 square metres. Over the last few years significant investments have 
been made to improve the company and its product, but also to increase production capacity. Over 
the course of 2018, the company has purchased new machinery, meaning Palomar now benefits 
from the most cutting-edge technology. Now the production department boasts seven machining 
centres and four bonding lines (one with liquid polyurethane and three hot melt), while the sawmill 
department has both machining centres and optimising saws available.
All of these efforts for a new achievement, now Palomar is ready to produce also Sidewalls.

FOR PASSION
since 2003

Sandwich 
Panels

Visit us at 
Hall 14 
Stand E15

In 2018, the automotive and RV supplier, the Eberspaecher Group, in-
creased its consolidated revenue to around € 4.6 billion and achieved 
a net income of € 53.4 million. This development was primarily due 
to increased sales volumes in the North American and Chinese au-
tomobile and commercial vehicle markets. “We were able to inspire 
our customers with new technologies for the megatrends of e-mo-
bility, autonomous driving and connectivity. And more than ever, our 
emission control systems are in demand worldwide for more stringent 
emission standards“ says Heinrich Baumann, Managing Partner of the 
Eberspaecher Group. This positive result is reflected in the consolidated 
net income of € 53.4 million (previous year: € 52.5 million). The con-
solidated result was impacted by expenses for restructuring measures 
of € 36.1 million, in particular provisions to secure the future of the 
Saarland exhaust technology plant in Neunkirchen. However, these will 
trigger positive income development in the medium term. In 2018, the 
largest Division, Exhaust Technology, exceeded the € 4 billion mark in 
revenue for the first time (€ 4,064.3 million, +3.4%). This develop-
ment was primarily due to increased sales volumes in the North Amer-
ican and Chinese automobile and commercial vehicle markets. The 
Climate Control Systems Division posted € 491.9 million in revenue, 
consistent with the previous year’s level. The 100% acquisition of the 
French company Kalori SAS was an important milestone on the way to 
becoming a leading global supplier of thermal management solutions 
in special-purpose vehicles. While revenues of fuel operated heaters 
in retrofitting increased, especially for trucks, construction machinery 
and RVs, revenues fell in the original equipment of passenger cars. The 
air-conditioning systems segment recorded a plus and intensified its 
activities, especially with products for electric buses. Vehicle electronics 
facing growth spurt In the Automotive Controls Division, revenue was 
€ 54.1 million, almost at the previous year’s level.

Eberspaecher reports increased revenue 
and growth in North America and China

The Caravan Industry Associa-
tion of Australia announced sev-
eral award winners at its Nation-
al Conference 2019, which was 
attended by over 400 businesses 
and 700 delegates, including 
state association CEOs, Austra-
lia’s largest caravan manufac-
turers, dealers and service pro-
viders, caravan park owners, corporates and other key industry 
decision makers. The winners are: Stuart Lamont (Eric Hayman 
Award); Peter May (The Richard Davis Award); Amanda Baldwin 
(Future Leaders Award); REDARC (Gerry Ryan OAM Award for 
Innovation); Jim Carnavas (Chairman’s Award).

Award winners at the Caravan Industry 
Association of Australia - 2019

News
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LOYALTY
RELIABILITY
PASSION These are the values that guide us 

in our daily work and in our professional journey. 

• Wooden semi-finished coated with laminate, pvc, paper and renolit  
created through a continuous cycle pressing.

• In October 2019 the technical tests will be completed on the new range  
of “LIGHT and STRONG” PANELS dedicated to interior furnishings in the RV sector.

w w w . u t i l i t y d o o r s . e u

EHG expands CAPRON production site

The Erwin Hymer Group is nearing 
completion of its latest project to 
extension to its CAPRON production 
facility in Neustadt in Saxony, south-
east Germany, which produces its 
Sunlight and Corado motorhome 
brands. The latest expansion proj-
ect is for a new 12,000 m2 produc-
tion hall. The CAPRON factory was 
founded in 2005 and has produced 

over 50,000 vehicles since production started in 2006. Previous ex-
tensions include a second production line in 2014, and a new logis-
tics hall last year. Last December, a new, independent production 
site for furniture parts on the factory premises was opened.

Despite challenging RV markets and negative impact of additional US 
tariffs, Dometic increased net sales for the second quarter of 2019 by 
one percent to SEK 5,329. Operating cash flow was SEK 1,417 m, an 
increase of 50 percent compared with the same quarter last year. Juan 
Vargues President and CEO of Dometic said: “Short term, we expect 
organic growth to be slightly positive during the second half of the 
year compared to the same period last year, despite the continued in-
ventory reduction in primarily the US 
RV market and the revised full year 
shipments forecast from -5 to -14 
percent published by the US RV As-
sociation (RVIA). Given this, and the 
negative impact from the additional 
US tariffs, the full year 2019 outlook is revised to negative organic 
growth and an EBIT margin above 14 percent. Leverage excluding ac-
quisitions is expected to be around 2x by the end of 2019”.

Dometic reports 1% sales increase in Q2

All new: www.aboutcampbtob.eu

AboutcampBtoB is proud to have launched its all-new website (www.about-
campbtob.eu) designed to be richer in content and an indispensable source 
of industry news and insights for professionals in the global RV industry. The 
website has been totally redesigned to make it more responsive and infor-
mative with more content, images and videos. It combines the popular news 
section with a large archive of every issue of AboutcampBtoB since 2011. 
Readers can no browse through the pages of technical articles and interviews 
with top managers and technical experts in the caravan industry. There are 
also sections focused on OEM companies and a Plant section dedicated to 
production sites. The AboutcampBtoB website is now the best source also for 
news and data about markets in Europe, America, Asia and Australia, as well 
as for reports on international fairs in the updated Show section.
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DexKo Global Inc., a global leader in trailer running gear, chassis as-
semblies and related components, has received regulatory approval 
of its  acquisition of the British manufacturer of chassis for holiday 
and park homes, Bankside Patterson Ltd. (“Bankside”), which will en-
able it to expand the core business of AL-KO Vehicle Technology. The 
provisional deal was announced in January and was approved and 
completed on 1st May 2019. Bankside offers innovative, custom solu-
tions for complex constructional requirements. Bankside’s products 
for the mobile home industry expand and differentiate AL-KO’s prod-
uct offering into static chassis applications. As a result, AL-KO Vehi-
cle Technology intends to enter into the mobile home chassis market 
through this acquisition, which it says will unlock incremental value, 
expand its product offering and enable it to tap into a new markets. 
Established in 1959, Bankside Patterson has a long-standing reputa-
tion for quality service and innovation. The company is perhaps best 
known for changing the holiday home market with the launch of its 
fully-galvanised, Fusion Chassis range in 2010. This highly-engineered 
solution quickly became the market leader. Under the leadership of 
Peter Eustace, Managing Director at AL-KO in the UK, and Alexander 
Klaus, Integration Manager AL-KO Vehicle Technology, the integra-
tion of Bankside Patterson will contribute to the growth of DexKo 
Global. Based on a modern, purpose-built, site at Brandesburton, 
near Driffield in East Yorkshire, Bankside Patterson also manufactures 
bespoke modular steel frames for the building industry. The site cov-
ers 12 acres and has 170 employees.

DexKo expansion of AL-KO’s 
core business through acquisition 
of Bankside Patterson is approved

MORELO, the luxury motor home brand owned by the Knaus 
Tabbert group, is investing about €3m to acquire land for an 
extension to its factory and for more motorhome parking for 
visiting customers. “This is a step in the right direction,” says 
Reinhard Löhner, Managing Director of MORELO. “The person-
al proximity to our customers and friends has always been very 
important to us.” Just over a year ago, MORELO has begun the 
construction of a modern service center. The work will be com-
pleted this summer and the factory service can be massively 
expanded. Through these measures, MORELO wants to ensure 
that the steadily growing number of customers can continue 
to receive optimal support.

MORELO invests €3m in factory 
expansion

Trigano, a leading leisure vehicle manufacturer in Europe, has an-
nounced sales of € 1,136.8M in the first half-year 2018/19, up 3.7 
percent (+0.1[ercent at constant scope) while maintaining a good 
level of profitability despite economic and political uncertainties in 
Europe. Leisure vehicle sales were slightly down from last year’s record 
level (-0.5 percent at constant scope). Motorhomes dealer networks 
pursued their significant inventory reduction policy throughout the 
European territory in anticipation of the arrival of motorhomes meet-

Trigano sales up 3.7% in first half-year 
2018/19

ing new motorisation standards (Euro 6d). However, registrations in-
creased overall in Europe and Trigano further improved its market 
share. Sales of leisure equipment (+7.5 percent) were affected by the 
wait-and-see attitude of French distributors resulting from a decline 
in points of sale traffic related to the « gilets jaunes » (yellow jackets) 
crisis, but they benefited from the supply of stewardship markets. 
Consolidated current operating profit reached € 100.2M and rep-
resents 8.8 percent of sales (9.5% in 2017/2018). Trigano managed 
to maintain a good level of profitability despite the lower productiv-
ity of some Business Units faced with lower activity levels and the 
increase of some promotional costs. Considering a stable financial 
result at € – 6.1M, a corporate tax expense of € 23.0M and the pos-
itive contribution of equity affiliates (€ 1.5M), the net consolidated 
result amounted to € 72.0M (€ 72.1M in 2018/2019) and represents 
€ 3.73 per share. Furthermore, as previously announced, the level 
of investment was down compared to the first half of the previous 
financial year (€ 19.9M versus € 31.1M in 2017/2018). Trigano main-
tained a solid financial structure: net debt, traditionally at its peak 
at the end of the first half-year, reached € 174.3M (€ 160.9M on 
2018/02/28), or 21.6% of consolidated shareholders’ equity (24.5 
percent on 2018/02/28).

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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News

The German Innovation Awards from the German Design Council 
honour products and solutions that are user-focused and provide 
added value, across all industrial sectors – including caravanning. 
Winners from the caravan industry in this year’s results include well 
known manufacturers plus smaller, less well known businesses. The 
German Design Council promotes dialogue between small and 
large companies, suppliers and manufacturers, potential partners 
and the public. The competition is aimed not only at industrial gi-
ants, but anyone who contributes to a better future with his or 
her innovation, so everyone has an equal opportunity to win with 
their innovations. In addition to engineering, or other technological 
achievements, services can also generate added value. This year’s 
winners were published on the website: https://www.german-in-
novation-award.de
Below the winners in the caravanning sector.

• Bürstner IXEO I 736 - Winner - Excellence in Business to Consum-
er - Transportation.

• Bürstner - LYSEO TD 745 - Winner - Excellence in Business to 
Consumer - Transportation

• Gross Anhänger GmbH: SPORTCARAVAN - Winner - Excellence 
in Business to Consumer Travel, Sports & Outdoor Goods

• FIM Management Group SRL MIGRATOR - Winner - Excellence in 
Business to Consumer - Transportation

• Camp-Line Die Camper-Manufaktur - CAMP-LINE INDUSTRIAL 
- Winner - Excellence in Business to Consumer - Transportation

• TETRANO® CARAVANS - Winner - Excellence in Business to Con-
sumer - Transportation

• Hymer - SMART-BATTERY-SYSTEM - Winner - Excellence in Busi-
ness to Business - Automotive Technologies

• Teamobility - INTEGRALCHASSIS - Gold - Excellence in Business to 
Business Automotive Technologies

• EMKA Beschlagteile GmbH & Co. KG ECAM - Winner - Excel-
lence in Business to Business Electronic Technologies.

German Innovation Awards 
honour caravanning

An industry forecast expects the RV industry 
in America to make a slow recovery in retail 
deliveries during the remainder of 2019 and 
through in to 2020. These results would still 

Slow recovery of US RV sales expected to continue until 2020
rank as the fourth and fifth highest in the 
last 40 years of RV sales in America, trailing 
only the previous three-year period that saw 
the RV industry reach an all-time high. RV 
shipments are projected to total 416,300 
units in 2019, down 13.9 percent from the 
2018 year-end total of 483,700 units, be-
fore gaining 2.4 percent to 426,700 units 
in 2020, according to a ‘RV RoadSigns Spe-
cial 2020 Industry Forecast’ from Dr. Richard 
Curtin, director of the survey of consumers 
at the University of Michigan. The number 
of consumers between the ages of 55 and 
74 – always a sweet spot for the RV industry 
with their love of traditional and large units 

– will total 79 million by 2025, 15 percent 
higher than in 2015. The number between 
age 30 and 45 – who favour smaller, high-
tech trailers as part of their embrace of the 
RV lifestyle – will total 72 million by 2025, 
13 percent higher than in 2015. Shipments 
of conventional travel trailers are expected 
to account for the largest share of the an-
ticipated gains, while shipments of all types 
of motorhomes are expected to be largely 
unchanged in 2020 from 2018.  Towable 
RVs are projected to reach 365,200 units 
in 2019 and 375,700 units in 2020.  Mo-
torhomes are forecasted at 51,100 units in 
2019 and 51,000 in 2020.

The Messe Düsseldorf Group, which hosts trade fairs and exhibitions, 
including the Düsseldorf Caravan Salon, has reported lower turnover 
(€294m) and profits after tax (€24m) in 2018 compared to the previ-
ous year (of €367m and €55m, respectively) due to fewer events held 
during the year. In the current trade fair year, 2019, Messe Düsseldorf 
is expecting to see its revenue grow to around €357m. The revenue of 
Messe Düsseldorf GmbH will increase to about €326m, and its net prof-
it after tax to around €27m. The overall result of the year was impacted 
not only by the relatively low number of events in the trade fair cycle, 
but also by substantial investments in improving the exhibition centre, 
international expansion, digital transformation and a suitable staffing 
level for the intensive trade fair years 2019 and 2020. Werner M. Dorn-
scheidt, Chief Executive Officer of Messe Düsseldorf GmbH, is pleased 
with the past financial year, which he sums up with the words: “So we 
got off to excellent start in 2019 with its large number of events, includ-
ing above all K, the world’s biggest trade fair for plastics and rubber. In 
particular, we had a successful kick-off with two anniversary trade fairs 
in the first quarter of this year. Both the 50th boot Düsseldorf and the 
25th ProWein delivered record figures in terms of exhibitors and visi-
tors.” In total, in 2018, Messe Düsseldorf GmbH organised 27 events 
at its own exhibition centre on the River Rhine (previous year: 31), in-
cluding 16 proprietary and 11 partnership/guest events. The number of 
exhibitors at proprietary events rose by 3.4 percent to 22,862 (previous 
events: 22,112), while the number of visitors went up by 2.6 percent 
to 1,009,394 (previous events: 984,048). Having opened its new in-
ternational office in Colombo, Sri Lanka, on 1 January 2019, Messe 
Düsseldorf now has 77 of such offices – including seven international 
subsidiaries – in 141 countries. In Japan and China Messe Düsseldorf 
has set the course for the company’s future with new General Manag-
ers in both countries. In all, the Messe Düsseldorf Group held 51 pro-
prietary and joint events outside Germany (previous year: 44 events). To 
stay competitive 
and attractive for 
the customers of 
the future, Messe 
Düsseldorf is 
keeping its exhi-
bition space and 
premises abreast 
of the times, 
continually im-
proving its tech-
nology, conve-
nience, amenities 
and architecture.

Messe Düsseldorf reports ‘robust’ 
financial year in 2018
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T1152 THE NEW SLIM AND STRONG 
COMPRESSOR REFRIGERATOR

www.thetford.com

Internal bottle 
and vegetable 
drawer

418 mm

Unique 
slide out 
box

134L 
Refrigerator

Integrated 
ventilater

18L 
Freezer 
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News

The LAMILUX Group, which supplies the 
RV industry with glass-fibre composites 
for different applications, reports that 
2018 was another successful year with a 
record breaking annual turnover in excess 
of €300 million for the first time. It also in-
creased staff numbers and investment, and 
received numerous awards. The LAMILUX 
Group now has around 1200 employees, 
compared with 980 last year. In total, these 
employees generated a turnover of €317 
million in 2018, compared with €263 mil-
lion in 2017. There were some important 
milestones during 2018: Roda Licht- und 
Lufttechnik became a part of the corpo-
rate family and a new flat sheet system for 
producing fibre-reinforced composites was 
built and will soon be inaugurated. LAMI-
LUX also developed the market’s first flat 

roof window with General Technical Ap-
proval (abZ) for the use of structural glazing 
technology. LAMIkita’s building application 
was approved by Rehau city council. And 
of course: Johanna and Alexander Strunz, 
the fourth generation of the family, joined 
the Executive Management at the begin-
ning of 2019. The Daylight Systems busi-
ness unit increased its turnover from €109 
million in 2017 to €164 million in 2018. 
This was achieved through organic growth 
and through the acquisition of roda 
Licht- und Lufttechnik GmbH and E.M.B. 
Products AG at the start of 2018. The 
LAMILUX Composites division generated 
a turnover of €153 million and increased 
production speed while maintaining high 
quality so customers can be supplied even 
more quickly. The company has already 
received multiple awards for this concept, 
most recently the IHK German Education 
Award in 2018. A further success of the 
concept: LAMILUX employee David Tröger 
was named Germany’s best apprentice in 
the technical systems planner field. Other 
awards won last year included the German 
Design Award for the Glass Skylight F100 
Circular and FE and the Red Dot Award for 
the Glass Skylight F100. Managing Direc-
tor, Dr Dorothee Strunz commented: “We 
have first-class employees throughout the 
whole Group. Every award we receive, ev-
ery order we carry out, and every satisfied 
customer we have are entirely due to our 
great team.”

Record-breaking turnover 
for LAMILUX in 2018

Lippert Components, Inc. (“LCI”), has made 
a cash offer of approximately £33.286 mil-
lion, or approximately 143.65 pence per 
share, to the board of directors of Lewmar 
Marine Limited (“Lewmar”), a supplier of 
leisure marine equipment, in Havant, UK, 
to acquire its entire share capital. LCI sup-
plies components to original equipment 
manufacturers (“OEMs”) of leisure vehicles 
and mobile transportation, and the related 
aftermarkets of those industries. Founded 
in 1946, Lewmar is one of the world’s pre-
mier suppliers of leisure marine equipment 
for yachts, sailboats, and powerboats. Its 

LCI offers to purchase Lewmar Marine Ltd

Dometic has appointed a new Chief Financial Officer, Stefan Fristedt, who joins Dometic 
from Mölnlycke Healthcare, where he most recently held the position as Executive Vice 
President and Chief Financial Officer. Stefan Fristedt will join Dometic on October 1 and 
will be part of Dometic’s Group Management. Stefan Frisedt’s previous roles include Chief 
Financial Officer at Nederman and various leading roles at Getinge. Stefan Fristedt holds a 
Bachelor’s degree in Business Administration and Economics from the University of Lund 
and a MBA from the University of Lund. “Stefan Fristedt has spent many years as CFO in a 

global environment and brings important 
experience and substantial insights in key 
areas to further drive our focus on contin-
uous profitable expansion, product leader-
ship and cost reductions. I am very pleased 
to welcome Stefan Fristedt to Dometic”, 
says Juan Vargues, President and CEO of 
Dometic. The Group employs approxi-
mately 8,000 people worldwide, had net 
sales of more than SEK 18.0 billion (USD 
2.0 billion) in 2018 and is headquartered 
in Stockholm, Sweden.

Dometic appoints new Chief Financial Officer

sales for the 12 months ending December 
2018 were approximately £33.286 million. 
Lewmar designs, manufactures, and distrib-
utes a wide range of components includ-
ing anchoring systems, hatch and portlight 
solutions, powered and manual glazing 
systems, sail control winches and hardware, 
decking products, and steering systems. Be-
sides their headquarters in the UK, Lewmar 
also operates a sales and distribution facil-
ity in Guilford, Connecticut. Peter Tierney, 
Managing Director of Lewmar, commented, 
“This is an exciting opportunity for Lewmar 
and represents the best strategic option for 
Lewmar and its employees.”
“The marine industry has been a continued 
target of growth for LCI, and with the ac-
quisition of Lewmar, we are expanding this 
strategy to a global level,” said Jason Lippert, 
CEO & President of LCI. “This is our sixth 
acquisition within the global leisure marine 
market, as well as our sixth acquisition in 
Europe. All of this points to our strategy to 
be a significant player in the global marine, 
rail, and caravan markets domestically and 
in Europe.” continued Jason Lippert.

Registrations of new leisure vehicles in Germany in the first five months of 2019 were 14.3 
percent higher than the same period last year. A total of 43,986 new leisure vehicles were 
registered – a level never before seen for the first five months of any year in Germany. Sales 
of new leisure vehicles so far in 2019 have already 
topped the total sales figures for 2014. indicating 
that the German leisure-vehicle sector is poised for 
yet another record sales year in 2019. Caravanning is 
more popular than ever in Germany. Sales of new car-
avans in the German market for the first five months 
of this year are up 12.2 percent relative to the same 
period last year, to 14,149 units. This is the best sales 
performance for this sector in nearly two decades. Between January and May, a total of 
29,837 new motor caravans also rolled out of dealer showrooms. This is a record high, and 
an outstanding increase of 15.3 percent relative to the same period last year.

Germany: new records in registrations 2019 
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Vetroresina produces a wide range of glass 
fibre-reinforced polyester laminates in both 

standard and special versions.

Vetrostyle
Designed for the construction of camper van interiors and 
use in the furnishing industry. The gelcoat finish is replaced 
by scratch-resistant decor paper.

Vetro LD (Low Density)
LD laminates are light, offer 

greater flatness and are 
produced using technology 

adapted from Vetrolite. 
Gelcoat finish.

VetroSkin 
They are an ideal range of products 

for the construction of floors and 
walls: waterproof, easy to wash and 

with anti-slip properties.

Vetrolite 
Designed to replace wood in the 
walls of camper vans, Vetrolite is 
extra thick and exceptionally light.

PVC Flooring
Perfect for use as flooring in 
motorhome or in the garage 
with anti-slip properties. 
Waterproof and easy to wash.

Vetroresina Spa     Via Portuense, 10 - 44020 Masi San Giacomo - Ferrara - Italy - www.vetroresina.com

Vetroresina LLC     Donaldson Industrial Park - 6 Idaho Street - 29605 Greenville, SC - www.vetroresinallc.com

Vetroresina do Brasil LTDA     RodMarRondon Km 256.3s/n° - Botucatu SP - www.vetroresina.com.br
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News

Hobby produces its 600,000th caravan!

The AL-KO motorhome chassis, offering higher 
payload capacity and better comfort and han-
dling, is now available with the Mercedes Benz 
Sprinter (in addition to the Fiat, Peugeot, Cit-
roën, Volkswagen cabs), and now also available 
as a 2- or 3-axle version. AL-KO claims that the 
performance of this lightweight chassis provides 
a significant increase in safety. It is based on a 
hot-dip galvanized lightweight chassis with a 
wide track chassis with independent (torsion 
bar) wheel suspension. The advantages of the 
AL-KO chassis in the Mercedes Benz Sprinter 
include:

• Increased payload: The AL-KO lightweight 
chassis with a permitted gross weight of up to 
4,500 kg (2-axle) or 5,500 kg (3-axle) enables 
a significantly higher payload.

• Custom dimensions: Variable wheelbases and 
overhangs in conjunction with the offered 
axle and frame gauges enable a customised 
solution for nearly all motorhome bodies and 

AL-KO motorhome chassis now available with the Mercedes Benz Sprinter

Hobby, the German 
manufacturer which has 
been producing cara-
vans for over 50 years, 
has just produced its 
600,000th caravan. The 
company was founded 
in 1967, and has been 
making mobile travel 
easier and more com-
fortable ever since. Hob-
by now produces up to 
13,500 caravans a year, 
plus up to 2,800 moto-

rhomes and campervans. It’s product range starts from low-priced 
beginner vans for couples to large family caravans with three-storey 
bunk beds.Caravan, motorhome or van – Hobby offers every camp-
er the perfect home away from home. “My team and I are very 
proud that today we have produced the 600,000 Hobby caravan 
and contribute to the fact that the products manufactured by us in 
Fockbek can be found extensively on all campsites in Europe,” says 
production manager Stefan Lühe.

The National Marine Manufacturers Association (NMMA) announced 
that its Board of Directors has selected Frank Hugelmeyer, a veteran 
leader in the outdoor recreation industry, as the association’s next pres-
ident. He succeeds Thom Dam-
mrich, who has led the NMMA 
for 20 years and announced 
his retirement in 2018. “Frank 
brings extensive experience and 
expertise in outdoor recreation 
and association management to 
NMMA, making him the ideal 
growth-minded leader for the 
recreational boating industry,” 
said Ben Speciale, NMMA chairman and president of Yamaha’s U.S. 
Marine Business Unit. Hugelmeyer comes to NMMA from the RV 
Industry Association (RVIA), where he has served as president since 
2015. He has led the RV industry with a focus on market development 
and strengthening of the industry-wide consumer campaign, Go RV-
ing. Prior to RVIA, Hugelmeyer was president and CEO of the Outdoor 
Industry Association for 14 years. Hugelmeyer will officially take the 
helm October 1, 2019.

Frank Hugelmeyer: new National Marine 
Manufacturers Association President

layouts for optimal axle distribution.

• ESP:The electronic stability program ESP is also 
available for the 2- and 3-axle AL-KO-CHAS-
SIS based on the Mercedes-Benz Sprinter as a 
standard additional safety feature for all AL-
KO chassis variants. The new Mercedes-Benz 
Sprinter with its AL-KO lightweight chassis 
also offers a multitude of other intelligent 
driver assistance systems.

• Wide track chassis: The larger rear 
axle gauge, up to 210 mm com-
pared to the original series 
chassis, has optimal driving 
stability and driving dynam-
ics, thus ensuring the best 
possible safety and out-
standing driving comfort.

• Trailing arm axle: The op-
timally coordinated AL-
KO trailing arm axle with 
independent wheel sus-

pension and torsion bar suspension ensures 
convincing, car-like suspension comfort. For 
the highest demands for comfort, the new Air 
Premium full air suspension system with au-
tomatic level control, lifting/lowering and au-
to-level function is also available as an option.

• Long service life: The hot-dip galvanised chas-
sis construction guarantees the finest corro-

sion protection.

• Easy to service: Bolted 
frame parts are easy to 
service and ensure short 
periods of downtime for 
repairs.

LCI Italy acquires window blind systems manufacturer Lavet

LCI Italy s.r.l. has acquired Lavet s.r.l. a 
manufacturer of window blind systems 

located in Siena, Italy. This acquisition allows 
LCI to expand its product portfolio in key 
categories and take advantage of synergies 
between the companies. LCI and Lavet have 
already worked closely for several years sup-
plying OEMs of European leisure vehicles. 
This has helped LCI gain valuable insight 
into Lavet’s strong management team and 
products. Michele Checcucci, CEO of LCI 
RV Europe, commented, “We are delighted 
to have succeeded in bringing Lavet into 

LCI’s European RV family. The experience 
and professionalism of Lavet’s Managing 
Director, Maurizio Pieramici, together with 
the solidity and dynamism of LCI’s European 

RV division team, will be the engine to inno-
vate and strengthen this product category 
for LCI’s European RV division in the years 
to come.”

Incineration toilet adapted for 
caravans and recreational vehicles

MOTION
Adapted to caravans and mobile units

6

Learn more about Cinderella and find your  
closest dealer at www.cinderellaeco.com

NEW  
FEATURE!
Easier to  

empty

Cinderella Motion represents an entirely new concept for waste handling in caravans 
and mobile units. It is now possible to get rid of toilet waste in a hygienic and simple 
manner. The end product is just clean ash. The toilet can be used around 70 times 
before emptying is required. 

MEET US AT THE CARAVAN SALON IN DÜSSELDORF 
31.08-08.09 2019, in Hall 14, Stand E25
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There are three versions of the new 2.2 BlueHDi available, all 
with Stop & Start as standard: 

• 2.2 BlueHDi 120hp (+ 10hp) with 300Nm of torque 
• 2.2 BlueHDi 140hp (+ 10hp) with 340Nm of torque 
• 2.2 BlueHDi 165hp (+ 5hp) with 370Nm of torque (+20Nm) 

A 100 percent electric version will complete the range and be of-
fered with two levels of autonomy depending on the version: 225 km 
(NEDC) for lengths L1 and L2, and 270 km (NEDC) for lengths L3 and 
L4. After their production on the Sevel site in Val di Sangro (Atessa, 
Italy), these vehicles will be electrified and approved by the BD OTO 
partner.
The new Grip version is available with “Heavy 435” payloads only, 
and is adapted for hard-to-reach terrain with heavy and long load 
requirements. Its standard equipment gives it more robustness with 
Grip Control and Hill Assist with All-Seasons tyres, wheel arch 
protectors, front and rear mud flaps, reinforced suspension, 
under-engine protection plate, pedestrian buzzer, and Com-
fort seat pack.
The new Asphalt version is available with all lengths and pay-
loads, and is dedicated to those who spend a lot of time 
in their vehicle and want more comfort and safety. This 
version includes: GPS, Lane Departure Warning, recogni-
tion of speed and prohibitive signs, automatic switching 
of lights, Active Safety Brake, Distance Alert, Visibility 
pack, Automatic air conditioning, Smartphone and tab-
let holder, USB charge socket, Parking aid, and Comfort 
seat pack.
New technology options available, include a new 9-inch, 
touch-sensitive GPS, allowing vehicle dimensions to be 

Peugeot is adding new equipment for its popular Boxer range. In addition, to meet the latest Euro 
6 emissions standards, the Boxer’s engine range now uses the new BlueHDi block with a 2.2L engine 
(instead of 2.0L) with extra power.

New Peugeot Boxer

re-entered to avoid potential size-restricted roads. This GPS is also 
compatible with the WAZE real-time traffic application and allows 
two phones to be connected simultaneously. Perfectly suited to large 
vans or motorhomes.
Safety is enhanced with the Blind Spot Monitoring System which out-
puts information via an LED in the left or right mirror. This equipment 
also has a “rear traffic alert” which can detect vehicles in a distance 
of 50m to the left or right when the reverse gear is engaged. The 
information is audible in the passenger compartment. Finally, the sys-
tem is complemented by the “trailer merge assist”, which provides 
blind spot monitoring taking into account the size of a trailer (be-
tween 3 and 9 meters). The information is rendered in the receiver.

Focus on PSA
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Just Like Being at Home
Looking to create the utmost in RV comfort, with optimal energy efficiency? 
Then it’s time to connect with Körapop 225/2K. 
 
This high performance MS product is one of our innovative adhesive technology that offers 
impressive assembly bonding, and it is the perfect solution for a luxury interior finish.
 
Make the connection with adhesive performance designed for your manufacturing needs. 
Connect with us today!

www.hbfuller.com
www.koe-chemie.com

© H.B. Fuller Company, 2019.
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New Citroën Jumper

With its 100-year history and rich heritage, the Brand has 
always provided an adapted response to the changing 
behaviour of motorists. Present in the light commercial 

vehicles (LCV) market since 1928, and having launched pioneering 
models including the C4 Van, Type H and 2 CV Van, the Brand boasts 
recognised legitimacy in the van and small-van segments. The Citroën 
brand reached growth of 3.5% in the European LCV market in 2018, 
outperforming the market’s 3.0% rise, for a 9.5% market share.
The 2019 Jumper range has been enriched with new equipment for 
enhanced comfort, safety and manoeuvrability. Citroën Jumper is 
now equipped with the blind spot monitoring system (taking account 
of trailers) and rear traffic alert, (which detects vehicles 50 metres 
away coming from the left or right when drivers shift into reverse). 
Jumper is also now fitted as standard with Citroën Connect Box (in-
cluding fuel consumption monitoring, vehicle tracking in the event 
of theft, permanent vehicle localisation for fleets, maintenance mon-
itoring and eco-driving) as well as an Alpine radio-navigation system 
on a 9-inch screen compatible with Waze and with a simultaneous 
Bluetooth®connection for two telephones (depending on market).
 
New Euro 6 engines
Like New Berlingo Van and Jumpy, the new Jumper range adapts to all 
types of use, both urban and non-urban, and possesses in addition to 
consummately-treated acoustics and unrivalled suspension comfort, 
a dynamic road behaviour, enhanced driving pleasure and optimised 
cost in use. The upgrades were introduced in anticipation of the new 
Euro 6 standard, with latest-generation engines efficient in terms of 
fuel consumption and CO2 emissions. The more virtuous 2.2L Blue-
HDi engine replaces the current 2.0L. It is available with a six-speed 
manual gearbox and three power levels ranging from 120 to 165 hp: 

The new Jumper range is now more closely tailored to the motoring needs of customers. It has also 
been enriched with new equipment (including blind spot monitoring and rear traffic alert) and new 
engines compliant with Euro 6.

BlueHDi 120 S&S 6-speed manual, BlueHDi 140 S&S 6-speed manual, 
BlueHDi 165 S&S 6-speed manual.

Citroën Jumper Electric: upcoming full electric version
Fully in tune with its times, Citroën Jumper is taking things even fur-
ther. For an optimal urban circulation regardless of the regulation, 
Citroën is confirming the launch in the next few months of a full elec-
tric version of Jumper van, world revealed at the Birmingham Com-
mercial Vehicle Show at the end of April. Citroën Jumper Electric will 
supplement the full electric range for professionals alongside Citroën 
Berlingo Electric. This development reasserts the Brand’s ambition to 
market an electrified version of each of its models by 2025, passenger 
cars and LCVs alike.

Focus on PSA
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EVEN THE PRICE 
HAS SHRUNK:
THE NEW
COMBIMASTER

Mastervolt is proud to introduce the smart, super-compact CombiMaster series: 
an all-in-one battery charger and inverter, that makes power cuts a thing of the 
past. This powerhouse can supply even the most heavy-duty devices with ease. 
Simple operation and smooth installation are guaranteed with the optional 
SmartRemote. It also works seamlessly with MasterBus, CZone and NMEA 
2000. For an overview of the details, see www.mastervolt.com/combimaster

WWW.MASTERVOLT.COM

adverts CombiMaster.indd   1 22-07-19   09:38
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MADE FOR MORE RECREATION
ELECTRONICS AND LIGHTING BY HELLA

As longstanding supplier in the recre- 
ational vehicle field, HELLA provides a 
wide variety of high-end quality products 
for virtually any requirements. From  
traditional front and rear lighting, via  
single- and multi-function lights to inno-
vative electronic products, such as intelli-

gent battery sensors, we will provide a  
customized solution for your require-
ments. Premium quality is our standard 
throughout. The individualization options 
are however anything but standard:  
whether customer-specific rear lighting 
or modular LED multi-function lights 

from the innovative Shapeline lighting  
series, HELLA will always provide your 
recreational vehicles with an individual  
and unique appearance. 

www.hella.com/caravan

HELLA GmbH & Co. KGaA
Rixbecker Straße 75
59552 Lippstadt/Germany
www.hella.com

90 mm modules Module switchesIntelligent battery sensor (IBS)Shapeline LED module system

Visit us at the Caravan Salon 2019  

in Dusseldorf, Germany,

Aug 30 – Sept 8
Hall 13, Booth A03

Ford’s advanced 2.0-litre EcoBlue diesel 
engine* has been further optimised to 
deliver fuel efficiency improvements of 

up to 7 per cent according to Ford engineer-
ing data based on a real-world driving cycle. 
A fuel-injection system that increases peak 
pressure to 2,200 bar helps achieve more ef-
ficient combustion. To reduce friction within 
the engine, new steel pistons feature a slim-
mer skirt design than the out-going cast-alu-
minium design. A variable-flow oil pump re-
duces parasitic losses by adapting oil delivery 
to demand. Further fuel efficiency improve-
ments are achieved with the introduction of 
electric power-assisted steering (EPAS) to the 
2-tonne Transit for the first time; an exten-
sive programme of weight saving; the use of 
low-rolling-resistance tyres; and aerodynamic 
enhancements. Fuel-saving Auto Start-Stop 
technology remains standard across the range.
The choice of 105 PS, 130 PS and 170 PS 
power ratings is expanded with the addition 
of a new 185 PS variant, which delivers a gen-
erous 415 Nm of torque. All ratings benefit 

Enhanced fuel efficiency, segment-
first mHEV technology, increased 
payload, recognisable design and 
practical all-new interior.

Smartest 
Ford Transit

from an enhanced turbocharger design that 
helps to deliver a broader spread of torque 
across a wider speed range than before. From 
spring 2020, in addition to the standard six-
speed manual gearbox, rear-wheel drive Tran-
sit models will be available with Ford’s highly 
efficient and responsive 10-speed automatic 
transmission featuring Adaptive Shift Sched-
uling, which assesses individual driving styles 
to optimise gearshift timings. To provide even 
greater fuel efficiency benefits for commercial 
vehicle operators, the new Ford Transit in-
troduces innovative diesel mHEV technology 
as an option for front-wheel-drive and rear-
wheel-drive vehicles, which adds a further 
improvement of around 3 per cent based on 
WLTP analysis. Increased benefits of up to 8 
per cent can be achieved in applications fea-
turing a high proportion of stop-start driving, 
for example during urban delivery operations.
The new Ford Transit will be among the class 
leaders for payload, thanks to a programme 
of weight savings in every area of the vehi-
cle, which has helped deliver increases in 

load carrying ability. To 
achieve these savings, 
the vehicle design was 
further optimised using 
advanced computer-aided 
engineering systems from 
the aerospace industry. 
Weight-saving examples 
include a new alumini-
um bonnet; the use of 
spun steel wheels with 
varied thicknesses; and 
a single exhaust muffler 
configuration replacing 
the outgoing twin-muffler 
design. For the first time, 
light, strong composite 

materials are used for the bulkhead in place of 
steel. The Transit’s refined and car-like driving 
character is enhanced with the introduction of 
EPAS technology that also helps reduce driv-
er fatigue by adding more assistance while 
parking and manoeuvring, and enables driver 
assistance technologies including Active Park 
Assist and Lane-Keeping Aid. For the first 
time, Transit drivers will be able to choose 
from Selectable Drive Modes to match driving 
performance to conditions: Eco Mode, Slip-
pery Mode, Mud/Rut Mode for all-wheel drive 
models and Tow/Haul Mode for smooth pow-
er delivery when towing large trailers or boats 
that weigh more than the vehicle kerb weight.

Focus on FORD

The Ford Transit’s smart new exterior 
features a taller, more assertive three-
bar grille and a redesigned lower fas-
cia. The front panels and bumper have 
been re-profiled to improve aerody-
namics and create a bolder appearance 
with uncluttered easy-to-clean surfaces. 
High-series models feature powerful 
bi-xenon headlamps and new LED day-
time running lights with a distinctive 
Transit family signature. In line with the 
latest Transit Custom, the vehicle has 
an all-new interior design, providing 
enhanced style, practicality and driv-
er comfort. The new instrument panel 
is packed with practical touches for 
drivers who use the cabin as a mobile 
office, including significantly improved 
stowage with three open-topped bins 
on the top of the dashboard; a new 
device dock on lower series models 
enables drivers to mount both mobile 
phones and later larger tablets.



21B t o B
    

MADE FOR MORE RECREATION
ELECTRONICS AND LIGHTING BY HELLA

As longstanding supplier in the recre- 
ational vehicle field, HELLA provides a 
wide variety of high-end quality products 
for virtually any requirements. From  
traditional front and rear lighting, via  
single- and multi-function lights to inno-
vative electronic products, such as intelli-

gent battery sensors, we will provide a  
customized solution for your require-
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throughout. The individualization options 
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The new models of Renault Master and Trafic will be launched in 
Europe in September 2019. Both models feature the new visual 
identity of the front end of Renault LCVs. Improving the stan-

dards of its LCV and passenger-transport range is part of Groupe Re-
nault’s objectives in its strategic plan, Drive the Future (2017-2022) to 
move from European leader to world leader. This ambition is based on 
quantified objectives: to increase LCV sales by over 40 percent, Double 
market coverage from 24 percent to 50 percent, remain the electric 
LCV leader by marketing an electric version of all of its vans (excluding 
pick-ups), and to become the world LCV leader with sales of over 2.5 
million units a year, thanks to the Alliance with Nissan and Mitsubishi. 
The comprehensive restyle is consistent with the shared visual identity 
of the other models in Renault’s LCV range. For example, the new Re-
nault Master gains a more expressive and dynamic front end.
The new Renault Master has also been redesigned inside. The cabin 
scores higher on perceived quality as well as functionality and practicali-

Renault has announced new models with stronger 
styling and design, new engines, more driver 
comfort and connectivity, and enhanced quality 
levels comparable to its passenger cars.

New Master 
and Trafic

ty. New 2.3 dCi engines provide more power and torque while reducing 
fuel consumption. Driving is safer and more seamless thanks to new 
advanced driver assistance systems (ADAS). New Master Z.E., Renault’s 
fourth electric vehicle, joined the Group’s LCV line-up in 2017.
The new Master is powered by a new range of 2.3 dCi engines:
• The engines comply with the Euro 6d-temp / Euro 6d standards (de-

pending on vehicle volume and mass) and are equipped with Twin 
Turbo technology.

• Power and torque have been increased, to a maximum 180 hp and 
400 Nm, for a dynamic and responsive drive.

• The engines reduce fuel consumption by up to 1 l/100 km (NEDC 
correlated figures).

Depending on the version, the new powerplants are available with a 
six-speed manual gearbox or a six-speed semi-automatic gearbox. They 
are fitted with the latest pollution control technologies, including a se-
lective catalytic reduction (SCR) system.

Focus on Renault

aboutcamp_UK_VC 210x148_Pfade.indd   1 10.07.19   16:52
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Giving shape to your outdoor experience.
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The new Fiat Ducato MY2020 has been launched. It might seem to look the same as the previous one, 
but under the body everything has changed – with new engines from 120 to 180 HP and an innovative 
“9Speed” automatic transmission.

All change under the skin

Words Antonio Mazzucchelli

Almost 40 years after the launch of 
the first Fiat Ducato in 1981, the 
Fiat Professional for Recreation-

al Vehicles division presented the new Fiat 
Ducato MY2020 to the media in July. As the 
best-seller in 12 countries, the leader in the 
European Professional market for the fifth 
consecutive year, and first ever developed 
as a motorhome base vehicle in Europe, the 
new Ducato has important new features to 
consolidate its leadership in the motorhome 
sector.
There are no changes to the exterior dimen-
sions or body of the new Fiat Ducato for 
2020, and it is still built entirely at the Sevel 
Plant in Val di Sangro, Europe’s largest light 
commercial vehicle manufacturing facility, 
and holder of World Class Manufacturing 
Silver Level. More than 297,000 vehicles 
rolled out of the Sevel plant in 2018, break-
ing its own production record for the fourth 
year in a row, with a +46% increase over 
the past six years. The Ducato is produced 
in over 13,000 variants, including the many 

Product news Fiat Ducato MY2020

Hardware improvements

HALL 16
BOOTH D42
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popular bases for outdoor tourism vehicles, 
and is sold in more than 80 countries world-
wide.
“In the last 10 years more than 500,000 
European households have chosen a Duca-
to-based motorhome,” says Roberto Fuma-
rola, Head of the Fiat Chrysler Automobiles’ 
Motorhome Converters department. “This is 
a constantly growing sector: compared to 
2018, registrations rose by six percent in the 
early months of this year, proving that the 
motorhome is viewed more and more as a 
lifestyle enabler; it’s not just a vehicle to use 
for holidays, but a means to freedom, for 
users to go wherever they want, whenever 
they want,” continued Roberto Fumarola.
The engine line-up is completely renewed 
and now includes a 2.3-litre Euro 6d TEMP 
diesel engine with car-like standards of 
performance and comfort. It comes in four 
power outputs: 120, 140, 160 and 180 HP. 
All feature Fiat’s Multijet 2 technology for 
improved efficiency and fuel savings. They 
have an advanced drive assistance system 
for long, carefree journeys, as well as moto-
rhome-specific suspension and a long series 
of features to guarantee comfort. 
One of the new Ducato’s biggest innovations 
is a new nine-speed automatic transmission. 
This delivers a pleasing and relaxed driving 
experience, without sacrificing performance, 
yet optimising fuel efficiency.

The new engines
There are four power outputs (120, 140, 160 
and 180 HP) all from the same 2.3-litre Euro 
6d -TEMP type-approval engine. This is the 
biggest engine in the category, guaranteeing 
reliability and durability, even for the heavi-
est motorhome configurations. 
All engines have adopted a variable geome-
try turbocharger (VGT) for a smoother ride, 
improved handling and better engine flexi-
bility even at the lowest speeds, meaning 
fuel savings in real use cycles. Thanks to its 
electronic control, the new turbocharger is in 
a position to adapt its fluid dynamics to the 
speed of the engine and the driving style, to 
provide the right supercharging at all 
times. This is possible thanks 
to a series of mobile blades 
situated along the radius of 
the turbine which control 
the flow of exhaust gas and 
consequently the speed and 
force of the compressor. 
All the new power 
units in the range 
feature post-treat-
ment of exhaust 
gases using the 
SCR (Selective Cat-
alytic Reduction) 
process. This is a 
chemical reaction 
that transforms pol-
lutant nitrogen ox-
ides (NOx) into harmless 
substances such as diatomic 
nitrogen (N2) and water (H2O), 
through the addition of a reducing 
agent (urea) known with the commer-

cial name of “adBlue”. Compared with the 
previous engines, it would take more than 
50 motorhomes with Euro 6 engines to pro-
duce the same emissions as just one Euro1 
motorhome, and 14 to produce the same 
amount of nitrogen oxides.

• The 120 HP engine delivers its maximum 
power at 2,750 rpm with maximum 
torque of 320 Nm at 1,400 rpm; with the 
manual gearbox, this improves power and 
torque by 10 percent compared to the 
previous 2.0-litre engine. This is the ideal 
engine for motorhomes up to 3.5 tonnes.

• The 140 HP engine has maximum power 
at 3,500 rpm, with torque of 350 Nm (+ 
nine percent compared to the previous 
130 HP Multijet) at just 1400 rpm. It is 
available with both manual and the new 
“9-Speed” automatic transmission.

• The 160 HP engine with the new auto-
matic transmission delivers its maximum 
power at 3500 rpm and 400 Nm of torque 
at 1,500 rpm. This power unit has a spe-
cific engine shaft with oversized bearings 
and special pistons and turbocharger for 
improved performance and engine dura-
bility. It delivers the same on-road perfor-
mance as the previous 180 HP model, but 
with lower emissions.

• The new, top of the range 180 HP engine 
provides its maximum power at 3,500 rpm 
with 400 Nm of torque of 400 Nm with 
the manual gearbox, or 450 Nm with the 
new nine-speed automatic transmission 
(+12 percent compared to the previous 
model). This makes it best-in-class in terms 
of torque. It is perfect for those in search 
of the best performance and driving com-
fort, especially when teamed with the 
new automatic transmission. This is avail-
able with all-wheel drive.

One powertrain 
for one mission
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Product news Fiat Ducato MY2020

The new “9-Speed” 
automatic transmission
The new Ducato motorhome base vehicle is 
available with the new, innovative “9-Speed” 
automatic transmission. When we had the 
opportunity to test it on the road, we found 
it comparable to transmissions of the most 
famous cars. 
This is thanks to synergies with other divi-
sions of the FCA group, where the new gear-
box is already utilised on Jeep cars. We found 
the new automatic to be very fluid, progres-
sive and adaptive. 
We enjoyed having the choice of three differ-
ent driving modes: Normal, Eco (which pro-
vides a smoother acceleration response and 
a dedicated gear shift strategy to allow for a 
greater reduction in consumption levels), and 
Power (which provides prompter responses 
and gear shifts for pleasant driving and op-
timal performance even in tough conditions).
A torque converter makes up for the lack of 
traditional clutch and guarantees reliability 
and durability. In particular, the Fiat Profes-
sional engineers developed the combination 
between the new transmission and the ve-
hicle so that every customer would be able 
to optimise performance and consumption 

levels according to their specific uses. 
There are two operating modes available: in 
the “Drive” position, the control module se-
lects and shifts gears according to the driving 
conditions: speed, load, incline. In the event 
of frequent gear shifts, and in particular-
ly challenging conditions, such as on steep 
slopes, the “Autostick” mode enables the 
driver to stay in a lower gear to improve per-
formance levels while avoiding overheating. 

New technologies to assist the driver
Ducato-based motorhomes can now be 
equipped with the ADAS (Advanced Drive 
Assistance Systems) that include 
the latest innovations, such as:
• Blind Spot Assist (BSA) - ra-

dar sensors mounted in the 
rear bumper identify vehicles 
approaching from the rear 
that are invisible to the driver 
because they are in the rear-
view mirrors blind spot 

• Rear Cross Path detection” 
(RCP) - radar sensors identify 
vehicles arriving from the side 
when backing out of a park-
ing space to avoid accidents 
while manoeuvring

• Full Brake Control (FBC) - identifies obsta-
cles and if it detects an imminent danger 
of collision, alerts the driver and intervenes 
by automatically triggering emergency 
braking

These innovations are offered alongside the 
advanced drive assistance systems already 
available on Ducato, including: 
• Lane Departure Warning System (LDWS) - 

detects if the vehicle is straying out of its 
lane, even when visibility is poor. In the 
event of danger, acoustic and visual signals 
alert the driver immediately

• Traffic Sign Recognition – an on-board 
camera helps the driver to recognise the 
current speed limit and overtaking restric-
tion road signs by showing them on the 
on-board display

• High Beam Recognition: - automatically 
recognises oncoming ve-
hicles and controls on/off 
switching of the high beam 
headlights to reduce the risk 
of dazzle during night driv-
ing.

The new Ducato is also sup-
plied with the Rain and Dusk 
sensor, which activates the 
windscreen wipers and adjusts 
their speed according to the 
intensity of rainfall, and auto-
matically switches on the low 
beam headlights when the 
outdoor light is insufficient; 
in addition, a Tyre Pressure 
Monitoring System (TPMS) 
constantly monitors tyre pres-
sures and alerts the driver to 
any pressure drops via the on-
board display.

Our editor in chief testing the new Fiat Ducato.
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Euro 6d-temp: 
no consequence on Ducato layout

Fiat Professional For 
Recreational Vehicles
“Fiat Professional contin-
ues to lead the field: it 
is the only brand to have 
a dedicated team with 
in-depth knowledge of 
the Recreational Vehicle 
world, “certified” by the 
new “Fiat Professional 
For Recreational Vehicles” 
logo. It also offers a high 
level of specialisation in 
terms of products and 
services, to guarantee 
customers the greatest 
possible flexibility and 
freedom,” - says Roberto 
Fumarola.
“The Ducato is a “Leader 

in Freedom”, confirmed by an amazing collection of international 
awards, including the coveted “Best motorhome base 2019” - won 
for the twelfth consecutive time this year - by readers of “Promobil”, 
the German magazine that has reported on trends in the motorhome 
vehicle sector for more than 25 years. This important accolade con-
firms the trust placed by customers in the Ducato as the ideal base for 
their leisure activities, and this extraordinary Italian success story on 
the roads of the world”.
The Ducato offers a unique series of special services for the motor-
home world: Customer Care Centres and Fiat Professional workshops 
efficiently and quickly answer the current needs of the motorhome 
users. Twenty-four hours a day, seven days a week, Ducato users can 
call the dedicated Customer Care Centre and speak with one of the 
twenty Fiat Camper Brand Ambassadors in their own language. The 

Ambassadors’ mission is to solve any customer problems as quickly 
as possible by coordinating with everyone involved. For this reason, 
the dedicated team members are constantly trained and updated. 
They attend the major European sector-specific trade shows to keep 
abreast of trends and closely follow the motorhome world. Ducato 
Motorhome users can rely on over 6,500 Fiat Professional worksta-
tions equipped to maintain and repair Ducato-based motorhomes, 
including over dedicated 1,800 Fiat Camper Assistance centres.
“For many years, Fiat Professional has been providing valuable assis-
tance for motorhome users, demonstrated by: 
• attending more than 10 specialised exhibitions across Europe every 

year
• a dedicated website (www.fiatcamper.com) that receives an aver-

age of more than 86,000 visits per month
• the “Fiat Ducato Camper” Facebook page that 

has more than 60,000 fans
• a new @FiatPro4RV Instagram page.
The goal now is to address customers with 
the tone of voice of a fully-fledged brand, 
using consistent words and adopting a 
well-defined visual identity in line with 
that of Fiat Professional, a journey that 
began last year with the new “Fiat Pro-
fessional for Recreational Vehicles” logo. 
The name and logo enhance the Fiat Pro-
fessional brand with a specialisation and 
commitment to the recreational 
vehicle business. The new 
identity underlines its true 
nature as leader in the 
recreational vehicle sec-
tor,” continued Rober-
to Fumarola.

Roberto Fumarola
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European RV market at a glance
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A statistical overview of the last decade in different countries of Europe.

The European leisure-vehicle market 
registered an extraordinary level of 
success in 2018. Relative to the prior 

year, sales of new leisure vehicles in Europe 
rose by 6.7 percent, to 202,076 units – the 

first time since 2007 that sales have broken 
the 200,000-unit mark. As in past years, 
Germany was the sales leader, with 71,186 
new leisure vehicles sold – a 12.5 percent 
rise over the prior year. In France, which is 

the third largest lei-
sure vehicle market 
in Europe, a robust 
sales increase of 8.6 
percent (32,002 ve-
hicles) was also reg-
istered. With 35,171 
new leisure vehicles 
sold, the UK remains 
the second largest 
market in Europe 
– although sales 
declined by 6.2 per-
cent relative to the 

prior year. “Uncertainty over the economic 
repercussions of Brexit appears to be having 
a dampening effect on consumer demand in 
Britain,” said Jost Krüger, General Secretary 
of the European Caravan Federation (ECF). 
However, sales of new leisure vehicles rose 
in all national markets, apart from the special 
case constituted by Britain, and a marginal 
sales decrease in Switzerland. Sales in Ger-
many and Belgium reached new records. The 
most impressive rates of sales growth were 
registered in the key southern-European mar-
kets, Italy and Spain, where sales, building on 
the momentum from the prior year, rose by 
17.3 percent and 16.9 percent respectively. 
The strong sales growth registered in 2017 
in the four Scandinavian markets continued 
there, with growth rates ranging from 6.6 to 
10.5 percent.

Focus on Market
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Line plots based on numerical data published by ECF (European Caravan Federation)
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CARAVAN SALON 2018
Exhibitors total 611

Exhibitors Germany 384

Exhibitors other countries 227

Number of countries 34

Net space total (sqm) 110,461

Net space Germany 82,311

Net space other countries 28,150

Visitors total 250,211

From Europe 97%

Germany 88%

Other Europe 12%

From Non-European countries 3%

Number of countries 75

Basis visitor data: visitor survey

More than 600 exhibitors will present a wealth of world’s first, premieres and innovations. Over 130 
caravan and motorhome brands, with over 2,100 recreational vehicles, await to be marvelled at – 
showcasing everything to make caravan users’ hearts race.

Walkthrough Düsseldorf - Caravan Salon 2019

Plan of the suppliers halls: 13-14
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Hall 13

A. Linnepe GmbH
A. Müller GmbH
Accusysteme TransWatt GmbH
ACR Brändli & Vögeli AG
Airxcel Corp.
AL-CAR Technology GbR Inh.
Alde Deutschland GmbH
Alden Deutschland GmbH
Alois Kober GmbH
Alois Kober GmbH Niederlassung E&P
ALU-LINE Metallbearbeitungsgesellschaft mbH
APLAST D.O.O.
ARISOL SRL
Aspöck Systems GmbH
Autoclima Deutschland GmbH
b-b Systemtechnik GmbH
Baldacci S.R.L.
BARTOLACCI DESIGN S.R.L.
Beaver Brand S.r.l.
BestLight Co., Ltd.
Bigbahn International GmbH
Blase GmbH & Co. KG
BLAUPUNKT Evo-Sales GmbH
Brianza Plastica S.p.A.
Brunner S.r.l.
Büttner Elektronik GmbH
BV Metaalwarenfabriek UMEFA B.V.
CAMPING-PROFI GmbH
CAN S.r.l.
CaraControl - Michal Provázek s.r.o
Caratec GmbH
CaravanMoverShop Jorg Mulder
Carefree
Castagnari S.r.l.
CBE S.r.l.
CENTRUM DIS TICARET VE LTD. STI.
Changzhou Joel Plastic Co., Ltd.
CKW Gesellschaft mbH
Comet-Pumpen Systemtechnik GmbH & Co. KG
Cowan-Textiles GmbH
Crystop GmbH
CTA S.r.l.
D.G.N. SrL
Denson Europe BV
Die Mass Schneider Sabine und Gerd Schneider
Diffutherm B.V.
Dimatec S.p.A.
Döllken Profiles GmbH Gewerbepark U.N.O.
Dometic GmbH
Dometic WAECO International GmbH
EAL GmbH
Eberspächer GmbH & Co. KG
Ed. Heckewerth Nachf. GmbH & Co. KG
Elegant Union Industrial Co., Ltd.
ELGENA Warmwasserbereiter Wilhelm e.K.
EMKA Beschlagteile GmbH & Co. KG
EMUK GmbH & Co. KG
Estorfer Kunststoffbetrieb GmbH
F.A.P. s.r.l.
FASP AUTOMOTIVE SEATS Srl
FAWO GmbH Fahrzeugtechnik
Fiamma S.p.A.
FILIPPI 1971 s.r.l
Flamefield Ltd.
Frankana Caravan + Freizeit GmbH
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Freebird Coated Aluminium BV
Freizeit Reisch Inh. Gerhard H. Reisch
Fujian Aidi Electric Co., Ltd.
FUJIAN HONGXING ELECTRIC CO., LTD.
G + S Sitz und Polstermöbel GmbH
Garmin Europe Ltd. Trading as FUSION
GES International Srl
GIMEX melamine plus GmbH
GOK Armaturen-Gesellschaft mbH & Co. KG
GOLDSCHMITT techmobil GmbH
GREYSTAL SA
GuG Vertriebsgesellschaft mbH
H.D. Knorz Vertriebs-GmbH
Haba B.V.
Hans Holzhauer GmbH & Co. KG HARTAL
hegotec GmbH
Heidersdorfer Produktions- und Vertriebs GmbH
Hella GmbH & Co. KGaA
HEOSolution e.K.
HORREX-HORREN B.V.
HPC Hydraulics BV
Hügler GmbH Kabelkonfektion
Ilse Technik GmbH & Co. KG
Import + Vertrieb Dipl.-Ing. (FH) D. Lübeck GmbH
JEHNERT Sound Design Hans-Peter Jehnert
JVCKENWOOD Deutschland GmbH
Kathrein SE
Klaus Hünerkopf Neukirchen Die
KLS Dipl.-Ing. W.Krause GmbH
KOMPLAST srl.
Kronings Aps
Kuhn Auto Technik GmbH
LAVI SARL
Liberco Systems GmbH
LILIE GmbH & Co. KG
Ma-Ve International srl
MAS Elektronik AG
Maxview Vertriebs GmbH
Megasat Werke GmbH
Milenco Limited
MMT GmbH
Mobil-Safe GmbH
moog TRAILERPARTS GmbH
Movera GmbH
MPK Metall GmbH & Co. KG
Multi-Mover Europe BV
NDS Energy S.r.l.
NETA ELEKTRONIK Cihazlar San. ve Tic. A.S.
Nobilpan S.p.A.
Nordelettronica S.r.l.
NRF S.r.l.
Nuova Mapa S.r.l.
Ofolux S.r.l.
OKB SP. Z O.O.
OZ ENGINEERING INCORPORATION
Paola Minguzzi
paragon GmbH & Co. KGaA
Peter Barwig Wasserversorgung
Phaesun GmbH
Pioneer Electronics Deutschland
Plastoform Smarjeta d.o.o.
Polyplastic B.V.
PRO CAR GmbH + Co. KG
PROSTOR bvba
Ranger RV Supplies Pty. Ltd.

Reich GmbH Regel- & Sicherheitstechnik
REIMO Reisemobil Center GmbH
REMIS GmbH
RENOLIT SE
ROEGA Technik Handels GmbH
ROMA Nijverdal B.V.
Roto d.o.o.
Rühl Leder GmbH
Sand Profile GmbH
Schaudt GmbH Elektrotechnik & Apparatebau
SCHEER Heizsysteme GmbH
SCOPEMA SARL
SFC Energy AG
SHIP-CAR S.r.l.
SKA Sitze GmbH
SMV Metall GmbH
SOG®Systeme OHG
Solbio Bvba
SOLERA-THERMOFORM GROUP SPA
SOMAform Sonnberger GmbH
SR Mecatronic srl
STS Oberholz GmbH & Co. KG
Super B Lithium Power b.v.
SURTECO GmbH
TBB Power GmbH
Tec-Power GbR
Tecnoform S.p.A.
Tecnoled S.R.L.
tegos GmbH & Co. KG
TELECO GmbH
ten Haaft GmbH
Thetford GmbH
Thitronik GmbH
Thule N.V.
Toptron GmbH Technische Produkte
Travelvision BV
Truma Gerätetechnik GmbH & Co. KG
VB - Airsuspension B.V.
Verendus GmbH
VETRORESINA S.p.A.
Victron Energy B.V.
Vöhringer GmbH & Co. KG
VOTRONIC Electronic-Systeme GmbH & Co. KG
Webasto Thermo & Comfort SE
Weih-tec Robert Buck
Westacc Group b.v.
Womo-Sicherheit Dipl.-Ing. Dietmar Hentschel
ZADI S.p.A.
Zambelli-technik spol. s.r.o.
ZEN-RAD SARL
ZURRSCHIENEN.COM Transportsysteme GmbH
Zwaardvis B.V.
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Hall 14
3DOG camping GmbH
A.M.A. Composites S.r.l.
alphatronics GmbH
Alpine Electronics GmbH
ALU-LINE Metallbearbeitungsgesellschaft mbH
Audio Design GmbH
Augustin Group GmbH & Co. KG
Autocamp - Autodachzelte Inh. Götz Grohmann
Bax Totaalrecreatie BV
Beckmann GmbH Managementsysteme
Ben Eilers Tenten B.V.
Brand GmbH & Co. KG Zeltfabrikation
Bus-Boxx GmbH & Co. KG
CAMPWERK Inh. Michael Krämer
CAPA trailer protection GmbH
CaravanMoverShop Jorg Mulder
CHEILMOBILE Co., Ltd.
Cinderella Eco Solution Europe b.v.
Cleves GmbH
Doréma Vorzelte GmbH
dwt Zelte Dieter Winneknecht GmbH
Dynavin GmbH

  Hall 14 / A66
  Hall 14 / E31
  Hall 14 / C09
  Hall 14 / C09
  Hall 14 / E35 
  Hall 14 / D29
  Hall 14 / E09
  Hall 14 / B38
  Hall 14 / A37
  Hall 14 / D22
  Hall 14 / A16
  Hall 14 / C45
  Hall 14 / E38
  Hall 14 / A55
  Hall 14 / E37
  Hall 14 / D26
  Hall 14 / D25
  Hall 14 / E25
  Hall 14 / E32
  Hall 14 / A03
 Hall 14 / A22
 Hall 14 / E30

EmergoPlus B.V.
Fahrzeugbau Meier GmbH
Fiamma S.p.A.
Fortex Vorzelte Vorzelte auf mass
Frielitz Fahrzeugbau & Zubehör GmbH
Fritz Berger GmbH
Furrion Ltd.
G.S.C. mbH Nellen-Zelte
GentleTent GmbH
GIMPEX OTOMOTIV SAN. TIC. A.S.
GRAMMER AG
Hahnzelte Inh. Katja Hahn
Hansen Products (Pty) Ltd
Herzog GmbH & Co. KG
Holtkamper Faltcaravans B.V.
Ideatermica di Noemi Decandia
Inno-Design Kft.
Isabella Vorzelte Deutschland GmbH
JOKON GmbH
Kampa UK Limited
KIRAVANS LTD.
LAROMA GmbH
LCI Italy Srl
Lihyann Industrial Co., Ltd.
LLC Pandora Trade
Maucher Formenbau GmbH & Co. KG
MTH Zeltbau GmbH & Co. KG
Oase Outdoors ApS
OPUS Camper Purpleline Ltd
ORC Exklusiv GmbH
PALOMAR SRL
QUQUQ Campingbox
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  Hall 14 / C26

REIMO Reisemobil Center GmbH
Renogy Suzhou Co., Ltd.
Scanstrut Ltd.
Schaumstoffcenter Frank Stephan
Schickramm Managementsysteme Inh.
SGUINZI PIETRO SPA
SHR-Hydraulik Systemhydraulik Reinhardt
Solar Swiss GmbH
SOLARA GmbH
Sport-Tech / Rui-Yi-Lin GmbH & Co. KG
Sunman (Zhenjiang) Co., Limited
Terlinden & Henning GbR
tetra-pod.eu Henning Janssen
Thule N.V.
Titan Technology GmbH
Transkit Inh. Mohammed Biallahs
Trigano Faltcaravan Kreppel Inh. Stefan Kreppel
Van bergen Sports Int BV
Van Protect Lisibach AG
VISATON GmbH & Co. KG
Voos Oto Aksesuar San. Ve Tic. Ltd. Sti.
Walker Campingstyle B.V.
WARU Wertvolles aus Aluminium GmbH
Wasserschutzplanen miru-tec GbR
Westfield Outdoors GmbH
WIGO Zelte GmbH & Co. KG
Winch Industry GmbH
Xiamen DBS Electronic Technology Co., Ltd.
XP-edition GmbH
Zelte-Steckdaub GmbH + Co. KG
ZIFER Italia S.r.l.
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FREE YOUR CREATIVITY

PRINTINGS  R-EVOLUTION   

Passion for printing is the new project 
rea l i zed  by  D I N O  Z O L I  T E X T I L E 
that offers, in addition to indoor and 
outdoor jacquards, high performance 
fabrics, a wide range of printed fabrics 
and moreover the chance to get your 
creativity free by customizing your ideas 
just on an exclusive basis.

  Italy, Forlì,  Viale Bologna, 286/A -Tel. 0543 755711 - info@dinozoli.it - www.dinozoli.it

High printing quality

Customized designs

Wide range of print base textiles

Small order quantity

art.Season - Cletus - Enos art. Neckwear d.1 - Base art. Axo - You
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1 • Challenger 338 and Chausson 778. 
Definitely out of the ordinary, these twin 
models have a rear sleeping area with a 
longitudinal drop-down bed above a large 
bathroom with a two-bowl vanity unit. The 
bathroom cabinet drops-down when the bed 
is lowered.

2 • Chausson 720 and Challenger 380. 
These two semi-integral models are note-
worthy because of their large lounges where 
people can sit facing each other, and for hav-
ing a rear tilting bunk bed.
Hall 10 / C20 - Hall 11 / C25

3 • Carthago E-line. Restyling the exterior 
and the interior has created a more modern 
design. It is now possible to have the Mer-
cedes base vehicle with AL-KO chassis (2 or 
3 axles) and front-wheel drive in addition to 
the Fiat AL-KO version.
Hall 16 / A06 – B22-08

4 • Eura Mobil Contura. It has modern lines 
and a great integration between the cabin 

The unmissable eleven
There are many innovations at the Caravan Salon. As always, every manufacturer tries to renew at least 
one of its model ranges, and sometimes completely new models are introduced. We would like to try 
to give you an overview of what to see during your visit: we have not listed all the new products, just 
those that we believe are the most innovative, or the strangest and more interesting ones that could set 
trends. We will include a more detailed report from the show in our next issue.

and the living area, but it also stands out for 
having a Mercedes base vehicle (as an alter-
nate to the Fiat) with AL-KO chassis.
Hall 10 / A22

5 • Hymer Duo Car. The prototype of this 
campervan presented in 2017 is now in pro-
duction. On a Mercedes base vehicle, it has 
the large longitudinal sofa, which quickly 
turns into a double bed, with a bathroom at 
the rear.

6 • Hymer Exsis. A new generation of the 
compact model from Hymer is born. It is 
leightweight, modern with a slightly unusual 
design.
Hall 17 / -01 – -13

7 • Mobilvetta Krosser. This semi-integrat-
ed model has a double floor, a price that isn’t 
too high, and stands out from the rest with a 
tasteful exterior and interior design. It shares 
a platform and front fairing with the CI Riv-
iera and Roller Team Granduca.
Hall 10 / B16

8 • McLouis Mc4 330 G. A compact semi-in-

Hymer DuoCar

tegrated model, with an interesting combi-
nation of tilting double beds front and rear, 
the latter above a large living area.
Hall 12 / C70

9 • Knaus Boxstar XL / Lifetime. An ex-
tra-high roof version of the well-known 
campervan, offering a remarkable interior. It 
shares much of the layout with the Weins-
berg CaraBus 600 MQH.
Hall 4

10 • Weinsberg CaraCore. This motorhome 
has an attractive price, and expands Weins-
berg’s range. It shares part of the set-up with 
Knaus Live I.
Hall 15 / D03-01

11 • Tourne Mobil. A campervan produced 
in Slovenia, with refinement and quality fur-
nishing materials and thermal insulation.
Hall 15 / B06

We also recommend taking a look at the 
campervans from Karmann, Westfalia, Volk-
swagen and Mercedes, as well as those of 
the Rapido and Possl groups.

Knaus Boxstar XL

Challenger 338

Walkthrough Düsseldorf - Caravan Salon 2019
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C ompany news Truma

Looking at how successful Truma has 
become in the global RV sector today, 
it’s almost hard to believe that it was 

started by one person, Philipp Kreis, in 1949, 
shortly after the Second World War, making 
gas lights in Putzbrunn, in southern Germa-
ny. He named the company Truma after the 
then US president Harry S. Truman, who he 
admired for the role he played in restoring 
Germany to an industrial nation. Truma is 
still family owned, and now has 820 mem-
bers of staff around the world. One of the 
most significant products behind its success 
was the first heater for caravans it launched 
in 1961, which made winter caravanning 
possible for the first time; since then it has 
produced around six million S-heaters and 
is known by almost every camper in Europe 
– and now the world. Thanks to Truma’s 

Over the last 70 years, Truma has, without doubt, become one of the most successful companies in the 
caravan/RV sector and now supplies OEMS and consumers around the world. It must also be credited 
for creating so many successful products for camping, caravans and motorhomes. Aboutcamp BtoB 
recently visited Truma to celebrate its first 70 years, see its production facilities, and learn about its 
plans for the future. 

Innovation über alles

Words John Rawlings

practical research and development, it has 
continuously introduced new products and 
further developed existing ones for the mar-
ket, such as the first caravan manoeuvring 
system. The majority 
of the staff (600) are 
based at its headquar-
ters in Germany across 
all the main operational 
departments and pro-
duction. This is where it 
produces up to 600 of 
its latest Combi heaters 
each day, having intro-
duced a second line 
last year so it can do a 
double shift to be able 
to meet demand. The 
AquaGo instant water 

heater and a version of the Combi are both 
adapted and made here for the American 
market. The same happens for all Truma 
products for the Australian and Chinese 

HALL 13
BOOTH C31
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With its strapline ‘Mehr Komfort für unterwegs’ (‘More comfort 
on the move’) Truma has been the leading specialist for caravan 
and motorhome accessories for 70 years. In 1961, Truma devel-
oped the “first officially recognised caravan heater”, which made 
winter camping possible for the first time. The company now of-
fers an extensive range of products in the fields of digital network-
ing, heating, hot water, cooling, manoeuvring and gas supply. Air 
conditioning came along in 1999 with the Saphir under bunk air 
conditioning systems. They are very quiet and distribute the air 
individually throughout the vehicle thanks to a modular piping sys-
tem. Truma’s first roof-mounted system, the Aventa, launched in 
2011. With a cooling capacity of 2400 W, its clean lines and com-
pact dimensions got the company off to a flying start in this sector 
of the market. Since then Truma has been developing and expand-
ing its range of bunk and roof-mounted air conditioning systems 
for RV owners worldwide. The new Aventas are very much part 
of this process. Truma is characterised by high product quality, 
exemplary service and a strong customer focus. Over the years 
it has won many awards for its products. These include the pres-
tigious “red dot design award”, which honours outstanding de-
sign features, a high level of innovation, functionality, ergonomics 
and longevity. The company’s headquarters and production facility 
are in Putzbrunn, near Munich. Truma has branches in Great Brit-
ain, Italy, Sweden, China and the USA. In total, the family-owned 
company employs 820 people. Truma is one of the top employers 

and one of the top 100 innovators among 
German SMEs (www.topjob.de 

and www.top100.de).

Company Profile

markets. Production processes are being optimized by involving the 
employees who work on the lines every day, and asking for their 
suggestions. The Truma Ideas Program encourages employees to 
put forward their ideas about improving a product or a process. 
Every OEM customer has access to the Truma climate chamber to 
test any product. This chamber is also used to test Alde products, 
even though it has its own climate chamber in Sweden. Truma’s 
customers often use its climate chamber to test new vehicles or pro-
totypes with new materials and of course to test the Truma heater 
and the warm air distribution. The climate chamber team handles 
every part of the tests, from preparing the vehicle, cabling it and 
setting up sensors, and, most importantly, providing the customer 
with the full data to optimize the results. Although these tests do 
not have any official recognition, they are carried out according to 
all the European norms for the known grades of thermal insulation. 
For example, Truma can certify for the Grade III standard, where a 
vehicle is tested from -15° to +20° in just four hours, and Grade II, 
from 0° to +20° in two hours.

Internal processes
Truma has the advantage of having everything bundeled on one 
site: R & D, production and service departments can quickly react 
to any problem or task. Every division is able to talk to each other 
and test everything in order to continually make more and more 
product improvements. Everything is the result of team effort by an 
interdisciplinary project team made by engineers, sales and service, 
purchase, marketing and project and product managers. This team 
deals with all aspects of the project and a product is released only 
after everyone’s input and agreement. Truma established a Business 
Development Unit to work on future trends, focusing on competi-
tion, marketing analysis and, mostly, creating a business road map 
for the next years ahead. This includes researching new products, 
next lifestyle trends in society, new technical equipment or strategic 
new partners for the company. In addition, there is also a Corporate 
Development Unit with a team of people responsible to develop the 
organization, in terms of processes, company culture, structures and 
resources. 

Service
Truma is proud to have a large network of service centers world-
wide. These are able to help with any installation, repairs or pro-
vide spare parts. When consumers call the Truma customer service 
hotline, an operator will try to fix the problem on the phone first, 
and then pass it on to  an official Truma technical service centre, 
or dealer, if needed. In addition, there are 21 special Truma service 
technicians with cars and equipment, in different strategic areas 

Left: Truma Combi

Truma 
Aventa compact 
and comfort
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covering the whole country, available for 
any help with products. Truma has special 
software to fully control the automation 
for scheduling repairs and tracking every 
spare part involved. The company offers 
the possibility to find any of the 2000 ser-
vice points  worldwide on the Truma App. 
All employees, dealers and service centers 
are educated at the Truma Training Centre. 
Another team, called Technical Customer 
Service, is completely dedicated to being 
in constant dialogue with OEMs, informing 
them about new products, training their 
staff when needed, to provide a 360 degree 
service. In addition, the Truma Partner Sys-
tem, looks after approximately 1500 Truma 
Partners who are the only ones who can sell 
certain products, like the iNet System or all 
air conditioning systems. These Partners are 
regularly trained to ensure a high level of 
expertise and customer orientation. 

Sustainability
Caravanning and the environment go hand 
in hand, so sustainability is something Tru-

C ompany news Truma

ma is passionate 
about and an im-
portant part of the 
company culture. 
Truma’s energy and 
environment man-
agement systems 
are certified to Eu-
ropean standards 
(DIN EN ISO 50001 and DIN ISO 140001). 
Since 2017, Truma has had its own cogen-
eration plant for heat and power. This has 
a generator powered by natural gas with 
an electrical output of 100 kW and ther-
mal output of 130 kW. It has a high effi-
ciency of 90 percent, as the exhaust heat 
is fed into the heating system for the build-
ing. Energy-saving circulation pumps heat 
the buildings and ventilation systems with 
heat recovery. With this power plant, Truma 
is able to produce 25 percent of the elec-
tricity it needs with the lowest emissions 
and reduce its total power-related green-
house emissions by around 18 percent. On 
its roofs, Truma has 10 photovoltaic plants 
that produce 600,000 kW of ‘green‘ elec-
tricity, two rain water cisterns which collect 
55,000 litres of rain water to be used in 
the building’s sanitary facilities, plus plen-
ty of planted roof greenery. There are two 
electric BMW cars that Truma staff are en-
couraged to use wherever possible, includ-
ing weekends for personal use. Of course, 
Truma uses recyclable materials and retreats 
water when developing and manufacturing 
its products. Due to the high efficiency of 
up to 98 percent and the use of liquid gas, 
Truma products are environmentally-friendly 
with low emissions.

The workplace
Truma has adopted a new work concept for 
its staff. As a modern building completely 
renovated in 2018, Truma’s headoffice in 
Germany is completely open plan and ev-
eryone ‘hot desks’, sharing desks and sit-
ting in a different place with different peo-
ple around them each day. Instead of PCs, 
everyone uses laptops and plug them in at 
a different charge station to work each day. 
Staff can work at desks with big screens, 
and instead of telephones, every communi-
cation is made by Skype for Business with 
VOIP and a chat. There is a paperless and 
clean desk policy, and every employee has 
their own locker to store a laptop, per-
sonal mouse and personal headset. Truma 
applied this work model because an open 
working atmosphere helps people to get 
together and have and share new ideas. 
Different teams can have more contact 
and share experiences as communication is 
easy, and it encourages people not to care 
only of their own specific role or task. This 
model makes people responsible for more 
than just their own area and puts them in 
a more dynamic system. The ideas flow 
becomes easier and faster. In order to at-
tract the best people as staff, engineers, or 
software developers, Truma has developed 
good contacts with some of the best tech-
nical universities in Europe. Many students 
undertake their masters in Truma and of-
ten choose to stay. Truma is proud of this, 
and to be even more attractive to employ-
ees, and to keep its family-run heritage it 
also has its own canteen with a chef and a 
modern kitchen. Truma owns caravans and 
campers, of different sizes, that employees 
can use for test drives and really enjoy and 
experience what they work on, every day. 
The first 70 years are just the beginning 
for Truma. With all its systems and internal 
structures in place, it will keep on develop-
ing its employees and products in to the 
future. 

Above: Truma iNet Box
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ompany news

Since January 2019, Jim Menefee is the new Lippert Components Vice President of Operations. We met 
him in Siena for an interview.

An american in Siena 
Words Antonio Mazzucchelli - photo Enrico Bona

He was hired by LCI in 2016 as Region-
al Operations Manager, where he uti-
lized his experience within the fields 

of electronics, refrigeration and awnings 
to help further the Company’s operational 
goals. Over the last few years, Menefee has 
worked closely with LCI’s European caravan 
divisions, as well as assisted with operations 
for Sessa Klein, a Lippert Components com-
pany, by helping set up a rolling stock train 
window division in Springfield, Tennessee.
He studied as an accountant and he has a 
CPA (Certified Public Accountant) and also 
has a Master’s degree in Business. He worked 
for a private accounting firm for a few years 

and he was with Dometic from 2001 to 2015 
where he ran the operations. When he left 
he was the VP (Vice President) of Operations 
for North America. He is now responsible for 
Europe and the commercial glass division in 
North America. We met Jim Menefee at LCI 
Italy plant where he comes often to manage 
the European business. 

Aboutcamp BtoB: What experience did 
you bring to Lippert?
Jim Menefee: I brought experience of cost 
efficient operations. Most of my career has 
been spent in factories focused on cost sav-
ings. I am trained in Lean and Six Sigma, so 
bring the knowledge how to structure com-
panies, how to work with business owners 
to grow the market, and how to make sure 

we have a cost structure that’s effective and 
efficient to beat our competitors.

Aboutcamp BtoB: What was the 
biggest challenge in Europe you’ve 
had to face?
Jim Menefee: I have been working in 
Europe since 2005. I did a lot in Europe 
(and China) with Dometic. I think the 
biggest thing is understanding the cul-
ture. Here in the US, we have 50 states, 
but the culture is at a very macro level; 
in all of the European Union, each coun-

try is unique, so you have to understand 
the German culture is different to the Ital-

ian, which is different to the French. You 
have to understand how to work within each 
cultures and adapt to their way of thinking, 

versus them having to adapt to the way I 
think as an American.

Aboutcamp BtoB: What 
steps will you be taking 

in the near future for 
LCI RV Europe?
Jim Menefee: Growth 
is, of course, one of 
our key strategies. We 
want to grow organ-
ically and through 
acquisitions, so 
we’re always on the 
look-out for good 
targets that we can 
grow. Organically, 
we are focused 
on our cost struc-
ture, and always 

looking to see how we can improve this to 
support our customers, because they always 
want the best price, so we have to be ahead 
of that game. We believe we can have a large 
presence in the European market in the fu-
ture.

Aboutcamp BtoB: What differentiates 
Lippert Components from your compet-
itors?
Jim Menefee: I think our culture does; one 
of the things we talk about is our interaction 
with our customers. It should be easier for 
our customers to do business with us, and 
that’s what we always focus on: how do we 
continue to make it easier to do business 
with us. I think that’s what our customers like 
about us. We bring a partnership, whereas 
some of our competitors bring a demanding 
spirit, while we try to bring a co-operative 
spirit with our customers.

Aboutcamp BtoB: What is the strategy 
behind Lippert Components recently re-
branding its companies in Europe?
Jim Menefee: It’s really difficult when you’re 
in a growth stage and buying a lot of com-
panies and good brands, and we know that 
in the RV market the Lippert brand has val-
ue; therefore, as we purchase a company, 
we evaluate each brand individually to know 
what value it has. In the RV market, we will 
be moving more and more towards using 
the Lippert brand and away from the brands 
that we’ve purchased; however, in some of 
our other markets, like the railway sector, 
the acquisitions we’re making have stronger 
brands than we do as Lippert, so we continue 
to keep those brands. It just depends on the 
market that we’re in, and what brings the 
most value to us as brand management.

Aboutcamp BtoB: What do you think are 
the biggest differences between the Eu-
ropean and US RV manufacturers?
Jim Menefee: I think the biggest differ-
ence is the process. In the US, our OEMs 
change very fast and they’re very flexible in 
the market. Sometimes that’s a good thing, 
and sometimes it’s not. I think it can be det-
rimental to the market if we move too fast. 
I see the Europeans being more thoughtful 
in the decisions they make. They are slower 
to make decisions, but I see good decisions 
being made. They don’t change as fast, have 
less models, and they build more to customer 

I nterview with Jim Menefee
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demand, versus build to stock, which I think 
helps the market in Europe. It’s the same as 
the US, but there are a few differences that 
really drive a very competitive market in Eu-
rope, but a more stable market than what I 
believe we have in the US.

Aboutcamp BtoB: How are you manag-
ing the slow-down of the market that 
the US is currently experiencing?
Jim Menefee: If you look at retail sales, they 
are basically flat, but I am not concerned 
about retail sales at the dealer level. We over-
built inventory, so we’re having to consume 
that inventory, but we’ve also have added 
capacity in the market, so we’re seeing op-
portunities for dealers to reduce their inven-
tory from previous levels. I think that once 
our inventory state recovers we will see the 
market start to come back on the wholesale 
side, and at the retail side. I think that first it 
will be two or three percent up every year, so 
I’m not really concerned about retail at this 
point. Depending on what happens with in-
terest rates, which can have a lot of effects, 
and interest rates can change quickly, but at 
this point we don’t see any real concern for 
the retail side of the business.

Aboutcamp BtoB: What do you think 
about the RV market in Europe at the 
moment?
Jim Menefee: Europe is going through a 
similar thing to the US. The retail market has 
slowed down a little, but it’s not negative, 
and that’s a good thing. I think it’s a result 
of getting that one last sale on the unit that 
caused us to get overbuilt on our inventory, 
so as this corrects itself, we’ll come back to a 
stabilisation that we can support in the mar-
ket. I think it’s just inventory adjustments in 
both markets (US and Europe) that’s having 
its issues right now.

Aboutcamp BtoB: Looking at Lippert 
Components products, which of those 
currently produced in the US could have 
the most success in Europe?
Jim Menefee: I think there are several prod-
uct lines which could be successful in the 
European market.  We are in the process of 
engineering 3 products now.  Some of the 
differences is that the European market is re-
stricted by the weight regulations.  So, most 
of the product must be redesigned to address 
the weight issues.  We also know that space 
is more limited in the European caravans, so 
we are focused on space saving products 
that will give the caravan more usable space.  
As we prepare these new product for release 
in Europe, we would like to invite everyone 
to our booth at the Caravan Salon show in 
September.

Aboutcamp BtoB: What is your vision for 
the aftermarket for Lippert?
Jim Menefee: We are progressing quite 
aggressively in the aftermarket. We just ap-
pointed a Vice President, Aftermarket - Roy 
Carter. He is from Scotland and used to work 

Lippert Components RV Europe is 
proud to have homologated a cell 

door for US manufacturer Winnebago. 
This is the first European door approved 
for sale on the US market (homologation 
certificate FMVSS 206). A door that has 
been redesigned and reinforced and that 
can withstand a traction of 1100 Kg, 
comparable to the performance of a driv-
er’s cab door. Manufactured in Italy, the 
new door is packaged individually with a 

LCI’s doors arrive in the US
kit of screws and fastening plates and gaskets 
that are already cut to facilitate the door’s 
installation. A few hundreds of these doors 
have already been delivered to customers, 
which will be assembled on the 2020 models 
of Mercedes campervans. “Our homologat-
ed cell door has attracted interest also from 
other US manufacturers and we will probably 
soon see it assembled on other vehicle mod-
els”, says Daniele Scavazzon, General Manag-
er at the plant 308 of RV Doors.

for the British manufacturer, Bailey of Bristol, 
in the UK. He brings a lot of expertise to our 
market. I am working closely with him to see 
how our aftermarket in Europe is going to 
look. It’s different from the US because the 
OEMs in Europe are heavily involved, so we 
must work with the OEMs as we evolve the 
aftermarket.

Aboutcamp BtoB: Will Lippert develop 
the adjacent markets in Europe as well?
Jim Menefee: Yes, we are. We currently 
have Sessa Klein (a Lippert brand) in the rail-
ways and we just announced the purchase 
of Lewmar Ltd, the large marine aftermar-
ket company, so we would like to continue 
to grow in the railway and marine sectors. 
Those are the two markets we will be con-
centrating on. There are a couple more that 
are very interesting to us. You might see us 
do something in another market soon.

Aboutcamp BtoB: Is there anything else 
we should know about Lippert?
Jim Menefee: Lippert is a different compa-
ny than what most people are used to doing 
business with. It stems from our core values 
that we bring to our team members. Our 
uniqueness comes from how we care about 
our team members, they take care of our 
customers better. We build an environment 
and culture in our company that helps and 
supports our team members. If you look at 
our core values, which are: winning with 
passion, team play with trust; honesty, integ-
rity and candour; caring for people; having 
a positive attitude. A lot of companies have 
these sort of core values, but the difference 
at Lippert is that we truly live them. We have 
a People Development department that 
trains and grows our leaders in the company, 
from our front-line leaders up through the 
management. We support our people and 
have ways to volunteer and connect in to our 
communities. In 2018, Lippert team mem-
bers volunteered in their local communities 
over 100,000 hours.  We have a Philanthropy 
group within Lippert that helps connect team 
members with needs in our communities. 
Whenever we care about our people and our 
communities it automatically grows out to 
our customers, showing that we care. I think 

this is the biggest difference that separates 
Lippert from our competitors. We want to 
change the world for the better by taking 
care of our team members, communities and 
make a profit.
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Plenty of new features on the 
LCI products for Europe

Product news Lippert Components

All the new products that Lippert Components is presenting at the Caravan Salon Düsseldorf 2019 are 
designed to optimise the space on board campers and caravans, be reliable and improve the comfort 
of any holiday in a camper or caravan.

This includes devices that make it possible to vary the space inside the recreational vehicle: from slide-
out walls to extractable steps, from tables that can be lowered to beds with adjustable height, all the 
way to TV cabinets.

Smart Room: space on demand

Lippert Components presents a new ver-
sion of its famous Smart Room, the 

extendable room designed for European 
vehicles. The must for every designer is to 
succeed in increasing the inner living space 
without affecting the weight of the recre-
ational vehicle. Smart Room allows you to re-
duce the size of the vehicle and therefore its 
weight, offering added interior living space 
only when you need it. Developed and man-
ufactured in Italy, the new Smart Rooms ae 
assembled with the aid of special machinery 

Restyling of the range of electric steps

The entire range of steps has undergone a 
restyling that features a new colour for the 

side panels, newly designed labels and a new 
colour of the forex for the closing mechanism. 
The colours used are black and anodised metal. 
The engine too, has undergone a series of spe-
cific adjustments to meet the requirements of 
the standards introduced by Fiat and Citroën. 
As a result of these new standards, a redesign-
ing of the steps has reduced their depth (with-
out changing the size of the tread) to adapt to 

the new structure of the Euro 6D exhausts in-
troduced by most vehicle manufacturers (Fiat, 
Citroen, Ford, Renault). In addition, other im-
provements have been made that simplify the 
assembling process. More specifically, the dual 
electric step has been redesigned. The profiles 
of the cross beams have been changed, as well 
as the entire movement system. The set-up of 
the new model also features a version with 
the profiles of the cross beams in black colour, 
more in keeping with the latest trends.

that can standardise production and that 
maintain a consistently high level of qual-
ity. The latest generation of Smart Rooms 
are available in two versions. The premium 
version features an independent engine for 
every single corner, while the cheaper ver-
sion uses a single engine to control the two 
corners simultaneously, thanks to a system of 
shafts and idlers. Both versions feature a new 
concept ECU designed and manufactured 
entirely by LCI.

RoboCosmo table leg

The already famous Cosmo telescopic leg 
allows you to easily lift and lower the din-

ing table to form a bed compartment. Lipper 
Components, in response to requests from 
the market to renovate its product range, has 
developed a new leg with a more attractive 
design and which is more practical, the Rob-
ocosmo.  Working to improve the Cosmo but 
inspired by the shape of the Rainbow, static 
and curved, the engineers at Lippert devel-
oped this new solution, which combines the 
curved shape with the kinematics of the Cos-

mo. The user’s interaction with the mecha-
nism to configure the high and low position 
are now more user-friendly. The kinematics 
are entirely controlled by gas springs that al-
low you to lower or lift the table while main-
taining the same horizontal alignment. The 
leg forms an arch and lowers until it reaches 
the bottom support, adjusting the height of 
the table from 80 cm to about half. A gas 
spring helps push the table up back into its 
top position.

HALL 14
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Manhattan bed with cables

The bed with cables, compared to the classic version with belts, 
can move in any direction. It can be lowered diagonally, for in-

stance, and turn into a bed with adjustable height, for a truly rock-
ing bed. The bed features a manual operation system that is simple 
to use without any effort, thanks to the servomechanism incorpo-
rated in the core of the bed. The design concept was developed in 
2017 by STLA and now offers variable endurance in the stroke: little 
effort is required to lift it when the bed is in lowered position, but 
as it rises, the endurance increases, to enable you to fasten it firmly 
to the ceiling once it is all the way up. With the bed with cables, 
LCI takes a step forward compared to its manually operated rocking 
beds: it doesn’t need a handle to lift the bed and ways less than the 
rocking bed with arms (precisely because of the lack of metal levers).  
In addition, the system with cables may also come in handy for the 
back liftable bed, because it gets rid of the need to operate the 
handle mounted on the locker and can be directly operated from 
the driver’s cab instead, without having to step out of the vehicle.

New cell door 
with concealed hinge

Lippert Components presents a new 
ultra-modern cell door. It’s an ex-

tra-large door that differs from the stan-
dard versions offered by Lippert Com-
ponents and has been developed along 
the lines of the design of the driver’s cab 
doors. Dedicated to high-end European 
motorhomes, the new door is perfectly 
“flush” with the surface, including the 
hinges, which are concealed. The system, 
which has been inspired by the world of 
residential furnishing, includes two pro-
files that contain the hinge. The door also 
features a small sliding window made of 
tempered glass and an innovative ser-
vo-assisted “keyless” locking system that 
can be operated comfortably with an 
App on your smartphone. The inner part 
is elegant and features a large handle 
that spans the length of the door cross-
wise, as well as an integrated basket or a 
pouch, and the button to lift or lower the 
electric window. 

Extractable cylinder holder

LCI has developed a system that facilitates removal of the LPG gas 
cylinders on campers. The product has been developed on the 

specific request of an installer and is already a standard feature on 
some models in production. Designed, for the time being, for the 
lockers with aligned gas cylinders, it is equipped with an extractable 
trolley made entirely of galvanised and coated steel that slides on 
a series of ball-bearing guides. The weight is remarkably limited, 
despite the system’s sturdiness, which can hold up to 40 Kg and of 
extending on the outside up to a 
maximum length of about 80 cm. 
Surprisingly convenient then with 
just a slight increase in weight, 
considering the com-
fort it offers and the 
option of replacing 
the empty back cylin-
der without having to 
remove the still usable 
one on the front. This 
version is presently 
only available for the 
cylinders stacked in a 
row, but another one 
is being developed for 
cylinders stacked on 
the van side-by-side.

Gioconda table leg

Gioconda is the evolution of a project first developed years ago 
to fill a gap in the market, providing an alternative to the usual 

old tables and to save valuable space on vans. It’s a table that 
can be used without a supporting leg, with the option of folding 
it away into the wall. The table is fastened onto a metal frame 
and hooked to the wall and can slide atop it to expand its size. 
The supporting bracket is sturdy and can comfortably withstand 
extensions of the table up to 80 cm. By means of a quick-release 
system, the table with the frame can be overturned upside-down, 
leaning against the wall. But the system also features an assisted 
lowering mechanism: the table can be lowered in parallel with the 
floor when necessary, in order to transform the dinner place into a 
bed compartment. Gioconda is available in two versions: with two 
guides and two brackets that uphold the table, or in the light ver-
sion with a single guide and a single bracket. The table extension 
is optional, but in this case, the system requires a leg.
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The Eberspächer Group is one of the 
world’s leading system developers 
and suppliers for the automotive in-

dustry. Besides its exhaust technology, air 
conditioning and automotive electronics, 
most customers know Eberspächer for its 
Diesel heaters. What many don’t know is 
that Eberspächer’s Climate Control Systems 
Division also offers products and solutions for 
complete thermal management in the vehi-
cle. By acquiring the French vehicle climate 
control specialist Kalori, the Group based in 

Esslingen, Germany is expanding its knowl-
edge in this field and moving forward on its 
path to becoming a leading global supplier 
for thermal management solutions for spe-
cial vehicles. The French company develops 
and produces air-conditioning and ventila-
tion systems for commercial and special ve-
hicles. We talked to Stefan Geiger about the 
importance of the RV segment, as well as the 
latest industry trends.

Aboutcamp BtoB: Strategically speaking, 
how important is the RV market 
to Eberspächer?
Stefan Geiger: I have to start off 
by mentioning that we have a very 
broad spectrum of products that 
we offer for passenger cars, buses 
and coaches, special vehicles, and 
even construction, agricultural and 
forestry machinery. Since the RV 
market is one of our global focus 
market segments, it is very im-
portant to us. We want to further 
broaden our expertise in this area, 
while expanding our product port-
folio.

Aboutcamp BtoB: You acquired 
the French company Kalori 
last year, and will start selling 

In conversation with Stefan Geiger, Head of International Sales & Marketing for the Special Markets 
Business Unit at Eberspächer, on increasing comfort, connectivity and self-sufficiency in the motorhome.

Trends 
and growth 
opportunities 
in the RV 
segment

thermal management solutions of the  
Eberspächer Kalori brand this summer. 
What can customers look forward to?
Stefan Geiger: Eberspächer was already sell-
ing climate control products through its Spe-
cial Markets Business Unit before it bought 
Kalori. But by acquiring Kalori, we are broad-
ening our expertise and expanding our prod-
uct portfolio. We would like to use this ex-
pertise and increase our focus on combined 
thermal management systems, i.e. creating 
just a single system from separate heating 
and cooling solutions. We are moving with 
the times: away from individual solutions and 
towards system solutions.

Aboutcamp BtoB: Can you tell us how 
big you think the growth opportunities 
are in the international RV industry?
Stefan Geiger: Until now, in the RV indus-
try, Eberspächer has mainly focused on sell-
ing heating products in Europe and Asia. And 
the market is still growing. We have identi-
fied huge potential for further growth, espe-
cially in Japan, China and North America. In 
the North American market, we are current-
ly seeing growth in the “Class B segment.” 
Since in this field we can draw our compre-
hensive expertise from Europe, we definitely 
view it as an opportunity to use our “home 
advantage.” Here, we continue to see exten-

The floor to Stefan Geiger HALL 13
BOOTH A11

Words Giorgio Carpi
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sive and important market potential in the 
long-term, driven forward by camping vans, 
used as autonomous vehicles for adventur-
ers, as well as by vehicles for comfort-orient-
ed customers.

Aboutcamp BtoB: How have you built up 
your corporate structure to meet global 
requirements?
Stefan Geiger: We have subsidiaries and 
general agencies in more than 30 countries 
across the globe, which provides our cus-
tomers with an extensive sales and service 
network with local contacts. This is a major 
advantage for our partners, as it gives them 
access to our solutions locally, and from a sin-
gle source.

Aboutcamp BtoB: Are there any general 
growth opportunities or trends you can 
see arising in the next few years in the 
RV industry?
Stefan Geiger: I think three things will be 
important. Number one is the growing im-
portance of comfort: having a comfortable 
temperature in the motorhome is import-
ant all year round, regardless of the outside 
temperature – meaning efficient thermal 
management is required. Number two is the 
upcoming self-sufficiency trend: the appeal 
of traveling independently, without relying 
on camping sites and their power supplies, 
is growing among RV owners. Number three 
is the customer’s desire for connectivity: the 
components within the vehicle have to be 
connected and controlled though one sys-
tem. In addition, the topic of “remote con-
trol”, more specifically controlling and check-
ing the status of vehicle components from 
outside the vehicle, will also gain importance.

Aboutcamp BtoB: Does Kalori’s expertise 
help in these matters?
Stefan Geiger: Definitely. In the medium 
and long term, we see ourselves becom-
ing an expert system partner for providing 
solutions for these three trends from a sin-
gle source. This is where Kalori’s expertise 
and innovative products and solutions blend 
in well with the rest of the Eberspächer 
Group’s portfolio.

Aboutcamp BtoB: Sounds interesting. I’d 
like to ask you something about your 
third point. Do you have any plans re-
garding connectivity in the RV segment, 
or maybe products are even already 
available?
Stefan Geiger: As I mentioned earlier, RV 
owners really rely on the comfort that con-
nectivity offers. In some sense, they expect 
the motorhome to be a kind of “mobile 
smart home.” This requires the individual 
components to be digitally connected. No-
body wants three, four, or even five separate 
operating elements to regulate their air-con-
ditioning system, heater, or warm water. We 
are currently planning to implement a digital 
platform solution in collaboration with devel-
opment partners and RV manufacturers. We 
want to accomplish three things. First of all, 
we want to network the components inside 
the vehicle, so that everything can be con-
trolled using one operating element. We also 
want to provide these functions in a remote 
cloud-based solution in the medium term, so 
that users can turn on the heater in advance 
when they’re outside the vehicle. Our third 
goal, something which will not only be of in-
terest to the user but also to manufacturers, 
is to provide predictions of maintenance or 
repair cycles in the long term.

Aboutcamp BtoB: You mentioned a de-
sire for self-sufficiency as one of the ma-
jor upcoming trends. Will Eberspächer be 
addressing this in future?
Stefan Geiger: Traveling independently 
without having to rely on camp sites will 
become increasingly important. At the same 
time, RVs are being equipped with more 
and more components that need addition-
al power. To lessen the load on the vehicle 
battery and use functions without requiring 
power supplies, we are working with our 
Canadian colleagues at Eberspaecher Vec-
ture to develop ESS (Energy Storage System) 
solutions in the form of portable batteries. 
But campers who have a desire for self-suf-
ficiency are already using our products: our 
fuel operated heaters can help to ensure 
that they are not dependent on camp sites, 
while still staying warm.

Aboutcamp BtoB: Traveling self-suffi-
cient reminds me of Danny MacAskill. Is 
that why you chose the bike profession-
al as your brand ambassador?
Stefan Geiger: Danny is a real outdoors guy. 
He travels around a lot in his motorhome, and 
needs sufficient space in it for himself and his 
bikes. After long days in all kinds of weath-
er, he wants nothing more than to climb into 
a pre-heated vehicle. His motorhome is his 
trusty companion, especially during the Drop 
and Roll Tour, which will again take him to 
the Caravan Salon in Düsseldorf this year, 
where he will be a guest at the Eberspächer 
booth.

Aboutcamp BtoB: Our last question con-
cerns the topic of e-mobility. The first 
electric RVs have already been unveiled. 
Are you prepared for this development?
Stefan Geiger: Naturally, we are aware of 
the fact that the electric RV market is devel-
oping. For this reason, we are already look-
ing into this topic and making preparations. 
For example, we have already released our 
Plugtronic electric vehicle heater, which can 
provide heat via a 230 V connection. But for 
the time being, we believe that the Diesel en-
gine will remain the optimal energy source 
for RVs and help to meet self-sufficiency re-
quirements. Purely battery electric drives do 
not yet meet these needs due to their heavy 
traction batteries and small range.

Mr. Geiger on current trends in the RV market Danny MacAskill in action (below) and in front of his Drop & Roll motorhome.

The Kalori French plant in Pusignan
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Thule’s product range for 
caravans, motorhomes 
and vans is well 

known, successful and highly 
respected by OEMs, RV 
retailers and consumers alike; 

however, some people may not 
realise that Thule also has three 

other successful product areas: 
racks and carriers (for cars); active 
with kids (pushchairs, child bike 
seats and trailers, child carrier 
backpacks); and luggage and 
bags (bags, backpacks, bike 
racks and bags, laptop and 

phone cases, and camera 
bags).

Reporting to the CEO at 
the Thule Group head 

Product news Thule

office in Sweden, Filip Van der Linden and 
Patrick Dehaen are based at Thule’s offices, 
development centre and production facility 
in Belgium, with global responsibility for its 
comprehensive RV product portfolio, such as 
its awnings and accessories such as panels, 
canopies and tents, plus entry steps, storage, 
ladders, bike racks and security locks.
Europe is the biggest market for Thule’s RV 
products, but they are also supplied to other 
overseas markets, including North America, 
South Africa, New Zealand, Australia, Japan, 
Korea and China.

Market Outlook and consumer focus
Filip Van der Linden says Thule has a 
continued positive outlook on the RV market 
in Europe. It expects the market to continue 
to grow steadily, although maybe not at such 

Aboutcamp speaks to Filip Van der Linden, Business Unit Director, Thule RV Products and Patrick 
Dehaen, Sales Director, Thule RV Products to find out about Thule’s views on the current RV 
market, the latest consumer camping trends, and the new products it’s launching at the Düsseldorf 
Caravan Salon.

Thule is ready for the 
latest ‘Vanlife’ consumer trends

Words John Rawlings

a high rate as it has done in recent years. 
Thule feels positive about future market 
growth because it is driven by a customer 
focus. This enables it to see current and 
emerging consumer trends that will have an 
impact on its business in the years to come. 
As a result, Filip Van der Linden says Thule 
can see three sectors of the RV market that 
it expects to have a positive impact on its 
growth in the RV sector.
The first is a younger generation that Thule 
now sees entering the market. They enjoy 
being outside and experiencing the benefits 
of being in nature and doing more physical 
sports or activities. They appreciate the 
health and wellness benefits that having 
a campervan or motorhome brings, of 
spending time with family or friends, and 
having the freedom to go where and when 

The new Thule 3200 awning
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Thule Group recently expanded its portfolio with the acquisition of Tepui Outdoors Inc, a 
category leader in roof top tents for cars.  From families on a weekend adventure, to out-
door enthusiasts looking to elevate their journey off the grid, Tepui roof top tents mount 
directly to Thule base rack systems for nearly all types of vehicles including cars, SUV’s, 
vans, trucks and various overland vehicles. The overlanding category has been growing 
steadily over the last few years and Thule Group is very pleased to add this great assort-
ment of high-quality roof top tents and accessories to its broad portfolio of products 
that cater to consumers who enjoy living an active life. The synergies between the Thule 
brand’s market leading expertise for transport solutions on the car and Tepui Roof Top 
Tents exist in both consumer marketing and in the supply chain. When combined with 
the mutual philosophies on high quality, smart engineering and great design, as well as a 
shared passion for the outdoors, Tepui is a natural fit with Thule’s portfolio.

Thule Tepui Roof Top Tents

contacts

Thule helps you transport anything 
you care for safely, easily and in style 
so you can live your active life. This in-
cludes successful products including: 
bike racks, roof racks, roof boxes, racks 
for winter sports equipment, bike trail-
ers, pushchairs, child bike seats, child 
carriers, luggage, and a range of aw-
nings and accessories for RVs. Based in 
Malmö, Sweden, the Thule Group has 
more than 2,200 employees at more 
than 40 production and sales locations 
all over the world. 

Company Profile

to grow, it expects the market to increase 
mostly from the first and third groups of 
people, as these have the best synergy to its 
products. 

Market trends
With the growing number of consumers 
entering the market wanting the flexibility 
and freedom to go away when they want, 
and the popular ‘vanlife’ movement, Thule 
also sees a growth in demand for more 
compact camping vehicles, such as the 
Toyota Proace and its equivalent models from 
Citroën and Peugeot. 
Therefore, Thule is developing more products 
for the new, younger campers with vehicles 
like these that offer the flexibility of being 
used for camping and outdoor leisure 
activities as well as for going to work every 
day. These are true multi-purpose vehicles 
and Thule is keen to make sure it offers 
them suitable, high quality, well-designed 
products. This starts with the launch of 
two new products at this year’s Düsseldorf 
Caravan Salon.

Düsseldorf Debuts
The two new products that Thule is launch-

ing at the Düsseldorf Caravan Salon are 
clearly aimed at the market sectors that it 
sees as offering the most growth potential: 
the younger generations and outdoor lovers 
wanting to utilise their vehicles for work and 
play.
Thule’s first new product is an adventure 
camping canopy/awning as an addition to 
Thule’s roll-out awning range. The new Thule 
3200 awning is lighter and more compact 
than the existing awning models, but the 
same high quality. It is designed to be simpler 
and more convenient to use, so that one 
person can roll it out and set it up on their 
own. Importantly, it is also smaller so that 
it looks less obvious and does not protrude 
as much when fitted to smaller vans, or to a 
roof rack on an SUV or CUV. This adventure 
canopy will be available in all Thule’s global 
markets.
The other launch is the result of Thule’s 
acquisition of Tepui Roof Tents, which will 
be introduced and branded Thule from 2020 
onwards and making their European debut. 
These are a brilliant and compact sleeping 
and camping solution for the growing 
‘outdoor adventure’ consumer group, and 
also represent an exciting new 
market segment for the Thule 
brand.

Summary
Thule already has a suc-
cessful product portfolio 
for outdoor activities and 
travel. As Filip Van der Lin-
den has explained, Thule’s 
customer focus has helped it 
analyse consumer trends, and 
target new products for the 
emerging ‘Vanlife’ and ‘Ad-
venture Camping’ segments, 
to make it feel positive 
about its future growth in 
Europe and the rest of the 
world.

they want. 
Thule says this is an important sector as it 
will continue to grow, and notes that this 
generation are more likely to rent a leisure 
vehicle before buying one, making rental 
businesses an important channel for getting 
people in to this market.
The second sector is the core group of ‘active 
seniors’, which is still a growing demographic. 
Thule says these people don’t like to consider 
themselves as ‘old’, and are conscious of 
their health and staying active to live longer. 
They use caravans or motorhomes, often for 
extended trips now that they have more time 
available to do this.
The third sector already has a particularly 
strong synergy with many Thule products, and 
some new ones it has specifically developed 
for this group of ‘young adventurers’ and 
‘outdoor lovers’. These people are coming 
in to the market because they love to go 
adventure camping and do more extreme 
sports. They’re most likely to load up a car 
or van with all their gear and possibly wild 
camp in remote spots. The growth of this 
sector explains Thule’s recent acquisition of 
Tepui Outdoors Inc, the roof tent company.
While Thule expects all three of these sectors 

On the other page: Filip Van der Linden
Below: Patrick Dehaen
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When embarking on this new design concept AL-KO set itself five key development goals. The new chassis design had to be:

• Light – with a minimum 20% reduction in weight
• Innovative – but with the same considerations for the overall caravan system
• Strong – the same overall stiffness as current designs
• Eco-friendly – minimum impact on the environment and the Earth’s resources 
• Economic – able to be produced at a cost that would make good commercial sense for OEM’s

“We were looking for a chassis solution that would allow even more 
payload by reducing the weight – while maintaining the same stiff-
ness, of course. We have tested various lightweight construction 
strategies and materials. In the end, steel proved to be ideal in terms 
of weight, economy and stability. The result is our Vario X chassis 
that perfectly combines state-of-the-art technology with intelligent 
designs from nature”, explains Dr. Frank Sager, Senior Vice President 
R&D at AL-KO Vehicle Technology. 
Materials considered included high strength steel alloys, aluminium, 
and plastic hybrids. Eventually, and perhaps surprisingly, as Dr Sager 
says, mild steel proved to be the best solution. The tricky part was 
working out how the traditional steel chassis could be lightened with-
out losing strength. The answer lay in removing metal from those 
parts of the chassis under least strain whilst leaving key, stress bear-
ing, sections in place. 
The design was arrived at following numerous analyses and simu-

Lightness combined with strength have been hallmarks of AL-KO’s chassis designs for many years but 
with the new Vario X design, AL-KO has taken chassis technology to a whole new level. First seen as 
a small sample at the Caravan Salon last year the Vario X design saves up to 30% of the frame weight 
without compromising on stiffness.

AL-KO launches 
next generation caravan chassis

Words Terry Owen

Product news AL-KO HALL 13
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lation-based developments, all backed up 
by many experiments and track testing. The 
whole process took about three years from 
the first ideas to the production stage. 
Ultimately a load bearing structure with a 
modern, slimline look was created. Interest-
ingly it is not dissimilar to the what is found 
in the natural world. Thanks to this honey-
comb construction, it is possible to save up 
to 35 kilogrammes on the chassis, depending 
on the size and permissible total weight of 
the caravan. This offers manufacturers signif-
icant scope to enhance their offerings. These 
include reduced weight, increased payload, 
higher efficiency through reduced CO2 emis-
sions and greater sustainability.
Whilst designing the Vario X it was felt im-
portant to retain existing facilities such as the 
ability to fit lifting points and movers whilst 
minimising changes to their implementa-
tion. Indeed, the mounts for all the AL-KO 
accessories such as the Mammut mover and 
underslung wheel carrier, remain exactly the 
same. It was also important to maintain AL-
KO’s high standards for comfort, safety and 
durability. 
The Vario X marks a significant multi-stage in-
vestment from AL-KO. Development, launch 
and roll out have all been carefully planned 
to ensure that supplies will be there as de-
mand increases. At the Caravan Salon 2019, 
AL-KO’s first customer to present the Vario 
X will be Knaus Tabbert on their Sport&Fun 
Black Selection, where it will form part of the 
standard specification. 
Of course, that is just the beginning, with 
much more already in the pipeline. Indeed 
AL-KO is in the early stages of a major roll 
out programme. Various big OEM’s are al-
ready building their first projects and proto-
types. AL-KO is convinced that, in time, the 
new chassis concept will significantly change 

their portfolio in the future. 
It remains to be seen what impact the bion-
ic Vario X design will have in AL-KO’s other 
product areas. Our understanding is that var-
ious studies are currently ongoing to extend 
the concept to these areas.
Lightweight solutions typically tend to be 
pricey and so AL-KO has been mindful from 
the outset to keep costs as low as possible. 
It was one reason to stay with steel and 
its proven track record. It gave AL-KO the 
chance to reduce weight within an accept-
able cost margin compared to other mate-
rials. As volumes increase it is expected that 
costs will reduce due to economies of scale. 
Steel also has the advantage that from an 
ecological and recycling perspective it is a 
very sustainable material.
“With Vario X, we are providing the market 
with another first-class product that meets 
our high standards of comfort, safety and 
lightweight construction. At the same time, 
Vario X is a milestone on the way to even 
lighter caravans. This means that either the 
end customer can carry more or the man-
ufacturer can use the weight reduction to 
increase the comfort features”, says Mirko 
Trefzer, Head of Sales and Marketing at AL-
KO Vehicle Technology.

Conclusion
AL-KO can be proud of the fact that it real-
ly has taken chassis design to a whole new 
level. The design is striking, not just for its 
relative simplicity (compared to other possi-
bilities), but that it has met all its design goals 
using existing technology. There is therefore 
no need for OEMs or workshops to invest in 
new technologies or training. It’s just the sort 
of fillip our industry needs at a time when   
pressures, particularly on the touring caravan 
market, have never been greater.

DexKo Global Inc.
DexKo Global is the world’s leading supplier of advanced chassis tech-
nology, chassis assemblies and related components with more than 
130 years of experience in trailer and caravan components. DexKo 
Global was founded at the end of 2015 through the combination of 
Dexter and AL-KO Vehicle Technology. With its headquarters in Novi, 
Michigan, the company employs more than 5,000 associates with 42 
production facilities and 22 distribution centers. DexKo Global has a 
turnover of more than US$ 1.5 billion.

Company Profile
ALOIS KOBER GMBH
Founded in 1931, AL-KO Vehicle Technology is now a global technol-
ogy company with sites in Europe, South America, Asia and Austra-
lia. A supplier of high quality chassis components for trailers, leisure 
vehicles and light commercial vehicles, AL-KO is synonymous with 
ergonomic and functional excellence, superb comfort as well as in-
novations to enhance road safety. The company specialises in sophis-
ticated innovation processes 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 Partners, LP.

Frank Sager



50 B t o B
    

Dometic Group President and 
CEO Juan Vargues shares his 
thoughts on brands, market 
growth and the future of the RV 
industry.

A world of 
opportunities

Words Craig Ritchie 

Face to face with Juan Vargues

For Juan Vargues the opportunity to 
take the helm of Dometic Group as 
president and CEO was simply too 

good to pass up. The former Head of En-
trance Systems at ASSA ABLOY and be-
fore that, president and CEO of the Besam 
Group, was attracted by the Swedish com-
pany’s leading position in the RV, marine, 
commercial and passenger vehicles, lodging 
and retail sectors. 

With more than 8,000 global employees, 
sales offices in 30 countries and its products 
sold in more than 100 nations, Dometic has 
been on a tear in recent years. The company 
achieved a handsome 7% bump in organic 
growth between 2014 and 2018, pushing 
2018 sales to SEK 18,274 million. Its oper-
ating margins hover in the range of 14.7% 
while continued earnings improvement and 
strong cash flows position the company fa-
vourably for long-term profitability. For Var-
gues, it’s the perfect foundation from which 
to launch an aggressive growth strategy 
that’s simultaneously aimed at diversifying 
the company’s revenue streams while clar-
ifying its global focus.
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Aboutcamp BtoB: In your Capital Mar-
kets Day presentation delivered in late 
May, you identified a 10% net sales 
growth target for Dometic. Can you 
speak to how you see the market right 
now and how that objective might be 
achieved?

Juan Vargues: All our businesses have 
been growing nicely and the aftermarket 
has been doing very well for us for a couple 
of years now. But there is greater potential. 

Today, we have about 30% market share in 
addressable markets. From that strong po-
sition, it is hard to grow much more than 
the underlying market. We must take a step 
back. We must redefine the Mobile Living 
industry and use our core competencies to 
explore new opportunities. 

On top of that, we have the intention of be-
coming more acquisitive that we have been 
in the past. Dometic, if you look at its his-
tory, has been completing on average about 
one acquisition per year. Well, I’m coming 
from an environment where I was acquiring 
four or five companies every year. So I do 
believe that 10% growth for our business 
cycle is truly achievable.

Aboutcamp BtoB: Becoming more ac-
quisitive seems at odds with the Cap-
ital Markets Day presentation, which 
indicated an intention to reduce SKU’s 
by 40%, suppliers by 50%, and increase 
low-cost country sourcing by 80%. 

Juan Vargues: It actually ties up perfect-
ly well. You need to find opportunities to 
grow, while ensuring that you devote your 
energies toward the things that make sense. 
About two thirds of Dometic’s SKU’s gener-
ate only 2.5% of our revenues. That’s the 
complexity that we managed to put togeth-
er during the last 95 years. We have a lit-
tle bit too much of everything, and this is 
what happens to companies that have been 
in business for many, many years. And of 
course, if we intend to be even more ac-
quisitive moving forward, it is 
important to reduce the com-
plexity, because we are going 
to add more new complexities 
through the acquisitions. 

We believe in customized 
products and we believe in 
high level of variances, but we 
need to do it in a smarter way 
than we have done historically 
and we need to be able to jus-
tify a large number of existing 
SKU with extremely low vol-
umes financially. 

Aboutcamp BtoB: Is this 
part of the reason for the 
recent shift of retiring some 
of the historic brand names 
and rebranding products 
under the Dometic banner? 

Juan Vargues: We are just trying to be 
consistent. What is the point in making all 
these acquisitions if you are not finding syn-
ergies and developing even stronger brands 
through the acquisitions? I’m a firm believer 
in developing global brands. Many of the 
brands we acquired had no connection to 
the global Dometic brand, they might have 
been named for that company’s founder 
many years ago. 

I don’t believe that we are going to have 
one singular brand. We are going to have 
a number of brands. But I don’t believe we 
need to have 250 different, local brands. 
That doesn’t bring anything to the market. 
This, to me, is about creating strong brands 
in a global market and I truly believe that 
the local, strong brands that we are acquir-
ing are a great vehicle to create even stron-
ger global brands. 

Aboutcamp BtoB: Do you see any spe-
cific geographic regions, business areas 
or market channels as representing par-
ticularly inviting opportunities?

Juan Vargues: Over the years, we have built 
up a fantastic global organization around 
RV in terms of products, branding, customer 
relationships and aftermarket presence. RV 
represents 53% of our net sales. My job is to 
protect and develop our market position on 
the RV side yet at the same time, to reduce 
the exposure that we have in any one single 
segment or geography.

We have been investing in developing our 
aftermarket business. It is currently 39% of 
our overall business, where OEM is 61%. So 
our growth outside the RV OEM market has 
been very good.

In marine, we have also come a long way 
in building a global business and we are a 
leading player. Marine now represents 26% 
of our net revenues. We will continue to 
look for opportunities within these areas 
also going forward, as outdoor trends and 
technology shifts are creating good oppor-

tunities. These are our biggest business ar-
eas today, and will be very important for us 
also in the years to come. 

However, if we truly want to redefine Mo-
bile Living and diversify the company, we 
need to start looking at the world a bit dif-
ferently. This is why we have decided to start 
talking more about application areas rath-
er than business areas. We have identified 
four key application areas with good growth 
potential in which we have strong technol-
ogy know-how: Food & Beverage, Climate, 
Power & Control and Other Applications. By 
looking at the world from this perspective, 
Dometic’s addressable market grows from 
SEK 60 billion to SEK 200 billion driven by 
strong market trends. 

Aboutcamp BtoB: If we talk about mar-

contacts

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.

GLOBAL PRESENCE

CMD May 28, 2019
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ket growth opportunities, we must talk 
about China. What kind of opportuni-
ty does China represent? It’s the sec-
ond-largest economy in the world, but 
full of challenges – including copycat 
brands like ‘Tometic.’

Juan Vargues: I have been exposed to Chi-
na now for 20 years, and China is always 
difficult. Many western companies think this 
mission is impossible. China is not important 
for us, they say. But how do you say no to a 
market of 1.3 billion people? 

We need to be there and to learn. Yes, some 
domestic companies will copy what you do. 
There is only one way of truly protecting 
yourself, and that is to be even more inno-
vative so the imitators are always left many 
steps behind. The reality is that China is not 
going to change, whether Dometic is there 
or not. China is coming up in the world re-
gardless, and I would rather be part of that 

Face to face with Juan Vargues

Mr. Vargues (on the left) 
in conversation with our editor in chief.

From strategy to action

Profitable expansion 
in mobile living
• Expand Mobile Living scope 

through acquisitions

• Increase presence in aftermarket

• Expand outdoor businesses

• Grow Professional – Equipment 
and services globally

• Build an even more diversified 
company
• Increase aftermarket to >50% of to-

tal sales

• Reduce RV OEM exposure to <20% of 
total sales

• Grow faster in leisure products –out-
door lifestyle

• Expand into professional segments

• More services and recurring revenue 
streams to further reduce seasonality 
and cyclicality

• Get closer to the end users

• Increased brand awareness

• Drive PULL instead of PUSH

• Product innovation - more new 
products, more often and to low-
er cost

Ambition to reach
SEK 30bn net sales

How?

Product leadership 
through innovation
• Smart and reliable products 

with outstanding design

• Global products and modularity

• Design for consumables, service 
parts and upgrade kits

To achieve this, we must:

• Have common processes for in-
novation

• Apply a coordinated approach

• Implement generation plan-
ning, common platforms and 
modularity

• Global Products and Global Tech-
nologies to drive innovation, 
speed and benefits of scale

• Develop more products, more of-
ten and to lower cost

Ambition to reach
25% of sales from products 

launched in the last three years

How?

Continuous cost 
reductions
• Complexity reduction in every-

thing we do

• Common processes and continu-
ously improved competitiveness

• Optimize manufacturing and 
distribution footprint

• Digitalization

Cost efficiency –key to our compet-
itiveness

• Relentlessly work on reducing 
complexity and cost in all areas 
of our business

Our targets:

• Reduced product cost for every 
new product introduction

• Fully compensate for annual la-
bor cost

• Reduced manufacturing cost ev-
ery year

• Reduce exposure to cyclicality 
and seasonality through pro-
fessional outsourcing and asset 
light setup

Ambition of 
0.5 pp lower cost increase than 

general annual inflation rate

How?

Abstract from Dometic’s presentation at Capital Markets Day held in May in Stockholm, Sweden
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OUR NET SALES ARE BECOMING MORE DIVERSIFIED

THE FUTURE IS...

NET SALES BY 
CHANNEL

NET SALES BY 
BUSINESS AREA

OEM, 61% Aftermarket, 39%

NET SALES BY 
REGION

Americas, 54% EMEA, 36% APAC, 10% RV, 53% Marine, 26% CPV, 12%
Retail, 7% Lodging, 2%

CMD May 28, 2019

*All numbers refer to full-year 2018

journey than to stay away and miss out.

Aboutcamp BtoB: In view of that, if 
you were to look into your crystal ball, 
what do you see as the future for the 
RV market?

Juan Vargues: I think that you have two 
clear trends moving at the same time. 
First, the world has never, ever been more 
wealthy than it is today. You have more af-
fluent people than ever before, and pover-
ty is disappearing in more and more coun-

We produce glass fi ber reinforced plastics to make your work easier and make life better for your customers. We do not just 
manufacture simple plastic sheets, but multifunctional and design-oriented composite plastics - with decorative paper, textiles, 
PVC or anti-slip coating.

LAMILUX COMPOSITES –
HIGH-TECH MATERIALS FOR THE MARKETS OF THE FUTURE

LAMILUX COMPOSITES GMBH
Zehstraße 2 | 95111 Rehau, Germany | Phone +49 9283 595-0 | information@lamilux.de | www.lamilux.com

Composite Floor – 
the odourless highlight at 

your feet

Anti Slip – 
the fl oor that gives you the 

desired grip

LAMIfoamtex – 
the solution with the soft 

touch effect

LAMI Graph – 
the stylish 

partner

OUR NET SALES ARE BECOMING MORE DIVERSIFIED
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OEM, 61% Aftermarket, 39%
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Retail, 7% Lodging, 2%
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tries. That’s one trend. The second one is 
our universal desire to get closer to nature. 
No matter if you are in an RV, or you are 
in a boat, the urban society is exploding. 
When more and more people are moving 
to the cities, there is a direct, resulting con-
sequence that we want to spend our lei-
sure time away from them, enjoying nature 
instead of concrete.

These two trends are very obvious to me. 
This is why the entire outdoor lifestyle has 
been booming for the last 10 years, and I 

don’t see it stopping. If you look at coun-
tries in West but also countries like Japan, 
China and Korea, which have extremely 
high populations and enormous urban so-
cieties, I believe that sooner or later they 
will come back to nature – even if that is 
not the case today. The underlying take-
away for our industries is that we have a 
huge number of affluent people who want 
to get outside and enjoy natural environ-
ments. That is massively positive for both 
RV and marine, and Dometic will partici-
pate actively in such a process.
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ompany news

We met Gerry Ryan, founder 
and owner of Jayco Australia, in 
Italy at the start of Giro d’Italia 
cycling tour 2019, where he was 
supporting his Mitchelton Scott 
team who were  competing for 
victory. This is an interview with 
the man who has an almost 50 
percent share of the Australian 
RV market.

The 
winning 
racer

Words Antonio Mazzucchelli - photo Enrico Bona

I nterview with Gerry Ryan

Gerry Ryan was open and friend-
ly when we meet him at the hotel 
where his cycling team Micthelton 

Scott were staying at the Giro d’Italia. He 
immediately asks us to call him Gerry, de-
spite being one of the most wealthy men 
in Australia, and important in the global RV 
sector. 

There is even a complete profile of him on 
Wikipedia: “He is an Australian business-
man, investor, racehorse owner and cycling 
enthusiast. He is the owner and founder of 
Jayco Australia, as well as owning wineries, 
resorts, the theatrical company Global Crea-
tures, and is part-owner of the online retail-
er BikeExchange and My Local Group. He is 

also a keen supporter of numerous sports. 
He became one of five inaugural inductees 
to the Victorian Caravan Industry in 2012 
and was inducted into the Victorian Gov-
ernment’s Manufacturing Hall of Fame in 
2014 for his contributions to manufacturing 
excellence. In 2011, with his son Andrew, 
he acquired Mitchelton Wines”.
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Aboutcamp BtoB: When and how did 
you start your adventure in the caravan 
sector?
Gerry Ryan: I started as a fill-in employment 
when I came out of a property department at 
an insurance company. I was going to have 
a break and go to Perth during the mining 
boom and I walked in to this company that 
my university friends and school mates were 
working at during their school vacation. I 
was there a month. I was going to stay two 
months, just to get out of an office environ-
ment, and they made me a foreman, then 
five months later they made me production 
manager. I was 22 at the time, running 100 
people, and then I had the opportunity to 
meet Lloyd Bontrager from Jayco US, the 
founder, who had a passion for Jayco and for 
Australia, and always wanted to one day do 
something. They were selling components 
to the company I worked for, but I had the 
opportunity, after I’d been there 18 months, 
to go and spend a couple of weeks at Jayco 
US to get some ideas for production. I came 
back with a head full of ideas, very eager to 
change, but unfortunately, two companies 
had merged and I was pushed aside. They 
didn’t want to listen to my ideas, so I decid-
ed I wanted to start my own business. I was 
about 24 at the time. I spent time studying 
both about marketing and supply, and I start-
ed doing repairs to get some cash flow and 
built my first prototype. That was in 1975. 
At the time the two companies merged, they 
didn’t want to import the lift system from Jay-
co in the States, so I said to Bontrager, ‘could 
I use the lifter system?’ and he said, ‘fine’. 
We purchased a few other components and 
he said we could use the name Jayco. He 
said he’d come out and see us and he end-
ed up taking a 25 percent of the company, 
which the two boys, Wilbur and Derald own 
10 percent today, so it’s been a great family 
relationship over the years. We’ve grown up 
together. So, that’s how I first started. We 
started producing one camper-trailer a day 
and in our first year we built 560 units; today 
we’ve built over 200,000.

Aboutcamp BtoB: What particular diffi-
culties have you faced over the years? 
Gerry Ryan: Well, the first or second year we 
came in to a credit squeeze. Growing a busi-
ness, not having the experience in those early 
days, I made a lot of mistakes. It took me a 
while to realise that the greatest asset any 
company can have is its people, and more 
importantly, relationships inside and outside 
your business. We talk about the ‘Jayco fam-

ily’. It’s some of the values I got from Lloyd 
Bontrager that culture, it doesn’t matter if it 
is in business or sport, is so critical. In terms 
of difficulties, it’s been growing the business, 
as the caravan industry gets hit the hardest 
when there’s a credit squeeze or a recession, 
so that has been tough, but the biggest issue 
is growing and having experienced people to 
grow with you. It’s important in Australia that 
we could develop our own people through 
training programmes. It’s a little bit different 
here as we don’t have the companies or the 
personnel that have experience in other com-
panies. 

Aboutcamp BtoB: How would you de-
scribe your company today, and is there 
anything you are particularly proud of? 
Gerry Ryan: I am proud that we have main-
tained our market position and continued to 
grow. I think we have been innovators and 
we are continually looking to improve the 
product. We spent a lot of time in the ear-
ly days following USA trends, but today it’s 
more European, and we’re looking for light-
er-weight products, smaller products. We’ve 
been market leaders in innovation and mar-
keting.

Aboutcamp BtoB: Why does Jayco have 
almost 50 percent of the market with no 
other comparable competitors, and how 
did you reach this goal?
Gerry Ryan: We never set out to say we 
wanted to sell ‘X’ amounts of units. What I 
always say is focus on developing the prod-
uct and the product will sell itself. I spoke 
before about how important it is for people 
inside and outside your business. Our dealer-
ship hasn’t changed. We have got 31 dealers 
- three in New Zealand and 28 in Australia. 
We’ve had the same lot for the last 30 years. 
We haven’t grown our dealer network. We 
have created loyalty with our dealers. They 
are Jayco only dealers, and they’ve grown 
as we’ve grown, because we can’t grow un-
less our people, our dealers and our suppli-
ers grow with us. My philosophy has always 
been that we sell through dealers, not to 
dealers.

Aboutcamp BtoB: How is the Australian 
market performing today, and what can 
you forecast for the future?
Gerry Ryan: The market this year has soft-
ened, and I saw that probably six months 
ago. I am close to some politicians and said 
to them that families are finding it tougher 
economically, because of higher fuel and 
electricity prices, and just the cost of living. In 
the last four months, the family market has 
shrunk by 25 percent. Overall, the market will 
be off by probably 17 percent this year, and 
maybe we’ll see a change of Government, as 
there’s an election in a week’s time, so I think 
things are going to be tough for the next 
18 months. We’ve already seen, since Feb-
ruary, probably seven manufacturers close 
their doors, but long term, I always believe 
that the industry has got some great scope, 
providing we provide the products that the 
customers want. I see three different markets 

in Australia: I see the lifestyle retirees buying 
the bigger units and travelling for four to six 
months around the country; we see the hol-
idaymakers that vacation and want to go on 
holidays; and we’re seeing a new emerging 
market, an adventure, off-road market, with 
different hybrid-type units that they can put 
their motorbikes in, their electric bikes on, 
their canoes, kayaks, all the toys, and that’s 
appealing to the younger people. So, three 
distinct markets, so providing we keep devel-
oping products to suit the customer’s needs, 
there’s a future.

Aboutcamp BtoB: Do the European-style, 
lightweight caravans make sense in Aus-
tralia?
Gerry Ryan: No, once again, our roads are 
a lot tougher – so you start with the chassis, 
the sub-frame - but for the styling and interior 
design we certainly lean towards Europe, but 
you need to build a robust type of product. 
Australians tend to put more in the unit, so 
you’ve got to give them a higher payload so 
that people can take what they want to do.

Aboutcamp BtoB: What are the most 
wanted products by Australian campers?
Gerry Ryan: Caravans are still the biggest 
market. Around five and seven metres is the 
size that people want. The market is for the 
lifestyle retirees, which is the biggest part of 
the market, and if you’re looking around the 
show, see saw the off-road, all-terrain style, 
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ompany newsI nterview with Gerry Ryan

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

even though the products might not go 
off-road, it’s all about the image, and that’s 
where the majority of the market is.

Aboutcamp BtoB: Do you think it’s a 
problem for the market in Australia that 
it has so many small manufacturers?
Gerry Ryan: The issue is smaller manufac-
turers providing that they can service and 
warrant their products, which is a big issue. 
We’ve already lost seven manufacturers so 
far this year, so who is going to warrant these 
product and back it up with warranties and 
spare parts? This is an issue with the industry, 
but they survive. Australians want a bit more 
custom building than what you find in the 
US and Europe, providing the help in the in-
dustry and finding the right product is always 
a position for a small manufacturer. I was a 
small manufacturer once.

Aboutcamp BtoB: What are the main 
features that distinguish an RV made in 
Australia?
Gerry Ryan: You’ve got to start off with the 
chassis. It’s rugged, with independent sus-
pension systems, and we developed our own 
with AL-KO a system that’s used in Australia. 
Then you look at all the components, from 
Europe, America or China, so it’s probably 
styling. I’d say the biggest is the chassis, as 
I said, size-wise, we’re more American with 
bigger units but a lot of European styling in-
side and some European styling on the exte-
rior, but the majority of the market is Auss-
ie-style product.

Aboutcamp BtoB: Is there any other mar-
ket outside Australia where you have 
achieved success?
Gerry Ryan: New Zealand – we supply New 
Zealand, and once again we have to tailor the 
styling and features to what New Zealanders 
want – bigger windows, they don’t need air 
conditioning, but they do need heaters. It’s 
like a French product is different to a German 
one. Australian products are different to New 
Zealand products.

Aboutcamp BtoB: Many RV manufac-
turers are starting to build and supply 
cabinets by themselves. Is it better to 
outsourcing or having in-house produc-
tion?
Gerry Ryan: With Jayco Australia, we do 
probably the most integrated manufac-
turing. We build everything, through from 
our chassis, we make all our cushions and 
curtains all in-house. We got to the stage 
where some of our suppliers couldn’t supply 
us, so we developed our own chassis shop 
and fibre-glassing. We had a supplier who 
couldn’t keep up with our quantities and got 
in to financial troubles, so we purchased the 
company, but we always look to say ‘can we 
get that done more cost effectively and ef-
ficiently outside?’ If so, we’ll do it. We were 
buying a lot of components in from China 
in our early days, but the cost from China 
now has increased, so we’ve brought a lot 
of fabrication in metal and fibreglass back in 
to Australia. We can do it as efficiently and 
with better quality. We do all our furniture 
in-house. We buy our doors from Tecnoform 
and we have some very good European sup-
pliers and long term relationships with those 
people, and they help us in our design.

Aboutcamp BtoB: In Europe and USA, 
brands are merging in to Groups, but 
why is this not happening in Australia?
Gerry Ryan: We have had the opportunity 
to buy other brands. We believe that with 
one strong brand, Jayco, we have different 
models, and I think that if you’ve got your 
sales team focusing on one product you will 
have more success. It’s been proven that this 
model has worked for us.

Aboutcamp BtoB: Is there a dream or vi-
sion you were not able to reach?
Gerry Ryan: The race is not finished. I am 
involved with a few sports, from rugby to 
horse racing and basketball; people always 
ask me: “what’s the difference between 
sport and business?” Well, in business 
there’s no finish line, because you’ve got to 

keep improving. At least in a 
game or a race, you finish, 
but in business you’ve got 
to be 24/7, because as soon 
as you improve, the com-
petition improves. It’s not 
about the big will beat the 
small, it’s the fast that beat 
the slow. People say to me, 
“What’s the best product 
you’ve ever built?”, and I 
say: “it’s the next one.”

Aboutcamp BtoB: You are 
involved in a lot of activ-
ities (rugby, RV factories, 
cycling team, winery, and 
you are in the show busi-
ness). Which is the most 
fascinating to you?
Gerry Ryan: Caravans. I 
have been very fortunate 

as I love the people, love the product. I still 
get enjoyment walking out in the factory, 
talking to people, checking out the bins and 
asking questions. A word I use is “why?” - 
Why do we do that this way? Why are cus-
tomers buying the competitor’s product? 

Aboutcamp BtoB: Tell me about your ac-
tivities in supporting people and char-
ities.
Gerry Ryan: I came from a very humble 
background and my mother always taught 
me to look after someone in a worse posi-
tion than you, or more in need, so it’s been 
our philosophy that we are going to look af-
ter the community because that’s where our 
employees and our customers come from. 
I think all companies have a social respon-
sibility to the community, and it’s always 
been a priority for us from across the board, 
from youth in need, to sport and medical re-
search. Each year, we put a certain amount 
of our profits back in to these charities.

Jayco built its first camper trailer in 
1975 establishing a reputation for 

offering competitive quality and pricing. 
It was this combination that set Jayco 
apart and has underpinned its growth to 
become the leading player in the Austra-
lian RV market. But it hasn’t always been 
easy. Still early in its development, Jayco 
had to survive the economic downturn 
of the late 1980s and early 1990s. Un-
like many competitors, it did so through 
sound business management and a timely 
expansion of an innovative product range 
and nationwide dealer network. Since its 
humble beginnings, Jayco has built over 
200,000 RVs for Australian’s to enjoy. To-
day Jayco has the 47% of the Australian 
RV market producing caravan (80%) and 
motorhome (20%).

Jayco Australia
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Plastoform Blanca d.o.o., Kladje nad Blanco 35, SI-8283 Blanca, Slovenia
T +386 7 8164 600  |  F +386 7 8164 611  |  info@acryfrom.com  |  www.acryform.com

Plastoform Blanca d.o.o. is a part of family owned G4 Group with a long tradition
of manufacturing of acrylic windows and other plastic elements for RV industry.
All windows fully meet  EU safety and quality requirements (certificate ECE R43,
ISO 9001). Our product range also consists of other acrylic glass products such as 
glazed lights, components for protection in technology processes, pharmaceutical 
industry, nautical products, promotional products and interior design. 

The new Plastoform window blends

seamlessly into your leisure vehicle

for an elegant, contemporary look

Visit us at Caravan Salon Düsseldorf | Hall 13, Booth E81

Less window,
more view
Less window,
more view

40 years experience  |  Own development & tool shop  |  Custom solutions

PLASTOFORM FRAMED WINDOW

Outside Inside

Hidden hinge

Flat outer frame

Backlight option

Fully integrates
with interior materials
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In recent years UK manufacturer Swift has been blazing a trail of innovation in both construction 
methods and connectivity. Aboutcamp caught up with Paul Cunningham, Head of Engineering at 
Swift, to find out more.

Let’s 
talk 
Swift

Words Terry Owen

Technical people Paul Cunningham

Aboutcamp BtoB: The introduction of 
‘SMART’ construction for 2014 was a sig-
nificant milestone for Swift. What bene-
fits is this new technology now bringing 
to the company and its end users?
Paul Cunningham: We wanted to move 
away from the use of traditional materials 
such as timber and ply, which are prone to 
failure if exposed to excessive levels of mois-
ture. The SMART system uses engineered 
materials such as GRP skins, polyurethane 
framing and cellular core materials that de-
liver consistent and predictable levels of per-
formance. This means we can save weight 

whilst also giving customers a solution they 
can count on. This is reflected in our 10-year 
body-shell warranty which we put in place 
following extensive safety and durability test-
ing at the Millbrook proving ground in the 
UK, as well as cold chamber testing. Our 
schedules put prototypes through conditions 
most products will never experience in a life-
time. Also, whilst SMART construction was 
developed to make our body-shell construc-
tions even more robust, it was also linked to 
improvements in aerodynamic performance. 
Both of these factors contribute to a lower 
cost of ownership for our customers. Since 

Paul is a Chartered Engineer with advanced degrees in engineering and business disciplines.  
He has worked in the leisure vehicle industry since 2005 when he joined Swift as a placement 
student whilst studying for his undergraduate degree. Since then he has worked in various 
functions including manufacturing, R&D and programme management.

Paul Cunningham
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2014 we have continually improved our 
SMART construction system. Our most recent 
improvements include fully timber-less floor 
structures with recyclable PET core.

Aboutcamp BtoB: What can you tell us 
about the production technology sup-
porting SMART construction?
Paul Cunningham: We have recently in-
vested heavily in automated panel press lines 
and additional large flatbed CNC capability. 
We’ve also expanded our assembly capacity 
with an additional £8m state of the art facto-
ry complex on our 100-acre site in East York-
shire. Digitisation of our factories and work-
flows is a big focus for us at present as we 
adopt an industry 4.0 approach and move 
towards fully paperless systems.  Our ‘SMART 
factory’ programme has seen the introduc-
tion of RFID tagging for vehicles. This enables 
information specific to that manufacturing 
cell to be communicated to our operatives 
who can now report problems directly. They 
also have access to bills of materials, work 
instructions and 3D CAD drawings – all at the 
touch of a button. Significant investments 
have also happened at the front end of the 
design process where we have introduced 
virtual reality workflows which allow designs 
to be reviewed and production workflows to 
be planned from the very beginning of the 
design process.

Aboutcamp BtoB: What about future in-
vestments in production technology?
Paul Cunningham: Future investments in 
manufacturing and plant equipment will be 
closely tied to the integration of new tech-
nologies that we are currently working on 
through our various R&D programmes.

Aboutcamp BtoB: All Swift’s products 
now have a GRP outer skin. Do you think 
aluminium is dead?
Paul Cunningham: Aluminium still has many 
uses within caravan construction.  However, 
GRP offers many compelling benefits for use 
in exterior body panel applications. These 
include durability, impact resistance and 
good repairability.  GRP also offers the op-
portunity to tailor the performance of skins 
for particular applications dependant on the 

resin to glass content and configuration.  We 
can therefore strike the perfect balance be-
tween performance, weight and cost. We’ve 
worked closely with our strategic partner 
Lamilux to develop solutions for our interior 
wall panels, where we have integral paper 
finishes to achieve various different aesthet-
ics. As we use GRP for both the external and 
internal skins, we can more easily achieve a 
‘balanced’ panel. This enables tighter man-
ufacturing tolerances and improved build 
quality.

Aboutcamp BtoB: Aside from SMART 
what other steps are you taking to re-
duce weight in your RV’s?
Paul Cunningham: We are working on var-
ious R&D programmes to this end. Also, I’m 
part of a PhD programme at Warwick Uni-
versity developing light-weighting method-
ologies for our next generation of products.   
This work is focussed on achieving weight 
savings through material development, ge-
ometry refinements and the integration of 
components and functions. Engineering 
simulation is also an area of interest for us 
and we are working towards full vehicle 
simulation to create truly optimised vehicle 
structures for the future. As well as pursuing 
these larger step changes we are continuous-
ly reducing the weight of our current product 
through smaller, more focussed, initiatives.  
An example of this is recent work to move 
more of our high-volume metallic bracketry 
over to fibre reinforced polymers using injec-
tion moulding as the manufacturing route.

Aboutcamp BtoB: How important do you 
think slide-out technology is to the fu-
ture of RV’s?
Paul Cunningham: We are always looking 
to optimise the usable space in our vehicles 
and slide-out technology offers a practical 
solution to increasing the interior space of 
vehicles both large and small. Our custom-
er’s desire for more space is highlighted by 
the significant uptake of the new wide lay-
outs in our caravan range. However, we are 
seeing a trend towards smaller vehicles, such 
as our Basecamp, which still deliver big on 
usable and practical space for customers. 
Nevertheless, I’m sure slide out technology is 
here to stay, in one form or another. How-
ever, whilst we support the general concept 
of slide-outs we have a lot more testing and 
validation work to do before we will be intro-
ducing this kind technology into our SMART 
construction system. We need to be sure that 
any integration meets with the standards for 
robustness which we have set for our body-
shell constructions and also that the cost and 
weight targets can be balanced such that we 
can offer a compelling solution to our cus-
tomer base.

Aboutcamp BtoB: Swift’s Command 
system broke new ground when it was 
launched for 2016. How are dealerships 
and end users coping with this new tech-
nology?
Paul Cunningham: The acceptance levels 
for a step change of this magnitude far ex-
ceeded our expectations and I am pleased to 
say that we are currently running at 90%+ 
registration rate for new vehicle owners. I 
believe the key to its success is that we have 
continued to focus on ease-of-use and fea-
tures which add value.  We took the decision 
early on to deliver this across our full range 
of vehicles and also include a pre-installed 
Thatcham Category 7 approved pro-active 
tracker. As with any new technology there 
has been a learning curve for both our deal-
ers and customers but the benefits are clear 
and we feel that the transition has been 
managed well. We have recently further im-
proved ease-of-use by introducing a touch 
screen TFT and making improvements to the 
panel and app interface.

Aboutcamp BtoB: How useful is the in-
formation gathered by the Command 
system in monitoring the performance 
of the RV and assessing warranty claims?
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Technical people Paul Cunningham

Paul Cunningham: Swift Command has 
powerful diagnostic tools within it which al-
lows our dealers and technical support teams 
to assist customers remotely. In many situa-
tions this can be the difference between a 
problem being sorted remotely and the cus-
tomer continuing to enjoy their holiday, or 
them having to terminate it to seek a repair.

Aboutcamp BtoB: Are OEM component 
suppliers able to give you the connectiv-
ity you need for centralised control?
Paul Cunningham: We work closely with 
our Tier 1 appliance manufacturers to ensure 
maximum integration with our Command 
system. They have been very supportive of 
our new system and have worked closely 
with us to achieve maximum connectivity 
across a range of appliances. We currently 
offer full control of all the major vehicle sys-
tems such as power, lighting, heating and air 
conditioning units. This allows us to provide a 
seamless experience to our customers.

Aboutcamp BtoB: What technology do 
you use – CAN bus, LIN bus or bespoke?
Paul Cunningham: Swift Command uses 
CAN bus to communicate between the cen-
tral PSU, the touch screen control panel, and 
the communications unit. We work within 
the guidelines of The Caravan Industry Bus 
(CI BUS) which is based on a LIN standard as 
its main framework, with additional structure 
used to tailor it and define the CI Bus stan-
dard.

Aboutcamp BtoB: How do you see the 
future of connectivity and the ‘internet 
of things’?
Paul Cunningham: Connectivity is now 
a ubiquitous concept, which offers conve-
nience to customers in many forms. We will 
continue to undertake significant develop-
ment of our Swift Command system in the 
future and to expand its connectivity where 
we see value in doing so.  Obvious next steps 
would be voice control and further technol-
ogies which are now considered mainstream 
in other consumer goods.  However, any de-
velopment must add value to the customer 
as opposed to rampant technology for its 
own sake. In the future we would like to 
move towards more automated workflows 
for the customers so they don’t have to con-

stantly interface with the technology, unless 
they choose to, allowing them to enjoy their 
holidays to the fullest. Car manufacturers 
do this kind of automation very well in their 
latest vehicle ranges and new IOT solutions 
for smart houses also have some interesting 
functionality, which we could look to learn 
from.

Aboutcamp BtoB: There is a lot of talk 
at present concerning all-electric moto-
rhomes. Is this an area of development 
you are looking at?
Paul Cunningham: We are watching this 
space with interest and developing ideas in 
the background through our in-house R&D 
programmes. Some form of electric drive ve-
hicles in our sector is inevitable in the longer 
term as PHEV and BEV powertrain options 
become a more compelling option for cus-
tomers.  However, current battery technolo-
gies simply do not support the driving range 
which our customers demand from their ve-
hicles and their weight significantly erodes 
user payload. I believe that PHEV systems 
such as AL-KO’s Hybrid Power Chassis offer 
the best solution in the short term for cus-
tomers who need emission-free all-electric 
driving for urban environments.

Aboutcamp BtoB: Swift is perhaps unique 
in that it operates a training academy for 
its employees. Does this help to develop 
staff with the right engineering skills for 
your products?
Paul Cunningham: Recruiting, engaging 
and retaining top engineering talent is crucial 
to the on-going success our business. Our 
academy was founded to ensure that we are 
giving our people the tools and opportunities 
to excel within our business and we support 
engineers on academic programmes from 
apprenticeships to doctorate level study.  
Growing our own talent through these tai-
lor-made programmes ensures we will have 
a capable and motivated workforce for gen-
erations to come. Our academy also extends 
beyond the company to our dealerships. We 
aim to give them thorough and consistent 
technical training so they can deliver the best 
possible service to our customers. We are in-
credibly passionate about developing all the 
stakeholders across our entire value chain 
and our academy programme ensures that 

Founded in 1964 by Ken Smith, Swift 
has become the UK’s largest man-
ufacturer of touring caravans, mo-
torhomes and holiday homes. Ken’s 
son Peter chairs the company today, 
with individual directors also having a 
shareholding. Swift has a turnover in 
excess of £270m and employs some 
1,150 staff. The company’s head office 
is based in Cottingham, East Yorkshire, 
with an additional manufacturing site 
in Mexborough, South Yorkshire.

Swift at a glance

we remain focussed on achieving this.

Aboutcamp BtoB: What do you love 
most about your job?
Paul Cunningham: The opportunity to lead 
the engineering teams at a top tier manufac-
turer is a dream come true for me. However, 
the exciting part is having the opportunity 
to delight our customers by delivering inno-
vative new designs and technologies which 
add value to their holiday experience rather 
than overshadowing it. The RV industry as a 
whole has come a long way from its cottage 
industry roots and the technology integration 
and current rate of change is hugely excit-
ing.  I look forward to developing our next 
generation of products and the engineering 
talent which will continue to drive our indus-
try forward.
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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 
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. 

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

JIGSAW COUPLINGS
IMPENETRABLE BARRIER TO WATER INFILTRATIONS
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C ompany news CBE

CBE presents a new range of 12- and 230-Volt systems characterized by next-generation electronics 
allowing CBE components to communicate with external devices through a LIN BUS based protocol. A 
flexible range ready for the future.

CL-BUS: a new 
CBE product generation

Words Giorgio Carpi

For over 40 years, the core business of CBE has been 12- and 
230-Volt electrical systems for recreational vehicles. Motor-
home manufacturers in Europe and worldwide know that CBE 

is a worthy technical partner for reliable, functional electrical sys-
tems with a modern design able to satisfy all needs related to the 
installed electrical devices. The range spans from entry-level to more 
sophisticated systems. Therefore, it is not surprising to learn that 
CBE has launched a new range of products with a LIN BUS com-
munication system designed to interact with CBE devices and with 
those made by other manufacturers.

“We have decided to add a range of next-generation products. Each 
one is different and not interchangeable with the elements of the 
current ranges”, said Paolo Moiola, co-CEO of CBE. “It is a clean cut 
with our current production. The first decision was to choose the 
transmission protocol. Technically, the CAN BUS preferred by the 
automotive industry could be better in some cases, but since part 
of our industry was already oriented towards LIN BUS, we chose 
to adopt it creating a specific protocol for CBE dedicated to all our 
devices that we called CL-BUS (CBE LIN BUS)”.

But fear not. CBE confirmed that production of the current prod-
uct ranges would be maintained and that a complete replacement 
would take time. This time is necessary for customers and also for 

HALL 13
BOOTH E47

Above: CBL18
On the other page: DL40

PL50

CBE to gradually reach the level of cost optimisation previously 
achieved on products that have been on the market for a decade. 
For the time being, this technology is mainly intended for medium 
and medium-high range vehicles that fit a high number of electronic 
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• 1976 - CBE is founded by the former co-owner and CEO Bruno 
Conci, who started out in the caravanning industry manufactur-
ing electrical systems and electronic devices for local manufac-
turers Laverda and VS Caravan. Just 2 years later the company 
launches the first LED control panel for motorhomes.

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

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

• 1987 - First attendance at the Paris show

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

• 1994 - First LCD control panel for motorhomes

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

• 2008 - First touchscreen control panel for motorhomes.

• 2009 - CBE decides to invest strategically on the direct manu-
facture of wiring harnesses and takes over LCE, a consolidated 
company in that industry located in Arco/Trento.

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

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

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

• 2018 - DexKo Global Inc. (through its subsidiary AL-KO) signs an 
agreement in July which has led to the acquisition of CBE. 

Milestones

devices which can potentially interface. For low-end vehicles, the 
prices for new products are still not as competitive as comparable 
entry level products. 
“The key matter for our OEM customers is that our new systems are 
similar to the traditional range of 12-Volt modules, control panels, 
battery chargers, sensors and light dimmer nodes but with the extra 
potential of being able to connect to outside world”, added Paolo 
Moiola. “In other words, the management of non-CBE devices can 
be incorporated either partially or totally in the CBE system. We 
created an open system because we think that there is no clear 
consensus in our sector, neither on European nor on world level, as 
to what the protocol of the future will be. So, we decided to create 
a product which was also technologically ready for other standards, 
thus preparing us for potential further developments.
In this way, we have developed a system with an innovative de-
sign, which leaves freedom of action in connectivity-related activi-
ties to us as suppliers and to our customers. And in the future, the 
manufacturers will decide which direction to take and we will be 
a valuable technical partner for them. Not by chance, CL-BUS was 
developed to be able to be interface with other existing protocols, 
also not LIN BUS”.

Of course, end users will be able to interface with the system 
through different devices, such as smartphones or tablets.  The con-
trol panel will not be retired and will remain a necessary element for 
use as secondary control unit should the smartphone not work or 
should the battery be flat. 
A simplified version is also available, with LED instead of display. This 
is still a very common solution since 75% of motorhomes made in 
Europe have LEDs, not displays. The system can be Bluetooth-ready 
although this is not a necessary feature for operation.

“We have redesigned and re-engineered the entire product range”, 
concluded co-CEO Dorian Sosi. “It is nothing short of a generational 
leap. We have already started installations with select customers 
and are ready on supply chain level to kick off production. Our R&D 
department has been working on this for a long time because such 
a change cannot be taken lightly. It is a genuine revolution for us 
and we wanted it to be as smooth as possible for our customers as 
well. For this reason, the new system is designed to be expandable 
with protocols which may be introduced in the future, without the 
customer having to change the product codes. Of course, the new 
range can also be integrated with selected AL-KO products which 
are becoming increasingly popular and technological. The fact that 
CBE is part of the AL-KO group can only expand the possible con-
nectivity scenarios with devices made by other companies within 
the Group”.

Paolo Moiola and Dorian Sosi
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Aboutcamp BtoB: Mr. Schank, we 
learned a lot about your company, G+S, 
and your upholstery business in pre-
vious issues of the magazine, but we 
would like to know more about your 
career and if you grew up in the cara-
vanning industry?
Gernot Schank: I took two training paths 
in my career. I have a pharmaceutical edu-
cation and have also trained as an indus-
trial clerk, which I completed at a padding 
company. After graduation and successful 
employment, I was looking for a new chal-

Interview with Gernot Schank, owner of G+S „Die Polstermacher“.

“Quality and 
Service - First!”

Words Peter Hirtschulz

lenge in 1996 and I wanted to work inde-
pendently. I came across the company B+K 
Polstermöbel (upholstery and furniture), 
which was for sale. After short but intense 
negotiations, I took over the company; then 
I developed it in to a successful business, 
and in 2002 I renamed the enterprise “G+S 
Polstermöbel“.

Aboutcamp BtoB: How did you come 
up with the idea of starting your G+S 
business?
Gernot Schank: The furniture market has 

changed over the years. The original uphol-
stery furniture industry has gradually mi-
grated to the Eastern countries and China, 
so conditions became increasingly difficult. 
Creativity was required for a successful sur-
vival. By chance, or maybe by my own cre-
ativity, I came across the caravanning indus-
try during some intense industry analysis. 
Often you do not see the wood for the trees 
- as I am an enthusiastic motorhome owner 
and user myself!

Aboutcamp BtoB: Where do you get 

Product news G+S Die Polstermacher HALL 13
BOOTH D14
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your ideas for the many innovative 
products from?
Gernot Schank: I am an active motorhome 
owner, so when I am on my trips, as well as 
through the contact with other motorhome 
users, I get the best ideas and suggestions. 
Practice is still the best idea provider. And if 
you listen carefully, then you can see from 
the comments of other motorhome users 
where improvements can be made.

Aboutcamp BtoB: What is your biggest 
success so far for G+S?
Gernot Schank: After some initial slight dif-
ficulties, which is understandable as a new-
comer to the industry, we have increasingly 
adjusted to the needs of the industries we 
serve. Bit by bit, we have developed optimal 
solutions to the problems of the industry. 
Today, we are an industry-recognized suppli-
er. In other words, we develop and produce 
components and tailor-made products for 
manufacturers in the caravanning industry. 
We provide these components in series, as a 
one-off and as a spare part supply for recre-
ational vehicle manufacturers. Now that we 
understand the caravanning industry, and 
supply the best products and services, we 
have also expanded our activities into ship-
building and yacht construction. Since Oc-
tober 2019 we have also been working with 
an exclusive aircraft manufacturer.

Aboutcamp BtoB: What distinguishes 
G+S from its competitors and makes it 
unique?
Gernot Schank: Our company philosophy 
is: “Quality, Service and Reliability - First!” 
We only accept orders that we can handle 
seriously, and only advise companies that 
we know we can successfully help based on 
our experience. We have lived this compa-
ny philosophy for many years and our cus-
tomers confirm that they enjoy these quality 
principles, as well as punctuality. This is par-
ticularly important because for many cus-
tomers we deliver the right products to the 
right production line at the appointed time. 
We guarantee “just in time” deliveries up 
to four times a day. With our three produc-
tion sites, we can guarantee a fast response 
time even to foreign countries. Many years 
of highest and consistently perfect quality, 
absolute adherence to deadlines in order to 
deliver products directly to the production 
line at the right time - these are what make 
G+S so unique and industry-leading.

Aboutcamp BtoB: What is G+S concen-
trating on at the moment, and what 
does the current product range look 
like?
Gernot Schank: There is an old saying that 
goes, “cobbler stick to your last”. Accord-
ingly, we only do what we are experienced 
with. We are a reliable system supplier for 
dashboards, trim parts, seats, upholstery, 
mattresses, curtains and carpets.

Aboutcamp BtoB: What are the particu-
lar strengths of G+S?
Gernot Schank: In addition to the facts al-

ready mentioned, our customers particularly 
value our ability to develop tailor-made de-
signs together for them; also the installation 
of different parts directly at the customer’s 
production facility is much appreciated.

Aboutcamp BtoB: What does your cus-
tomer portfolio look like? Where do the 
foreign customers come from?
Gernot Schank: We currently supply the 
leading German recreational vehicle man-
ufacturers, plus some customers in France, 
Italy and Scandinavia. When G+S started, 
we supplied 300 vehicles with our products. 
Today, there are up to 40,000 motorhomes 
and caravans fitted with G+S products every 
year. That means our market share is about 
40 percent.

Aboutcamp BtoB: How do you regard 
the caravanning industry? Do you think 
it is static or dynamic at the moment?
Gernot Schank: The caravan industry is far 
too dynamic in my opinion. Launching new 
vehicles or innovations every year is too fast. 
However, this is also favoured by the exhi-
bition timetable, so that visitors get some-
thing new every year.

Aboutcamp BtoB: Are there many inno-
vations in your sector too? What will 
the future look like for you?
Gernot Schank: As I said, every year the 
market always demands something new, es-
pecially for the Caravan Salon Show in Düs-
seldorf. Our business partners also require 
constantly new and faster installations, so  
the keywords are optimization and rational-
ization.

Aboutcamp BtoB: What are your busi-
ness plans for the next few years?
Gernot Schank: Our main focus for the fu-
ture is acquiring new customers in Europe, 
overseas and worldwide. We would like to 
build up our successful business concept lo-
cally and with new customers abroad.

Aboutcamp BtoB: Mr. Schank, we thank 
you for the interview and wish you con-
tinued success in the future!

Facts and data
• 2002: Foundation of „G + S Sitz- 

und Polstermöbel GmbH“ based in 
Pfaffen-Schwabenheim.

• 2008: Foundation of G + S d.o.o. in 
Slovenia, based in Murska Sobota 
(Slovenia).

• 2010: Move into a new hall with 2,000 
m² production area (Murska Sobota).

• 2012: Expansion of production capac-
ities through automated cutting / CNC 
processing.

• 2014: Expansion of the private cus-
tomer area and establishment of a 
dealer network.

• 2015: Doubling of the production 
area to 4,000 m² with expanded hall 
in Slovenia.

• 2017: Installation of a fabric multilayer 
cutters in Slovenia and a leathercutter 
in Germany.     

• 2018: Anniversary “15 years: series 
production of high-quality mattress-
es”. Anniversary “10 years: production 
in Murska Sobota. Opening of a new 
customer center in Enkenbach-Alsen-
born (Germany).     

• 2019: Upholstery and furnishing 
equipment for more than 28,000 lei-
sure vehicles. Total sales in the dou-
ble-digit million euro range.

„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



66 B t o B
    

larly appreciated. The company’s presence 
in the market of flat laminates in rolls and 
sheets destined for the production of pan-
els began in the 2000s, but stems from the 
experience matured, since the company was 
founded in 1962, in the production of fibre-
glass laminates for the building sector. Brian-
za Plastica is currently in a position to offer 
both hot-rolled laminates, under the Elyplan 
brand, and cold-rolled laminates, in which 
the polyester resin is allowed to polymerise at 
room temperature, under the Elycold brand, 
characterised by a high-level aesthetic finish, 
guaranteed by the use of fibreglass with an 
almost invisible appearance.
Very high quality, lightness, strength, aes-
thetic appeal and a variety of finishes have 
allowed the extensive use of Elycold and 
Elyplan fibreglass laminates in the recre-
ational vehicle sector (campers and car-
avans) for the construction of walls, 
hail-proof roofs, floors and interior 
coverings. Brianza Plastica’s range 

Brianza Plastica believes firmly in the 
prospect of growth in the recreational 
vehicle sector and will be at this year’s 

Caravan Salon, the world’s leading trade fair 
in the sector, with a doubled and renovated 
stand (hall 13, stand E 88). The company, 
which has participated in this very important 
event for years (and is also a member of the 
German organisation CIVD, an association 
that brings together the main players in the 
sector), has a strong interest in the German 
market, while being fully aware of the fact 
that this showcase allows visibility at an al-
most global level. Alongside its strong pres-
ence on the main European markets, Brianza 
Plastica has been active on a global scale for 
years, with activities and exhibitions on the 
various continents, such as All in Caravaning 
in Beijing, the leading trade fair in the sector 
for the Asian market.
Brianza Plastica products play a leading role 
in the recreational vehicle sector, where the 
aesthetic quality of its laminates is particu-

of flat laminates is distinguished by the ex-
treme durability of the material, resistance 
to atmospheric agents and UV rays thanks 
to the gelcoat protection, easy repair and 
low thermal expansion coefficient. Brianza 
Plastica laminates for the RV sector range in 
thickness from 0.8 to 4 mm, with or without 

Brianza Plastica continues to invest in consolidating its presence in the recreational vehicle sector and 
will be at this year’s Caravan Salon with an extended and renovated stand and a complete range of 
products, capable of satisfying the most varied customer needs.

Words Andrea Cattaneo

ZEUS, the innovative thermoelectric 
generator by Mobiltech
www.mobiltech.it

The 
product 
range expands

Product news Brianza Plastica HALL 13
BOOTH E88



67B t o B
    

contacts

a reinforcement mat. It is possible to custom-
ise the colour and choose between a matt or 
glossy finish.
In Brianza Plastica stand at Caravan Salon 
will be space for Mobiltech srl, a new entry in 
Brianza Plastica’s Group. The Company man-
ufactures and markets satellite antennas and 
a range of extremely innovative power gen-
erators (static and silent, covered by patents) 
under the ZEUS brand, which allow different 
types of boats and vehicles, including recre-
ational vehicles, to achieve total energy au-
tonomy. The operation confirms the Brianza 
Plastica Group’s interest and commitment to 
both the recreational and commercial trans-
port sector, which began over 14 years ago 
and has led to the opening of three new pro-
duction sites in Italy for the manufacturing 
of composite fibreglass laminates used to 
make panels. “We believe that the ability to 
generate energy efficiently, economically and 
with a low environmental impact is also very 
important for the transport sector in gener-

Alberto Crippa

The new Elyplan sheets and rolls in metallic 
colours produced with continuous hot lami-
nating process are available with a Standard 
and High Finish surface. Ready to use: the 
product ensures excellent aesthetic quality, 
which means no additional coating or paint-
ing is required. It comes in a wide range of 
colours, from grey to all the RAL colours, 
upon evaluation with our sales team and 
with minimum quantities. Available in vari-
ous thicknesses, with optional mat.

New Elyplan 
Metallic Colours

Elyplan Design is a composite laminate of excellent quality, character-
ised by the bonding of materials such as PVC and PAPER directly onto 
the fiberglass laminate in the production line. It is generally used for 
the interior (floors and walls) of recreational vehicles, as an excellent 
alternative to plywood because it is a ready-to-use composite ele-
ment; therefore, it allows saving time in the production process while 
ensuring maximum structural efficiency of the floor panel. Elyplan De-
sign comes in a wide range of colours and finishes, giving maximum 
freedom of choice. It combines the benefits of a continuous product 
with a variety of different aesthetic finishes.

Elyplan Design: the fibreglass laminate 
with PVC or paper for recreational vehicles

Brianza Plastica was set up in 1962 to pro-
duce fibreglass laminates. Over time, it has 
significantly extended its market presence 
with a comprehensive product range. It 
has served the construction industry from 
day one and has been enjoying increasing 
success in the transport sector since 2006. 
In this arena, it supplies fibreglass sheets 
both to manufacturers of recreational ve-
hicles (campers and caravans) and to lor-
ry and refrigerated-trailer producers. The 
Company is based in Carate Brianza (just 
north of Milan), with other factories in Fer-
randina (near Matera), Ostellato (near Fer-
rara) and two in San Martino di Venezze 
(near Rovigo). It has commercial branches 
in Lyon (France) and Elkhart (USA). Brian-
za Plastica is one of the european largest 
manufacturer of fiberglass laminates; it 
produces laminates both with continuous 
hot and with discontinuous cold technolo-
gy. The Company has 260 employees and 
invoices over 70 million euros.

Company Profile

Standard Metallic
• Thickness: from 0.8 to 3 mm
• Widths of up to 3,200 mm
• Rolls or sheets (on request)
• With protective film
• In different colours: grey, other 

colours on request
 
Applications
• Exterior and interior walls of 

recreational/commercial vehicles
• Doors
• Billboards
• Panelling for industrial insulation
• Other

High Finish Metallic
• Thickness: 1.1 or 1.6 mm
• Widths of up to 3,200 mm
• Rolls or sheets (on request)
• With protective film
• In different colours: grey, other 

colours on request

Applications
• Exterior and interior walls of 

recreational/commercial vehicles
• Doors
• Any application where high 

aesthetic quality is required

al, and not only for the construction sector, 
which is historical for us. Both the satellite 
antennas and, more significantly, the ZEUS 
generator, will contribute to strengthening 
our relationship with the recreational vehicle 
sector, where we are already suppliers for the 
main European manufacturers,” says Alberto 
Crippa, Managing Director of Brianza Plastica 
Spa and President of Mobiltech Srl.
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vision. At the turn of the century, the Com-
pany makes a big leap forward, expanding its 
market to farm tractors and campers and also 
supplying some products to the railway and 
maritime industry. In addition to aluminium 
and tempered glass, LAM also heavily pro-
cesses plastic materials, relying on thermo-
forming and injection-moulding technologies 
to manufacture hatches, plastic parts for the 
driver’s cab and dashboards.
“2015 marked an important milestone for 
the Company,” says Davide Malagoli, neph-
ew of the founder and current CEO of LAM, 
“because we invested in injection-moulding 
technologies. Prior to those investments, we 
would outsource the production of plastic 
parts to external companies and would then 
assemble them onto the RV. In 2015, a big 
order from one of our 
customers led us to 
decide to manufacture 
most of the compo-
nents in-house, and we 
decided to start with 
what is by most stan-
dards the best system 
available today on the 
market. We invested 
in an innovative tech-

Backed by considerable investments in 
facilities, machinery and training cours-
es, LAM wants to further expand its 

presence in the RV sector, where it has already 
been present for several years now, through 
the supply of roof hatches and particularly 
sun blinds for the driver’s cab installed at the 
front of the customer’s vehicle. The Company 
was first established in Italy towards the end 
of the 1960s, supplying hatches and awnings 
to one of the biggest Italian bus manufactur-
ers, Orlandi.  It then relocated from the orig-
inal offices in Modena to a new manufactur-
ing plant in Spilamberto, starting a phase of 
expansion of its business. In the 1980s, the 
Company’s clients included major European 
bus manufacturers. Since 1976, LAM has also 
been an official supplier of the IVECO bus di-

nology like glazing, a type of injection and 
compression moulding, picked a machine 
from Engel (a leader in the industry) for the 
job. We decided not to purchase small press-
es and aimed directly for a large press that 
could handle even the most complex machin-
ing processes. Manufacturing components in 
polycarbonate by injection and compression 
moulding is not simple. It demands a big ini-
tial investment not just in machinery, but also 
in skilled labour. We decided to make the big 
leap and the response we’re getting from the 
market is excellent”.
The Company is well organised, staffs 43 em-
ployees and generates annual sales of about 
8 million Euros. In addition to the headquar-
ters in Spilamberto near Modena, in Northern 
Italy, LAM can also count on a second man-

By heavily investing in injection-moulding technologies, LAM aims to firmly consolidate its presence in 
the RV sector, counting also on the training of its staff.

More and more 
RVs on the horizon

Words Andrea Cattaneo - photo Enrico Bona

C ompany news LAM
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In October, the Company will be inaugurat-
ing the LAM Academy, an impressive project 
that sees LAM collaborate with the University 
of Modena to help train staff in the field of 
plastic moulding.
“When we started investing in the moulding 
of plastic materials,” says Federica Malago-
li, Davide’s sister, who is directly involved in 
managing the Company’s human resources, 
“we realised that it was rather hard in our 
area (and elsewhere as well) to find qual-
ified workers in this field, even though we 
were ready to pay high salaries. We there-
fore decided to collaborate with the Faculty 
of Engineering of the University of Modena 
in supporting a specialised training course in 
plastic moulding. The course, which primarily 
targets fresh graduates, will last 6 months, 
with 175 hours of internship in a production 
department and 60 hours of lessons in the 
classroom. Our goal is two-fold: we want to 
be socially active in the territory where we 
operate and at the same time, train staff 
members who will turn out to be valuable 
resources for the Company. LAM Academy 
could become a permanent post-graduate 
training school in the future. After all, staff 
training has always been a key asset to us, 
and the Academy is a definite milestone in 
terms of our growth in that direction”.

LAM Academy
contacts

ufacturing plant in Belarus, which is reserved 
for the production of sun blinds for the driv-
er’s cab and which serves demand from cus-
tomers in Eastern European markets.
“The RV market is one of our main focuses”, 
says Davide Malagoli, “and thanks to the new 
machinery introduced a few years ago, we’re 
capable of manufacturing various types of 
parts, like the components for the camper’s 
cell, as well as transparent surface panels for 
the roof. Thermoforming is remarkably cheap 
when it comes to the production of small 
series, whereas the more sophisticated injec-
tion moulding does indeed demand a con-
siderable investment in the moulds, but also 
guarantees high surface quality, precision and 
transparency when necessary, not to mention 
high durability with limited thickness ranges. 
Our goal is to further consolidate our pres-
ence in the OEM market of the RV sector, but 
also in the spare parts market and product 
replacements. In the RV sector, we currently 
work with big names such as Laika, Dethleffs, 
Rapido and Concorde, while also supplying 
products to other manufacturers. Today our 
core market is Europe, but we also look to 
the global market with great interest. We 

already have established several contacts in 
Australia and are developing new marketing 
campaigns for Northern America and Asia”.
LAM just recently finished the construction 
of a new logistics centre that will be up and 
running in September. Separated from pro-
duction, the centre will have a warehouse of 
900 square metres. The Company is therefore 
making a number of sizeable investments and 
in the business forecast for 2019-2024, sup-
plies in the RV sector are expected to expe-
rience a sharp increase. And it’s not just the 
quality of the product that helps to attract 
customers; a full-scale customer service is 
equally important. When it comes to the de-
sign of the products, for instance, LAM offers 
the ideal solution to customers, who have the 
option of supplying their own model design 
or to co-design the product with the help of 
the Company’s technical department, or final-
ly, to purchase the finished product directly 
from the catalogue.
“In May of 2018, we obtained the IATF au-
tomotive certification”, says Davide Malagoli. 
“Our goal is to transfer the level of manufac-
turing excellence that is customary of the au-
tomotive industry to the world of campers”.

For the development of new products, 
LAM offers its customers maximum flex-
ibility. In fact, customers can choose to 
co-design their product together with the 
Company’s technical department. Our ex-
perienced staff will guide you through the 
various steps of the process, from the ini-
tial design to the concept’s final approval 
all the way to the item’s production. 

Co-design
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Adhesives and sealants have been used 
in the RV industry since the first cara-
van was made, but have now become 

more important for construction bonding. 
Weight, construction, stability, water tight-
ness and lifespan can be improved by using 
sealants and adhesives that have been devel-
oped for this specific purpose. 
Walls, roofs and floors, etc, are glued, and 
new developments such as the Knaus Trav-
elino and Deseo Fibreframe project, are com-
pletely bonded together to achieve weight 
savings. 
Where one manufacturer likes to bond more, 
some others still prefer traditional construc-
tion methods using screws. There is some-
thing to be said for using both production 
methods, but one thing is for sure; both re-
quire their own specialized bonding, repair or 
sealing products. 
For example, European Caravan and Motor-
home companies use Dekalin products in var-
ious ways; some choose Dekalin for sealing 
roofs, service doors, parts mounted at side 
panels, protection of underbody, bonding 

PMMA windows, sound damping of motor 
covers and many other applications. In other 
countries, there is still much more potential 
to increase the use of Dekalin products. 

Made in The Netherlands
In order to seal a caravan or motorhome to 
be watertight, Dekalin has developed special 
adhesive sealants at its factory in Hapert in 
the Netherlands (Holland). Huge mixers and 
dissolvers are used to create specialized ad-
hesives and sealants from a large number 
of basic raw materials, some of which are a 
secret. 
Dekalin carries out its own laboratory tests 
to check each batch for the specific proper-
ties requested by its customers. These tests 
include: adhesion, tensile strength, and 
moisture resistance at various temperatures, 
‘spreadability’, UV-resistance, and simulat-
ed extreme weather conditions.  In cheaper 
products, money is often saved on the most 
expensive raw materials, but these will gen-
erally also exhibit lesser properties. 
Despite being a relatively small brand from 

How much do most of us actually know about the adhesives and sealants that are essential for keeping 
recreational vehicles together and watertight? Adhesives, sometimes only a few micrometers thin, 
create valuable weight savings compared to a series of screws. To learn more about adhesives and 
bonding, we visited Stefan Smits of the Dutch company Dekalin, which is  about to launch a 70 percent 
lighter sealant/adhesive for the caravanning industry. 

Keeping 
RVs together

Words and photo Wim de Roos

the Netherlands, Dekalin has been a very ac-
tive player in this important market segment 
(read more about this on page 34 in the 22 
issue of AboutCamp BtoB). The company is 
now growing steadily, because it can respond 
quickly and accurately to developments and 

Product news Dekalin

Stefan Smits

Sabrina van der Asdonk,
one of the laboratory technicians 

continuously developing and testing 
new Dekalin products

HALL 13
BOOTH B59
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enquiries from the caravan industry. The en-
tire company is focused on delivering perfect 
results, quickly, and will keep this up, as it’s 
one of its most important selling points. 
Stefan Smits, Segment Manager Recreational 
Vehicles at Dekalin, who has a broad experi-
ence of the caravanning industry after eight 
years with the company, says: “Our strength 
is that we can respond quickly to market de-
mands. It is also important that we can be 
flexible in our deliveries. For example, if a 
company wants to apply our adhesive and 
sealant in a completely different colour, we 
can also quickly switch to provide that, as we 
did for Hobby caravans recently. We devel-
oped and delivered in the short notice that 
Hobby expected, having already checked the 
colour in our own laboratory and tested in 
production samples.”

Fast & environmentally friendly
The Dekasyl-range includes elastic adhesives, 
sealants for glass, metal and plastic, with the 
important properties of weather resistance, 
fast adhesion and being almost immediately 
paintable or workable. 
MS-Polymer (Modified Silane) occurs in all 
kinds of brands, compositions and applica-
tions. The paste is thick, rubbery and flexible, 
and adheres extremely well, so that a screw 
connection is no longer required. The bond-
ed connection this creates can only be sep-
arated again with great difficulty, and often 
not without causing additional damage. 
Stefan Smits said: “From analysis of the com-
petition, we know that all our products are 
better than many otheres used elsewhere in 
the world; nevertheless, we are constantly 
working on new developments. For example, 
we are working on even better adhesion, 
faster processing times and more environ-
mentally friendly products without solvents. 
This allows employees to work without pro-
tective measures such as gloves and extra 
ventilation. In this way, we contribute to a 

cleaner, healthy workplace, 
by constantly investigating 
whether we can use even few-
er solvents in our products.” 
“Our own laboratory plays an 
important role in this. They 
carry out extensive tests on 
properties such as adhesion, 

durability, colourfastness, etc. We also do this 
to assess parts supplied by producers. We 
then determine the minimum pre-treatment, 
such as degreasing or pre-treatment such as 
roughening,“ Stefan Smits continued. 
One of the new developments from Dekalin 
is the Dekasyl 260. 
“Dekasyl 260 is a two component elastic 
adhesive based MS Polymer used in applica-
tions where a fast curing- and handling time 
are required to save time in production. Our 
customers and the consumers using the car-
avan or motorhome will be happy as Dekasyl 
260 remains permanent elastic within tem-
peratures from –40°C till +90°C,“ said Stefan 
Smits. 
“The curing is independent from the air hu-
midity and is secured by a second component. 
It gives Dekasyl 260 a high green strength 
suitable for making elastic constructive joints. 
It works by placing two special component 
cartridges in a battery operated or pneumatic 
gun and pressing until both components are 
mixed and flowing evenly. Dekasyl 260 takes 
between 11 to 28 minutes to work, and can 
completely bond a motorhome roof in just 
two hours. The fast curing optimizes series 
production (just two hours drying time), it’s 
solvent-, isocyanate-, silicone and PVC-free, 
and has very good UV-resistance and ageing 
properties,” Smits added.

Lightweight sealing & bonding is now 
available
In response to the ever-increasing weight-sav-
ing measures in the motorhome and caravan 
industry, Dekalin has an even newer product 
– the Dekasyl MS-10.
“This very lightweight elastic sealant/adhe-
sive has been developed for the purpose of 
weight saving,” says Stefan Smits. “It is now 
in the test phase at various manufacturers. 
We expect a lot from this product, in the 
pursuit of lighter vehicles. Dekasyl MS-10 is 
70 percent lighter than all other products 

Dekalin is a prominent and successful brand in the specialized field 
of adhesions, coatings and sealants for more than 100 years. It all 
started with the production of an adhesive for the labels of canned 
food. This was the foundation for ‘Dekalin Deutsche Klebwerkstoffe’ 
in Hanau/Germany, back in the year 1907. First their product-port-
folio embraced several natural adhesives and after 1945 the compa-
ny adjusted their products to market demands, synthetic adhesives 
and coatings for industrial customers, especially the automotive and 
transportation  industry. Dekalin supplies a broad range of customers 
with anti-corrosion-, stone chip- and sound deadening coatings and 
an extensive range of adhesives and sealants for the transport sector, 
general- and building industry. Dekalin became part of the company 

Company Profile

Diffutherm B.V. based in Bergeijk in the Netherlands. In 2014 Dif-
futherm B.V. moved to a complete new production facility to Hapert 
in the Netherlands. The high production capacity with opportunities 
for growth in a modern well equipped complex build on an area of 
26.000 square metres. Dekalin is, historically, a specialized brand 
focused on the OEM sector, with ISO certificates ISO 9001 and ISO 
14001. As a result, a varying range of OEM’s have approved many 
Dekalin products for their production processes.

Dekalin
Smaragdweg 50, 5527 LB Hapert, The Netherlands. 
Contact: Stefan.smits@dekalin.nl - www.dekalin.com

and can safe up to 3 kgs in weight on your 
average caravan or motorhome. When you 
consider that some manufacturers use five to 
seven 500 ml cartridges in each vehicle, this 
becomes an important weight saver. MS-10 
is therefore very suitable for making elastic 
joints to reduce weight, as well as many other 
applications, like elastic sealing and bonding 
in caravans and motorhome construction.” 
Dekasyl MS-10 lightweight sealant is a sol-
vent-, isocyanate- and PVC free, with very 
good UV-resistant and the best ageing prop-
erties. The good adhesion on several sub-
strates is in general possible without the use 
of a primer and gives permanent elasticity in 
temperatures from –40°C till +90°C. 
 
Dekalin Sealants
Many caravan and motorhome manufactur-
ers still use screws for important joints. This 
more traditional construction requires a seal-
ant that is permanently elastic, with its main 
function making the product water- and 
moisture-tight. These types of sealants are 
always used in combination with mechanical 
fasteners. 
Stefan Smits said: “This has the important ad-
vantage that all parts can be removed easily, 
without additional damage. These products 
remain flexible, and are usually P.I.B-based 
(PolyIsoButene as the product Dekaseal 
8936). P.I.B-based sealant can be removed by 
dabbing off with itself. Another huge benefit 
of this type of sealant is the very low vapour 
permeability , so provides the best barrier 
against water and moisture.” 
“The Butyl sealant Dekase-
al 1512 develops a skin 
and is paintable and 
processed with, for ex-
ample, a (sharp) plas-
tic spatula. Both types 
of sealants, which are 
otherwise very similar, 
can be used for seal-
ing sheet metal, service 
doors, water adapt-
ers, and in cable entry 
openings,” continued 
Stefan Smits.
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as a result of Etna’s break-up, which gave life to the Tuscan caravan 
production district. In the 1970s and 1980s, Fratelli Naldini worked 
exclusively for Italian caravan and camper manufacturers located in 
Tuscany, such as Rimor, Laika, CI, Mobilvetta and Roller. Its business 
then expanded beyond the production district, securing the trust of 
other Italian manufacturers, such as Elnagh and Arca. In the 1990s, 
with the passing of the baton of the company’s management to the 
sons of the founders, cousins Giampiero and Saverio Naldini, the 
company began to venture into foreign markets. Historical clients like 
Eura Mobil and Rapido were added followed also by other German, 
French and Spanish manufacturers. The company’s production at the 
new manufacturing plant in Tavarnelle Val di Pesa (Florence) grew 
more and more, but while it’s true that experience has been a key 
element of the business success, it is also true that on its own was not 
enough. Reason why, over the course of the years, the company pur-
chased modern CNC machinery and CAD-CAM systems for its plant. 

Interior design is increasingly becoming a defining element of the 
character of modern RVs, and we know that customers often 
choose a camper or caravan precisely based on the way they are 

designed. Fratelli Naldini has known that for some time because its 
experience in the industry starts as far back as 1961, nearly 60 years 
ago, and has always focused on the production of furniture for RVs. 
And the furniture of a RV is not only a matter of choosing aesthetical-
ly appealing and well-designed shapes, but also needs to be practical, 
durable and show a minute care for detail. Characteristics to which 
we need to add others that are more in the vehicle manufacturer’s 
domain, like the vehicle’s ease of assembly, its weight and efficient 
delivery times. As early as the 1960s, the joinery of brothers Ferdinan-
do and Raffaello Naldini of Tavarnelle Val di Pesa, in Tuscany, grasped 
the remarkable opportunities for development offered by the caravan 
production industry, which at the time was in its early stages. The first 
items were supplied to Etna and later to the companies that formed 

This is one of the Italian companies with the most extensive experience in the RVs sector, thanks to 60 
years of activity. Fratelli Naldini’s business involves the manufacture of furniture and accessories on all 
levels, both flat and curved, guaranteeing to its customers manufacturing flexibility and a high degree 
of customizability.

Design, 
lightness and quick reflexes

Words Andrea Cattaneo - photo Enrico Bona

C ompany news Fratelli Naldini
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Today, Fratelli Naldini is a consolidated busi-
ness that manages to be remarkably flexible, 
in order to meet the ever-changing demands 
of the market. “We have always specialised 
in the interior design of RVs,” explains Save-
rio Naldini, owner of Fratelli Naldini, together 
with Giampiero Naldini. “Currently, our core 
business is the production of furniture for 
campers, caravans and mobile homes. We’ve 
sought to make the most of the market’s pos-
itive trend in the past few years, enhancing 
our various production departments accord-
ing to the market needs and investing in R&D 
and in new ideas for design. On the other 
hand, in 60 years of business, we’ve learned 
to also handle temporary phases of market 
stagnation. There is no doubt that when the 
market grows, a company needs to have 
quick answers for its customers. If we receive 
a request, we need to know how to satisfy 
it, whereas when sales are slow a company 
needs to seize it as an opportunity to trans-
form and renew its business, so that it will be 
ready for the next growth phase. Fratelli Nal-
dini has known how to manage the indus-
try’s growth phases by purchasing the latest 
generation machinery and by working hard 
to ensure maximum manufacturing flexibility. 
When it comes to supply volumes, we guar-
antee maximum versatility, and know how to 
process both large and small orders”.

Flat and curved 
At the manufacturing plant in Tavarnelle Val 
di Pesa, Fratelli Naldini manufactures the full 
range of furniture and accessories  common-
ly purchased by businesses in the RVs sector. 
In addition to full furniture sets, the company 
also manufactures table and kitchen tops in 
laminate. In recent years, there has been an 
increase in the production of curved furni-
ture, particularly those used for walls and the 
curved structures which the company manu-
factures using its large, 5-axle work station. 
But Fratelli Naldini, above all has specialised 
in the production of flat and curved kitchen 
doors and lockers with the installation of 
new machinery that allow the company to 
develop shapes customised to meet the cus-
tomer’s individual needs. Fratelli Naldini has 

also historically manufactured full furniture 
kits on customer request, while at the same 
time proposing and designing according to 
specific customer projects. Because all the 
parts of the furniture elements are assembled 
in-house, Fratelli Naldini is increasingly or-
ganising and structuring its production pro-
cess to provide customers with the highest 
level of customisability, including doors and 
laminates. “We often manufacture furniture 
based on customer’s design,” says Giamp-
iero Naldini, “but we can also take care of 
the creative aspects and design or co-design 
the accessories together with the customer. 
When it comes to the design, home furniture 
and the interior design of RVs have more and 
more points in common, and so we try to 
make the most of this interchange. Fratelli 
Naldini’s strategy to expand its business over 
the past few years has had two main goals. 
On the one hand, that of developing quali-

ty design, keeping up with the latest trends. 
On the other, the goal has been to make 
the various furniture parts increasingly light-
er and performing. Because we know well 
that lightness and ergonomics are crucial 
to all European vehicle manufacturers”. The 
two owners, Saverio and Giampiero Naldini, 
have a keen sense of the particular needs 
that distinguish RVs manufacturers, thanks 
to decades of experience supplying prod-
ucts to them, and are constantly monitoring 
work inside the workshop; so much so that 
they’re practically behind the production line 
every day of the week. That helps to develop 
that manufacturing flexibility that is particu-
larly appreciated by camper manufacturers, 
who often face fluctuating market demands. 
“We’re organised to efficiently handle any re-
quest,” concludes Giampiero Naldini, “man-
aging to process orders in the least possible 
time, even from one day to the next”.

Giampiero and Saverio Naldini
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Times are ever-changing, evolution is 
constant, and within the complex or-
ganism that is a motorhome, changes 

to just one element can lead to a cascade 
of modifications to a huge range of com-
ponents. We must, therefore, be ready for 
change, with efficient, precision solutions: 
and Nordelettronica is offering exactly that 
with the new NE355 and NE356 fuse box-
es (together with the new DC/DC NE325), 
designed to face the challenge of the new 
Euro 6 engines and smart alternators. 
Throughout its 40 years of activity in the RV 
sector, the Italian firm has always managed 
change effectively, and the decision to re-
place its NE185 and NE196 workhorses with 
new devices able to better interface with 
updated mechanical bases is a key part of 
this: the new NE355 and NE356 fuse boxes 
are capable of managing all body comput-
er signals with smart alternators and start-
stop technology. And the new NE325 DC/

Product news Nordelettronica

DC converter is a key addition to this, avail-
able in 25A and 40A power versions (with 
the latter also recommended for powering 
the refrigerator), a definitive solution to the 

Following the launch of the new NE355 and NE356 fuse boxes that, with the new DC/DC NE325, will 
enable connection to vehicles with smart alternators, Nordelettronica is all set for the Euro 6 challenge. 
With an extended product range, the Treviso-based company is preparing to enter the US market. 

A new challenge

Words Andrea Cattaneo

problem of battery charging whilst the ve-
hicle is in motion. One important technical 
aspect: the DC/DC has the ability, like the 
NE287 battery charger, to control the out-

the new DC/DC NE325

HALL 13
BOOTH F47
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Model: NE287 17A NE287 21A

Input: 220-240V 50/60Hz 2A 220-240V 50/60Hz 2,2A

Battery nominal Voltage: 12V

Maximum current output: 17A 21A

Battery capacity: no less then 100Ah (C20)

Setting of the charging curve: 4 algorithm

Fan with modulated speed: no yes

Visual indicator: three colour LED

Remote signal for mains (line): yes

Protection: IP20

Dimension: ( L x P x H): 167 x 170 x 73 mm

Weight: 1,5Kg

Battery Charger NE287 - Technical characteristics

put voltage according to the battery tem-
perature. Already on the market, the new 
DC/DC NE325 is enjoying great success with 
Nordelettronica customers. 
“Updating our products is essential to keep 
up with the changes”, says Alessandro 
Chies, Nordelettronica Director, “and with 
the NE355 and NE356 fuse boxes, we have 
certainly taken a step forward. After all, 
Nordelettronica has always valued innova-
tion, and we can count on an outstanding 
R&D department that has allowed us to 
constantly increase our know-how over all 
these years. Recent developments have al-
lowed us to diversify our business: the mo-
torhome sector continues to play a leading 
role, but we are also looking outside the 
RV market. Thirty years of experience in 
producing battery chargers has allowed us 
to break into the industrial cleaning sector 
by supplying our products to major foreign 
companies and the leading manufacturers 
of floor washing machines in Italy. To date, 
the impact on our turnover is 25%. The in-
direct exporting of our products practically 
worldwide is also possible thanks to their 
cTUVus type approval (for the US/Canada 
market and beyond). The development of 
new battery chargers in the IP65 (water-
proof) class too, with power up to 1kW, 
will allow us to present ourselves on the 
North American market by exhibiting at the 
biggest North American industrial cleaning 

event, the Issa Show North America (Las Ve-
gas, 18-21 November). Almost all the indus-
trial cleaning battery chargers already use 
curves for lithium batteries, and are able to 
communicate via the CAN communication 
protocol”. 
With regard to lithium batteries, the NE287-
LI 17A and 21A battery charger and the DC/
DC 25/40A offer the option to select (via 
dip-switch) a generic lithium battery pro-
file, which covers most monobloc lithium 
batteries on the market today. All that is 
required is to check the compatibility of the 
device with the battery prior to use (the bat-
tery manufacturer indications must be read 
carefully). The NE287 battery charger also 
has charge voltage control in line with the 
battery temperature (Pb/GEL/AGM) with the 
ability to stop the charge completely if nec-
essary. Product refinement and investments 
in the two production sites have allowed 
Nordelettronica to look to the global market 
with interest: the American market is a tar-
get of particular importance. The company 
boasts considerable production flexibility, 
stemming above all from the fact that all the 
key processes are carried out in-house, from 
R&D to logistics and, of course, production. 
The Nordelettronica technical department is 
able to design printed circuits and the com-
ponents are fully managed and controlled 
internally. This is what is needed to support 
new and discerning customers.

contacts

Nordelettronica, established in Italy 
in 1978, has always been focused on 
electronic equipment for the RV sec-
tor: from battery chargers for camp-
er vans and low-voltage distribution 
module to electrical wiring and control 
panels. Outside of the caravanning 
sector, Nordelettronica makes wound 
components for industrial electronics, 
like switching and power transform-
ers. Production has also focused on 
the industrial cleaning sector (floor 
cleaning machines). Study, design and 
manufacturing activities are performed 
in-house. This means considerable flex-
ibility and solutions targeted to the cus-
tomers’ real needs. Having been re-or-
ganised in 2011 with the introduction 
of new partners, Nordelettronica has 
gained new momentum and the turn-
over has gone from 5.5 to 10.5 million 
Euro over the past seven years. Direct 
exports represent 30% of sales, with 
70% of products sold to Italian compa-
nies, which in turn export at least half 
of their production. The production site 
in Arad, Romania, managed by the sub-
sidiary SC Nordelectronica East srl, was 
added to the Treviso (Italy) site.

Company Profile
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Ursula Scalia will be managing CTA sales 
and communication team. “I’ve known CTA 
since I started working in the recreation-
al vehicle sector”, said Ursula Scalia. “It is 
a pleasure for me to have seen a dynamic 
and modern company like CTA grow over 
the years and I am very pleased to be able 
to work today alongside Dario Bellezze and 
his team to consolidate this growth with 
products of high technological content and 
added value in terms of versatility, reliability 
and lightness. The medium-term objective 
is to strengthen our presence with OEM 
customers in the motorhome and caravan 
sector and to optimise our sales network of 

agents and distrib-
utors both in Italy 
and abroad”. This 
development goes 
hand in hand with 
a redefinition of 
marketing and sales 
tools. One of Ursu-
la Scalia’s first tasks 
was to refresh the 
image of CTA rede-
signing its key com-
munication tools, 
namely catalogue 
and website. “We 

CTA’s today is already projected into the future with new technical partnerships, the appointment 
of Ursula Scalia as new Head of Sales & Marketing and major development projects, including the 
future expansion of operational spaces. New corporate identity and new communication tools will be 
launched at the Düsseldorf Caravan Salon.

Your Comfort. Your Safety.

Words Giorgio Carpi

CTA is looking to the future and kicking 
off a new development and business 
growth plan by investing in person-

nel, reorganising the sales and marketing 
departments and optimising internal pro-
cesses in perspective by opening new spaces 
to expand the operating environment. New 
Sales and Marketing Manager Ursula Scal-
ia has recently joined the company, with a 
team of engineers and professionals hired 
to bolster the technical department. Strong 
of decades of experience gained in major 
multinationals, including Webasto and Lip-
pert Components, and specific, in-depth 
knowledge of the international RV sector, 

created a new logo which is an evolution 
of the time-honoured one and recalls the 
shape of a motorhome. In this way, we want 
to assert that the caravanning sector is our 
core business even though CTA operates 
in other areas of the automotive industry. 
We added a new payoff to the logo: Your 
Comfort. Your Safety. It sums up our mission 
to supply products which improve the per-
ception of comfort and safety in recreation-
al vehicles. We started from the logo and 
moved on to refresh the entire communica-
tion defining a new Corporate Identity. We 
redesigned our product catalogue to make 
it more user-friendly and intuitive for man-
ufacturers and aftermarket customers alike. 
We bolster our vision and all our marketing 
aids, including our website.” Dario Bellezze 
revealed his concept of business evolution 
and vision that passes through expanding 
production spaces in the immediate future. 
Later, the spaces will be reorganised to 
improve the working environment, on the 
shop floor and also in the offices, and to op-
timise manufacturing processes. The impor-
tance of the testing area and prototype de-
partment will be increased. It already which 
houses special machines that represent ex-
cellence in Europe and will certainly benefit 
from bigger and better organised spaces.

Product news CTA HALL 13
BOOTH F81
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Ursula Scalia

CTA Comfort Dinette is an innovative seating 
arrangement designed for top-of-the-range 
RVs that offer users the best on-board com-
fort. It is a dinette seat with a reclining back-
rest and extensible footboard. It is very light, 
functional and particularly suited for premium 
vehicles. It was created to improve the classic 
dinette seating arrangement, which is usually 
static, implementing a system that provides 
more comfort while parked with an easy-to-
use mechanism. As the seat slides forward, 
the backrest reclines and a footboard extends 
to create a “chaise longue” effect. The 
dinette features two entirely inde-
pendent seats with separately ad-
justable backrest and foot-
board. “To develop this 
project, we decided to 
create a self-support-
ing backrest which 
can be installed in the 
direction of travel but 
also backwards, i.e. without 
needing a supporting wall”, said 
Dario Bellezze. “The double seating arrange-
ment has two autonomous and independent 

systems and can even be equipped with an 
optional backrest massager. Importantly, we 
were able to contain cost as well as weight.”

The new category of seat belt structures is ISO-
FIX-ready. This means that it is now possible to 
apply the international standard child restraint 
system to all new CTA structures. “It is a 
wonderful solution because Isofix 
is an accessory that the man-
ufacturers install on demand, 
therefore on two or three vehi-
cles every one hundred”, added 
Dario Bellezze. “Our product 
allows manufacturers to use the 
standard Isofix structure without 
needing to buy a specific one. 
The part is light-weight and 
quick to install, when the vehicle 
is nearly finished. Of course, the 
system is certified.”

The tablet bracket range 
is new with an array of 
different solutions and 
endless possibilities. 
For vans where space 
is at a premium, a tab-
let bracket can effectively 
replace a TV bracket. CTA 
offers an array of solutions 
with adjustable arms and 
with a steel element which 
doubles as handle to swivel 
the position of the tablet in 
the dinette with the vehicle 
closed, in the kitchen or 
on the veranda for lunch. 

The removable bracket is also new 
and can be used as a bracket for 
TV or tablet. The element is com-
patible with TV brackets with Quick 
Fixing element and can be used to 
attach a TV or tablet, as required. 

The new ISOFIX-ready 
structures

Tablet 
bracket 
range

Quick Fixing bracket 
for tablets and TVs

A dinette that turns into a chaise longue

The TV bracket 
with hook

The innovative TV bracket (which 
also becomes a tablet bracket 
using an adapter) is 
equipped with a 
rubber-coated hook 
to prevent damage 
and allowing it to be 
attached quickly to 
furniture or doors. It 
can be placed on the 
kitchen shelf or on the 
veranda with the doors 
open or even on an open 
window. It is a multifunctional element which can be 
positioned without drilling or and without invasive op-
erations on the vehicle making it perfect also for After-
market customers.
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to customers from all points of view, including product quality and 
punctual deliveries”, explained company owner Andrea Bartolac-
ci. “The building covers an area of about 500 square metres, plus 
open-air yards for loading and unloading goods and for storing 
some materials. It is more modern than our previous plant and it 
is organised in optimal manner to maximise production efficiency. 
We also wanted to set up a positive and comfortable working envi-
ronment for our employees, aware as we are of the importance of 
this factor. Above all, our new headquarters allows us to bolster the 
Plexiglas processing department that we first introduced a few years 
ago and that is giving us great satisfactions.” 
Bartolacci Design is continuing the construction of LED spotlights 
for various European manufacturers, but Plexiglas accessories have 
become increasingly important for the 
company based in Florence. This par-
allel production has introduced new 
style elements in furniture for RVs 
allowing converters to custom-
ise the interiors as they desire. 
Products include Plexiglas and 
decorative panels in addition to 
holders for the kitchen space and the toilet 
unit. Many of these elements are integrated into 
the lighting system because Plexiglas is a material 
that can carry light. Once connected to an LED light 
source, the Plexiglas accessory can be illuminated either 
fully or only along the edge. Plays of light, patterns and 
lettering effects can be achieved. Lights can be white 
or coloured and the Plexiglas elements can be 
either flat or curved. Bartolacci Design has 
cleverly demonstrated how to blend their 
time-honoured lighting business with the 

A new phase in the life of Bartolacci Design has started. At the 
beginning of 2019, the company moved to the new head-
quarters in which considerable resources were invested with 

the aim of expanding production and responding to new market 
challenges. The new plant is now operating at full capacity, allowing 
an increase in activity especially in the Plexiglas department, which is 
reinforcing the consolidated production of lighting elements.
“The new headquarters that we purchased last year means we can 
work safely and be confidently equipped to face an increasingly 
competitive market, being able to offer a high level of reliability 

Words Andrea Cattaneo - photo Enrico Bona

Product news Bartolacci Design

Customised light

New headquarters and new personnel for Bartolacci Design to 
bolster the consolidated production of lighting elements and expand 
the range of Plexiglas accessories that have been gaining more and 
more interest on the markets.

HALL 13
BOOTH D70
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new promising trends offered by Plexiglas. 
The carry-over of ideas and experiences 
from allied sectors in which the company 
operates, such as home and pleasure boat 
lighting, was certainly helpful. 
“We provide the right answers to the most 
complex problems posed by customers by 
working with different energy sources and 
different colours of light”, said Andrea Bar-
tolacci. “For instance, we have products 
with high light quality and stabilised 24 V 
power supply for boats. We often work to 
the customer’s specifications for lighting 
elements and Plexiglas accessories alike. 
Customisation is fundamental today and 
we work hard to guarantee it to our cus-
tomers”. 
New lighting products are being added to 
the range for the 2020 season, such as a 
new dimmable touch spotlight with on/off 
symbol screen-printed onto it. New finishes 
have also been introduced on some com-
ponents, like soft-touch, matte black, sili-
cone-coated flexible spotlight stands and 
spotlight bezels with black metal or brushed 
finish that can be customised to specifica-
tions. Bartolacci Design is also experiment-
ing with hydro-dipping. This technique is 
used to transfer a decorated film onto a 
surface. Patterns can include classic wood 
finish and trendy carbon effect. New is the 
induction battery charger with a special cir-
cuit allowing integration in Plexiglas acces-
sories has been created for customers who 
do not want standard cover.
“The year 2019 started well for us with a 
10% increase, on the heels of a very positive 
2018”, continued Andrea Bartolacci. “We 

The move to the new headquarters and the 
increase in production was supported by 
an increase in the workforce. New people 
joined Bartolacci Design in various capacities 
including a new Sales & Technical Manager. 
Nicolò Buccianti is 25 years old and gained 
experience in the field working for an Ital-
ian RV manufacturer. “I joined the compa-
ny in December 2018 and I am currently in 
charge of customer management. The job 

New headquarters, new personnel

Bartolacci Design was founded in 2005 as a LED lighting specialist 
in the recreational vehicle sector. The company grew rapidly but 
progressively: Andrea Bartolacci, the owner, focuses greatly on 
product and service quality.  The LEDs are supplied by leading in-
ternational companies and the criteria for selection are extremely 
exacting. “We make the difference between LEDs and LEDs” is the 
company’s slogan, precisely because of the great attention that 
it dedicates to looking for ever more advanced technologies and 
quality control systems. Bartolacci Design lighting systems are fitted 
on vehicles from the most important recreational vehicle manufac-
turers in Europe today, including the Rapido, Trigano VDL, Pilote 
and Hymer groups. In 2016 the company added, to its range of 
spotlights, roof lights, outside lights and lighting integrated with 
aluminium, an additional line of plexiglass accessories which, in 
combination with the LED lighting, generate original plays of light.

Company Profile

is technical as well as commercial because 
good knowledge of products and of the 
various construction constraints is needed”, 
explained Nicolò Buccianti. “The aim is al-
ways to guarantee excellent service. The 
validity of a product is judged by its price 
and quality, but also by the service that the 
company can offer, e.g. when solving prob-
lems of various nature, giving certain and 
fast answers”.

Nicolò Buccianti and Andrea Bartolacci

expect the RV market to level out but for the 
time being we are satisfied. Of course, we 
are relying massive exports, which account 
for over 80% of our production. Less than 
20% of our production is domestic. We 
have customers all across Europe, particu-
larly in France, Slovenia, the UK, Spain and 
Germany. We have been present for years in 
Australia and Japan and we have contacts in 
North America. More in detail, we are pre-
paring to take on this market and we are 
certifying and conducting technical tests on 
various products”.
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LAMILUX LAMIGraph is produced by 
LAMILUX Composites GmbH, a lead-
ing European producer of polyes-

ter-resin-based, glass-fibre reinforced lami-
nates with high grade décor paper on the 
visible side. 
The company is based in Rehau, Bavaria in 
southern Germany, where it was founded 
in 1909, and has been producing fibre-re-
inforced composites for around 70 years. 
It is a family-run business, now in its third 
generation, with an advanced manufactur-
ing process, large capacity and wide product 
range. It achieved a turnover of €317 million 
in 2018, with a workforce of around 1,200 
people. 

Caravan and motorhome interiors need to be many things: hard wearing, resistant to a wide range 
of temperatures and uses over a long period of time, but can also be decorative. This is why LAMILUX 
LAMIGraph, a fibre-reinforced composite, is so popular with RV manufacturers as it provides all of 
these properties, and more. 

Innovative & stylish interior 
panelling + streamlined 
manufacturing processes

Words John Rawlings

These days, LAMILUX supplies customers 
around the globe in a wide range of sectors, 
including the automotive and recreation-
al vehicle sectors, plus others, such as the 
building industry, refrigerated store rooms, 
and many more.
One of the benefits of LAMILUX LAMIGraph 
is that it has a much thinner design than the 
wood-based materials that have been tra-
ditionally used for panels in caravans and 
motorhomes. This thinner design still offers 
the same strength as wood-based materials, 
but saves valuable weight in the finished 
sandwich wall panel and, consequently, in 
the vehicle as well, which is critical for many 
manufacturers – and end users.

Product news Lamilux

Unlike decorative plywood products, LAMI-
LUX LAMIGraph features a high-grade glaze 
that resists moisture. The pressboard that 
has been used for interior panelling by man-
ufacturers in the recreational vehicle sec-
tor up to now, could absorb water quickly. 
LAMILUX LAMIGraph is able to withstand 
regular exposure to water, so, crucially, pre-
vents mould from forming. This is a great 
benefit to the manufacturer, their distribu-
tors and the end customer as it helps the 
caravan or motorhome to retain its condi-
tion, improve customer satisfaction and, 
therefore, value in the long term.
Dr Julia Ewert, who has worked on devel-
oping LAMILUX LAMIGraph explains exactly 
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LAMILUX LAMIGraph: 
Innovative fibreglass solutions
LAMILUX LAMIGraph is a polyester-resin-based, 
glass-fibre-reinforced laminate with a highgrade 
décor paper on the visible side. This product opti-
mally combines a wide range of designs with the 
favourable mechanical properties and resistance 
of glass-fi bre-reinforced products.
 
LAMILUX LAMIGraph is available
• in thicknesses between 1.0 and 1.5 mm
• in widths up to 2.15 m, depending on the 

décor layer
• in sheets or coils
• with other thicknesses, dimensions or 

décors, on request
• with different treatments on the back 

surface (smooth, sanded, soft sand-
ed), on request

LAMILUX Composites GmbH has been 
producing fibre-reinforced composites 
for around 70 years. The medium-sized 
company is the leading European produc-
er thanks to its technologically advanced 
continuous manufacturing process, large 
manufacturing capacities and wide prod-
uct range. LAMILUX supplies customers 
around the globe in a wide range of 
sectors, such as the building industry, 
the automotive and recreational vehicle 
sectors, refrigerated store room and cell 
construction, and many other industrial 
sectors. LAMILUX achieved a turnover of 
317 million euros in 2018. The company 
currently employs a workforce of around 
1,200. The family-managed company is 
based in Rehau, Bavaria.

Company Profile
Specific Product advantages
• high strength
• numerous décor options available
• less sensitive to moisture than plywood
• no formation of mould
• no butt joints, in contrast to wooden 

décor panelsLamilux grip

Décor

Can be joined without additional adhesive, resulting 
in reduced weight, lower production costs and shorter 

process chains.

more of the benefits this product offers for caravan and motor-
home manufacturers: “In our flat sheet production process, the GRP 
face-sheeting and décor paper are firmly attached to one another 
to save our customers a step in their manufacturing processes and, 
consequently, labour costs or the additional cost of adhesive.” 
In recent years, LAMILUX has invested €35 million in expanding pro-
duction, its headquarters and company development. This helps it 
produce a consistently high quality of its fibre-reinforced compos-
ites with an automated, continuous production process using high 
technology. The end product can be supplied as panels or in rolls up 
to 180 metres long, in thicknesses from 1.0 to 1.5mm, widths up 
to 2.15m. It can be supplied with different treatments on the back 

surface, including smooth, sanded or soft sanded.
There are a wide range of potential uses for LAMILUX LAMIGraph: 
interiors for buses, motor homes, caravans, mobile retail trucks, 
beach houses and container housing and offices. It can also be used 
in interior design, or for creative designs for temporary structures, 
such as exhibition stands.
Manufacturers have a huge choice of designs and colours available. 
LAMILUX can provide an endless number of creative ideas for the 
interiors of caravans or motorhomes. This includes tailor-made de-
signs and wood effects, from acorn through to elm. It is also possi-
ble for customers to design their own motifs, or have a number of 
LAMILUX LAMI décors exclusively. 
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Words Antonio Mazzucchelli - photo Enrico Bona

Report Stockholm - ECF annual conference

Bigs meet up in Sweden
In May, we attended the 41st annual conference of the European Caravan Federation (ECF) as well 
as the ECF Annual General Meeting and the 25th Meeting of the European Leisure Vehicle Industry 
(MELVI) in Stockholm, Sweden.

The ECF’s annual conference is a fo-
rum for representatives from across 
the caravan industry to discuss topics 

ranging from technical issues to market-
ing initiatives. This year it was hosted by 
the Swedish Caravan Industry Association, 

Husvagnsbranschens Riksforbund (HRF), and 
attendees included representatives from the 
leading caravan manufacturers, importers, 
suppliers and associations in Europe, plus 
guests from other parts of the world. 
As you can imagine, there was a lot of inter-

esting information shared. Here are some of 
the highlights.

Market overview
François Feuillet, President of the ECF, 
opened the conference by summarizing the 
positive and negative factors currently af-
fecting the sector. 
Positive factors included the growth of van 
conversions and campervans that are at-
tracting new customers, young and old, who 
do not want to drive large motorhomes; 
while negative factors included: purchase 
intentions being influenced by the political 
and economic atmosphere in Europe at the 
moment; and concerns about pollution and 
the environment. 
A fear of not being able to travel in built-
up areas with a motorhome is putting some 
people of from buying one, yet, a study by 
Professor Paolo Fiamma of an Italian univer-
sity has shown that recreational vehicles do 
not create more pollution than other forms 
of tourism. In fact, according to the study, a 
holiday in a camper can reduce CO2 emis-
sions by up to 52 percent compared to a 
traditional holiday, or 65 percent compared 
to the combination of a holiday with a car 
+ hotel.
François Feuillet also felt that we need to 
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improve the image of the caravan industry and that of motorhome 
and caravan tourism. As a result, the ECF board has decided to 
dissolve the Pan European Marketing (PEM) committee and create 
a best practice exchange platform for ECF Member Associations, 
and to study new funding rule proposals of Member Organizations. 
President Feuillet thanked Jan Peter Veeneman, CEO Polyplastic 
Group BV who was chairman of the PEM group.

PEM review
The major European suppliers had expressed their concerns to the 
ECF Board about the lack of a European programme for promoting 
the caravanning lifestyle, and the PEM committee was formed in 
2013 from marketing experts at the leading European manufactur-
ers and suppliers.
The main goals were to grow the European RV market; prepare a 
marketing programme to attract new customers across the whole of 
Europe, especially in countries where national organisations did not 
have not enough budget to do this themselves; and to promote the 
caravanning lifestyle from a holistic perspective to include: tourist 
destinations, camping sites, caravanning clubs, national organisa-
tions, manufacturers, suppliers and other partners.
The Benelux region was chosen as a pilot project, supported by 
the suppliers: Trigano Group, Erwin Hymer Group, Knaus Tabbert 
Group, Adria Mobil, Pilote Group, Rapido Camping Cars, Carthago 
Reisemobilbau.
Leo Diepemaat, president of the Dutch association Kampeer & Cara-
van Industrie (KCI), presented the results from 2017-2018. 
A platform called ‘Camp To Go’ has been developed. Its achieve-
ments include: an 80-page supplement issued with the Telegraaf 
magazine, which has 1,700,000 readers; a ‘Camp to Go’ magazine 
and a website www.camptogo.nl has been created. 
‘Camp to Go’ participated in 12 exhibitions dedicated to the cycling, 
boating, tourism and the outdoors and has attracted over 40,000 
people to register for ‘Camp to Go’ newsletters, which achieve an 
open rate of between 33 and 65 percent, and a ‘click’ rate be-
tween 7.7 and 28.5 percent. There have been more than 1,250 
radio commercials on NPO-1 and NPO-2 (which broadcasts across 

the Benelux region), plus 2,949,000 viewers on Kampeer TV. The 
‘Camp to go’ Facebook page has grown from 4,379 followers (31 
December 2018) to 7,856. Visits to the website grew by 91 percent 
(2018 vs 2019).
Scores on a dealer satisfaction survey of the ‘Camp to Go’ activities 
were very positive (58.6 percent ‘good’, 34.5 percent ‘very good’, 
and 6.9 percent ‘ok’). 
KCI set up a Marketing Committee PEM – NL with a budget of 
€ 300,000 supported by manufacturers and suppliers. KCI joined 
‘Camp to Go’ for the Dutch market, with a new communication 
platform for Belgium called ‘Campaway’ so it will be easier to mea-
sure the results in the Netherlands and in Belgium. ‘Campaway’ has 
a newsletter with more than 11,000 recipients at the moment (in 
Dutch and French), and is managing a press office function and an 
Instagram page.

Jost Krüger - ECF General Secretary

Jost Krüger presented some figures to show how leisure vehicle 
registrations in 2018 exceeded the 200,000 threshold again, re-

aligning with the golden period 11 years ago in 2006/2007. Over the 
last 40 years, this sector has experienced moments of both luck and 
crisis. The highest levels were recorded in the early 1980s, in the early 
1990s and then in 2006 and 2018. The report also highlighted that 
the gap between motorhome and caravan sales is constantly growing 
and that sales of van conversions are going up everywhere. 
Analysis of the data for 2017 and 2018 showed there was a down-
turn in the caravan sector (-2.6 percent) and a double digit growth 
in motorcaravans (+12.9 percent). The provisional figures for April 
2019, compared to the same period in 2018, showed a recovery of 

Registrations Forecast - Single digit growth

New registrations 2018 2019 change

Caravans 77.000 77.800 +1,0%

Motor Caravans 125.100 129.900 +3,9%

Leisure Vehicles 202.100 207.700 +2,8%

caravan sales (+4.6 percent) and good performance of motorhomes, 
too (+5.6 percent). For the first time, registrations of used vehicles 
in 2018 showed more motorcaravans (320,529 units) than caravans 
(308,974 units). The forecast for the 2019 is a change of +1 percent 
for caravans (77,800 units) and 3.9 percent (129,900 units) for mo-
torcaravans.

Leo Diepemaat
Board member at ECF 
and President of KCI
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Report Stockholm - ECF annual conference

John-David Pozzi - ECF Pan 
European Suppliers Chairman

John David Pozzi has analysed the situation on 
foreign markets. This showed the American RV 

market decreasing by 26 percent and has had its 
8th consecutive month of decreasing sales. He not-
ed that the US market usually reacts violently when 
things are not going well, but usually manages the 
situation much better than Europe when things go 
up again. Apparently, the Europeans neglected the 
crisis, didn’t manage stock production, keeps deal-
ers alive that should not be kept alive, and so the 
market needs much longer to recover and increase 
the numbers again. “I don’t’ think we should copy 
the US, but we should look at how they react,” said 
Mr Pozzi. His analysis of the relationship between 
production and registrations showed that in 2018 
220,500 recreational vehicles were produced, but 
registrations only amounted to 202,600. Consid-

ering exports to non-Eu-
ropean countries, it can 
be concluded that about 
7 percent of production 
was not sold. For this rea-
son, it is predicted that 
motorhome production 
will reduce by 5 percent 
in 2019, and caravans by 
8 percent, compared to 
2018. “2019 for suppliers 
will be not so good,” said 
Mr Pozzi.

Nicolas Rousseau
General Manager Rapido Group

Nicolas Rousseau introduced a new topic for discussion: the major trends for the 
cars of tomorrow, and how this effects the caravan sector.

• Engines: the European government wants to reduce combustion engines to 30 per-
cent of the market in 30 years. In the van market, 30 percent of customers use their 
vehicle as an everyday car. Electric and hybrid engines, will therefore be extremely 
relevant to the caravan industry. The RV industry must focus, on lighter vehicles and 
low emissions together with chassis suppliers.

• Connected cars: the new generation of connectivity allows many things like predic-
tive maintenance, geographically localised services for e-commerce, tourism, book-
ing, and personal insurance. The Internet connection makes everything possible, so 
RV manufacturers must create a rich product experience for their customers.

• Vehicles for leisure and work: several car manufacturers are already making part-
nerships with entertainment companies because in the near future the experience 
of driving will be different and more emotional. The first wave of autonomous cars 
are expected to be in production in 2022. The driver will be able to read, work, play 
while travelling.

• Rental: more car rental schemes will devel-
op in the future and there will be more and 
more public rental services for the month, 
day or even for just some hour.

• Internet: today a customer can buy a car on 
Amazon or Alibaba but this isn’t affecting 
the RV sector much - yet. In the caravanning 
industry the product is much more personal 
than a simple car, so the customer still needs 
to see and literally touch the product before 
making the choice. But the industry should 
anyway optimize this process and build 
communities to push leads to the dealers 
and help them to renew. Also the manufac-
turer must build communities of clients.

Juan Vargues - Dometic Group President and CEO

Juan Vargues introduced some of the trends 
that are changing Dometic’s business and 

activities. An interesting part of his speech fo-
cused on the 2019 North America Camping 
Report by KOA. According to the American 
Camp Association, the numbers of users has 
grown from 32 million Americans in 2014, to 
39 million users today. In 2014, 10 percent of 
the American population were camping, and 
five years later, there is now 12 percent camp-
ing, and doing so more often. This confirms 

factor. “We believe that outdoor life style is in-
creasing,” said Mr Vargues. “No matter what 
happens this year with volumes or registration 
numbers: the positive trend is there. And will 
be there. We believe that millennials are play-
ing an important role for the new trends in the 
industry. The world is becoming more mobile 
and new demands are popping up. What can 
the industry do to satisfy them? We believe we 
need to find solutions to energy constrains that 
users are experiencing today. So as we see the 
connected homes we need to think that an RV 
is a home on wheels and to create a complete 
connected home for it. Dometic will focus on 
areas to grow the company related to outdoor 
life in many different ways. Innovation, to me, 
depends on technology and I wish the com-
pany to grow more and more technological”.

that people are willing to spend more outdoor 
time in their life. Millenials, in Europe as in the 
US, are getting closer to this industry: 56 per-
cent of campers today are millenials. Another 
very clear trend is that the number of nights 
spent camping close to home is growing much 
faster: 30 percent of campers like to stay with-
in 50 miles, or 75 km, from home. How will 
this influence the RV business? It means that 
young families start to look at camping as a 
lifestyle for holidays, which is a very important 

Growth among 
millennials going 

camping (US)
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OFOLux s.r.l.  

Via Campo di Maggio, 17C 
21020 Brunello (VA) 

ITALY 
+39 0332 458082 

www.ofolux.it

New series of lamps 
with customizable graphics

Spotlight art. 1029 With ON|OFF 
or Dimmable Touch Switch 

Now also available with memory 
on last dimming level

Spotlight art. 1020 

Now also available 
with Master|Slave 

lighting mode

Visit us at 
Hall 13 
Stand D59

These and other new lighting solutions will be 
presented at Caravan Salon Düsseldorf 2019
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We met Professor Johann Tomforde, 
Managing Partner of TEAMOBILITY 
GmbH, at this year’s ECF (Europe-
an Caravan Federation) meeting 
in Stockholm. His company is a 
specialist in mobility system 
solutions and sustainable 
business models in the areas 
of auto-mobility, transport 
and digital networking. 
UCCON (Universal Chassis 
for Customised Operations 
and New mobility) is the 
TEAMOBILITY’s solution 
for an ultra-low-emission 
light commercial vehicle 
of tomorrow.

Looking at 
the future

Words Antonio Mazzucchelli
portrait photo Enrico Bona

According to the study presented by Profes-
sor Johann Tomforde, the automotive indus-
try is facing some big challenges. Social and 
political challenges, such as the CO2 limits 
and the Paris agreement on the climate ac-
tion plan 2050, are affecting mobility. 
At the same time, technological challenges 
are creating ambitious goals for future mo-
bility, such as: powertrain systems, a scalable 
and universal chassis platform, automatic & 
autonomous driving, AI and Robotics, the 

World Harmonised Light Vehicles Test Proce-
dure (WLTP) and the new Real Driving Emis-
sions (RDE).
There are also specific concerns for Leisure 
Mobility, such as access restrictions to City 
areas, air pollution, automated driving and 
the total weight of the RV or car/caravan/
trailer combination. 
How will this influence the caravan industry 
in the next ten years? 
“There is a clear connection with the meg-

atrends: connected, automated, multimod-
al shared and electric. Digital nomads, for 
me, is a very important group of customers 
in the future. The original vanlife pioneers 
were the surfers of the sixties. The new gen-
eration is always mobile and connected. It’s 
more than just hipster caravanning, instead 
the name for this group is ‘modern van-
lifers’ or ‘digital nomads’. Flexible working 
is changing the game and this new gener-
ation of users looks for rolling homes and 

People Johann Tomforde
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co-working spaces, and that is a big oppor-
tunity for all these vans and motorcaravans” 
said Professor Johann Tomforde. “When we 
consider four core target groups: the tradi-
tional 60+, young families, sports and fun 
tourists, and working nomads, we think 
that one potential new market could be au-
tonomous driving in the top luxury motor-
home segment; another important market 
for modern digital nomads are co-working, 
multipurpose motorhomes.”

New mobility solutions require more 
than just a different powertrain
UCCON (Universal Chassis for Customised 
Operations and New mobility) by TEAMO-
BILITY is a universally applicable platform 
chassis for electric vehicles. It creates the 
possibility for a resource-saving lifecycle 
spanning three model generations as only 
the bodywork structure and the interior 
components have to be replaced, so ensures 
a huge reduction in both costs and emis-
sions during production.
“In the past four years we analysed more 
than 15 transportation sectors and con-

cluded that there are three main points to 
focus on for future chassis developments: 
brand, model and powertrain. One solution 
is our UCCON project (Universal Chassis for 
Customised Operations and New mobility), 
which is an innovative platform and cockpit 

concept based on a universal chassis for cus-
tomized operations and new mobility,” said 
Professor Johann Tomforde. 
The innovative platform concept consists of 
a crash absorbing “boat-shaped” platform 
optimized for an offset crash (typically, 80 to 

On the right: TEAMOBILITY wins the German 
Innovation Award Gold with the UCCON 

project

Below: difference in load capacity between a 
typical six metre long transporter and UCCON 

concept

Above: UCCON Safety “Boatster” Plat-
form-Structure

Below right: UCCON Life Cycle System
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Professor Johann Tomforde is the Managing 
Partner of TEAMOBILITY GmbH. He is the own-
er of Competence & Design Center for Mobility 
Innovations since 2009. Until 2009 he was the 
Managing Director of Hymer idc – Innovations- 
& Design Center. Until 1998 he was MCC/
smart Managing Director of development and 
production until 1998 and before he was the 
Head of strategic projects Mercedes Benz and 
smart / Vice president Strategy & Corporate 
Design. For 30 years he was teaching Industri-
al & Transportation Design at the University of 
Pforzheim. In over 40 years of responsible R & 
D work for all mobility and transport sectors, 
numerous innovations have been created. Here 
are just three of them, representing his creative 
diversity and systemic foresight:

Professor Johann Tomforde

People Johann Tomforde

• Smart – from first concept vehicle studies in 1969 as 
a student, to building the new city car brand with 
responsibility for development and production in the 
1990’s.

• Mobility systems solutions – from the first networked 
traffic systems in the early 1990’s, to mobility boxes 
and car-sharing models from 1995, to connected mo-
bility solutions as cross-industry, sustainable energy 
efficient system solutions from 2010 onwards.

• AUTOPLES – automated parking and charging of elec-
tric vehicle systems – from the initial concept study 
in 2010, to the management of the BMBF funding 
project from 2012, to the life presentation of a com-
plete autonomous driving, parking and self-charging 
electric vehicle at the end of 2015, along with the 
corresponding business model development.

90 percent of all accidents). Its lightweight 
design includes extruded aluminium profiles 
and several segments carbon structure or 
light steel structure. 
Another very important feature is that it 
has 30 to 50 percent more load capacity. A 
typical six metre long transporter needs 2.5 
metres from the front bumper to the rear 
seat of the driver: a long distance used for 
nothing. The UCCON concept with its inno-
vative platform needs only 1.65 metres so 
gives 30 to 50 percent more load capacity 
and space behind the driver cab. 
The UCCON’s ‘All-in-one Ecosystem’ gives 
the best prospects for independent leisure 
mobility, as all-in-one means optimal inte-
gration of ultra-low emission drive systems 
for future mobility with a universal platform 
design. It has enough space for hybrid pow-
ertrains, for fuel cells, for natural gas, bio 
fuel and others. 
“For me, it is very important that the indus-
try is planning what kind of chassis is the 

best for the next 10, 15, or 20 years, and 
all the new steps in technology required for 
the powertrains. The IKV-AXMOT engine is 

a prototype with a diameter of 230 mm and 
a power from 100 to 120 KW. Its minimum 
volume requirements and low noise emis-
sions make it a perfect candidate for plug-
in hybrid solutions, and perfect for using 
for motorhomes,” added Professor Johann 
Tomforde.

Innovation of the LCV cockpit and seat-
ing system
“A flexible chassis allows for changes in the 
setup and layout of cockpits, which is a key 
requirement for the introduction of auto-
mated driving. It could be a typical cockpit 
with a steering wheel, or we can have a 
joystick and a rotating seating system - or 
no steering wheel: the driver is no longer a 
driver, but could be a steward of the vehicle 
instead. The special seat system we created 
is ergonomic, ultra safe and variable for the 
next generation cockpit, and ideal for re-
ceiving a protective partition shield for driv-
ers. UCCON is today’s answer to the needs 
of future transportation and caravanning 
mobility.” said Professor Johann Tomforde.

Below: Next Generation LCV - Cockpit & Seating System

Below: the new Hybrid Solution
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PLANA flush sliding window by Ship-Car: 
the first, the original.
PLANA system is a patented design, the ideal 
solution for sliding glass windows in the fully-
integrated motorhomes: 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 (from 4 to 
16 mm), insulating double-glazing and laminated 
antivandal glass, flat or curved. The sliding 
function can be manual or electrically powered 
(12 or 24 volt).

Ship Car Srl
Via delle Quadre, n. 21 • 25085 Gavardo • Brescia • Italy • Tel: +39 0365 371864 • Fax: +39 0365 372807 • www.ship-car.com • info@ship-car.com

PLANA 
the first 
the original 
patented flush 
sliding window

Flush 
hermetic closure 
for a captivating look

+ thermal control 
+ acoustic reduction
+ water resist
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borders and the USA are 
particularly interesting”, de-
clared Richard Pirovino, owner 
and founder of Dimatec. “It is a 
dynamic market and there is plen-
ty of scope for developments. We 
have just started operations in Amer-
ica. There are regulatory issues to be 
addressed but this does not scare us, 
also because we are supported by a 
local partner. In the USA there is a lot 
of interest towards the European RV 
market, in terms of style and technol-
ogy. I can confirm this based on the 

After the RVX in Salt Lake City, Dimatec is attend-
ing at the Caravan Salon in Düsseldorf again this 
year with exciting new interior and exterior light-
ing solutions.

Shedding light across 
two continents

The mission to improve RV lighting products continues for Di-
matec in a market segment in which the Italian company has 
been present for thirty years. The presence of Dimatec at the 

RVX in Salt Lake City last 
March was particularly 
noteworthy as it officially 
marked the entry of the 
Italian manufacturer on 
the American market.
“We attended a trade fair 
across the Atlantic for 
the first time because we 
think that the moment has 
come for us to expand our 

Words Andrea Cattaneo - photo Enrico Bona

Product news Dimatec

Slider silver

Slider black

HALL 13
BOOTH A84
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appreciation we gathered from visitors to our 
stand at the RVX.” 
So, while the US market is about to be devel-
oped, the European market has been appre-
ciating Dimatec products for some time. The 
company is reasserting its focus on European 
manufacturers by attending the Caravan Sa-
lon and perfecting the light range. They will 
be going to the important end-of-summer 
event in Düsseldorf with several new prod-
ucts while some successful models will be 
restyled. 
“We recently invested in a number of moulds 
to create a complete product line-up that we 
called Slider”, explained Richard Pirovino. “It 
is a bar into which various lighting elements 
are inserted. We can install individual spot-
lights and groups of lights on a track and 
even a module with USB port. In other words, 

it is a highly customisable system in terms of 
the number of units that can be insert-

ed and the length of the track, 
which can be as long as 

needed. We aimed for a 
modern, minimalist, very 
elegant design. There 
are two versions – Silver 
and Black. We started 
with a surface mounted 

solution and then added 
a recessed variant for instal-

lation in the vehicle ceiling.” 
For the 2020 season, Dimatec is also offer-
ing a new series of spotlights with flexible 
arms characterised by the coloured silicone 
coating of the stem and cup. The soft, colour-
ful and jointed product creates a comfortable 
feeling. It can be moved quietly and is very 
handy. The colour can be customised on 
demand and is particularly useful in the chil-
dren’s area of caravans and campers. A new 

more powerful optical unit is used, namely a 
2W COB LED outputting a very broad, deep 
light beam. 
Worth mentioning is also a small revolution 
in the field of USB mounting plates. They 
can now be inserted vertically and no longer 
just horizontally, which is undoubtedly inter-
esting in situations where there is little avail-
able space. 
One USB port plate has newly designed screw 
covers. It is very compact and equipped with 
flexible arm, touch control and courtesy light 
for the night. 
The flexible strips lighting system with 
uniform LED light output is one on which 
Dimatec has invested greatly in terms of re-
search. It is a flexible rectangular profile with 
a 4x8 mm section that can follow the shape 
of even complex elements. It becomes prac-
tically invisible when off. It can also be used 
outside the vehicle. It is supplied in the length 
requested by the manufacturer or in 5-metre 
coils, with indication of the possible cutting 
point to facilitate the work of installers. The 
light output ranges from 1.5 W/metre to 5 
W/metre. 
Finally, there is a new ceiling lamp that 
snap-fits its housing. It has a new body de-
sign created using a special die-casting in-
stead of laser-cutting and has excellent heat 
dissipation properties. It is equipped with a 
uniform side light. It can be programmed and 
dimmed with the simple touch of a button.
Dimatec is still work successfully in the field 
of exterior lights and has added a new se-
ries of rear light clusters in two different 
diameters – 122 and 155 millimetres – to its 
already comprehensive range. The two dif-
ferent diameters can be paired as required. 
The light guide tail lights output uniform, no 
longer dotted, light. Tail light, brake light, re-

versing light and di-
rection indicator are 
integrated in a sin-
gle light cluster. The 
new clusters pair 
well with the light 
guide side markers 
presented last year. 
Dimatec has a truly 
complete range and 
is well equipped to 
take on the market.

A specialist supplier of lighting systems 
for recreational vehicles, Dimatec S.p.a. 
has been in business for over three de-
cades. Officially founded in 1983, the 
company’s roots go much further back, 
considering that its founder Richard 
Pirovino began doing business in the 
sector with his first installations in 1974. 
In 1989, Dimatec entered the lighting 
sector manufacturing lamps, and just 
a few years later launching Veralux, an 
exterior 12 Volt fluorescent lamp with 
11 Watts of power that soon became 
a best seller in the caravanning mar-
ket. Dimatec operates both in the origi-
nal-equipment market and aftermarket, 
selling its own products while also act-
ing as a sales agent, bringing together 
recreational vehicle manufacturers and 
component producers, offering a huge 
gamut of accessories and spare parts. 
Dimatec obtained ISO 9001:2000 cer-
tification in November 1999, and has 
worked tirelessly to enhance its internal 
production processes in order to achieve 
its objectives, while con-
stantly striving to provide 
better and better cus-
tomer service. In 2017 
Dimatec upgraded its cer-
tification to the new ISO 
9001:2015 standard.

Company Profile

Above: Richard Pirovino
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Research into new looks and new materials backed by continu-
al investments in technology. These are the driving principles 
that Dreoni Giovanna srl has chosen in view of the 2020 sea-

son with the clear objective of offering even more services to cus-
tomers. In short, services and products because only in this way can 
a company remain on the market and be competitive. The managers 
of Dreoni Giovanna srl are reasserting the concept these days to old 
and new customers at the Caravan Salon in Düsseldorf, strong of 
the knowledge that half a century of experience counts a lot, but 
so does the ability to innovate by implementing modern industrial 
dynamics.
“We are increasingly committed to offering a complete service to 
customers and for this reason we are equipped to develop their 
ideas, from graphics to the finished product”, declared sales manag-
er Franco Dreoni. “In fifty-three years of business, Dreoni Giovanna 
srl has achieved an excellent quality level in production, so to go 
further we are focusing more and more on the services offering. 
We help customers find the best possible solutions in terms of ap-
pearance and also materials. Our goal is to find something new 

Dreoni Giovanna srl, an industrial upholsterer that has been operating for over 50 years, is known 
across Europe for high quality and outstanding production flexibility achieved by combining the best 
craftsmanship and advanced digital technologies.

Dress code

Words Andrea Cattaneo - photo Enrico Bona

C ompany news Dreoni Giovanna

On the right: double bed base panel - entrance panel
Below: blanket for double bed

HALL 13
BOOTH C24
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that can be adopted quickly without radical-
ly changing the interior arrangement of the 
motorhome. Fundamental is the search for 
suppliers who can deliver fast and offer the 
best quality materials. The customer does 
not need to deal with this aspect because 
we carefully select suppliers, products and 
materials.” 
Dreoni Giovanna srl has been operating in 
the RV sector for about twenty years after 
decades of experience in the automotive 
sector with the production of seat covers. 
The investments in new machinery, togeth-
er with the ability to meet specific customer 
requirements with remarkable production 
flexibility, has led to a significant increase 
in turnover in 2017. Currently, the compa-
ny is working with several European man-
ufacturers in various industrial areas, 
including major market leading groups 
Dreoni products are exported as far as 
Australia and will soon land in Asia. 
Without a doubt, the American mar-
ket will be the next stage, also being 
able to count on winning European 
quality. Dreoni Giovanna srl makes 
various elements for interiors of 
motorhomes and caravans, in-
cluding seat upholstery (sofas and 
armchairs in the living pod and 
seats in the cab), wall finishing 
panels, decorative elements ap-
plied to wardrobes and 
beds, fabric storage pock-
ets, bedspreads and deco-
rative cushions, in addition 
to living pod curtains, cab 
mats and insulated cab cur-
tains matching the cab roof 
finish. The main activity is 
to cut and sew the fabrics to 
the customer’s specifications. 
Modern techniques and 
craftsmanship are combined 
to achieve the best result. 
“We recently made important 
investments in machinery”, explained Franco Dreoni. “We 
have two CNC machines that guarantee a perfect cut of the 
fabrics. In general, we invested in digital technologies and we 
upgraded the software, also to keep in line with the technolo-
gies used by customer. This is an important aspect to be able to 
interface digitally with them. I am convinced that it is essential 
to grow as the customers’ technologies develop. By using com-
puterised cutting programs, customers can send us project data 
electronically. We can complete jobs customers located in abroad, 

The Dreoni Giovanna Srl company has pro-
duction facilities in Vaiano, in the province 
of Prato (Tuscany – Italy), comprising two 
factory buildings, for a total covered area 
of 3,400 m². A photovoltaic system with a 
surface of 2000 m² is installed on the roof 
of the main building, capable of generating 
150 kWh, covering the complete energy re-
quirement of the production facilities. The 
company currently has a staff of 30.

Company Profile

even in other continents. Technology is not 
everything in our work and so alongside the 
latest generation of computerised machin-
ery we have people with great manual skills 
working in the company. We have thirty em-

ployees, some of whom have been with 
us for thirty years and are very experi-
enced. Thanks to them, our customer 
can benefit from maximum production 
flexibility because we can perform 
very special jobs. We rigorously se-

lect our staff. Achieving the high-
est quality is essential. Additional-
ly, all employees are fully aware 
of the production process and 
quality control is performed by 
each and every one of them. 
We are trying to improve the 
details of our products more 

and more and at the same 
time we want to ensure 
extreme ease of assem-
bly on the vehicle. Seat 
coverings and curtains 
must be easy to install 

even by unskilled opera-
tors. It is a major challenge, 
necessary to raise the final 
product quality at affordable 
costs.”

DREONI GIOVANNA s.r.l.
Via G. di Vittorio, 19 - 59021 Vaiano (PO) ITALY
Ph. +39 0574988880 - Fax +39 0574987231
info@dreoni.com - www.dreoni.com
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After a definitely positive 2018-2019 
season, CAN is returning to Düssel-
dorf strong of the results achieved 

with its cooktops and new customers that 
testify to its market penetration. The Italian 
company will be at the Caravan Salon with 
a wide range of consolidated products and 
several innovative proposals, all presented 
also through new communication tools. CAN 
is sure that the challenge with the RV market 
has been won. That transferring expertise 
from recreational boating to the RV market 
would be successful was by no means taken 
for granted but today, ten years later, there is 
no doubt. The numbers are constantly grow-
ing and every year thousands of CAN cook-
tops, ovens and sinks are installed on various 
types of motorhomes and caravans. 
“We have gained a consolidated foothold”, 
confirmed Lorenzo Bellini, CEO of CAN. “We 
are well known and have also become a key 
reference in the RV sector. The investments 

we made over recent years to create specific 
product lines for the RV sector have certainly 
contributed to this. The growth of CAN may 
have been slow, but has been continuous 
and constant year after year. It is the result 
of our efforts to create models dedicated to 
motorhomes and caravans. We have been 
introducing new models on the market for 
several years now in order to offer a good 
base of variants to our customers who are 
always looking for new solutions, attentive to 
ergonomics and design”. 
The CAN catalogue is remarkably com-
prehensive. The most important products 
are the cooktops with lid flushed with the 
worktop. Cutting-edge design and robust, 
reliable burners have made many compa-
nies appreciate these products. The possi-
bility of integrating the sink means being 
able to make compact yet functional kitchen 
worktops. An important advancement took 
place five years ago, when important invest-

C ompany news CAN

With ten years of investments in the RV sector and a comprehensive, well-structured product catalogue, 
CAN has gained a consolidated foothold and is committed to developing dedicated products in synergy 
with individual manufacturers. Production volumes are now very high and new customers are being 
acquired worldwide, not only in Europe.

Catalogue and custom products

Words Giorgio Carpi

ments were made in moulds and the compa-
ny chose to support the rise of the camper 
vans segment, for which it has supplied of 
thousands of components, especially for the 
Trigano group. Today, CAN is working with 
almost all European manufacturers, precisely 

HALL 13
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CAN, which has been operating in the nau-
tical market for three generations, is known 
for the reliability of its products, the quality 
of the materials and the capability of com-
prehending daily nautical life and translat-
ing it into concrete and innovative designs. 
In 2009 CAN decided to take on a new chal-
lenge, introducing the CAMPER/CAMPING 
sector into its range of products, thereby 
entering new and stimulating markets. So, 
the Bellini family has enriched and diversi-
fied its range of products with the usual care 
and attention. Always under the banner of 
quality and consistency.

Company Profile

because it can guarantee a varied range for 
all requirements. CAN has recently started to 
complement the catalogue with personalised 
products to the specifications of individual 
customers.

Specific products
After ten years of presence on the RV mar-
ket and a wide range of standard products in 
the catalogue, CAN has now made the leap 
and is specialising in direct relationships with 
OEMs. The company is offering specific mod-
els and solutions dedicated to customers. 
The commitment and proximity to RV man-
ufacturers demonstrated over the years have 
led to establishing relationships of trust with 
major OEMs, who turn to CAN as a preferred 
supplier with which to develop and co-design 
specific models. CAN has become the official 
supplier for the entire Rapido group, recently 
specific moulds have been made for the Iti-
neo and Rapido models, and the supply of 
all Adria products has also been consolidat-
ed. In addition, future developments in co-
operation with the Erwin Hymer Group are 
planned and negotiations are underway. In 
America, a significant distribution agreement 

has been kicked off with Suburban, while 
with Australia the preliminary stages have 
been completed and the first supply will start 
in a few days’ time. The work in Australia has 
been important and Australian certifications 
have been acquired for cooktops and cook-
top-and-sink combos. An innovative slide-
out cooktop, which promises to revolutionise 
the design of the kitchens of many vehicles, 
will be introduced by CAN next year.
“Europe, America, Asia and Australia – we 
are present everywhere and we are investing 

in new equipment to acquire new custom-
ers”, concluded Lorenzo Bellini. “The goal of 
doubling our production in the short term is 
within our reach. In brief, I believe that we 
can identify three phases in the commitment 
of CAN in the field of RVs. After focusing 
for ten years on creating a new platform of 
products for RV kitchens, we are now aiming 
at work with OEMs to create specific mod-
els, while in the future, thanks to synergies, 
we will be able to offer a far-reaching service 
that goes beyond the kitchen area.”
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Amazingly true: thanks to Filippi 1971, 
composite materials, including carbon 
fiber, are now used in the RV industry. 

This Italian company, which until a few years 
ago has been mainly known as a supplier of 
laminated plywood panels, has now become 
a point of reference for innovative furniture 
solutions. As 2020 is fast approaching with 
its restrictive measures on polluting emis-
sions, many RV manufacturers will be fac-
ing dramatic changes in their building tech-
niques. Filippi 1971 can now offer advanced 
technical, structural and design solutions 
combining the digital printing both on Vit-
tEr®, and officially introducing VittEr® Lite at 
the Düsseldorf Caravan Salon 2019.
“We opened our composites department in 
January this year – says Francesca Filippi, Ex-
port Sales and Marketing Manager at Filippi 

VittEr® Lite: composite materials matched with the digital-printed laminates are Filippi 1971’s top 
products, result of a relentless R&D activity to bring innovation, design and lightweight in the RV 
furniture... and beyond.

Mastering the challenge of 
lightweight design furniture 
components

Words Andrea Cattaneo

HALL 13
BOOTH E48

1971 – with the clear intention of making it 
work closely with our Research & Develop-
ment office, where we teamed up the most 
skilled technicians and engineers with aero-
space and automotive backgrounds. Our 
composites department is equipped with a 
4,00x1,60 m autoclave which allows us to 
manufacture products with different kinds of 
fiber materials. It is thanks to this new depart-
ment that we have managed to reduce the 
weight and curve the VittEr®, creating a new 
product line called VittEr® Lite. What we ex-
hibited for the furniture industry at interzum 
2019 in Köln was an innovative VittEr® Lite 
project of a fully integrated kitchen top and 
sink with an appealing digital printing and a 
sinuously curved shape. And what just a few 
months ago was a concept has now become 
part of an actual series of vehicles manufac-

On the left: lightweight composite benchtop. On the right: lightweight table with VittEr® insert

Rounded 
edge of the 
lightweight 
composite 
kitchen top
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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

tured by a brand of the Trigano group. At 
the Caravan Salon this year not only will we 
be glad to explain the great advantages of 
design options, lightness and sturdiness that 
the VittEr® Lite brings to the market, but we 
are also proud to introduce further usages of 
the original VittEr® that our customers en-
thusiastically welcomed. We have achieved 
interesting aesthetic results with our digital-
ly-printed VittEr® used as a shower column 
with a coordinated shower board, which 
provides the bathroom area a cozy, intimate 
atmosphere.
We can boast to be the only company in a 
wide array of sectors that is able to propose 
digitally-printed composite components: the 
combination of VittEr®, VittEr® Lite and the 
customization offered by our technologies 
and joinery department do open up to new 
design frontiers” - affirms Francesca Filippi.
Filippi 1971’s design activity in the furniture 

world is supported by Architects Basaglia 
Rota Nodari. Thanks also to important jobs 
in the ship-building sector, the company can 
move its fresh take on trends and production 
techniques onto the RV industry, always di-
aloguing with the customers to ensure per-
sonalized, exclusive results.
“Our company is changing radically – asserts 
Ivo Bolis, Sales Manager at Filippi 1971 – and 
two are the revolutionary roads that we have 
started: the design and the advanced tech-
nologies that are both brought to the great 
benefit of the RV world. Maybe it has nev-
er got so close to solutions that are already 
known and used in the railway, aerospace 
and ship building industries but are still new 
here. We want these pioneering solutions to 
be introduced in the RV standard production 
process, which is, if you think of it, what 
happens in the automotive business, where 
first innovations are experimented on F1 cars, 
and then they are transferred to everyday au-
tomobiles. Our goal is clear: to increase the 
structural resistance while dramatically re-
ducing the weight”.
It is for sure an ambitious aim, yet year after 
year Filippi 1971 in partnership with Giorgio 
Levoni srl has shown to be able to keep up to 
the task of proposing cutting-edge solutions 
and to continue delivering quality products at 
a very competitive service level.

FILIPPI 1971 SRL • contact@filippi1971.com

Ivo Bolis and Francesca Filippi

“Among what leads our R&D – states Fran-
cesca Filippi – there is the intention of mixing 
and matching the different technologies we 
have invested in, to get to attractive design 
effects combined with effi-
cient materials. We want to 
master this challenge of bring-
ing beautiful, lightweight and 
technologically advanced solu-
tions to the RV industry: the 
goal is to help our customers 
build light RVs within the Eu-
ropean limit of 3500 kg with-
out having to compromise on 
comfort. The weight reduction 
has become an absolute priori-
ty and each saved kg has enor-
mous benefits. Our composites 
department is working hard 
with our R&D team to deliver 

Aesthetic & lightweight
tested lightweight and resistant materials 
which are manufactured under certified pro-
cesses. We create a future made of multiple 
applications”.

Thanks to composites materials there is the 
possibility to work on more than just fur-
niture components: structural parts of the 
recreational vehicles can also be rethought, 
reaching higher results that have been simply 
unimaginable without Filippi 1971’s dyna-
mism and entrepreneurship.

2 mm shower column in 
digitally printed VittEr®

Detail of the shower roof in a 
matching digitally printed VittEr®
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Scalabros, specialised in the production of skylights, sunshades 
and sun blinds for buses, is a well-known name in the field of 
recreational vehicles. Particularly so among high-end RV man-

ufacturers that have been fitting Scalabros sun visors and manual or 
electric blinds for the large windscreens of their maxi motorhomes 
since 2012. The offering of the Italian company was expanded in 
2016 with the development of a roller blind for windscreens that 
works as sun visor while driving and doubles as a quick curtain when 
parking or overnight for cab or semi-integrated models as well. “It is 
more comfortable than the pleated blind system and lasts longer”, 
said Giovanni Scalabrini. “The reflective material on the outside of 
the curtain lowers the temperature inside by 10-15%. Compared 
to pleated blinds, our solutions for windscreen fit a self-support-
ing pantograph system instead of guides. However, to achieve to-
tal blackout inside, if required, we have versions with aluminium 
guides. We make roller blinds for any motorhome windscreen as 
well as for the standard cab versions of Fiat Ducato, Iveco Daily, 
Renault, etc. Our technical department designs all the solutions on 
computers. We have an extensive catalogue from which we can 
derive a multitude of personalised solutions (in terms of size and 
colours)”.

The Scalabros veranda
An interesting new product offered by Scalabros is an awning for 
RVs made with the same technology as the roller blinds. It can also 

Product news Scalabros

be mounted on the roof bars of cars. It was created to meet the 
needs of a customer and was immediately added to the official cat-
alogue. The awning is available in two standard sizes: 180x200 and 
220x225 centimetres. The length can be customised according to 
needs. The operating principle is different from that of the products 
currently on the market because it does not require a crank and 
the awning can be extended by hand. It works with tie-rods and a 
spring that keep the curtain taut once opened avoiding sagging and 
holds it rolled up when not in use. The awning remains open thanks 

Scalabros introduces a motorhome awning which is customisable, very easy to use and made with 
the same technology as their roller blinds.

The new awning 
customised and user-friendly

Words Giorgio Carpi - photo Enrico Bona
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Benedetto and Giovanni Scalabrini (the 
Scala-bros), after ten years of experience 
in the sales departments of important 
companies operating in the field of bus-
es, trains, special vehicles and industrial 
vehicles in general, started their own 
company: in July 2008 they founded 
SCALABROS S.R.L. Since the very be-
ginning, they were selling & distributing 
Led lights, roof-top ventilators, heating 
systems and convectors, hopper and 
sliding windows, air-conditioning, and 
bellows for articulated buses. At the 
beginning of year 2012 the Scalabros 
took a new and revolutionary step for-
ward: they decided to conceive, design 
and manufacture their own rollerblinds 
& roof-hatches for buses and vehicles. 
Just in a few months, but thanks to a 
15-years-old experience, a new brand 
came strongly and quickly on the mar-
ket: SPARTACOS which after just a few 
years is already one of the most sold in 
the EMEA markets.

Company Profile

to a simple and safe mechanical lock. The 
feet of the structure are made of aluminium 
and are telescopic. Once closed, the awning 
is housed in an aluminium body with side 
caps and front cover. The components are 
made of rustproof steel, with galvanised 
bolts and UV-resistant plastic. The curtain 
is made of heat-reflective fabric treated to 
be flame retardant and self-extinguishing. 
It is a PVC coated fabric. It is wrinkle- and 
crease-proof and has no problems in when 
rolling back. It is generally used on city bus-
es where, like all Scalabros components, it 
is subject to continuous, massive use and 
appreciated because it is solid, robust and 

Closed awningOpen awning

high quality. 

Industry 4.0
“Last year we invested heavily in the Indus-
try 4.0 concept with state-of-the-art, digi-
tal and interconnected machinery. We now 
have a production capacity that equips us to 
take on new challenges, reducing person-
nel costs, material waste and speeding up 
delivery times. In particular, we purchased a 
new computer-controlled machine capable 
of both sewing and heat-sealing the fabric 
and a machine for automatically unwinding 
and cutting industrial quantities of fabric,” 
concluded Giovanni Scalabrini.
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as the result of major investments in innova-
tion and technology and an extensive reno-
vation of the production facilities aimed at 
turning corporate sustainability and environ-
mental certifications into competitive lever-
age. Over the past six years, Panguaneta has 
invested heavily in plant engineering to im-
prove technologies and the working environ-
ment of its 250 workers. The plant occupies 
an area of 150,000 square metres (of which 
50,000 dedicated to storage and production) 
in the town of Sabbioneta, near Mantua, It-
aly. The results achieved in the recent years 
allowed Panguaneta to be included among 
the 600 most virtuous Italian medium-sized 
companies, based on its capability to face 
the challenges of the global market with 

The world leading poplar plywood man-
ufacturer Panguaneta has experienced 
extraordinary growth over recent years 

The world leading poplar plywood manufacturer Panguaneta has modern production plants to make 
super-lightweight panels of the highest quality. New solutions for the caravanning sector, such as the 
eco-friendly Pureglue line or the cutting-edge Air Collection, are in store for the future.

Building the future 
by investing and innovating

Words Antonio Mazzucchelli - photo Enrico Bona

C ompany news Panguaneta

Giorgio Morini

substance, flexibility and stability. Some of 
the excellence standards for which Pangua-
neta was awarded are budget analysis and 
profitability, management and organisation, 
internationalization, high levels of employ-
ments, approach based on investments and 
development. 
“We are really proud of this result, confirm-
ing our engagement in developing a family 
business at its third generation, which has 
never stopped believing in future - Nicolet-
ta Azzi, Panguaneta CEO, says. - We think 
that in these years of deep changes both in 
society and markets, it is necessary to brave-
ly continuing to invest in innovation and 
responsible production, creating value for 
our company and for our territory. We are 
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engaged in the next future to develop fur-
ther steps forward working in synergy with 
our whole supply chain. It’s a strong commit-
ment, which is teaching us not to walk alone, 
but to grow together with our partners and 
to represent Italian manufacture and poplar 
plywood Made in Italy in the whole world.”
The caravanning sector is the core business 
of Panguaneta and poplar plywood made 
by the company is recognised as the byword 
of quality and reliability for making furniture 
for motorhomes and caravans throughout 
Europe, but also in Australia, New Zealand, 
United States, South Korea and South Africa.
“Many companies try to manufacture ply-
wood for laminating and have set their eyes 
on the caravanning sector”, says Giorgio Mo-
rini, Panguaneta Commercial and Marketing 
Director. “The fortune of Panguaneta was 
that the two founders gasped the answer 
to offering the best product for this sector 
over 30 years ago. We select the ideal raw 
material for making poplar plywood for RVs 
from our own plantations, mainly located in 
Northern Italy. Our panels are super-light-
weight and have excellent characteristics for 
machining and making furniture for recre-
ational vehicles. Panguaneta reinvests most 
of the revenue in land to grow poplar trees. 
We are interested in developing light-weight, 

Pangua PureGlue Plywood was developed 
five years ago in collaboration with Solenis 
LLC, global leader in the development of 
bio-materials for industry, using Soyad™ 
technology, a resin based on soybean meal, 
for gluing. It is made with no added form-
aldehyde, through an innovative non-toxic 
gluing system. This technology has been 
developed to reduce formaldehyde emis-
sions and to contribute to improve air qual-
ity in schools, houses, industrial and recre-
ational vehicles. Pangua PureGlue Plywood 
contributes to a green environment and to 
eco-friendly manufacturing.
It is available for the majority of Panguaneta 
products collection.
“In a small, closed environment, such as 
that of the living pod of a motorhome or 
caravan where families with children may 
stay for long periods of time, it is import-
ant that there are ecological materials and 
free of toxic substances. While competing 
in strength with traditional gluing, the NAF 
(No Added Formaldehyde) process does not 
release formaldehyde, improving air quality 
as a consequence. Today, with PureGlue we 
are working mainly in the public sector and 
United States have become a strategic mar-
ket for us. They use it over there in offices 
and banks. We have also supplied projects in 
Belgium and Holland for hotels and banks. 
It is still in infancy in the caravan sector but 
we believe it will be strategic in the future”

Pureglue plywood
100% green

high-quality Italian poplar, which has unique 
and exclusive properties and recognised 
as the best for plywood. RV manufacturers 
know that there are no major differences in 
glues, papers and finishing machinery used 
for lamination. What makes the difference is 
the plywood itself and if the product is Pan-
guaneta, the quality is guaranteed. Laminate 
and furniture manufacturers know that if 
they use our plywood, they can become ac-
credited suppliers.” 
Panguaneta has been 
able to strike a perfect 
balance between raw 
material selection and 
in-company processing. 
“Even the most beautiful 
poplar log on the mar-
ket is worth nothing if 
it is not well processed.” 
Technologically advanced 
machines are essential. 
For this reason, Pangua-
neta uses next-generation log 
peelers to optimise the process 
and perfectly calibrate veneer 
thickness tolerances. 
“For other manufacturers the 
thickness tolerance can be as 
much as 0.4 mm on a stan-
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dard 12 mm panel”, continued Morini. “We 
can work with thickness tolerances of 0.1 
mm. Our plywood boards are as smooth 
and even as sheets of glass. That is how 
we make a difference. And today, having 
reached a very high level of production 
quality, we are focusing on reducing formal-
dehyde emissions”. 
Not by chance, Panguaneta was the first Eu-
ropean manufacturer company to be granted 
with NAF (No Added Formaldehyde) certifi-
cation by the Californian Air Resources Board 
(ARB). 
Goals like these are very important for a 
company that processes a plain raw material 
turning it into something special. The busi-
ness stood up to the recession with a prod-
uct targeted to caravanning but used in oth-
er areas as well. By exploiting the selection 
of raw materials, Panguaneta has grown in 
other niche markets, such as furniture, ship-
building, trains and public transport, where 
high-quality product is required. The heirs of 
the two founders who started plywood pro-

Panguaneta has developed the AIR COLLECTION line in team with the 
Swedish company DIAB, leader in the production of composite materials 
and sandwich technology for aerospace and marine applications. 

“Our Superlight plywood has been introduced to make furniture in the 
marine industry since a few years, and it has already been approved by 
different RV manufacturers. We identified a potential for this composite 
material to be combined with our production with the aim of reducing 
the weight of the board. We have studied a special format to introduce 
this product into our production cycle without substantially modifying 
their structure. They are super-light with a reduction of 25 to 30% in 
weight compared to traditional boards. They can easily replace standard 
ones and can be formed after processing in the same way.”

Air Collection: 
the panel weighs up to 30% less

duction in 1960 are now at the helm of the 
company. Nicoletta Azzi, Mauro Azzi, Fulvia 
Tenca and Miriam Tenca are second-gener-
ation entrepreneurs who made the compa-
ny grow, constantly investing in land and 
technologies to ensure continuity for the fu-
ture. Giorgio Morini: “Panguaneta is a fam-

ily-owned company and so, from a certain 
point of view, we are not just concerned in 
developing financially. On the other hand, 
we are bound to other values which include 
the local territory and the people who work 
with us. As well as many caravanning indus-
tries still care about the same values.”
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Variety is perhaps the most distinguishing feature of the FAP 
range today, allowing the Italian company to secure a lead-
ing position in the RV field. The FAP product catalogue in-

cludes locks and handles for living pod doors and for various types 
of hatches with standard and premium models, including automatic 
versions. In parallel, they make plastic elements, such as caps and 
unions for water systems. After all, the company was established 
with as a plastic component manufacturer in the late 1960s. The 
market has rewarded the ability to provide the right answers to spe-
cific needs and FAP ended 2018 with growth close to 10%, hot on 
the heels of 2017 which was also a very positive year. “We have 
hired new people to meet the increase in orders coming from Euro-
pean markets where we have a leading position”, explained Lapo 
Ermini, CEO of FAP. Great satisfactions also came from the Chinese 
market, which is still small but growing exponentially and our sales 
have doubled every year for the past three years. Today, China ac-
counts for 7% of our turnover, which was unthinkable just a few 
years ago. However, we are also present also in other consolidated 

Product news FAP

markets, such as Australia, South Africa, Japan and 
Korea. Basically, we are wherever RV manufac-
turers are. Also in North America, despite its 
reputation as being a tough market. Num-
bers are high, but manufacturers are still 
tied to traditional products. However, we 
have recently seen signs of them opening 
up to more modern and cooler products 
with more current designs. We have certified 
locks for the American market and 
important manufacturers will 
be fitting doors with our locks 
next season too”. 

FAP is ready to take on 2020 
with plenty of news, some of 
which was presented at the 
Caravan Salon in Düsseldorf. 

New locks for doors and hatches are reasserting the leading status of FAP in the production of locks 
for recreational vehicles. The company has also demonstrated to have the skills to work in other 
areas by launching an AdBlue tank refilling system.

From locks to AdBlue

Words Andrea Cattaneo - photo Enrico Bona
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Button-operated motorised lock
The button-operated motorised lock is par-
ticularly interesting. It is automatic, com-
pressing and closing automatically using 
a small electric motor. If desired, it can be 
connected to the central locking system of 
the RV. In addition to automatic closing, it 
can be optionally equipped with a button 
for automated opening. 

A new deadbolt lock for hatches
FAP also has a new deadbolt lock for hatch-
es with two or even three locking points. 
Appropriate cables of the requisite length 
join the locking points, so the system can 
be adapted to hatches of various sizes. The 
opening handle is positioned at the desired 
point to be comfortable for people of any 

height and can be operated only with 
one hand, leaving the other 

hand free.

Pop top closing system
It is also worth mentioning a very special 
product created for the Rapido Group. This 
is a closing system for the pop top of vans. 
It consists of a handle in the middle of the 
top and a lock with snap closure. The sys-
tem allows the pop top to be closed from 
inside and will be fitted by various Rapido 
Group brands, starting from Westphalia. 
It is a bespoke product demonstrating the 
ability of FAP to respond to specific requests 
of individual manufacturers. The company 
analysed the requirement and offered the 
best solution based on costs and assembly 
constraints.

Since nearly half century, FAP is involved 
in the production of plastic accessories, 
but not only. The founder approached 
R.V. market in 1968, listening suggestion 
of two entrepreneurs (namely Mr. Luano 
Niccolai from Rimor and Mr. Giovanbat-
tista Moscardini from Laika) that made 
history on this field. In 1982 FAP entered 
also the rail way sector supplying interior 
decoration. Production and ware house is  
located in Florence in a building of 4.000 
covered square meter. FAP is today cover-
ing 80% of European market needs for 
R.V. door locks, having good and friendly 
connection with door manufacturers and 
Motor home manufacturers.

Company Profile

AdBlue refilling system

Very noteworthy is the system created by FAP to meet the needs of manufacturers facing 
the problem of AdBlue tank refilling. The new Fiat Ducato mechanics came all too suddenly 
for most manufacturers, who needed to rethink their vehicles from a technical point of 
view in function of this new component, which increases the weight of the base vehicle 
by about 30 kg and also requires a special refuelling system. On vehicles without original 
cab, that is on full-body motorhomes, the problem was to insert a filler on the side and to 
create a system of pipes capable of reaching the AdBlue tank. FAP understood the need for 
manufacturers to have a specific solution and capitalised on decades of experience in the 
production of various types of unions to provide an answer. It was not an easy task because 
materials and components certified for automotive applications had to be found. The most 
problematic components were the pipes and the quick release connectors that make assem-
bly quick and easy. Furthermore, a system had to be designed so as to be easy to install and 
also accessible for servicing. The challenge was won and FAP can now provide a complete 
system to manufacturers. It is offered as a complete system or as single components. FAP 
has already signed supply agreements with 
various companies belonging to the major 
European groups in the RVs sector. The orig-
inal Fiat cap and filler are supplied for diesel 
fuel and AdBlue with a special extension. The 
ability of FAP to respond to market needs is 
therefore not limited to locks and extends to 
other areas.
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and now we work in a 2000 square metre 
warehouse, which is more than enough for 
the type of activity we do. In 1998 we had 
only one employee, today we employ near-
ly fifty people. We branched out into the 
RV sector in 2011, supplying the adhesive 
graphics for a SEA model, the following year 
we supplied graphics for the campervans 
produced in Atessa by the Trigano group, 
then we worked with Rimor and other Italian 
companies and our turnover has significantly 
expanded. Today most of the Trigano mod-
els adopt our graphics, but we also supply 
the Rapido group and the Pilote group. In 
essence, approximately 25% of motorhomes 
produced in Europe are customised with MB 
Trading graphics. We have also started to 
look outside Europe: we have some contacts 
in America and we have recently entered the 
Asian market with a customer in Korea”. 
From 2011 to today, the MB Trading’s RV 

This year 25,000 motorhomes have 
adopted MB Trading adhesive graph-
ics: a really good result for a company 

that has only been active in the RV sector 
for eight years. An Italian miracle, one might 
say, given that the company was founded 
and is still located near Pisa, in the Tuscan 
region where almost all Italian-made motor-
homes are built. Actually, this is no miracle, 
this is the result of hard work and outstand-
ing entrepreneurial skill, as Walter Bracci and 
Giampaolo Maffei, the two founding part-
ners, explain.
“After working together as employees”, says 
Walter Bracci, “Giampaolo Maffei and I de-
cided to create something of our own in the 
field we loved the most, that of screen print-
ing. We started out in 1997 with very little, I 
am not ashamed to say that our first produc-
tion site was a 30 square metre garage. Then 
we bought a space of 150 square meters 

sector growth has been significant, and to-
day 95% of the company’s turnover comes 
from the RV sector. Motorhome manufactur-

Custom graphic solutions for every motorhome model, with just-in-time production: within just a few 
years, MB Trading has succeeded in establishing itself on the European market thanks to the quality of 
its product and service. Adhesive graphics of all kinds, for vehicle side panels and more, make for eye-
catching motorhomes, completely different from those anonymous basic white vehicles. Creativity, 
precision and punctuality are the pillars on which the success of this Italian company is based, a firm 
which originates from the screen printing industry.

Colour 
and dynamism

Words Andrea Cattaneo - photo Enrico Bona

C ompany news MB Trading
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contacts

ers appreciate the quality of the product, but 
also the service provided. MB Trading has a 
streamlined and flexible structure, designed 
to satisfy all customer requests. Some vehi-
cle side graphics are produced according to 
customer specifications, others are devel-
oped directly by the company. The MB Trad-
ing graphic design department can create 
customised solutions for each campervan 
model. From a production perspective, the 
company still has a traditional screen print-
ing line, with UV oven, capable of producing 
large quantities, even up to 5000 units. As 
we know, the European motorhome market 
is very fragmented, so the 30,000 graphics 
produced annually by MB Trading concern 
about 400 vehicle models, and customers 
may require custom graphics for some mod-
els produced in less than ten units. This is 
why current production is no longer carried 
out using the traditional systems - instead 
the firm boasts modern digital printing pro-
cesses that allow extreme flexibility, to en-
sure maximum quality even on batches of 
just a few units.

Home delivery
“Today, those who choose MB Trading do 
so because of the service they are guaran-
teed”, explains Giampaolo Maffei. “We have 
an in-house graphic department to support 
the customer and we have eight plotters for 
digital printing with seven automated cut-
ting machines, this allows us to develop cus-
tomised solutions for both small quantities 
and large batches. Whatever the customer 
asks for, we answer: “Yes, we can do that”. 
Thanks to automated digital printing pro-
cesses, we are always able to satisfy the cus-

M.B. Trading srl is one of the leading italian 
and international companies in the field of 
printing for industrial and advertising decora-
tions. Cutting-edge technologies, orientation 
towards innovation and creativity are at the 
base of a wide range of products and solu-
tions that enable M.B. Trading to dress and 
decorate surfaces and materials of any kind. 
M.B. Trading’s printing techniques range from 
screen printing, with an over 20 years experi-
ence, to the most innovative digital printing.

Company Profile

tomer, precisely and quickly. Our production 
speed and supply organisation are perhaps 
the characteristics most appreciated by our 
customers: we can work just-in-time, avoid-
ing the need for warehouse storage”.
In fact, the direct, just-in-time supply system 
is a significant advantage for the customer, 
reducing storage warehouses to a minimum 
and preventing hundreds of units from re-
maining in storage for months, possibly 
deteriorating, or even being thrown away 
because the anticipated quantity for a given 
model has not been produced. MB Trading 
has developed an ad hoc supply system for 
each individual customer: access to the ve-
hicle manufacturer’s portal means MB Trad-
ing are aware of precisely when a particular 
model will be produced, and can schedule 
the supply of specific graphics for the exact 
day.
“Shipments are organised day by day”, ex-
plains Walter Bracci, “the adhesive graph-
ics are transported directly from our site to 
the manufacturer’s assembly line, without 
passing through a warehouse: we know, 
for example, that model X will be produced 
on 25 September, so on 25 September, we 
produce the adhesive graphics to be applied 
to model X vehicles. The ability to work 
in this way, with fast, precise, just-in-time 
production, has certainly won us significant 
portions of the market. Today, with digital 
printing, it is not difficult to achieve good 
product quality, so we have decided to go 
further, committing ourselves to providing 
a comprehensive, top-level service to our 
customers. Speed, punctuality and ad hoc 
solutions: this is what we can guarantee to 
those who trust in us”. 
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Report Beijing - All in CARAVANING

Volume of transactions has risen sharply, and the number of visitors reached yet another record. On 
June 16th, AIC 2019 – the 8th All in CARAVANING successfully concluded at the Etrong International 
Exhibition & Convention Center (Beijing).

On June 14th, AIC 2019 – the 8th All 
in CARAVANING opened its door at 
the Etrong International Exhibition & 

Convention Center (Beijing). AIC 2019 has 
brought together more than 200 brands 
of motor home and caravan, chassis, spare 
parts/accessories, campsites, camping equip-
ment and outdoor products to showcase lat-
est products and technologies on a total of 
37,000 square meters of indoor and outdoor 
exhibition areas. 
In the subsequent press conference, the four 
organizers of AIC, namely Messe Düsseldorf 
(Shanghai) Co., Ltd., China National Travel 

Growing 
Chinese market

Service Group Corporation, China Associ-
ation of Automotive Manufacturers Recre-
ational Vehicle Industry Committee (CMRV) 
and China Self-Driving Tour and Camping & 
Caravaning Association (STCCA) of CTACA 
were present and delivered warm speeches 
as well as an overview of the trade fair to an 
audience of various media outlets.

A strong lineup of well-known brands
Exhibitors showcased about 500 caravan 
models at varying price levels – from com-
pact pickup trucks, motor homes, luxury ve-
hicles to mini-caravans for the diverse needs 

of customers. The trade fair has attracted 
participation of international brands includ-
ing Adria, Bliss Mobil, Coachman, Dethleffs, 
Hymer, Fendt, Pilote, Hobby, etc. Leading 
Chinese players and emerging brands also 
showcased the best of their collections, in-
cluding RV International, REV RV, Jiangling, 
Yutong, Brilliance, SAIC MAXUS, LiveZone, 
CRVC, I4WD, Yate, Tourist, Huabeihui, Jin-
guan, Deeson, Jinghang, Bochi, Weihang, 
Erwin Hymer-Loncen, COSMOS, Spring RV, 
Rongye RV, MIY, KEFA, 1st RV, Shunlv, KING-
SWAY, NOVAQUEST, Longtree, Junchi, Nuts 
and ACME, etc.
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The caravan accessories 
Exhibitors included both high-tech, 
top-quality international enterprises and 
cost-efficient niche brands, bringing a wide 
variety of products for visitors to optimize 
their vehicles. To help visitors with purchase 
decision by product recommendation, AIC 
has launched the “AIC Selection Award” 
for accessories for the first time this year. 
Onsite, visitors could search for booth with 
labels “Certificate of Best”, “Certificate of 
Excellent” and “Certificate of Recommen-
dation” as reference. At “AIC Innovation” 
booth you could find the most innovative 
accessories and products of the year. The 
following brands have been recognized for 
their outstanding and innovative products, 
namely Arana, Ningbo Hongdu, Thetford, 
Dometic, Truma, Vohringer, Telair, Goshen, 
MOBO Mobile, Sanjo, United Industry & 
Trade and Renogy.

Facts and numbers 
The indoor and outdoor exhibition areas to-
taled 37,000 square meters, with more than 
200 brands from 22 countries and regions, 
48% of which were international exhibitors. 
The three-day exhibition attracted 24,008 
visitors from Hong Kong SAR, Taiwan Re-
gion, Germany, France, Australia, Italy, Can-
ada, India, Mongolia, South Korea, Japan 
and other countries/regions, an increase 

Christian Geisreiter, Truma China General Manager

“In my opinion, the AIC Show (All in Caravanning) is important for the RV Market in 
China. A lot of new manufacturers exhibit their vehicles. It is mainly a BtoB exhibition. 

There are about 300 OEMs now producing RV’s in China; of course, some of them are very 
small, but there are also big ones like SAIC, Yutong, Brilliance, Great Wall, Ford, Jinghang, 
Hymer and others. Also, the rental business is doing well in China and has about 4,000-
5,000 RVs available. To grow the market faster, we would need more promotion of RVing. 
The exhibition is one way to do this, and TV and the internet are also efficient. There are 
many campsites in China, with some still in the planning stages and others already under 
construction – however, some of them are just somewhere to park. The standard should 

increase in the future to convince more people to 
enjoy a weekend or holiday at a campsite. I can see 
that all the important OEMs are already operating 
in China, but more and more suppliers are entering 
this market as well and they will also help the mar-
ket to grow because they want to do business in 
China. I think that the RV market in China will grow 
continuously in the future: The Chinese middle class 
demographic is growing and they want to enjoy life, 
nature and freedom.”

“The AIC fair is focused on one hand on 
B2B business and contacts, and on the 

other hand bringing in new potential cus-
tomers like young families! The fair is not 
as high quality level in terms of the look and 
quality of the booths/stands. The Europe-
an association should make more effort in 
co-operating with marketing and work with 
authorities on lowering the hurdles for im-
porting European vehicles.”

Michael Nebel, Vice Presi-
dent Sales Caravan, AL-KO 
Vehicle Technology“The AIC show was well organized, but not 

comparable with any EU fair in terms of 
number of visitors. Overall, it was a very im-
portant show for us to meet many local and 
global contacts, and get a good impression of 
the market in China, as well as the market’s 
needs and key drivers. It was impressive to see 
the price range of RVs, from very basic up to 
luxury, which offers many possibilities for us. 
Globally, the RV market in China is growing 
the fastest, but is still on relatively low level 
in terms of numbers. The numbers available 

Mirko Trefzer, Senior Vice President 
Sales & Marketing AL-KO Vehicle Technology

from the Chinese authorities and associa-
tions are far too optimistic, but even with 
realistic growth rates, the market gets 
more and more attractive to us. Our im-
pression is that there will be a significant 
rate of growth in the future. The Chinese 
state has recognized the Leisure industry 
as an interesting field in terms of growth, 
but also as a way of offering the popula-
tion a form of holiday which serves its de-
sire for freedom and independency. The 
market will probably not “explode” from 
as first the Chinese need to “learn” how to 
go camping. Most of the caravans in Chi-
na are only towed once to the campsite 
and then stay there forever. There is also 
an uncertainty about regulations (driving 
licenses), homologation issues (CCC) and 
a missing infrastructure. Many suppliers 
might soon be confronted with the deci-
sion whether to localize the production in 
China or not. To grow the market in China, 
I think the main players in the sector, es-
pecially the European caravan manufactur-
ers, need to invest in “education” of local 
OEM customers and final users. The RV in-
dustry in China needs to know what needs 
to be considered in terms of safety and 
regulation, but also what is possible and 
easy to do? Furthermore, there is a need 
to develop rules and regulations with the 
local authorities in order to facilitate this 
way of spending holidays.”
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of 8.18% over the previous edition. About 
500 RVs of varying grades and brands were 
showed onsite. The newly opened “AIC 
Dometic Caravaner Parking Area” had more 
than 40 vehicles, creating an attractive view 
at AIC.
“When All in CARAVANING started here in 
China in 2012, this was a very new topic, 
not known to many people in China, but 
meanwhile caravaning is becoming more 
and more popular, and we are sure that 
alongside the show will grow and coming 
here a very bright future.” said Mr. Wolfram 
Diener during his first visit to AIC as the 
Operative Managing Director of the Messe 
Düsseldorf GmbH.

Record number of trade buyers and 
group visitors
AIC launched its Buyer Program for the first 
time this year, and attracted a total of nearly 
one thousand buyers through cooperation 
with professional media outlets and exten-
sive targeted advertising. As a result, buyers 
all showed clear intention to place orders 
and complete deals onsite. At the same 
time, organization of visitor delegation de-
veloped further to a total of 500 people 
based on last year. AIC continues to work 
with well-known enterprises to bring poten-
tial customers who have purchasing power 
and interest in caravan to the event for first-
hand experiences. 

Release of new vehicle models set off a 
buying frenzy
A highlight of AIC was the new RV model 
launching ceremonies at the event. Exhib-
itors all made great efforts to host press 
conferences, new product launch events or 
strategic partnership events with dazzling 
ideas, drawing the attention of visitors. A 
dazzling array of new models has triggered 

Report Beijing - All in CARAVANING

“In terms of the look and feel of the 
exhibition, and how the products are 

presented, the fair now more similar to 
the standards expected at a European 

Lorenzo Manni, Commercial Director LCI RV Europe
exhibition. It is very different to just a few 
years ago. In 2014, for example, the vehi-
cles were less well developed with primative 
construction technology, and there were 
scarcely any international exhibitors.
The size of the Chinese population sug-
gests that, at a certain point, there will be 
a boom in demand for RVs, but I honestly 
do not believe this will happen. This is be-
cause the growth of the culture of itiner-
ant tourism will proceed at the same pace 
as the increase in infrastructure, which is so 
instrumental in making the market grow. 
Growth will continue to be important, but, 
in my opinion, there will not be a fast or 
huge sales increase. It will be much more 
progressive. I don’t think we can do much 
more than we are already doing as we al-
ready have the model of exhibition from 
the Dusseldorf Caravan Salon, and new Eu-
ropean technology for the Chinese market. 
We should continue to support the market 
and continue to develop joint ventures with 
European manufacturers that bring their 
know-how to China.”

“a buying spree” among visitors. Signing of 
orders started from the first day on. Many 
prototypes were sold, with considerable 
potential orders to follow. Most exhibitors 
reported outstanding sales results. The or-
ganizer’s promotional campaign of offering 
Dometic Electric Cool Boxes as free gifts to 
caravan buyers was well received, as all the 
gifts were given away in merely one hour 
after opening each day. Accessories and 
outdoor products have also gained great 

“In my opinion AIC is definitely the 
leading B2B RV show in China. We are 

glad to see the mar-
ket has been grow-
ing steadily over 
the past few years 
and we believe the 
trend will continue. 
As an international 
accessory company, 
we are dedicated to 
develop more and 
more China specif-
ic products to en-
hance the local RV-
ing experience. The 
more people fall in 
love with RV camp-
ing, the faster the 
industry will grow.”

Sam Yang, Thetford China 
General Manager
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Yannick Vohringer, Purchasing mana-
ger at Vöhringer GmbH & Co. KG

“The model of the show has changed. In the past, it was 
mainly about making oneself known and making new con-

tacts with potential business partners. This year, there were only 
a very few first time exhibitors present. Almost all OEM’s exhib-
iting are well known and well estab-
lished. I find it unfortunate that AIC 
is not able to represent the full cross 
section of the market anymore. This 
is probably due to the fierce compe-
tition in the Chinese RV exhibition 
market. To my knowledge there 
will be 73 RV exhibitions in China 
this year, forcing OEM’s to make 
compromises about their presence 
at the shows. However, I believe in 
future the amount of RV exhibitions 
will be consolidated and AIC will 
turn out to be among the leading 
fairs for the industry in China.
Compared to recent years, the 
growth of China’s RV industry in 
2019 is less strong. However, on average, we expect a dou-
ble-digit growth of the Chinese RV market in the years to come. 
I don’t see sudden jumps in the market with growth rates above 
30 percent per year. I also don’t believe that would be healthy 
for the industry either. Development of production processes 
and product quality will have to keep up with the increase in 
order to have satisfied consumers. And satisfied end customers 
are the foundation of a sustainable industry.
In my opinion, there is a natural incentive for China to increase 
domestic tourism in rural areas. Caravanning can play a sub-
stantial role in helping to achieve this goal. As an industry, we 
can support this trend by pushing for consistent regulations to 
guarantee safe travelling. Also, creating user-friendly products 
to make end consumers feel as comfortable as if they were at 
home. This is particularly important in order to reduce the inhi-
bition levels of customers completely new to camping and car-
avanning.”

popularity. Various 
exhibitors launched 
their innovative prod-
ucts of the year, in-
cluding electrical ap-
pliances, kitchen and 
bathroom furniture, 
camping, and other 
products for caravan 
improvements, which 
have been well re-
ceived by visitors.
“AIC’s eighth edition 
has achieved won-

derful results, successfully fulfilled and even surpassed our expec-
tations. The Chinese caravaning and camping industry is forging 
ahead with increasing market demand and tremendous potentials. 
I believe that AIC is ready to meet the challenges of the next eight 
years. Under the support of all partners, the mother show Caravan 
Salon and various international associations, it is bound to become 
the No.1 trade fair in caravaning and camping industry in Asia.” 
explained Mr. Marius Berlemann confidently, General Manager of 
Messe Düsseldorf (Shanghai) Co., Ltd.
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Words and photo Antonio Mazzucchelli

Report Köln - interzum

The interzum trade fair for furniture production and interior design, held in Köln, Germany from 21 
to 24 May 2019, proved a great success and set a new record of 74,000 visitors with an increase in 
visitors from overseas. Exhibitors reported that they did excellent business and established many new 
contacts from around the world.

Interim exhibitors cover three key areas: 
function and components; materials and 
nature; textile and machinery. It aims to 

provide new ideas and inspiration for the 
design of future living spaces and technical 
and visual refinements that will set new stan-
dards for tomorrow’s domestic and RV furni-
ture. With 1,805 exhibitors from 60 countries 
(2017: 1,732 exhibitors from 59 countries), 
more companies than ever showcased their 
innovations across an exhibition area cover-
ing approximately 190,000 square metres. 
In addition to increasing its exhibitor num-
bers, the proportion of foreign visitors rose 
to around 75 per cent (2017: 73 per cent). 
Out of a total audience of 74,000 visitors, 
over 55,000 came from outside Germany. 
“We significantly exceeded our goal of top-
ping the 70,000-visitor mark,” said Gerald 
Böse, President and Chief Executive Officer 
of Koelnmesse. “An industry demonstrated 
its immense capacity for innovation in truly 
impressive style,” he added. The number of 
trade visitors has risen by more than 28 per 
cent since 2015. The atmosphere in the trade 
fair halls was excellent: exhibitors and visitors 
from across the globe were very satisfied with 
the event. This was reflected in the highly 
positive verdict from the participating com-
panies, who confirmed interzum’s leading 

Exceeding the goal

position as the industry’s number one trade 
fair in the world. Alongside visitors from Ger-
many, the most strongly represented Europe-
an nations were Italy, France, Spain, Poland, 
the Netherlands and the United Kingdom. 
Significant increases were seen in visitors 
from Asia (+22 per cent), with particu-
larly strong growth from China (+48 
per cent), as well as increases from 
Central and South America (+24 
per cent), Eastern Europe (+21 
per cent) and North Ameri-
ca (+7 per cent). interzum 
2019 hosted 1,805 exhib-
iting companies from 60 
countries (2017: 1,732 
companies from 59 
countries). They in-
cluded 356 domes-
tic exhibitors (2017: 
367 exhibitors) and 
1,449 companies 
(2017: 1,361 com-
panies) from out-
side Germany, with 
foreign companies 
accounting for 80 
per cent (2017: 79 
per cent) of total 
exhibitors. Includ-

ing estimates for the last day of the fair, the 
event attracted 74,000 trade visitors from 
152 countries (2017: 69,000 trade visitors 
from 152 countries).
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Filippi 1971
FILIPPI 1971 has been active in the furniture industry since it was 
founded almost 50 years ago. Since early 2000, it has been sup-
plying the recreational vehicle market with laminated lightweight 
panels for motorhomes and caravans manufacturers around the 
world. 
“For us the interzum exhibition is particularly strategic,” said Fran-
cesca Filippi. “This is the third consecutive time Filippi 1971 has 
exhibited, because the diversification strategy we have imple-
mented in recent years has pushed us more and more towards 
niche sectors, from design furniture to contract furnishing. Being 
a B2B fair, at interzum we can be in direct contact with the furni-
ture sector by offering finished as well as semi-finished products, 
even on strategic materials such as VittEr® and the showcased 
composite materials. We are noticing people from the caravan 
world with increasing frequency at interzum, confirming that 
the RV sector is looking for new products and inspiration from 
the furniture world. Exhibiting at interzum allows us to bring our 
broader vision from other sectors to the RV industry, enriching it 
with our experience and innovative solutions.”

Francesca Filippi
Export Sales and Marketing Manager
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Report Köln - interzum

Schattdecor
Founded in Germany in 1985, Schattdecor is 
now a multinational company with 18 pro-
duction locations around the world and more 
than 2,550 employees. Through the continu-
ous expansion of its product range, Schattde-
cor has developed from a decor printing com-
pany to an innovative surface specialist. 
We met Dietmar Höglmeier, Key Account 
Manager, RV Industries: “This is our 22nd time 
of exhibiting at the interzum show. It is a good 
opportunity to meet the RV industry. I think 
that the 80 percent of the European market 
come here to see new designs, new projects 
and new materials. Every two years at this 
show I bring out a new selection that is always 
of interest to people from the technical and 
development teams at RV manufacturers.”
At interzum 2019, Schattdecor AG and 

Dietmar Höglmeier
Key Account 
Manager 
RV Industries

SURTECO GmbH introduced a new protec-
tion against product piracy in co-operation 
with the company FiliGrade, which specializes 
in the creation of individual watermarks. The 
principle is similar to that of a QR code, which 
is deposited as a watermark in the decor. But 
it is invisible to the customer (and copier). 
During the scan, the data is read from a server, 
transmitted and reproduced in the app.

Panguaneta
Panguaneta has been manufacturing Pop-
lar plywood since 1960 at its factory in 
Sabbioneta, Italy. “This is our third time at 
interzum, and for us it is the most import-
ant international showcase. It enables the 
entire industrial world to see the quality 
of the products we are presenting,” said 
Giorgio Morini, Commercial and Market-
ing Director. “We have two products here: 
a panel with “No Added Formaldehyde” 
certified by the ARB Institute, which has 
enabled our partners to participate in pub-
lic procurements and win prizes for being 
able to obtain points according to the 
criteria of LEED and BREEAM parameters 
(mainly used in England, Belgium, Hol-
land, Germany, and France), which many 
designers and architects use to determine 
the sustainability of the products they are 
using in their designs. The second product 
is a “Fire Retardant” panel that we have 
developed using cutting-edge technology 
to obtain several certifications for furnish-
ing, for use in the construction sector, and 
for public transport: trams, subway, and 
trains. These are the two products we 
use with the theme of innovation with a 
product that remains traditional: poplar 
plywood,” said Giorgio Morini.

Giorgio Morini
Commercial and Marketing Director

Lightweight solutions develop and produce 
materials and products to suit modern light-
weight designs. It was founded by the Schatt 
Holding and Schäpers Holding. This provided 
the investment required to successfully launch 
lisocore® on the market – an efficient, high 
performance construction material. It achieves 
its excellent properties thanks to its structure, 
which consists of at least two thin cover layers 
that are bonded together by a three-dimen-
sional pressed core structure. Selective milling 
of the cover layers creates recesses where the 
core structure finds a positive fit for a form-
closed bond. A high-strength adhesive is used 
to ensure an adhesive bond. “lisocore® has a 
patented structure can be specially adapted 
to the caravan sector,” said Wolfgang Fritsch 
from Schatt Holding. “For example, the Knaus 
Travelino model is already using our lisocore® 
as an interior panel material, which helps 
Knaus to produce this four-berth caravan with 
a gross vehicle weight of just 750kg. lisocore® 
is extremely easy to machine and process, and 
its narrow surface can be coated without a 
support edge or frame, so it can be mount-
ed with clamps and screws. Its low-distortion 
and inherently stable wood-based cover layers 
can also be processed, using materials such as 
fibreboard, chipboard, and veneer plywood, 
both coated and uncoated.”

Lightweight solutions

Wolfgang Fritsch
Schatt Holding
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Renolit
The Renolit Group is an inter-
national leader in the manu-
facturer of high quality plastic 
films and related products for 
technical applications. This 
independent, family-owned 
business, has been setting 
benchmarks for quality and 
innovation for over 70 years, 
and now employs a workforce 
of over 4,700 employees at 

more than 30 production sites and sales offices. 
We met Wolfgang Simper, Key Account Manag-
er: “We’ve been at the interzum Show for a long 
time. All the important technical and development 
managers from the caravan manufacturers come 
here. This year we have a couple of new designs 
that have been highly appreciated by the RV sec-
tor. They are not only a normal woodprint as you 
can feel the wood grain on the surface. You can 
feel what you see. If it’s stone design, you have a 
real feeling of touching stone, or if it’s some fantasy 
design like a linen, marble or silk , you have the 
impression that it’s real.” 

Wolfgang Simper
Key Account 

Manager 
Caravanindustrie

Since 1954, Arpa has been designing and producing panels with high quality HPL 
(High Pressure Laminates) technology. Arpa’s decorative HPLs are produced in its 
150,000m2 plant in the Piedmont area of Italy. 
We met Fausto Donato, Product Development Manager, who told us the interzum is 
the most important show for Arpa , especially in relation to the motorhome world. 

“All the technical and purchasing man-
agers of the major international groups 
of motorhomes and caravans producers 
come here,” said Fausto Donato. “We 
are showcasing our Bloom technology 
which can easily be adapted to a sector 
such as automotive as it focuses mainly 
on sustainability, which is the challenge 
nowadays”. 
Bloom is the new lignin-based technolo-
gy created to increase the use of natural 
raw materials in the core of Arpa HPL and 
FENIX NTM. Bloom uses lignin technolo-
gy to significantly reduce the amount of 

phenol included in the resin by 50 percent: “This is our important news for 2019, 
and we are the pioneers in the sector of high pressure laminate using this patented 
type of resin. We will offer this product to all our current customers and partners in 
all applications, especially the automotive and caravan“ said Fausto Donato.

Arpa Industriale

Fausto Donato - Product Development Manager

For over 40 years, the 
Italian Nobilpan has 
focused its business 
on wood finishing 
techniques. The appli-
cation of thin sheets 
of coating using PVA 
makes use of a variety 
of supports (pressed 
wood, plywood, MDF, 
chipboard and hard-
board) and different 
decorative films (poly-
propylene, decorative 
paper, PVC, HPL and 
thin CPL laminates). 
We met Marcello 
Maestri, Sales Man-
ager, who said: “We 
are at interzum for our second time. We meet purchasing 
managers from the RV sector, looking for unusual things. We 
have our standard production on display, with new finishes 
and colours. We have worked on decorative rather than tech-
nical innovations. But the products we offer here are slightly 
different from those we showcase in Düsseldorf. While in the 
furniture sector the materials are cheaper than in the RV (like 
the MDF chipboard) we keep the high quality us our main 
drive presenting noble products even if the sector normally 
asks for a lower price range“.

Nobilpan
Founded at the end of the 1950s, Abet Laminati has become one of 
the world’s leading manufacturers of decorative laminate. We met 
Francesco Torrisi, Export Area Manager, and Abet Laminati, who told 
us that the RV sector is not the company’s core business, but they 
would like to enter it more and more. “We have the products to do 
it,” said Francesco Torrisi: “We have already successfully entered into 
different sectors and export to over 90 countries. We offer materials 
for the most varied applications, from transport (high-speed trains, 
buses, cruise ships, lifts) to sports facilities, from hospital health 
care to furnishings, which are very important,“ continued Frances-
co. Abet Laminati, together with Saib, also showcased Diplos, a 
range that combines High Pressure Laminate (HPL) Melamine Faced 
Chipboard (MFC) and edgings in ABS. The combinations we have 

designed for our 
Diplos Collection 
enhance contem-
porary decorations 
and shades in a 
vast array of mod-
ern, trendy finish-
es. “We are able to 
supply companies 
of all sizes, from in-
dustrial customers 
to craftsmen,” said 
Mr Torrisi, “even 
in the motorhome 
sector, we produce 
an average of 25 
million square me-
ters per year. “

Abet Laminati

Francesco Torrisi
Export Area Manager
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Berker
Berker is a leading supplier of high-quality 
electrical installations. Its switches and sys-
tems are in use all over the world. “This is the 
fourth time we have exhibited this show. We 
meet people from the caravanning industry 
who are visiting interzum to look for furniture 
accessories, and all the other accessories they 

need for a caravan 
or a motor caravan, 
but our main focus 
here are the furni-
ture builders: kitch-
en builders, bath-
room equipment, 
office equipment as 
well, so everybody 

who produces furniture,” said Stephan Hes-
kamp, Key Account Manager, Berker. “For the 
caravanning industry we show an internation-
al range of sockets from our mother compa-
ny, Hager, which also could be interesting for 
caravanning, or something new, not present-
ed in Düsseldorf because it’s another design, 

and another built-
in situation. The 
switches are bigger, 
because they orig-
inally come from 
domestic installa-
tion, but they are 
also good for the 
caravan industry, 

especially on big motorhomes. China Dream 
is at ‘all in one’, and has two USBs. It is big, 
but it can save space because in our original 
range we don’t have a chinese socket and you 
need additional insert for the USB. We also of-
fer Australia switchable sockets that fit with 
Australian regulations”.

Stephan Heskamp - Key Account Manager

Vigolungo
Vigolungo is one of the main producers of 
poplar plywood in Italy.
“Our product is poplar plywood,” said Ugo 
Anselmi, Sales Manager, Vigolungo. 
“The company was founded in the 1950’s 
by a family that already used wood pro-
ducing furniture. A panel factory was set 
up to serve the family furniture factory, but 
ceased operations, while the panel produc-
tion activity has grown over time and, today, 
we have the fifth generation of the Vigolun-
go family here. 
“The plantations are partly owned. The con-
trol of the raw material is a key element of 
our sector. The Vigolungo possesses soils 
where we grow poplar trees in order to have 
a good availability of FSC certified plants. 
“This is the first time that we are exhibiting 
at interzum, because two years ago, as vis-
itors, we saw that the exuberant interzum 

of the past had returned, with many com-
panies in our sector, so we decided that we 
must be here. It is oriented to the caravan 

Ugo Anselmi (left) 
Sales Manager

sector, too, which is very relevant for our 
company in terms of turnover, with relation-
ships directly with vehicle manufacturers.“

Surteco
The Global Company SURTECO GmbH includes Surteco Décor, Döllk-
en Kunststoffverarbeitung and BauschLinnemann. The product port-
folio of the SURTECO Group comprises edgebandings and finishes 
foils, based on paper and plastics, decorative printings, impregnated 
products, release papers, skirtings, roller shutter systems and technical 
profiles. We met Adrienne Oster, Sales Director, Surteco: “I think we’ve 
been at interzum since it started. We take part in the Caravan Salon in 

Dusseldorf every year, but we have 
some products for the caravan sec-
tor here as well. A new product 
that could be interesting for the 
caravan world is our ‘Uni+’ mate-
rial: it’s uni-color foils with really in-
teresting surfaces available in small 
volumes. For additional emphasiz-
ing, I think the woodprint would 
be really interesting. We’re the only 
one able to produce all the mate-
rials to cover a board, (Plywood or 
Hardboard), no matter if it’s for fur-
niture or flooring, or what kind of 

Adrienne Oster - Sales Director

machinery the customer is using, it’s always matched to each other.” 
Other interesting products introduced are “eDition”, the new digital 
print portfolio that represents the ultimate design aspiration and can 
be supplied in a width of 640 mm and Tecofoil PP, printed, moisture-re-
sistance polypropylene foils which are refined with highly resistant en-
vironment-friendly varnish systems and textured with embossing cylin-
ders to give an authentic natural feel.








