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Editor’s note

DECEMBER 2019
H

ere is another issue of
Aboutcamp BtoB,
an important one
because it follows
the key event
for the worldwide RV sector,
the
Düsseldorf
Caravan
Salon,
and precedes the
Stuttgart CMT that is also becoming an increasingly important meeting point for the
caravanning industry and its OEMs. Obviously, we were at the Düsseldorf show and
have a detailed report of some of the most
interesting and original news for you. What
we found in Germany was an exciting atmosphere, which was not worried by the possible signs of crisis from America and some

European countries. There are still many RVs
sold here, so why not be euphoric? The sales
in Germany in the first three quarters of 2019
have exceeded the record of the entire 2018:
nearly 71.000 registrations of motorhomes
and caravans. Moreover, a study by the international market research company Gfk says
that over 14 million people in Germany can
imagine having a holiday in a motorhome
or caravan in the next five years. The United States and Europe are getting closer and
closer. This is demonstrated by the words of
Bob Martin, CEO of Thor Industries, in a long
interview with us that highlights how strong
and growing the synergies between America
and Europe are. And this is also confirmed
by the experiences we report about Lippert
Components and the latest international group to arrive in Europe, Airxcel, which
will gain market share. We were also at the

Elkhart Open House 2019, the fair that is increasingly becoming a BtoB reference that,
at least for now, has overshadowed RVX. Of
great interest, then, is our report on electric
vehicles, an area where many companies are
moving to offer pure electric or hybrid vehicles. And as you will find out by reading this
article by Terry Owen, someone down-under
is already ahead of many others. In this race
to the future, a primary role could be played
by FCA and PSA, with whom a merger now
appears certain (at least at the time this magazine was going to press). The American side
of FCA could, once again, play in favour of
an increasingly close relationship between
the USA and Europe, also in relation to motorhome base vehicles. Our good luck goes to
the new CEO of Roadtrek who has the task
of getting the historic brand back on track,
and has now become French owned.
Antonio Mazzucchelli
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Lippert Components to acquire Polyplastic Group
LCI Industries announced that its subsidiary, LCI Industries B.V., has
entered into a definitive agreement to acquire Polyplastic Group B.V.
, a manufacturer of acrylic window and door products headquartered
in Rotterdam, Netherlands. Polyplastic, a market leader in Europe, is a
premiere window supplier to the caravanning industry and attributes
a portion of its sales to the European supermarket, trailer, and e-mobility industries. Through September 2019, Polyplastic had trailing
twelve-month revenue of approximately €55 million. This transaction
is expected to close in January 2020, subject to customary closing conditions. LCI has a long history of producing a significant number of
windows for its core customers in the recreational vehicle, heavy equipment, bus, and trailer industries in
North America. In just the last few
years, LCI has expanded its window
offerings into additional markets
and geographies through several
strategic acquisitions. This process began with its acquisition of Sessa
Klein S.p.A in 2017, which grew LCI’s operational capabilities to include
highly engineered window systems for both high speed and commuter
rail. In 2018, LCI acquired Taylor Made Group, LLC, allowing LCI to expand into the marine window market throughout North America and
Europe. LCI’s recent acquisition of Lewmar Marine Ltd. in 2019 further
grew LCI’s product lines and manufacturing capabilities in the marine
market, which includes marine windshields, patio doors and sunroofs.

Jason Lippert, CEO and President of LCI, said: “The acquisition of Polyplastic will give LCI many great opportunities around new products that
will help leverage LCI in existing markets in which we have a strong
presence as well as many new markets in which Polyplastic has a secure
foothold. LCI is already a premier supplier of windows and glass in many
of the industries that we serve. By adding Polyplastic’s acrylic windows
to our product lineup coupled with the continuation of its long-standing history of excellence, LCI’s ability to service the European Caravan
industry is set to reach an all-time high. Polyplastic’s lightweight acrylic window and sunroof solutions also grant us access to several other
great industries and markets in Europe that we could not have previously entered without this technology. I’m excited to see how Jan Peter
and our current European team led
by Jim Menefee, Michele Checcucci,
Peter Tierney, and Joerg Reithmeier,
strategic consultant for LCI, will be able to grow LCI’s footprint in the
European Caravan industry and beyond.” Jan Peter Veeneman, owner
of the Polyplastic Group, who will remain as CEO, commented, “Polyplastic was founded by my father in 1952. The fascination for acrylic,
as a new lightweight alternative for glass, was the motivation to start
the company. Over the years, passion, innovation, design, customer
focus, quality, reliability, flexibility, and operation excellence have been
the most important drivers for our success and present position.”

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 source of B2B information in the caravan industry, with a unique
global perspective and an international team of correspondents delivering daily
Editor in Chief: Antonio Mazzucchelli
news online at www.AboutcampBtoB.eu, a monthly e-newsletter, and a high quality
+39 3355338977 - direttore@aboutcamp.eu
print magazine delivered (free) in Europe, the United States, Australia, New Zealand,
Editors: Enrico Bona - Andrea Cattaneo
South Africa, Japan, China, Korea, Argentina, Brazil, Chile. The Aboutcamp BtoB
Giorgio Carpi - Wim de Roos - Peter Hirtschulz
magazine is published four times a year with features including exclusive interviews
Mauro Nogarin - Jörg Nullmeyer - Terry Owen
with senior management from the industry, reviews of the major exhibitions around
John Rawlings - Craig Ritchie - Rok Vizovišek
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 reGraphic layout: Federico Cavina - Gabriel Lopez
cent 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 inNicolas Ameri - Sales Europe/USA
box full of emails, Aboutcamp BtoB
+39 334 3851699
decided to print a paper magazine
ameri@aboutcamp.eu
so that it gets more noticed, read,
Giampaolo Adriano - Sales Italy
Would you like to receive the print
appreciated and discussed; so, we
+39 338 9801370
edition of Aboutcamp BtoB?
wish you happy reading!
commerciale@aboutcamp.eu
It is free of charge! Subscribe on
www.aboutcampbtob.eu or
scan the QR code

Editorial

Advertising

Print edition

Web edition
Aboutcamp BtoB is also a website updated daily with news and information dedicated to RV builders and OEM producers. The website
is supported by a professional newsletter sent twice 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
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Fiat refreshes
Talento van
range for 2020
Fiat Professional has refreshed its Talento van range
for the model year 2020
with new 2.0-litre Euro
6d-Temp engines, new interiors and new connectivity. New features in the cabin include a 7
Touch-Radio Nav infotainment system that is Apple CarPlay ready and
Android AutoTM compatible via a dedicated app. A major innovation
of the MY 2020 Talento is the introduction of the new 2-litre EcoJet
engine, which complies with the Euro 6d-Temp standard and is characterised by fuel-efficiency improved by up to 11 percent, with better
power and torque than the previous 1.6-litre engine. Available in three
different power ratings (120 HP and 320 Nm, 145 HP and 350 Nm and
170 HP and 380 Nm) and with peak torque already available at 1500
rpm, the engine is equipped with a variable geometry turbocharger for
a smoother ride and brilliant performance at low speeds to the benefit
of fuel efficiency in real use. The engines implement Selective Catalytic
Reduction (SCR) technology that abates nitrogen oxide emissions by
injecting a solution of AdBlue® into the exhaust gas. Finally, the engine
range of the Talento MY 2020 is completed by the compact 1.6 EcoJet
Turbo 95 HP with S&S and 260 Nm, also with variable geometry turbo
and SCR technology. Inside, the Talento MY 2020 is designed to provide more comfort and excellent ergonomics, with rugged fabrics and
well-shaped seats, which guarantee comfortable seating for all passengers. The perfectly positioned steering wheel and controls which make
everyday driving more relaxing and safer. Available with a full range of
body types (low roof and high roof van, people mover, crew cab and
floor cab), the Talento MY 2020 comes in two lengths, two heights and
two different wheelbases.

RVIA welcomes new and re-elected
board members
Following the voting for the 2020 RV Industry Association (RVIA)
Board of Directors, with a record 22 candidates for seven positions,
the RVIA has announced the successful, newly elected and re-elected members who take up their roles on 1 January 2020 for a period
of three-years. There was a record of 22 candidates for seven open
positions in the following categories: Manufacturer, Park Model RV
Manufacturer, Supplier and At-Large.
The successful candidates were:
Bob Martin, President and Chief Executive Officer, Thor Industries;
Matthew Miller, President, Newmar;
Dick Grymonprez, Director of Park Model Sales, Champion/Athens
Park Model RVs;
Matt Carboneau, District Manager, WESCO Distribution;
Mary Pouliot, Vice President of Sales and Marketing, Thetford Corp.;
Bill Rogers, President, Keystone Automotive Operations/NTP-STAG;
Jeff Sather, President & CEO, Freightliner Custom Chassis Corp.
There are a total of 21 Board of Directors. They have the highest
level of authority in the association’s
organizational
structure and are responsible for association matters
including setting and overseeing strategy and policy
related to critical topics such
as standards, marketing,
government affairs, events,
industry education and association finances.

Sandwich
Panels
FOR PASSION
since2003

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.
Palomar s.r.l. • Via Milano, 2/20 • 50052 Certaldo (FI) • Italy • +39 0571 664573 • www.palomaritaly.net
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Thomas Sedran elected Chairman of
Light Commercial Vehicles committee
at ACEA (European Automobile Manufacturers’ Association)
The committee of ACEA has elected Thomas Sedran as Chairman
of its Light Commercial Vehicles General Management (LCV-GM)
committee. Thomas Sedran is also the Chairman of the Volkswagen
Commercial Vehicles Board of Management. In his role at ACEA,
Thomas Sedran will represent all manufacturers of light commercial vehicles who are members of ACEA. Eric-Mark Huitema, the
recently-appointed Director General of ACEA, welcomed Thomas
Sedran’s election: “I look forward to working closely with him, especially on our industry’s key issues for the future.” The heads of
all European manufacturers of
light commercial vehicles sit on
the LCV-GM committee. They
include the CEOs and business
leaders of Daimler, Ford, Volkswagen Commercial Vehicles,
Iveco, PSA, Renault and Toyota.
In his new role as Chairman,
Thomas Sedran will represent
the interests of ACEA members
in the LCV segment, particularly when dealing with the European institutions. Thomas Sedran
thanked ACEA’s LCV members for the trust they placed in him, and
said: “I am looking forward to the collaboration with my colleagues.
What we need to do now is address the key strategic issues for
the industry in Europe.” These include the legal framework for new
mobility and transport solutions and for increasing levels of automation in the sector, leading up to self-driving vehicles. “Also high on
the agenda is ongoing reductions of CO2 emissions in our sector in

Groupe PSA appoints Xavier Peugeot as
Senior Vice-President of LCV Business Unit
Xavier Peugeot was appointed Senior
Vice-President of Groupe PSA’s Light
Commercial Vehicles Business Unit
from October 1, 2019. He will report to
Yann Vincent, Executive Vice‑President,
Manufacturing & Supply Chain. Xavier
Peugeot previously held the position of
Senior Vice-President, Product & Strategy at Citroen under Linda Jackson, Citroën’s Chief Executive Officer. The Light
Commercial Vehicles Business Unit was
created in 2015 in order to strengthen
the Group’s European leadership in light
commercial vehicles and expand further
internationally with the three brands,
Peugeot, Citroën and Opel. In his new
position, Xavier Peugeot will be responsible for stepping up growth
in Europe and the Group’s international development, in particular
through an extended and refreshed line‑up of vehicles. A one‑ton
pickup will expand the Group’s offering by 2021 and an electrified
offering will be added to all its vehicle ranges by 2025. Xavier Peugeot replaces Philippe Narbeburu, who is taking over responsibility for
commercial relationships with European importers.

order to help achieve climate targets. With the newly-elected European Parliament and newly-formed European Commission coming into
place, now is precisely the right time to discuss these important issues
and to work on solutions,” continued Thomas Sedran.

automotive led lighting and components

Preparation for tomorrow’s
growth is hard work TODAY

Florence • Italy
www.bartolaccidesign.it
Pubblicità 210x145_11-2019_ok.indd 1

MADE IN ITALY
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Thor Industries boosts sales
by 23% in fourth quarter thanks to
Erwin Hymer Group acquisition
Thor Industries,
which owns the
world’s
largest
group of RV
brands, increased
net sales by 23.3
percent in the
fourth quarter and fiscal year ended July 31, 2019 (to $2.31
billion), thanks to including $719.5 million in net sales from the
Erwin Hymer Group (“EHG”), which it acquired on February 1,
2019. Gross margin for the fourth quarter also improved to 14.4
percent, up 140 basis points over the prior year, reflecting a favorable product mix, and labour and warranty cost percentage
improvements. Net cash from operating activities for fiscal 2019
was $508.0 million, compared to $466.5 million for fiscal 2018.
To date, Thor industries has paid more than $480 million of principal on the debt incurred to finance the EHG acquisition. Bob
Martin, Thor President and CEO, commented: “Our expansion
into the European RV market represents a first step in our longterm goal of growing our business beyond North America and
capitalizing on global growth opportunities. Our integration plan
is proceeding, and we have made measurable progress in a number of areas. We are developing a culture of collaboration among
our companies at the same time as we integrate EHG into the
Thor family of companies. This collaboration will focus on nearterm opportunities to adopt global best practices in purchasing to
capture cost efficiencies, and sharing best practices in R&D and
product development among our companies. As Colleen noted,
working capital management has already led to an increase in net
cash provided by operating activities, which totaled more than
$500 million in fiscal 2019, which we have used to fund payments on the acquisition-related debt. Additionally, we have created an international product transfer team that is responsible for
the planning and implementation of the manufacturing, sales and
distribution of EHG products in North America. We showed a select number of European-model EHG products at our Open House
event held last week, and the response was overwhelmingly positive.” The top priority for Thor’s management team during fiscal
2020 is the continued integration of EHG, and the further improvement of the Company’s balance sheet. In the coming years,
the integration efforts will also focus on applying some of the
advanced production technology in use at EHG to more of Thor’s
U.S. subsidiary operations in order to improve product quality and
drive down warranty costs.

DexKo Global Inc. acquires seating
systems manufacturer, Aguti
To expand its product portfolio for commercial and leisure vehicles,
DexKo Global Inc., the global supplier of trailer running gear, chassis assemblies and related components, has signed an agreement to
acquire seats and seating systems supplier, Aguti Produktentwicklung
& Design GmbH (Aguti). The transaction is subject to the customary
closing conditions and regulatory approval. Aguti provide seat systems
and seat-connections for motorhomes, electric vehicles and specialty
vehicles. Since its foundation in 1992, Aguti has been designing seating systems specially tailored to its customers’ requirements for style,
flexibility, safety and ergonomics. Aguti is a leader in the construction
of patented special solutions, developed and tested in its own center
of expertise. The acquisition enables AL-KO Vehicle Technology to continue to execute its long-term growth strategy and further diversify its
business. The experienced Aguti management team, led by company
founder and managing partner, Andreas Grieger, and managing director, Sebastian Janssen, will remain with the business, and the Aguti
brand will continue in its existing form as a brand under the AL-KO umbrella brand. Fred Bentley, CEO of DexKo, commented: “We are very
happy that Aguti will become part of the DexKo family. Aguti distinguishes itself through high-quality and innovative products and enjoys
an excellent reputation with business partners and customers. It’s a perfect match with DexKo. We will continue to pursue
such value-adding partnerships that improve our
product offering and service level in the future”.
Harald Hiller, President and CEO of AL-KO, added: “By integrating Aguti, we are expanding our core business. Thanks to its center
of expertise, the company is a leader in
the field of flexible and customer-specific solutions. We value Aguti’s significant
technical know-how and creative expertise. It is of vital importance to
me that the entire Aguti management team is retained in its
existing form”. Andreas Grieger,
Aguti founder and managing partner, commented:
“Finding a strong and reliable partner in AL-KO was
very important to us, as this
will enable us to execute our
long-term strategy. It opens up
access to additional markets outside of our core business and in
new geographies.”

RV Industry Association officially opens its RV Technical Institute
The RV Industry Association held an opening
ceremony for its new RV Technical Institute
in Elkhart, Indiana on 23 September, 2019.
The RV Technical Institute (RVTI) represents a
multi-million dollar investment
by the RV Industry Association
Board of Directors. This is part
of its strategic
plan to address
RV owner satisfaction by taking
a leadership role
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to reduce RV repair cycle times. America has
a shortage of trained technicians in the RV
industry. The RVTI aims to solve this issue by
creating a world-class RV technician training
curriculum which will be standardized nationally. The newly renovated 18,000-square-foot
facility features seven classrooms, a student
lounge, office space and a 10,000-square-foot
bay area with classrooms, component parts
lesson areas and RVs to be used in hands-on
training and assessments. To kick-off the ceremony, RV Technical Institute’s Executive Director Curt Hemmeler, welcomed attendees to
the milestone event, highlighting the impact
that the Institute will have on the RV industry

and RV technicians across the country. “Our
dedicated staff have created a visionary, forward-thinking program designed to solve our
industry-wide need for trained technicians,”
said Hemmeler. “Today marks the first step on
that journey as we officially open our doors
and invite students into our new facility to
become trained technicians, expand on their
existing education and launch the program
to regional partners across the country”. RV
Technical Institute Chairman of the Board and
President of Newmar Corporation Matt Miller
reiterated his excitement for the momentous
occasion and his enthusiasm for the new education model.

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

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
prefers
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.

MIXED CONSUMPTION AND CO 2 EMISSIONS FOR THE CITROËN JUMPER VAN (BEFORE CONVERSION):
FROM 5.8 TO 6.4 L/100 KM AND 154 TO 168 G/KM.

Customer
reviews
CITROEN ADVISOR
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Dometic and Thule receive
Red Dot Award

Ute Hofmann appointed
as Managing Director at LAIKA

Dometic succeeded in the Red Dot Award: Brands & Communication Design 2019 to win over the international jury with its
well-designed brand communication. Peter Kjellberg, Chief Marketing Officer of Dometic says: “We developed a brand that gave
us a common mission for the whole company. A mission that
clearly sets out the direction of our future development and offering to the market. The changes we carried out were extensive. We are now a more modern and inspiring company. The
feedback, both internally and externally, has been unanimously
positive.

Laika Caravans has appointed Ute Hofmann as Managing Director.
André Miethe is now President of the company. Ute Hofmann started
her career at Laika Caravans as Head of Marketing in 2007, after
completing studies at the Università di Firenze in Sociology and at
Ludwig-Maximilians Universität München in Sociology Media Science,
Psychology. She covers the same role in Carado, Sunlight and Etrusco,
before working in Erwin Hymer Group as Head of Strategy & Project
Management, and at Movera as Brand Manager. “My aim is to bring
‘Italianness’ in Laika, giving strength to our motto “Enjoy the Dolce
Vita”. We will work on the
inner core of the brand,
where passion, style, design and traditions meet
under the mark of innovation. Not forgetting to
focus on our highlights,
Ecovip and Kreos product
lines,” said Ute Hofmann.
Laika was founded in
1964 and now produces
three ranges of motorhomes from its factory in
Tuscany, Italy. It is now
part of the Erwin Hymer
Group.

Thule has received the Red Dot: Best of the Best for Brands &
Communication Design 2019. A statement by the Jury said: “The
Swedish premium outdoor manufacturer Thule convinces with a
brand image that has been implemented in a highly consistent
and engaging manner. All categories, from the website to the
product design and packaging, as well as advertising and the
commercials in particular, are infused by the
company’s clear and appealing brand message. This not only results in a visually distinctive and easy-to-recognise appearance,
it also brings the image of this premium
yet down-to-earth and thus typically Nordic
company to life in a highly credible manner.”

PLANA

the first
the original
patented flush
sliding window
Flush
hermetic closure
for a captivating look
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

+ thermal control
+ acoustic reduction
+ water resist
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 21 • 25085 Gavardo • Brescia • Italy • Tel: +39 0365 371864 • Fax: +39 0365 372807 • www.ship-car.com • info@ship-car.com
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Incineration toilet adapted for
caravans and recreational vehicles

MOTION
Adapted to caravans and mobile units
6

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 clean ash. The toilet can be used around
70 times before emptying is required.

NEW!

The new lifting
mechanism
makes it easier
to empty

MEET US AT CMT STUTTGART 11 - 19 JAN 2020
We will be in Hall 7, Stand 7E16. Welcome!

Learn more about Cinderella at
www.cinderellaeco.com
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Winnebago completes acquisition of Newmar
Winnebago Industries, Inc., the outdoor lifestyle product manufacturer, has announced
that it has completed the acquisition of
Newmar Corporation (“Newmar”), the manufacturer of Class A and Super C motorized
recreation vehicles (RVs) for a sum of $270
million in cash plus two million shares of Winnebago Industries common stock. Winnebago Industries President and Chief Executive
Officer, Michael Happe said: “The acquisition
of Newmar further strengthens our core RV Platform and enhances the scale and profitability of our overall motorhome business. We are excited to welcome Newmar into our
premium portfolio and look forward to working with their dedicated and talented team
and high-quality dealer network to drive new growth opportunities and significant value
creation for our employees, customers, and shareholders”. Winnebago Industries, Inc. is
a leading U.S. manufacturer of outdoor lifestyle products under the Winnebago, Grand
Design, Newmar and Chris-Craft brands, which are used primarily in leisure travel and outdoor recreation activities. It manufactures motorhomes, travel trailers, fifth wheel products
and boats. Newmar was established in 1968, and has a portfolio of premium motorhomes
in the Class A Diesel, Class A Gas and Super C categories sold through a nationwide dealer
network in the U.S. and Canada. Newmar is well known for its product quality and customer service model. Newmar is located in Nappanee, Indiana and has manufacturing and
customer service operations there.

Caravan Industry Association of Australia
sets date for 25th National Conference

DexKo Global
acquires Safim S.p.A.
DexKo Global Inc. (‘DexKo’), the global supplier of trailer running gear, chassis assemblies and related components, has acquired
Safim S.p.A. (‘Safim’) a manufacturer of hydraulic braking system components, based
in Modena, Italy. Founded in 1977, Safim
manufactures products primarily in its facilities in Modena and Pune, India for customers worldwide across multiple end-markets.
“We are extremely excited to continue to
grow our business through the acquisition
of Safim,” stated Fred Bentley, Chief Executive Officer of DexKo. “Safim is an innovative
leader in its product categories with a legacy
built on providing exceptional products to
customers,” Bentley added. “This acquisition further extends DexKo’s reach into new
products and end-markets and provides additional avenues for organic and inorganic
growth. We look forward to uniting the
strengths of the Safim team with those of
DexKo and AL-KO Vehicle Technology (“ALKO”) to continue to grow the combined
business,” said Bentley. “I am pleased to

The Caravan Industry Association of Australia has
announced the dates for its 25th National Conference, which will take place from 1 to 3 April
2020 at RACV Royal Pines Resort Gold Coast,
Queensland. The Caravan Industry National Conference is an exciting event, and becoming more
popular every year, with a new record number of attendees in 2019. The Conference
will welcome key decision makers, innovators, and influencers from across the industry
for presentations, panel discussions and more. More information at: www.caravanindustry.com.au/2020-national-conference-new-date-and-new-venue.

Joël Gorin is the new International Manager of LCV
Business Unit Camping-Cars at PSA Group
Pascal Belot, who has been the head of the Camping-Cars International department at
the PSA Group four the last four years, has moved to a new role within the company.
He has been replaced by Joël Gorin, the International Manager of the Light Commercial
Vehicles Business Unit Camping-Cars, PSA Group. Joël Gorin has a wealth of commercial
experience within the PSA Groupe and will continue to build on the strong long term relationships that have developed. He will be supported by the vast experience from Guillaume Guépin, Rafael Gimenez and from PSA’s country representatives, without whom the
level of success experienced in the last four
years would not have been possible. In his
new role, Pascal Belot is now responsible
for B2B sales of the PSA Groupe brands
in countries with private importers (i.e. 20
countries in Northern and Central Europe).
“I would like to take this opportunity to
thank every who helped us achieve incredible sales growth in the last four years,
where we have increased our volume by
four times, become the second carmaker
in the motorhome market, and where our
market share has grown from 5 percent to
16.5 percent in Europe.” said Pascal Belot. The PSA Groupe brands include Peugeot,
Citroën, DS Automobiles, Opel and Vauxhall. It operates in 100 countries and in 2018
sole 3.9 million vehicles worldwide, achieved € 74 in revenue with 211,000 employees.
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see Safim joining a successful organization
with a significant heritage and a solid global
footprint as the natural next step in its longterm journey,” commented Eronne Mamei,
founder and Chairman of Safim. “I believe
the transaction will bring many opportunities for Safim and its employees, and I look
forward to further developing the company
together with DexKo,” added Pietro Santoro, Chief Executive Officer of Safim. Safim
manufactures products and solutions that
enable the safe and efficient functioning
of hydraulic systems on-board agricultural,
construction and material handling vehicles.
The Group produces valves and master cylinders focusing on hydraulic braking applications and other complementary components
for hydraulic functionalities. Safim develops
highly advanced mission-critical solutions
combining robust engineering know-how
with the highest degree of customization
and the best functional performance on the
market for demanding OEM customers. The
company is based in Modena (Italy), one of
the leading districts globally for mechanical
engineering, with subsidiaries in Germany,
France, the USA and India.
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Merger talks confirmed between
automotive giants Groupe PSA and FCA
The Group PSA (Peugeot) and FCA (Fiat Chrysler Automobiles) have
confirmed they are planning to join forces to become a ‘world leader
for a new era in sustainable mobility’. A merger of these two automotive groups gives them a global scale and resources owned 50
percent by Groupe PSA shareholders and 50 percent by FCA shareholders. With new challenges in connected, electrified, shared and
autonomous mobility, the combined entity would leverage a strong
global R&D footprint and ecosystem to foster innovation and meet
these challenges with speed and capital efficiency. The merger would
create the 4th largest global OEM in terms of annual unit sales (8.7m
vehicles). The combined company would realize among the highest
margins in the markets where it operates, based on FCA’s strength in
North America and Latin America and Groupe PSA’s in Europe. Approximately €3.7 billion estimated annual run-rate synergies without
any plant closures resulting from the transaction. Highly respected
combined management team recognised for exceptional value creation and with proven success in previous OEM combinations. Dutch
parent company Board would have balanced representation and a
majority of independent Directors. John Elkann as Chairman and Carlos Tavares as CEO and member of the Board. The Supervisory Board
of Peugeot S.A. and the Board of Directors of Fiat Chrysler Automobiles N.V. have each unanimously agreed to work towards a full combination of their respective businesses by way of a 50/50 merger. Both
boards have given the mandate to their respective teams to finalize
the discussions to reach a binding Memorandum of Understanding
in the coming weeks. The shareholders of each company would own
50 percent of the equity of the newly combined group and would
therefore share equally in the benefits arising from the combination.
The Board would be composed of 11 members. Five Board members
would be nominated by FCA (including John Elkann as Chairman) and
five would be nominated by Groupe PSA (including the Senior Inde-

pendent Director and the Vice Chairman). The Chief Executive Officer
would be Carlos Tavares for an initial term of five years and he would
also be a member of the Board.
The brands in the FCA group include Fiat, Chrysler, Dodge, Fiat Professional, Ram, Abarth, Alfa Romeo, Maserati, Lancia and Jeep. It also
sells parts and services under the Mopar name and operates in the
components and production systems sectors under the Comau and
Teksid brands. FCA employs nearly 200,000 people around the globe.
The Group PSA, which employs 210,000 people, has five car brands,
Peugeot, Citroën, DS, Opel and Vauxhall. Its ‘Push to Pass’ strategic
plan represents a first step towards the achievement of the Group’s
vision to be “a global carmaker with cutting-edge efficiency and a
leading mobility provider sustaining lifetime customer relationships”.
Groupe PSA is an early innovator in the field of autonomous and
connected cars.
Vans from FCA and Group PSA are popular base vehicles for motorhomes and van conversions in Europe, which have been produced
through joint a manufacturing facility at the Sevel factory in Italy.

since 1961
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German caravan industry sets new sales records - again!
The latest sales figures from the CIVD (Caravaning Industrie Verband – Caravan Industry
Association) in Germany confirm that with
nearly 71,000 new registrations of motorhomes and caravans between January and
September, sales in Germany in the first three
quarters of 2019 have exceeded the record of
the entire previous year (2018). Sales in the
third quarter of 2019 brought the industry a
new record with more recreational vehicles
registered between July and September than
ever before: 18,817 new registrations also
represented a strong increase of 17.3 percent
compared to the third quarter of 2018. With
only three-quarters of the year over, these figures already confirm that the German caravan
industry will have a new record year. Since the
beginning of the year, 71,312 recreational vehicles have been newly registered. This corresponds to a 14.0 percent increase compared

to the same period in 2018. This is also more
vehicles than in the entire previous year, which
had closed at a record level.
January-September: motorhome registrations
increased by 15.9 percent (47,543 vehicles),
new registrations of caravans increased by
10.4 percent (23,769 units).
Third quarter: new motorhome registrations
increased by 21.3 percent (12,173 vehicles),
new registrations of caravans increased by
10.7 percent (6,644 units).
In September alone, 3,685 leisure vehicles
were newly registered. This is an increase of
3.6 percent compared to the same month last
year and is a new record for the month of
September. However, new motorhome registrations actually dropped by 6.3 percent, but
nevertheless achieved the second best September result in history with 2,083 vehicles.
“The decline is partly explained by the intro-

Rapido appoints Dane Found
as new CEO for Roadtrek Inc
The Rapido Group, which acquired Roadtrek Inc
earlier this year, the Canadian class B motorhome
manufacturer, has appointed Dane Found as
Roadtrek’s new CEO with effect from 15 October, 2019.
“We are pleased to announce that Dane Found has accepted the position of CEO and will (soon) be leading the dayto-day operations in North America,” says Nicolas Rousseau,
CEO of Rapido Group. Described as ‘an industry veteran’,
Dane Found brings more than three decades of experience
to the new position, including previous roles at Western RV
Country and Winnebago. In 2006 he co-founded Pacific
Coachworks, Inc., a towable manufacturing company in
Riverside, California. “The commitment and investment of
Groupe Rapido has positioned the iconic Roadtrek brand
to re-take its place as a market leader,” said Dane Found.

Lippert Components to acquire CURT Group
Lippert Components is continuing its expansion and diversification strategy with
another acquisition. It has signed a definitive agreement to acquire the CURT
Group, a manufacturer and distributor of branded towing products and truck
accessories for the aftermarket, for approximately $340 million. The transaction
is expected to close before the end of 2019, subject to customary closing conditions, including regulatory approval. CURT, headquartered in Eau Claire, Wisconsin, has a robust product portfolio comprised of thousands of SKUs across
various product lines, including hitches, towing
electricals, ball mounts, and cargo management.
CURT boasts a significant market position, owning
and operating a stable of leading brands, including CURT, Aries, Luverne, Retrac, and UWS. Leveraging a multi-channel model, CURT serves customers across e-commerce, direct-to-installer, and
distribution channels. In addition, CURT has a wide distribution network, with
centers strategically located throughout the U.S. For the 12-month period ended September 30, 2019, CURT delivered approximately $255 million of revenue.

New forecast on German caravanning
A new study says that over 14 million people in Germany can imagine having a holiday in a motorhome or caravan in the next
five years. In the coming year alone, it says
that 5.3 million Germans are considering
this type of holiday. The study by market
research company GfK involved undertaking customer surveys at trade fairs and
also analyzed the structural situation of the caravanning industry. Some of
the detailed results of the study provide interesting data for the caravan
industry. For example, the ‘Millennials’ age group (25 to 34) represented
23 percent of Germans who are interested in a caravaning holiday in the
next five years. The vast majority of those interested were younger than 45
years. Also interesting is the different income groups of those who said they
would consider caravanning as a holiday option, with 38 percent of people
having a monthly household net income of more than €3,000. A quarter of
caravanning households earn between €2,000 and €3,000 a month. Over
two-thirds of respondants to the survey do not currently have their own vehicle. However, almost half of them (42 percent) are thinking about buying a
motorhome or caravan in the years to come. Among them, people between
the ages of 23 and 37 are the largest group (34 percent). There are 4.7
million Germans also considering renting a caravan or motorhome in the
next three years. Here, too, Millennials are the strongest group (38 percent).
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duction of a new emission level on 1 September. Therefore, vehicles that did not meet this
standard were still allowed in August. The
advance of new registrations had led to an
increase of over 40 percent in August,“ said
Daniel Onggowinarso, managing director of
the Caravaning Industry Association (CIVD).

Group PSA to launch all-electric
versions of its compact van range
Group PSA has announced that next year there will be all-electric versions of its compact van ranges (Peugeot Expert, Citroen
Dispatch, Vauxhall Vivaro and Opel Vivaro). It also says that the
all its LCV range and there passenger car equivalents will be
electrified by 2021. Since 2019, all new models launched by
Groupe PSA come with either all-electric or plug-in hybrid powertrains. The aim is for the Group’s entire passenger car and
LCV range to be electrified by 2025. The all-electric versions of
the four brands’ compact vans will be assembled at the Hordain plant in northern France and equipped with electric powertrains assembled at the Trémery plant in the country’s east.
The electric versions will offer two levels of travel range (WLTP
cycle data currently
being validated): 124
miles on the WLTP cycle
equipped with a 50 kilowatt/hour battery; 186
miles on the WLTP cycle
equipped with a 75 kilowatt/hour battery.

Vetroresina produces a wide range of glass
fibre-reinforced polyester laminates in both
standard and special versions.

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

VetroSkin
They are an ideal range of products
for the construction of floors and
walls: waterproof, easy to wash and
with anti-slip properties.

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

Vetro LD (Low Density)
LD laminates are light, offer
greater flatness and are
produced using technology
adapted from Vetrolite.
Gelcoat finish.

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.
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In the latest of its interviews with top
executives in the caravan industry,
AboutcampBtoB met one of the most
significant - Bob Martin, the CEO of Thor
Industries, which since its acquisition of
the Erwin Hymer Group, is the world’s
largest RV manufacturing group.

Words Antonio Mazzucchelli
photo Enrico Bona

ith the responsibility of a huge,
global group of RV brands, and
the integration of the Erwin Hymer Group to manage, Bob Martin is a key
figure in the RV industry, but by the information he gives in this interview, he seems
to have an excellent insight of the RV industry on both sides of the Atlantic, and the experience, knowledge and managerial skills
to continue to take Thor Industries to new
levels of success over the coming years.
Aboutcamp BtoB: What are the most important points in your career, and how
did you start?
Bob Martin: Upon graduating from University in 1993, I moved home and became a
sales trainee at Coachmen RV. At the time
it was one of the larger manufacturers that
had trainees. I did that for about two years,
then I became a salesman for Coachmen.
After three years of that, I went to a small
company called Keystone, and that was
probably one of my biggest decisions ever,
because I had to leave the civility of Coachmen RV, a very strong and stable company,
to go to this little start-up.
Keystone ended up being the company that
Thor ended up buying a number of years
later, and that really elevated everything,
and that’s how I came to Thor, after the acquisition off Keystone.
I’ve done everything from sales, product development, I was Chief Operating Officer at
Keystone, and President. A lot of my experience comes from the early days at Keystone
and Coachmen. When we had some changes at a corporate level five or six years ago,
they offered me this opportunity and I decided it was a good adventure for me to try
it. That’s the short version of how I got here.
Aboutcamp BtoB: The American RV
market has contracted strongly. What
are the real reasons for this, were you
expecting it, and do you think it will
continue to decline over the next two
years?
Bob Martin: For us, the U.S. market has
pulled back. A lot of that was an inventory
build-up from two years ago, so the manufacturers have all pulled back their production, simply because inventories were too
high on dealer lots.
Demand is still looking good. For us, this year
we are looking at our fourth best year in the
RV industry, even with the pull-back. For the
long term, we see good potential growth
with younger buyers coming in. It’s what
you see at the Caravan Salon Düsseldorf. A
lot of the demographics are the same from
Europe to the U.S., and it’s simply watching
the average demographic age drop, well below 50. For many years it was above 60, so
now watching it drop, we’re not quite into
millennials yet, but that’s a generation that’s
coming up and we all have to talk to more
through social media, ad campaigns, magazines, and everywhere. Everybody is more
focused on that. The younger buyer is the
future of our industry.
For the next couple of years, maybe next
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year, I think we will see us getting back
to some normalised, modest growth, and
after that it could be even better as more
products come out – they’re smaller, lighter,
built for that younger generation. We see
some opportunities for some products out
here (in Europe) that you don’t see in the
States. As we are here looking around (at
the Caravan Salon, Düsseldorf), we’ve seen
some possibilities for products that are built
in Europe that could make it to the US, so
that interests us.
We look at this show – it’s packed, and there
are a lot of families and a lot of younger
people. We’re seeing the same thing in the
United States, so I think, short term, it’s
something that we had to deal with, just for
the right sizing of inventory, but long term,
that’s how we manage the company. We always look at the long term of the industry,
and we feel good about it.

indicator. Right now, as I talk to big dealers and customers, it has slowed up a bit,
but we’ve had two years of some strange
weather issues, too. We’re not seeing credit issue. We’re not seeing the bigger issues
that we faced in the big recession when we
had aged inventory, people who had no

Aboutcamp BtoB: History shows that
when RV sales in the US slow down, a
recession comes. Do you think this will
happen now?
Bob Martin: People will look at that as
an indicator, just as the bond yield is an

Thor Industries family of Rv Brands
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credit, and banks wouldn’t lend money to
retail or wholesale. We’re not seeing any of
those signs, and for me, also, when we look
at your lead indicators as a company for a
recession, for us, it’s usually our higher-end
products, like our Airstream products, typically slow down ahead of something big
that’s coming, but we’re seeing the opposite. Airstream is probably as strong as
it’s ever been, and we’re actually building
a new factory for Airstream which will be
done by later this year and we even have a
waiting list for dealers to become Airstream
dealers in the US.
So, we’re not seeing the big signs of recession. A slowdown, yes, and in my 25 years,
I’ve had many ups and downs. A little dip is
something you have to manage through. I
think we’ve done a good job with our dealers at managing their inventory, helping
them move their inventory, and we’ve had
some good shows.
We’ve slowed down our production, which
is why the shipments are down. We could
probably have pushed it a little bit harder,
and it’s healthy for the industry for the long
term to slow down so the dealers have an
adequate inventory, but not too much.
Aboutcamp BtoB: What synergies are
you planning between the Thor Group’s
American and European manufacturers?
Bob Martin: Right now, we’re in the middle
of identifying those synergies. There are a
lot of meetings going forth. It’s synergies of

• 1980 - Thor Industries Inc. was founded on August 29, 1980 when
Wade F.B. Thompson and Peter B. Orthwein acquired Airstream,
the most recognized name in the industry.
• 1982 - Thor was strong enough to purchase the Canadian company
General Coach, a manufacturer of travel trailers and fifth wheels.
• 1984 - Thor became a public company listed on the over-thecounter market and, in 1986, on the New York Stock Exchange.
• 1988 - Thor entered the small and mid-size bus industry with the
acquisition of ElDorado Bus.
• 1991 - Thor acquired Dutchmen Manufacturing, now one of the
leading brands of travel trailers and fifth wheels.
• 1992 - Four Winds International, a manufacturer of Class A and
Class C motorhomes, was acquired in 1992.
• 1995 - Komfort Corporation, a builder of travel trailers and fifth
wheels, became part of the growing Thor family in 1995.
• 1996 - Thor California was a start-up in 1996, which became one
of the most successful RV start-ups.
• 1998 - Thor solidified its leadership in the bus industry with the
acquisition of Champion Bus.
• 2001 - When Thor acquired Keystone RV in 2001, the company
achieved an unprecedented dominance within the RV industry.
• 2003 - Thor acquired Damon, a manufacturer of Class A motorhomes, raising its profile in the growing motorized RV market. In
that same year, Thor acquired Breckenridge, builder of park trailers.
• 2004 - With the addition of Crossroads RV in 2004, Thor solidified
its industry leading position in towable RVs.
• 2005 - Thor acquired Goshen Coach to round out its holdings in
the small and mid-size bus industry.
• 2010 - In March 2010, Thor acquired SJC Industries, Inc., the second largest ambulance manufacturer in the United States.
• 2010 - In September 2010, Thor made its largest acquisition to
date when it purchased Heartland RV Company, further cementing
its companies’ combined position as the world’s largest producer
of towable RVs.
• 2012 - Thor made two strategic acquisitions in the luxury bus
market when it acquired Krystal Infinity, LLC in September, and the
bus operation assets of Federal Coach in December.
• 2013 - Thor acquired the net assets of specialty trailer manufacturer Bison Coach through a wholly owned subsidiary.
• 2013 - Thor exited the bus industry when it sold its bus business to
Allied Specialty Vehicles.
• 2013 - Thor acquired the assets of innovative RV maker Livin’ Lite
through a wholly owned subsidiary.
• 2013 - Thor’s subsidiary, Thor Wakarusa, LLC, purchased the RV
production campus in Wakarusa, Indiana that was formerly operated by Navistar International Corporation.
• 2014 - Thor acquired K-Z, Inc. a leading manufacturer and marketer of towable recreational vehicles that offers unmatched quality
and value to consumers in North America.
• 2015 - In January 2015, Thor announced that its Heartland subsidiary acquired towable RV maker Cruiser RV (CRV) and luxury fifth
wheel maker DRV Luxury Suites
• 2015 - Thor acquired Postle Aluminum Co that produces extruded
aluminum and specialized components for the RV industry.
• 2016 - In June 2016, Thor acquired Jayco, which includes strong
subsidiaries such as Starcraft RV, Highland Ridge and Entegra Coach.
• 2019 - Thor Industries, Inc. has completed its acquisition of Erwin
Hymer Group (EHG), one of Europe’s largest makers of recreational vehicles (RVs).

technology and of product. We have different projects going on in
the U.S. and different projects in Europe, and now we’re getting our
groups together and sharing ideas. A lot of it is technology-based.
We use a lot of technology around batteries and around energy
usage. We have a lot of great engineers in Europe and the United
States. They have been meeting already, and they will continue for
the history of our company to work together to create better products and more and more synergies.
The first thing we worry about when integrating a company
in to a public company is usually the financial controls,
and then after that, we start looking at the products
that we share, and things such as that. There will be
more to come, and we will have a little bit more on
our synergies after our quarter results come out and
we talk it through with our investors later this Fall.
Aboutcamp BtoB: Criticism against diesel engines
and pollution has created many challenges and
changes for the RV industry in Europe. Can we
expect some synergies between the Hymer
Group in the E-mobility sector?
Bob Martin: Some of Erwin Hymer Group
brands in Europe are definitely developing
solutions in that field, such as Dethleffs.
In the United States, we use less diesel, so in
general there are more gasoline engines. The fuel additive they’ve just
added here in Europe, we
have had in the U.S. for
probably 10 years. There is
a higher percentage of vehicles which are gasoline versus
diesel, but we’re always looking for
new opportunities just for the environment. There are hybrid motorhomes
which are very intriguing to us, and there are
things we can learn here (in Europe), which will
resonate in the US over time.
Also, vehicles are getting smaller, more fuel
economic. If you look in the United States, the
number one tow vehicle was the Ford F-150.
One of the concerns from the industry standpoint was that because of fuel economy and
emissions, the tow rigs would go down in size,
however the car companies in the U.S. have
adapted simply by changing their engines, like the
F-150 now has a V6 with an ECO-Boost engine
and more gears, and by adding more gears they’ve
added more torque, and with more torque comes
more pulling power. They were able to do all this
to enhance fuel economy, and when they’re not
towing it’s even more fuel efficient, so there have
been many advancements over the years. A lot of it
will come with our partnerships with Ford, Mercedes
and Fiat, working with them to achieve a lot of these
changes. That’s how it will happen.
Aboutcamp BtoB: Can you give more details of the
group synergies with your historic suppliers that in
your press conference at the Caravan Salon Düsseldorf you said would become even stronger?
Bob Martin: We operate in the US and Europe with the
likes of Dometic and Lippert, who are suppliers who are
already operating in both continents, and many of them
want to grow more. For these vendors, it can be just about
introducing someone new to the environment which gives
people another option or another feature.
For some of the larger vendors, there are things
that we can sit down and look at, such as window sizes, and try to work together to be more
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efficient; or refrigerator sizes, as between
our collective size we use a lot of different
sizes.
If we can do things like work with the vendors, it can be a win-win for both as it helps
them with efficiency, their volume and consistency.
That’s how we’ve really started to look at
synergies. We’ve met with most of the vendors, and it’s all been positive. They’re excited to see us grow over here (in Europe), and
it goes back and forth.
There are some we have better relationship
with in the States, and some have better relationships here, but they may want to have
more of a presence in the States, so having
the groups together can help them to expand which is good for us, the vendors and
good for the consumers.
Aboutcamp BtoB: We know the differences between the US and German RV
products, but in your opinion, what are
the differences between the Germans
and the Americans on work processes, teamwork and how they approach
work – who learns from whom?
Bob Martin: We all learn from each other,
but it’s very different. The production at the
German facilities is amazing. They are more
automated than a U.S. facility, but it’s different – we have more factories, they have
fewer but bigger factories. We will probably
learn a lot more from our German partners,
and as they go over we can learn automation, precision, and a high level of quality.
The one thing we do in the United States
is develop the products with more speed.
Sometimes it can take years to develop
products in the automobile industry. Here
(in Germany) it takes them a little bit longer at Hymer. There is a happy medium. We
don’t want to compromise quality, but at
the end of the day, when consumers’ needs
are changing very quickly, in the U.S. and
Europe, it helps to learn; when you see a
different way of doing it, it opens peoples’

The Erwin Hymer Group
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Martin Brandt, CEO of the Erwin Hymer Group, with Bob Martin

minds just to see that, for example, Airstream is able to rejuvenate a product in
less than two years. It’s good for the Hymer
people to see, and a lot of questions come
up on how to do that, and that’s where it all
comes together.
We have a lot of things we will learn from
each other. There’s already been a lot going
back and forth. The businesses are different,
and their cultures are different, but I can say
it’s not been really one-sided. It’s been good
for both of us.
Aboutcamp BtoB: Is Thor planning any
further large investments in the near
future?
Bob Martin: Right now, we have debt
which is our focus to pay down the debt
from taking out the loan to buy the compa-

ny. We are being diligent on paying down
our debt. When that gets paid down we will
look at opportunities. We’ve grown in the
United States through acquisition, and there
are definitely opportunities here (in Europe),
but we need some time to integrate a large
company as well. It will take some time to
do that.
As we look to the future, Europe is an opportunity. We have a nice history that even
Erwin Hymer did it here, growing by acquisitions of some very good companies, and
I think if this acquisition continues to go
well, and people are happy, and dealers are
happy, I think further acquisition would be
invited. Many people, if they were going
to sell their company, for whatever reason,
they would simply talk and see if there is a
fit. There are more companies that we don’t
buy just because of a fit, so who they are
and what they are, I have no idea, but there
could be good things in the future.
Aboutcamp BtoB: So far, motorhome
manufacturers have relied on using the
existing chassis available on the market,
but are new developments, such as a
mechanical base specifically for motorhomes, still a dream, or is this now possible for a mega-group like Thor?
Bob Martin: It’s possible for sure, but right
now the automobile companies are our
partners, and those are our plans for now.
Some people have tried it in the past and
failed. For us, it works much better if we focus on the caravan side. We have the chassis
suppliers who focus on the chassis and the
automotive side. They are different worlds.
That’s not to say it couldn’t happen someday, but right now we have our hands full
trying to digest this acquisition and getting
everybody on the same page. I don’t see

that happening any time soon.
Aboutcamp BtoB: What is your relationship with China? How does the commercial war going on with China affect your
production?
Bob Martin: In the States, we don’t buy
anything directly from China. Our vendors
do, so it’s been more the talk of tariffs that
has probably had more of an effect. We deal
with commodity prices, up and down, but
the tariffs have not been thousands of Dollars as some would have thought. In certain
units, it could be hundreds, so there is some
effect, but it’s not been the massive effect
that some people were worried about.
For us, it changes every day, so you have to
be willing to adapt, and we’re doing a good
job of that with our companies and product developers. If there is a product that, for
whatever reason, commodities or tariffs, the
product price is creeping up, we would find
ways - you look at features, look at options,
ask ‘does it need this?’ - to keep pricing
competitive to the market for the customer without it getting out of control. For
now, we’ve been managing it, but it could
change by tomorrow though. That’s always
an unknown.
Aboutcamp BtoB: Are you interested in
expanding the Chinese market and do
you think there will be an acceleration
of the market in the short term?
Bob Martin: I doubt it in the short term.
The Hymer Group has a presence there and
has a relationship and looking at a partnership to build some product there, but it’s still
very early. We have had partnerships with
some of the core companies as well, but
China still doesn’t quite have the infrastructure. They are building campgrounds, and it
really makes sense as they have the land and
populated cities, so that does make sense
over the long term. That’s why we’re really
trying to do our homework and see if there
is a market there as we want to be the first
in there. It’s not ready yet. They’re still working on laws to tow, and things such as that,

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

so we’re watching it and we’re involved, but
I think it will be more five years down the
road when it could be something significant
that we’re talking about. In the near term,
I don’t see it yet because of infrastructure
issues over there.
Aboutcamp BtoB: Why do you think
‘RVX- The Experience’ didn’t work, and
in your opinion is it important to have
an official RVIA trade show, or is the
Elkhart Open House enough?
Bob Martin: We are a little biased because
we put our emphasis in to the Elkhart Open
House where they have dealer meetings
with all of our companies and we have all
our dealers in one place for a week, so it’s
very efficient. It’s in September, so it’s a
good time for dealers to look at product
and to buy.
In the past, the Louisville show got to be at a
time of the year, in December, when dealers
and manufacturers just didn’t need it.
They tried to reinvigorate the show to be
more of an automobile concept type of
show. In part it was good. I enjoyed it. There
was some new innovation and there were
some companies that really pushed it, but
at the end of the day, it was expensive and
most did not see the value in shipping units
out to Salt Lake City, and flying people out,
and then they were looking at San Antonio
(in Texas), so from an RVIA standpoint, the
majority questioned the overall value of RVX.
I’m glad they tried something different

which was ‘out of the box’, but our dealers
didn’t see the value, and not many dealers
came, which was probably the hardest thing
for all of us.
This is a different show (the Caravan Salon
Düsseldorf - Ed.). They are showing product
and they have a dealer day on the front end
and dealers do show up, but it’s a big retail
show. We still have huge retail shows in the
US. There’s one in Hershey, Pennsylvania,
one in California, Tampa in the spring, plus
Cleveland, Minneapolis, which are huge retail shows, but as far as a wholesale manufacturing show for us, the Open House is
really what we need.
We are part of RVIA, and I am on the board,
so we supported whatever efforts we
thought would work for the industry.
We’re a non-franchised industry in the U.S.
and here in Europe, so the dealers speak by
showing up, and there weren’t enough of
them there, and many that came said they
probably wouldn’t go back, so as we talked
to our customers, we decided it probably
wasn’t a good use of our money.
Something could come up in the next few
years. I know it’s a big thing trying to decide
what the right thing is for the RV industry.
There are a lot of things that could be interesting, but right now, we’re happy with
our Open House. We will see what happens,
and as the years go down, if something intriguing comes up we will start looking
again, but for now we have got one which
is our main focus.
Aboutcamp BtoB: What has been your
best motorhome vacation, and which
motorhome do you own?
Bob Martin: I own a Thor 44 MT Tuscany.
It is painted black and gold like my college
colours. For me the short trips have been
good, like to the Smokey Mountains down
in Tennessee with the family, just to enjoy
the mountains and the view, but all of my
trips are short. I use it for football games. In
the United States, we do something called
“tailgating” - when you go early to your
sporting events, having a party, you feed
people, have fun, play games, etc. We do
that a lot. My daughter’s at my university, so
we go back there quite a bit still. Lately, I’ve
been travelling to Europe a lot, so I haven’t
been in my motorhome as much.
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Open
for business
Words and photo Craig Ritchie
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Despite fears of
an economic slowdown
and a bulging inventory
pipeline, manufacturers
previewed a wide range of
new product at the 2019
Elkhart Open House Week,
with an emphasis on smaller,
energy-efficient units.

M

edia reports leading up to this
year’s Open House Week in
Elkhart, Indiana had many in the
North American RV industry wondering just
what they would find at the industry’s annual new product extravaganza. Reports of
higher-than-optimal inventory levels industry-wide and year-over-year sales declines
of greater than 20 percent suggested a
subdued atmosphere could be expected.
Yet when RV dealers began arriving in the
Elkhart area in late September – where
more than 65 percent of North America’s
RVs are manufactured – a sense of cautious
optimism had replaced any fears of an impending recession.
Tim Hyland, Wells Fargo
Inventory levels remain higher than where
manufacturers would like to see them,
due in large part to a bubble that began
forming in 2017 as RV builders continued
to push new product into a contracting
market. “Through the course of late 2017
and into 2018, one of the issues that the
industry has been dealing with is a bit of
an inventory bubble,” explains Tim Hyland,
president, recreational/specialty vehicles
group at Wells Fargo Commercial Distribution Finance. “A lot of inventory showed
up at one time, and so dealers and manufacturers have been collectively working
to get through that inventory backlog.
They’ve done a good job and are making
progress. Retail sales for 2019 are off a bit
from the high levels of the previous two
years, but this will still likely prove to be
the third-best year ever. From a wholesale
perspective, 2019 is also tracking toward
one of the top years ever.”

Thor display at RV/MH Hall of Fame 1

Jason Lippert, Lippert Components
Lippert Components Inc. CEO Jason Lippert
agrees that while 2019 sales are not likely
to equal those of the previous two years,
what the industry is seeing is a short-term
blip rather than the beginning of a longer-term trend. “The climate’s challenged
a little bit right now because dealers have
been destocking inventories and while
they’re destocking, there’s additional capacity on the OEM side,” says Lippert. “It’s
a unique situation. Because dealers can
get product when they want it, they’re not
looking to stock up like they normally do.
But we’re optimistic about the business.
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Wells Fargo

Jason Lippert - Lippert Components

The products are better than ever, and we
think that the RV industry has a bright future here.”
Denise Chariya, Thor
That sunny forecast was very much in evidence as manufacturers presented their
2020 product lines to generally enthusiastic dealers who descended on the Elkhart
area from across the US and Canada. While
Class A motorhomes, large fifth wheels
and large travel trailers continued to command strong interest, some of the heaviest
crowds appeared to be focused on smaller
trailers and Class B motorhomes built on a
variety of different van chassis. At the Thor
display located outside the RV/MH Hall of
Fame in Elkhart, a number of existing and
prospective dealers stopped by to see the
latest product offerings from Erwin Hymer.
“I think dealers are intrigued and interested to see something different,” explained
Thor director of marketing, Denise Chariya.
“Consumers always want to see something
fresh and dealers always want to have
something fresh to show them. Units that
reflect European styling and preferences
always draw interest in North America.
I think a lot of the dealers are interested
to see what’s new this year, and to talk to
the manufacturers and gain a better understanding of how they’re designing product
in Europe and how it differs from North
American product.”
Jennifer Lajeunesse, Pro-Lite
For Canadian trailer manufacturer Pro-Lite, exhibiting at the RV/MH Hall of Fame
provided an opportunity to showcase its
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Joe Kicos - Xtreme Outdoors

full lightweight towable line while debuting its all-new 12V teardrop trailer, featuring a renewable energy package that uses
no propane whatsoever. The 950-pound
unit sleeps three people, can be towed
by a compact car and carries a retail price
in the range of US$20,000, making it affordable to the eco-conscious millennial
buyers that it targets. Two 100-watt solar
panels, in combination with a 100-amp
battery and 2,000-watt inverter, power all
onboard electrical appliances. Options include a portable electric heater, a glass-ceramic induction cooktop, a 1.7 cubic-foot
refrigerator, a bag awning and tempered
glass windows. “It’s a green trailer in every sense. You can plug it in or use it with
the solar-panels to charge the batteries and
there’s no need for propane whatsoever,”
says Pro-Lite marketing representative, Jen-

Jennifer Lajeunesse - Pro-Lite

nifer Lajeunesse. “In terms of capacity, it’s
powering all eight units that we have on
display here at the Open House. As long as
you’re careful with consumption, it functions just fine with the two solar panels.”
Lajeunesse notes that the ability of the
trailer to operate on solar energy appeals
to buyers who prefer to camp at remote
sites without power. “We have had a lot of
response from consumers who like to fish
or just get away from everyone else. This
product absolutely enables that.”
Joe Kicos, Little Guy/Xtreme Outdoors
Also drawing dealer attention with its small
trailers was Xtreme Outdoors, the new
company formed following the acquisition
of Liberty Outdoors/Little Guy in July by entrepreneurs Yong Lee and Vikram Kaul. Joe
Kicos, founder of the Little Guy brand and

now director of sales at Xtreme Outdoors,
said dealers had shown considerable interest in the company’s teardrop trailers. “We
continue to enjoy strong interest in our
staple products like the Little Guy Max and
Little Guy Mini Max, both of which have
new interior woodwork in a cherry finish
for 2020 that we’re very excited about. But
what’s really generated a lot of interest is
our new Micro Max unit, which we’re debuting here at the Open House. It’s a new
prototype unit that weighs in the range of
1,600 pounds and fits inside a residential
garage for storage. But it still has a full five
feet, 10 inches of headroom inside. It has
a full kitchen, there’s a Porta-potti option
for it and the exterior cargo rack can carry
canoes and kayaks. It even has an external
shower. Dealers have shown a lot of interest in this product, we feel it will resonate
with a large group of buyers.”

Fleetwood Class A

Keith Fishburn
InTech

InTech Luna Rover

The Supplier Show

Keith Fishburn, InTech
Exhibiting nearby, InTech presented a diverse display spanning all three of the company’s product lines. “There’s been a strong
upward market trend for lightweight products and smaller towables,” notes sales rep
Keith Fishburn. “We’re showing new floorplans in our Sol Horizon line, which we debuted last year, along with redesigned Luna
teardrop units with upgraded interiors, including one model with a cassette toilet.
We get a lot of requests to include a toilet
in a smaller unit like that, so that’s brandnew for the 2020 model year. There are
new tweaks to our Flyer product range to
keep things fresh, and we’re seeing quite
a bit of dealer interest. Again, there’s been
an uptick in interest in smaller, easily-towable product and we’re looking forward to
the coming RV show season where we can
show them off to consumers.”
Airstream
Iconic travel-trailer brand Airstream also
showed renewed emphasis on smaller
units in its 2020 lineup, including the latest
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Karyn Torcoletti - Roadtrek

we have on display represent what will be
in the lineup going forward. We’re here
to meet our current dealers, hopefully attract some additional new dealers to our
growing family and show the industry that
Roadtrek is back and that we’re going to
have great things coming.”
The showpiece of Roadtrek’s Elkhart display was a prototype built on the Ford
Transit platform. “We’re debuting our Ford
Transit Haven, which is offered as a mid2020 model and is the first model we’ve
built on the Transit chassis,” says Torcoletti.
“Our plan is to formally introduce it at the
2020 Hershey RV Show in Pennsylvania.
It’s a beautiful unit, with a dark pecan interior and a lovely long galley with granite
counter tops and a European-style slimline
fridge for extra space. We’ve had nothing
but positive feedback from the prototype
and we will be moving forward with this
model.”

editions of its historic Bambi and Caravel
single-axle models, offered in lengths from
16 to 22 feet. All-new décor options for
2020 feature bright, neutral or white tones
with warm wood accents that yield a fresh,
bright interior look. “They’re iconic models
within an iconic brand,” says Thor’s Denise
Chariya. “With their new décor options
they continue to define their segment.”
Karyn Torcoletti, Roadtrek
Among motorized units, perhaps no
marque drew greater interest at Elkhart
this year than the relaunched Roadtrek
Class B van brand. Now operating as a new
company under the Group Rapido family
umbrella, Roadtrek displayed six models at
Elkhart. “We’re here displaying for the first
time as a brand-new company, Roadtrek
Inc.,” says head of marketing and communications, Karyn Torcoletti. “The six units

Fleetwood
Discovery LXE 44H
interior

Little Guy Mini Max
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Winnebago
Also showing a new Class B was Winnebago, which used the Open House week to
present its all-new Boldt, described as a
“four-season Class B for real-world use.”
Based on a Mercedes-Benz Sprinter chassis, the Boldt is available in a choice of two
floorplans and in either two-wheel or allwheel drive configurations.
Mark Lucas, Holiday House
Where many manufacturers took advantage of the Elkhart Open House week to
reveal forward-looking designs, at least
one builder came to the event with its eyes
firmly on the past. Holiday House exhibited
three retro-styled travel-trailers that harken
back to the glory days of the 1950s and
60s when the Holiday House brand was a
campground mainstay. “We acquired the
Holiday House brand a couple of years ago,
and today we offer three travel trailers, an
18, a 25 and a 27, which each combine
the iconic, retro styling of the original with
every modern convenience,” notes Holiday
House owner, Mark Lucas. “With modern
materials and today’s production technologies we’re able to produce an 18-foot trailer with an interior layout that echoes the
original, yet it’s only 3,500 pounds, allowing it to be easily towed by a family-sized

aboutcamp_UK_VC 210x148_Pfade.indd 1

Mark Lucas - Holiday House

vehicle. People see the 27-foot model we
have on display, complete with its adjacent
solar panels, and there’s a real visual disconnect, they aren’t sure what to make

of it. It’s very much the past meeting the
future. We’ve been in production now for
16 months and we’ve picked up some new
dealers here, including two in Canada.”

10.07.19 16:52
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Home away from home

Truma’s brand-new US headquarters brings new capabilities
and opportunities for the venerable brand.
Words and photo Craig Ritchie

N

o building is any stronger than its
foundation, and no company can
truly prosper without a solid base beneath it. That being the case, the future looks
very bright indeed for Truma Corp., which
opened an all-new corporate headquarters
for its US division in late August.
Located at 2800 Harman Drive in the core of
Elkhart, Indiana’s RV industry, Truma’s new
US headquarters is a brand-new, 48,000
sq ft (4,459 sq m) facility that houses the
company’s corporate offices, an extensive
warehouse space, two RV service bays and a
unique climate chamber capable of accommodating the largest Class A motorhomes.
Two fully-serviced RV sites adjacent to the
building – complete with electricity and water
– offer comfortable overnight accommodations for visiting customers who wish to have
early morning access to the service bays.
The new facility represents a considerable upgrade from the company’s previous location in
a small office building in downtown Elkhart.
“At that time we were only three people,”

Truma Elkhart Climate Chamber
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says Truma North America president and
CEO, Gerhard Hundsberger. “But we have
grown quickly and now we are 25 people, so
we didn’t have any space at all. Beyond that,
our service facility and our warehouse facilities were in different locations so it was very
awkward from a logistical perspective.”
With a growth strategy mapped out over
the next several years, it was imperative that
the company secure the space it needed to
be successful. Following a comprehensive
search, the company acquired a five acre (2.0
ha) building lot in north-east Elkhart with excellent access to major highways. “The building itself is the largest that we could fit onto
the lot while respecting codes and municipal retention areas,” says Hundsberger. “We
were determined to use as much space as
we could, so the warehouse and service bays
span about 38,000 sq ft (3,530 sq m) and the
offices are about 10,000 sq ft (929 sq m) over
two levels.”
A truly unique design
The modern design of the facility reflects
more than 18 months of detailed planning,
working with two architects. Hundsberger
wanted a building that would remain in keeping with the style of other Truma properties
in Europe, yet retaining the functionality required to conduct business efficiently in the
North American market. The resulting design
incorporates elements from other Truma facilities in Germany and the UK, but does not
mirror their overall design.
One key aspect of the new facility is its open
office concept with plenty of window space
and fresh air – a far cry from the way employ-

ees were doubled up sharing small individual
rooms in the previous building. The sense of
open, accessible space is enhanced by the
utilization of low-profile, adaptable partitions
throughout, a neutral colour scheme, and
free-standing conference pods that provide
efficient meeting spaces for small groups. The
generous use of sound-absorbing acoustic
materials throughout ensures a relaxing environment while preventing meetings or telephone conversations from disturbing other
employees working nearby.
Truma has made a significant commitment
to the health and well-being of its Elkhart
employees with the provision of ergonomic
desks and seating. Desks utilize pneumatic
adjustments so they can be used in either the
standing or seated position. “The employees
love that,” says Hundsberger. “As you walk
through you will see some people sitting, and
others standing. It is a far healthier approach,
and far more comfortable.”
The majority of Truma employees – and certainly those who are in the office each day –
work at an assigned desk. Others who are in
the office intermittently, such as salespeople,
use a hoteling arrangement with shared desk
spaces. All benefit from state-of-the-art telephone and Wi-Fi, and enjoy an inviting employee lounge and kitchen area with double
refrigerators, microwaves and dishwashers.
Throughout, large thermal windows provide
outstanding natural light while insulating
against greenhouse-like thermal heating.
Meet the TEC
With most of the office spaces located on the
building’s second floor, the ground level fea-
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tures a welcoming reception centre and a product showroom, where
Truma’s latest products can be demonstrated in comfort. There’s also a
training facility on-site, known as the TEC – short for Truma Education
Centre, where service and sales presentations can be delivered with full
access to the entire facility. Typical service training classes can accept
up to 20 people, far more than could have ever been accommodated
in the former office. “We’re very happy with the training opportunities
that this new building represents,” says Hundsberger. “Training is very
hands-on, with many appliances in the room. For training purposes we
will build-in some errors or failures into the sample products, then task
the service technicians to diagnose and repair the product. So it is not
just theoretical training, but a very strong hands-on component. And
the amount of space we have here facilitates that.”
Truma’s new headquarters was designed with an eye to environmental
efficiency as well. An eco-friendly, geothermal HVAC system offers tremendous heating and cooling efficiency, while LED lighting throughout – controlled by motion sensors that turn lights off when they’re not
being used – help reduce both the building’s environmental footprint
and energy costs alike. The company is considering adding a rooftop
solar system in the next year to further boost its energy efficiency.

Truma - Alde
Perhaps the most striking aspect of
Truma’s new US headquarters isn’t
so much the building itself, as the
signage on the outside. The Truma
name over the doors is to be expected. But right there beside it is
another familiar logo – Alde. “What
we found over the years was that
it just makes sense to bring these
companies together here in North
America,” explains Hundsberger.
“We’re still both small companies
and we see a lot of synergies by
bringing them together in this market. In the past, both companies
tried to build up a dealer network,
service network, training – these
are areas where anyone can immediately see the synergies. Why have
two salespeople going to visit the
same customer?”
On the right: Gerhard Hundsberger

Major milestone
The opening of its new Elkhart facility represents a major milestone for Truma beyond gaining efficiency by combining its existing operations under a single roof. It also confirms that the company is quickly coming of age in the US. “Our long-term strategy
consists of different steps,” says Hundsberger. “One, to become
established in the US market with a rented facility, and building
relationships with our customers and the end-users. Two, to build
our own headquarters here, which we have now done.”

Service with distinction
As impressive as the corporate offices are, the heart of Truma’s new
headquarters lies along its northern face, where a pair of large entry
doors provide access to its twin service bays. Large enough to handle
the biggest RVs on the road, the two oversized service bays provide
repairs and new product installations by Truma technicians.
A third door adjacent to the service bays opens to provide direct drivein access to Truma’s unique climate chamber. While more common in
Europe, a full-size environmental chamber is still a bit of a novelty in
North America, giving Truma a decided competitive advantage. Large
enough to completely enclose a Class A motorhome, the massive
chamber can be set to simulate winter or summer conditions at any
time of year, with a temperature range of -13F (-25C) to more than
113F (45C) – all with fully controllable humidity levels. “You park the
unit and leave it in the chamber overnight to give it time to reach the
desired temperature,” explains Hundsberger. “Then you can go in and
test the furnace or the air conditioning. Thermal imaging cameras
make it quick and easy to identify any problem areas.”
Beyond providing Truma an opportunity to perform climate testing
on its own products, the environmental chamber also provides an
opportunity to evaluate competitor’s units and perform direct comparisons. “Temperature sensors can measure multiple different points
in the vehicle, so a technician can see where the heat distribution
goes based on the existing layout of elements like air ducts,” notes
Hundsberger. “We can go back to the unit manufacturer with specific
recommendations, showing how they can make changes to provide
more efficient heating and cooling. It’s extremely valuable feedback
to the manufacturers, because absolutely no one wants their customers to be uncomfortable.”
Beyond the climate chamber, the east end of the building is devoted to warehouse space, enabling Truma to stock more components
than before and turn orders around faster and more efficiently. It also
provides an opportunity to diversify the product line in North America. “We started with the products and systems which we thought
would be the most appropriate for the North American market,” says
Hundsberger. “And we have developed products specifically for the
North American market, like the Truma AquaGo and Truma VarioHeat. So it’s just a matter of time when we will add more systems
for the North American market. We will introduce the Truma Cooler
here in January, it’s a portable refrigerator and freezer which was
intensively tested under extreme conditions in Australia. Truma is all
about quality, innovation and service. If a given product is a fit to our
customer’s needs, then it is very likely that we are going to bring it to
North America.”
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Helping the USA
come to Europe
We talked to Jörg Reithmeier to find out
how an American company like Lippert
Components Inc (LCI) is successfully
expanding its operations across
the Atlantic to Europe.
Words John Rawlings

T

here has been a noticeable increase
in the number of links and co-operations between the caravan/RV industry in North America and Europe. One
man, Joerg Reithmeier, a former Executive
Board Member at the Erwin Hymer Group,
and now a Senior Advisor to Lippert Components, shares his thoughts on how this
American brand and its products are developing in Europe.
Aboutcamp BtoB: What is your background, and how long have you been
at Lippert Components?
Jörg Reithmeier: I started my career in the
machine building industry and built up various sales and service organisations worldwide. I also had a lot of responsibility for
R&D and production, which led me to join
Hymer AG as Managing Director in 2011
where I was in charge of the Hymer brand
until 2015.
In 2013 we started to bring the two holdings of Hymer family together to make today’s Erwin Hymer Group. In 2015 I joined
the executive management team of the Erwin Hymer Group. I was in charge of the
premium segment, later for supply chain
management, R&D, innovation and aftersales. When the group was sold to Thor Industries I decided to leave and pursue some
other projects I’d wanted to do for a while.
I became a consultant to Lippert Components (LCI) in 2019 to develop its strategy
for Europe and, as I was very in touch with
the market and the supplier structure here,
to identity the most promising LCI products
for this market. I am also responsible for
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helping to find appropriate companies and
suppliers for LCI to partner with or acquire,
or, alternatively, find new ‘brown field’ opportunities to build its own facilities.
Aboutcamp BtoB: How is Lippert Components now perceived in Germany and
the rest of Europe in terms of awareness and reputation?
Jörg Reithmeier: LCI has done a tremendous job of developing its business in the
European market, particularly over the last
two years. It now has a committed European management team and products that
have also been designed specifically for
this market. LCI has the right culture to
successfully work with companies and customers here, so I think it is now seen as a
very serious and committed competitor in
this market. A sign of this growth is to look
at how its booths (stands) at the Caravan
Salon in Düsseldorf have grown in the last
few years.
In terms of culture, LCI’s partners see it as
an interesting company with a lot of commitment, dedication and a family culture,
which makes it a good partner for their
own future. In addition, for OEMs, I believe
LCI is seen as an interesting alternative to
their existing suppliers and highly competitive against its European competitors. They
can also see that LCI has put a lot of effort
into developing the companies and brands
it has acquired in Europe.
Aboutcamp BtoB: What are your priorities for Lippert’s activities in Germany
and the rest of Europe?
Jörg Reithmeier: I have helped develop
LCI’s strategy for Europe and recommend
the products that I think are the most suitable to develop for customers and the market here. My next step is to help to grow
LCI’s operations in Europe, either organically or via acquisitions. LCI has put a lot of effort into the localisation of its activities over
here, and to make sure it is present in the
individual markets, such as Germany, Italy
and France. This is a big difference to how
it was initially when customers in Europe
were having to deal with the LCI staff over
in the United States. We have seen it as a
priority for LCI to be closer to its European
customers and as a result, LCI has seen a
significant growth in Europe, not only from
the RV industry, but also from other sectors
it has targetted, such as marine and rail.
Aboutcamp BtoB: From Lippert’s experience in USA, which of its technologies
or products do you think are most likely
to find an interesting market in Europe?
Jörg Reithmeier: There are three product
and technology areas which I see as the
most likely to be successful in Europe.
The first is to bring slide-outs to the market
in Europe. These are already very successful
products for LCI in the United States.
The second is to explore opportunities to
supply chassis components, such as brakes

and automatic levellers, etc., as this is another area that LCi is already very experienced in, and I believe manufacturers in
Europe are interested in having alternative
suppliers here.
Thirdly, modern connectivity is another interesting opportunity for LCI in Europe as it
has a very strong subsidiary in this field in
the USA (IDS). LCI likes to enter new markets and use its vast experience from the
USA to develop the existing products available. LCI has a 60 percent market share in
the U.S. RV market, so its product range
is proven and successful, so it can use this
expertise to offer more integrated solutions
for the European market.
Aboutcamp BtoB: In your experience,
what are the most significant differences in planning, R&D and production
planning between German companies
compared to those in the rest of Europe?
Jörg Reithmeier: I think the main ways
that OEM companies in northern European countries compare to those in southern
Europe is that they are more organized in
terms of processes. For example, the companies in northern Europe are more likely
to properly document their designs to make
sure they can provide a good aftersales service. They seem to have higher quality and
less stock at their production sites. By comparison, my impressions from companies in
southern Europe is that they are less strictly
organized, but their processes make them
much quicker and faster. They generate less
documentation, which can sometimes result in more issues with aftersales, and they
often have more stock because they believe
they would save costs by producing bigger
lot sizes. I’d say they are more cost-focused
in the south of Europe. Although they may
be more organised in the northern countries.
Aboutcamp BtoB: Thor Industries has
come to Europe, and Rapido has gone
to Canada, so do you have the feeling
that other manufacturers will come to
Europe from America, and vice versa?
Jörg Reithmeier: Yes, I think there will
be more companies from America making
efforts to come to Europe as these two
markets are developing differently. At the
moment, the U.S. market has dropped by
around 20 percent, but the European market is still growing, so it represents an interesting opportunity for them.
I think the big manufacturers here and in
the U.S. are keen to be less dependent on
their home markets. It is a huge market in
the US, so I’m sure there are manufacturers
from other countries who see it as offering
them lots of potential.
There is a different mix of products in the
USA and Europe, and in the past, a motorhome in the U.S. was completely different
to a motorhome in Europe, but now there
are a lot more similarities, such as the Class

B/Van, which makes it easier for manufactuers to look at both markets.
Aboutcamp BtoB: How long has Lippert
been supplying European OEMs, and is
its market share increasing as you expected?
Jörg Reithmeier: The real start for LCI in
Europe was in May 2016 with its acquisition of Project 2000 – a well-known Italian
supplier of beds and steps, etc. That was
an important step in LCI’s investments over
here. The market development in Europe
since then has been very promising and
above our expectations. LCI has completed
over 55 acquisitions worldwide in the last
10 years, but its success is not just based on
acquisition, as the culture of each business
is also important to make sure they are a
successful fit with LCI.
Aboutcamp BtoB: We still don’t see
very many slide-outs in European caravans or motorhomes. When do you
think this will change?
Jörg Reithmeier: I think you will see a
change in the market for slide-outs for the
2021 season. We have introduced a slideout developed especially for the European
market in terms of quality and price. For
slide-outs to be successful over here they
need to provide the interior space of a
larger model in a shorter, lighter vehicle.
Longer vehicles can also be significantly
more expensive in terms of ferry costs than
some European countries – so customers
may pay more for a shorter vehicle to then
save money on travel costs. The slide-out
solution in the U.S. is different in terms of
insulation and interior style. There was a lot
to consider for a slide-out for Europe, but
LCI’s new solution has now been shown to
European OEMs and we are very optimistic
about it. I have been in charge of innovations in the past, so I enjoy spending quite
some time on this project, and can see a lot
of interest in it.
Aboutcamp BtoB: What advice have
you been able to give Lippert from your
experience of the European RV market?
Jörg Reithmeier: My advice has been to
use LCI’s power and culture to develop its
position in the market, offering locally-produced products and people, and focusing
on developing products to give additional
value to the customer. In other words, use
the strength of being a global player, but
act local. To grow a company you also need
to be able to have the financial strength to
invest. Many companies aren’t happy or
able to do that, so they are pleased to have
a partner like LCI who will invest in their
company or products instead. LCI is committed to making better products, whereas other existing businesses in the market
might see no need to develop theirs any
further at the moment.

Bt o B

33

C

ompany news

Lippert Components

Slide-outs, the
new course
of Lippert
Components
in Europe
Words Antonio Mazzucchelli, photo Enrico Bona

T

he Caravan Salon 2016 marked the
debut of the first Lippert Components
slide-out version designed for Europe.
The American team spent three years or so
interviewing European holidaymakers, manufacturers and suppliers to identify the ideal
combination to integrate the functionality
of a slide-out system with the design of
German, Italian, French and British vehicles.
Slide-out solutions were already present in
Europe but only as a specific solution on maxi
motor-

homes, known
as liners, to extend the already very ample living quarters. So, Lippert
Components decided to apply the particular
slide-out technology to the most interesting
market segment, that is of vehicles under
3500 kilograms of weight. But then the
project came to a grinding halt. We asked
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Lorenzo Manni, LCI RV Europe Sales Director, to explain what happened and tell us
more about the company’s new course in
terms of slide-outs.
Aboutcamp BtoB: Can you tell us how
the idea of bringing slide-out systems
to Europe came to be and what were
the first evolutions of the product?
Lorenzo Manni: We started out with an
American product that soon showed some
technical limitations. So, we decided to develop a new system together with a European company that already had a semi-industrialised, patented product. An agreement
was signed for the production and exclusive distribution of a product called
the Euro Slide. Adria was the first to
fit it. It meant that the company was
the first to be able to offer a slide-out
function on a standard production
vehicle lighter than 3500 kilograms
and shorter than 6 metres in length (it
was 599 cm long). With this solution,
Adria won almost all the awards due
to the innovative nature of the application. Unfortunately, the cooperation
with our European partner experienced
a number of problems, including the
essential issue of quality. We moved the
production to the Project 2000 factory in
Italy, where we made several upgrades and
improved a number of details aimed to make
the product more reliable from the technical
point of view. Unfortunately, relations with
the European supplier began to deteriorate
and eventually broke down altogether.
Aboutcamp BtoB: Is this why you halted the project for almost two years?

Lorenzo Manni: Yes, that’s right. We
needed to develop our own patented system that was not too discontinuous with respect to the old one but entirely owned by
us. We understand that as the world leader in slide-out solutions we cannot rely on
anyone else for our production. After a long
period of design, the Smart Room came to
be. We presented it at the trade show this
year. At last, we had a Lippert Components
product for Europe. The Smart Room solution can be mass-produced. It has been extensively tested and offers a level of quality
that meets our standards and those of our
customers.
Aboutcamp BtoB: So, now the Smart
Room is back and officially on the market.
Lorenzo Manni: Yes. Our customer Adria
starts production of a compact semi-integrated unit again with this slide-out at the
back. We are also developing the product
further and we strongly believe that you will
hear talking and see “smart rooms” more
and more in the next months. On the other
hand, there is a great demand for compact
layouts and light vehicles. A well-designed
slide-out can make the vehicle lighter.
Aboutcamp BtoB: Can you explain this
concept better?
Lorenzo Manni: Of course. Adding a slideout to an existing layout certainly means
increasing its weight. But if the layout is developed from the start to include a slide-out,
the vehicle can be shorter and have more
than two square metres of extra space but
with less weight per square metre. Adria
understood and interpreted this concept to

perfection. We are also supplying the slideout to Tabbert for their high-end Cellini caravan. In this case, the application is more
similar to those found in the United States
because consists in adding extra space to an
already very generous living pod to provide
all the comfort of a real home.
Aboutcamp BtoB: How do you see the

development of Smart Room in the van
segment?
Lorenzo Manni: Absolutely successful.
Slide-outs can be a real revolution in the van
world, comparable to that of the variable
height bed in semi-integrated motorhomes.
We are working on a specific project to offer Smart Rooms also on vans but there is
a problem to overcome in a very compact

space with walls that cannot be modified
like those of vans. The usability of the vehicle decreases when the slide-out is retracted.
We are working on systems in which Smart
Room is less invasive when closed allowing
full use of the interior space. The goal is to
be able to offer a van with a slide-out layout, with four comfortable beds, a spacious
bathroom and a comfortable dinette.

LCI Italy purchased the adjacent building
and will be able to double the available area
reaching a total of 13,000 square metres.
There will be more space for offices, for pro-

duction, to better organise logistics starting
from loading, and for parking. The new
building is similar to the current one and has
the same architectural features.

LCI RV Europe doubles
the size of its main plant

L

CI RV Europe established its headquarters in Tuscany, near San Casciano, in
January 2019. The industrial hub called
Plant 304 has an area of 6600 square metres, of which 1200 square metres are used
for technical, administrative, commercial
and executive offices.
The remaining 5400 square metres are used
for manufacturing living pod doors, hatches
and some models of beds. The building is
characterised by a single row of supporting
pillars to exploit all the available space and
make the industrial building suitable for any
type of production.

Lippert Components mosquito nets and blinds

L

CI Italy acquired Lavet Srl, a manufacturer of window blinds based
in Siena, Italy, in June 2019. The acquisition of Lavet has enabled
LCI to expand the product portfolio into a key category such as that
of blinds and screens for windows and doors.
“We acquired Lavet because it was one of the most important suppliers of Metallarte. There is a Lavet screen on every door made by Lippert Components”, explained
Michele Checcucci, CEO of LCI
RV Europe “Lavet also has the
know-how and production
capacity to supply window
blinds, as well. So, we developed a new product, bringing
into fruition a project that had
suffered over the years and
that had a very functional
approach at the expense of
design. The new prototype
window shade we presented
at our stand at the Caravan

Salon in Düsseldorf 2019 has already
attracted a lot of interest.” LCI Italy has
confirmed its full trust in all the staff,
headed by Lavet’s managing director,
Maurizio Pieramici, by bolstering the
design part and structuring the company in a more industrialised perspective.
“We reconfirmed the Lavet team because this is how Lippert Components
operates”, continued Michele Checcucci. “In all our acquisitions, the management team and the workers are one
of the reasons that contribute to the
choice and evaluation of the company.
For us, this acquisition is strategic because it takes us into the new and interesting segment of window blinds for
motorhomes. It also allows us to operate synergies of logistical nature within
our own company”.

LCI is growing big in Europe also in the rail and marine sectors
Lippert Components is continuing its growth and diversification
into the train sector with the acquisition of Ciesse S.p.A., a supplier
of railway interior products and systems. LCI Italy acquired Ciesse,
based in Rignano sull’Arno, Italy, on August 31, 2019. Ciesse had
annual sales of approximately €22.5 million up to June 2019. The
acquisition of Ciesse will create greater synergies for customers in
the rail sector. This follows LCI’s acquisition in 2017, Italy-based
manufacturer Sessa Klein S.p.A., which enabled it to offer highly engineered side window systems for both high speed and commuter
rail. LCI’s growth plans have also included diversifying in to the marine sector, with the recent acquisitions of Taylor Made, TrendMarine

and Lewmar Leisure Products. “The addition of Ciesse’s products,
leadership, and customer base allows us to continue our growth and
pursuit of obtaining a more complete suite of components and solutions for the global rail industries,” said Jason Lippert, CEO and President of LCI. “As the overseas rail market is beginning to see some
real growth, we are enthusiastic about further evolving our railway
product offerings and market share in that market. We look forward
to the Ciesse leadership team’s continued service of existing customers and collaboration with our U.S.-based leadership teams to find
new opportunities in the international railway market” continued
Jason Lippert.
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Airxcel CEO shares
his thoughts on strategy
and European expansion
We caught up with Mr. Rutherford during the 2019 Elkhart Open House week to talk about the
company’s growth strategy for the European market.
Words Craig Ritchie - photos Craig Ritchie & Enrico Bona

J

eff Rutherford has enjoyed a long and
fruitful career in the North American RV
industry. Following eight years as vice
president of Carefree of Colorado and nine
more years as president, he joined Airxcel in
June of 2013 assuming role of chief operating
officer. Promoted to president in 2015, he was
named chief executive officer the following
year, succeeding company founder Mel Adams who retired following a 25-year tenure.
Mr. Rutherford currently sits on the board of
directors at the Recreation Vehicle Industry Association (RVIA) and was recently appointed
to the board of the RV Technical Institute.
Charged with the stewardship of iconic brands
including AquaHot, CAN, Coleman-Mach, Dicor, United Shade, Vixen Composites, Maxxair, MCD and Suburban, Jeff Rutherford is a
champion of Airxcel’s European expansion
plans. With its recent acquisition of Italian
cookware supplier CAN S.r.l, the company has
formed AirxEU to serve the European market
and appointed former CAN partner and caravan industry veteran, Paolo Moresco, to head
the AirxEU operation.

nity to make an investment into Europe. So
the timing of those things just happened to
coincide. It was part of our plan from the start,
but it just happened to work out that now is
the time to make this move.
If you look at Airxcel’s portfolio, you see a
collection of high-quality brands. CAN is a
high-quality brand in the European market
that we thought would be a wonderful fit for
our portfolio. We’re already in the gas appliance business, so leveraging our skills, knowledge, supply chain and so forth with a brand
that can offer that seemed to make a lot of
sense. It was a logical acquisition. It allows us
to establish an actual presence in Europe with
a manufacturing facility, with a distribution
facility, with a customer care facility. To be successful in any market, you have to be relatively
close to your customers.
Aboutcamp BtoB: And will that be the
long-term goal or is the long-term goal to
do manufacturing for the European mar-

Aboutcamp BtoB: This is an exciting time
for Airxcel, with the formation of AirxEU
and a new commitment to Europe.
Jeff Rutherford: Airxcel has been a major
supplier to the North American RV industry
for many years. Europe is the second largest
market in the world for recreational vehicles,
and part of our strategy now for the past couple of years to grow via geographic expansion.
The acquisition of Hymer by Thor brings some
opportunities with it, including the opportu-

Airxcel family of brands for the RV industry
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ket in Europe from the beginning rather
than modifications to?
Jeff Rutherford: The intent is to produce, or
at least provide some level of final assembly
or modifications to, products in a location as
close to our customer as possible. So we’ll do
that with all of the products that we intend
to bring to that market. Initially, we’ll be importing products from our US manufacturing
businesses. Eventually we’ll be doing assembly
work there as well.
CAN is a manufacturer and through the acquisition we have acquired a manufacturing
facility. But really what it does is it establishes a
starting point that we can expand from. When
we talk about assembly, we don’t necessarily
plan to duplicate all of our tooling. We sell
our air conditioners, for example, all over the
world and it doesn’t make sense to duplicate
all those injection molded tools. So parts will
be produced wherever that source happens to
be and the assembly work, like the charging
and welding will be done locally.

Jeff Rutherford (left) with Paolo Moresco (right) at Caravan Salon Düsseldorf 2019
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Aboutcamp BtoB: And is there going to
be a substantial difference in the product
that is sold in Europe?
Jeff Rutherford: Yes. What we have done,
and what we’re continuing to do, is develop
products specifically for the European market that are focused on design, weight, and
performance characteristics that are unique
to that market, as opposed to trying to fit a
North American product into Europe.
Obviously there are different regulatory requirements, and CE ratings on most products
are required. They’re not significantly more
challenging for us to overcome than a UL/CSA
approval in the United States, it’s just a different set of tests that we have to perform.
Aboutcamp BtoB: Are tariffs a concern
given the product will be shipped to Italy
for completion and assembly?
Jeff Rutherford: Tariffs are always a concern
because they’re an unknown. But when you
think about doing final assembly in Europe,
the tariffs really become a non-issue. Eventually, the country of origin will be in Europe for
most of the products so you’re really talking
about components. Even with our existing
product in North America, we battle tariffs
all day long, but we’re still able to be a low
cost producer by importing components from
throughout the world and doing the assembly
in North America for the North American customers. And that’s still far more cost-effective
than paying a tariff on a completed finished
good.
Aboutcamp BtoB: How might the personnel structure look for Airxcel in Europe?
Jeff Rutherford: We’re set up as groups, so
we have an RV group North America, which
is run by Kevin Phillips. We have a commercial industrial group in North America, which
is run by Chris McBride, and this European
group will be run by Paolo Moresco. Each of
those group presidents report directly to me.
Aboutcamp BtoB: And how independently will the Airxcel brands operate under
AirxEU?
Jeff Rutherford: That is an interesting
question. In North America every one of our
brands operates independently, and each of

Mr. Rutherford (on the left) in conversation
with our editor in chief at Caravan Salon
Düsseldorf 2019
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About Airxcel
Facilities: 8 across North America,
Europe and Asia.
Number of employees: 1,400
Sr Mgmt. Team:
• Jeff Rutherford, President and CEO
• Debi Jones, Chief Financial Officer
• Paolo Moresco, Managing Director,
Airxcel Europe
Airxcel began in 1991 when the Coleman company divested their Coleman
RV Air Conditioner division to a group of
company executives. Since that time, the
company has continued to grow through
innovative product development, market
expansion and strategic acquisitions. The
Airxcel RV Group provides industry-leading products in recreational vehicle
heating, cooling, ventilation, cooking,

those brands is managed by a division president and they’re responsible for the product
and the profit and loss of that particular division. Products that will be shipped to Europe,
whether it’s an air conditioning product or an
Aqua-Hot product, will still be designed and
engineered by those product experts in those
locations, and they’ll have control over the
performance and how the things work. When
they go to Europe, Paolo will have the ultimate
decision on pricing and things associated with
managing that marketplace. So it’s a bit of a
hybrid because the technical expertise will still
exist where the products are engineered, but
ultimately the decision for the European market will rest with Paolo.
Aboutcamp BtoB: When Airxcel announced the acquisition of CAN you
made a remark that this is the ‘first of
many.’ Can you elaborate on that?
Jeff Rutherford: If you look at the North
American market there has been tremendous
consolidation, both at the manufacturer level,
the supplier level, and the dealer level over the
past several years. That consolidation has not
been as rapid in Europe as it has been in North
America, but the trend is likely to continue in
Europe as well. When you think about Airxcel
being a house of brands, what we’re looking
for is branded products that satisfy lifestyle

window covering, side wall and roofing materials under the brands: Aqua-Hot, CAN,
Coleman-Mach, Dicor, United Shade, Vixen
Composites, Maxxair, MCD, and Suburban.
The Airxcel Commercial/Industrial Group
provides highly engineered cooling and ventilation solutions for telecommunications,
energy development and storage, and education/multi-tenant housing industries under
the brands: Marvair, Eubank and Industrial
Climate Engineering (ICE). Airxcel’s 1,400plus employees are based in eight facilities
across the U.S. Europe, and Asia, and design,
manufacture and distribute products all over
the world. Airxcel is majority owned by the
global private equity firm, L Catterton. Learn
more about these trusted brands at www.
Airxcel.com.

needs of our customers. To the extent that appropriate branded products become available
in the European market that meet our criteria
for quality of brand, quality of product, cultural synergies with our business model, we’d be
pursuing those.
And again we’ll do it very similar to the way
we do it here. We’ll keep the management
teams and manufacturing locations intact.
We’ve identified several quality brands and
products that fit that criteria. But an acquisition would have to be at the right time for
us, at the right time for the company, and the
right time for the customer. When all those
line up, then we’re able to do some things.
Aboutcamp BtoB: Why pursue an acquisition strategy rather than expand your
footprint in Europe through a joint venture or a third-party distributor?
Jeff Rutherford: Third-party distribution
has advantages, but it inevitably adds another layer into the process, and another profit
margin that needs to occur. So there’s a cost
associated with distribution. It may work with
an aftermarket product but it’s not the most
cost-effective way to reach your customer at
the OEM level. Joint ventures also has certain
advantages but the trade-off is control. For
our purposes, joint venture and acquisition
strategies are equally appealing.

HIGH QUALITY GRP
FOR RECREATIONAL VEHICLES

EASY TO CLEAN . HAIL RESISTANT . LOW THERMAL EXPANSION COEFFICIENT . LIGHT .
HIGH ELASTICITY . WATERPROOF . STRONG CORROSION RESISTANT . DURABLE
Brianza Plastica’s ELYCOLD and ELYPLAN fiberglass rolls and sheets are the ideal solution for the construction
of panels for industrial, commercial, temperature controlled, recreational and public transport vehicles.
The excellent resistance and dimensional strength, combined with lightness and easy workability, make them
perfect for the construction of walls, anti-hail roofs, floors and interior coverings.

www.flatlaminates.com - sales-flatlaminates@brianzaplastica.it
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Ducato,
a landmark
still on top

We met Roberto Fumarola, Head of
Recreational Vehicles Department
of Fiat Chrysler Automobiles, to talk
about the new Ducato, with refreshed
engine range and a new automatic
transmission. We also discussed the issue of possible alternatives to diesel.
Once again, it emerged that Ducato
is not only the benchmark for technical and construction quality but also a
winner for the wide range of services
for end customers.
Words Antonio Mazzucchelli - photo Enrico Bona

T

he new Ducato confirms its excellence with targeted solutions, a well-differentiated engine
range and a new automatic transmission. We
talked about it with Roberto Fumarola, who has been
heading the Recreational Vehicles Department of Fiat
Chrysler Automobiles for some years. He reasserted that
the validity of Ducato is not only in its technical proposals but also in the services provided to customers. Fiat
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Professional supports camper van users and
invests resources to continuously improve
products and services, all created in collaboration with Mopar, the reference brand for
services, Customer Care, genuine spare parts
and accessories for FCA brands. The close
ties of Fiat Professional to the sector is also
confirmed and bolstered by the presence
of recreational vehicles in European motor
shows and by the dedicated website www.
fiatcamper.com (garnering 86,000 average
monthly visits) and the presence on Facebook
(more than 60,000 fans) and Instagram.
Aboutcamp BtoB: What balance can you
draw from your first three years at the
helm of Fiat’s motorhome division? What
main changes you were able to implement?
Roberto Fumarola: The balance of these
first three years is a positive one. It was a new
area for me to explore and most certainly an
interesting and motivating one. I had the opportunity to try my hand at fast evolutions,
situations to manage on the fly and issues of
various nature. I can say that we succeeded
in our intent, fully confirming our leadership
in the sector and always offering solutions to
all needs. Several changes have been implemented. Certainly, we improved logistics and
ensured a greater integration between the
various realities which follow this business
area but also dedicated greater attention to
market developments, in terms of trends and
numbers, to adapt them to logistics and production of our plant.
Aboutcamp BtoB: The Ducato Model
Year was launched on the market a few
months ago. What are the improvements
of greatest interest to camper van end
users and which are the most valuable
for converters?
Roberto Fumarola: The new engines are
surely decisive. We offer a wide choice, with
four engines ranging from 120 to 180 hp,
with better fuel efficiency and lower emissions, higher performance and improved
driving comfort. The four engines comply
with the latest Euro 6d regulations. They are
more ecological and with even more relevant
performance, especially in terms of torque.
The other innovation is the new fully automatic nine-speed gearbox, which is smooth
and powerful and delivers up to 480 Nm of
torque (+12.5%). The new AT9 (that stands
for Automatic Transmission 9 shift) is derived
from a ZF product and fully meets the needs
of our customers. We previously introduced
a robotic gearbox, which was a bridge between manual and automatic, and now we
have a fully-fledged automatic. Operators
and customers have test-driven it. The satisfaction they expressed was excellent. The
transmission ensures excellent performance,
the vehicle drives smoothly and powerfully. It
has proven to be absolutely capable even on
challenging uphill roads. And it is remarkably
quiet, which is not a secondary factor. The
new Advanced Driving Assistance Systems
(ADAS) are another interesting innovation. In
addition to the existing ones, we have devel-

oped new features (such as Full Brake Control, Blind Spot Assist and Rear Cross Path
Detection) to make Ducato more modern
and safer. We are always very sensitive to the
issue of safety and we want to offer all the
updates on the subject because we always try
to protect our customers on our vehicle to the
fullest. As for the converters, I can say that in
the past FCA has already fully responded to
their needs, with advantages such as lighter
frame and widened track, for instance. Now,
also for converters, we are taking a step forward with the long-awaited automatic transmission and with the improvements to the
ADAS. Ducato is certainly in line with what
motorhome manufacturers demand, that is a
versatile, convertible vehicle which is perfectly compatible with the living pod to achieve
great interaction, ease of connection and a
host of technical solutions designed to facilitate the conversion activity of our converter
customers.
Aboutcamp BtoB: Do you think that the
performance of the new transmission
could spur an increase in its diffusion?
What is the percentage of Ducato-based
motorhomes purchased today with automatic transmission and what will it be in
the future according to your most optimistic forecasts?
Roberto Fumarola: The automatic transmission was being very well received. We had
the opportunity to have it tested both by specialised sector operators and end customers.
We organised test drives at the Düsseldorf
and Paris motor shows and gathered in very
important customer feedback. Compared to
the previous robotised gearbox, the automatic transmission expresses an even better mix.
We are around 35-40% of the total of the
Ducato, so I think that it is an excellent result.
For the future, we are also counting on word
of mouth among motorhome owners.

Aboutcamp BtoB: The competition of
other mechanical bases appears to be on
the rise. Is Ducato still the winning product for motorhome converters? Why?
Roberto Fumarola: Ducato is still excelling
on today’s market also because Fiat Professional was the first brand to set up a dedicated team with in-depth knowledge of the
recreational vehicle world. Furthermore, we
can guarantee a high level of specialisation, in
terms of products and services, in order to offer the highest level of flexibility and freedom
to customers. We have taken great care to
make Ducato the winning product over time.
Today, the line-up is being complemented
with the new nine-speed automatic transmission and with the new Euro 6d-TEMP engine,
while we are constantly studying and looking
for new solutions to ensure that Ducato remains the undisputed leader in the sector for
years to come. Yes, I am convinced that the

Aboutcamp BtoB: When changing the
mechanics there is always a great deal
of apprehension among converters for
fear of delays in delivery. How did you
handle this problem? Did everything go
as planned?
Roberto Fumarola: We were the first to
introduce Euro 6d engines. At first, it was
a chance, because we wanted to meet the
needs of converters, as we always do, giving them the opportunity to have vehicles
to show at the conventions in June and to
launch their new collections with new engines. We took a calculated risk and I can
say that everything went as expected. Now,
we have achieved normal delivery rates. We
experienced some problematic moments,
as can be expected when new products are
launched, you have to take them into account, but we managed them successfully.
Deliveries are now normal and all this is very
positive. Merit for this goes to the engineers
and the Sevel plant that worked very well.
I can now say that we can supply the new
Euro 6d engines with manual or automatic
transmission according to the scheduled production and delivery times.
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Ducato will remain a first-class vehicle. From
the van point of view, as camper van base,
Ducato offers excellent internal volumes and
trademark manoeuvrability, with front-wheel
drive and self-supporting body. All the solutions we offer feature what we call Chassis
Special. With this truly powerful invention,
Ducato gives converters the opportunity
of a lighter base to equip their end vehicles
even better. In short, I think Ducato is still the
benchmark in the sector and it is our intention to make sure it continues to be so.
Aboutcamp BtoB: How can Ducato span
across different price ranges making it
suitable for entry-level outfits and highend motorhomes alike?
Roberto Fumarola: This is a result of the
numerous versions we offer in terms of
bodywork types, engines, wheelbases and
payloads. All vehicles are characterised by
high-level product quality, with unique services offered to our customers, converters
and motorhome buyers alike. For converters, we offer various solutions on price and
content levels. Our range spans from 120 hp
to 180 with manual and automatic transmission, so we have an array of alternatives.
Aboutcamp BtoB: Users do not perceive
Ducato as a basic product even in the entry-level market segment. How did succeed in this remarkable feat?
Roberto Fumarola: In terms of finished
vehicles, the Ducato line-up spans across all
fronts. We have entry-level, mid-range and
high-end solutions so we can meet all market
needs. Ducato has built up a great reputation
over the years and has gradually established
itself throughout Europe as the go-to product (in terms of performance, consumption,
reliability and so forth) and for customer care,
especially in the critical after-sales phase. This
is why Ducato transcends the entry-level classification even when it is used for making
more basic vehicles.

way to curtail pollutant emissions
and increase fuel efficiency, but we
know that users are increasingly
perplexed about diesel engines.
What is your goal and what
are you doing to get there?
Roberto Fumarola: It is a
fact that today diesel engines
are the best choice for the RV
mission, as a result of fuel efficiency, performance, reliability
and overall cost. We are working and continuously investing
in the evolution of this technology according to all the new regulations. We are currently working on
the future evolution of the EURO 6d-TEMP
technology to comply with the applicable
legal requirements. To date, we believe that
alternative technologies, such as electric and
hybrid, and the related infrastructure are not
mature enough for the motorhome mission.
However, we are currently developing these
technologies in FCA (with the Ducato BEV
and electrified cars) with the goal of offering
them as new traction solutions for recreational vehicles. There is still plenty of work to be
done on range, weight, battery disposal and
additional costs. We also know that the possible delta weight resulting from the batteries
in some countries will still allow the vehicle
to be driven with a category B licence. If the
additional 300 kilograms that take the overall
weight to exceed 3500 kilograms are due to
the electric batteries, the vehicle can still be
driven with a category B licence.

Aboutcamp BtoB: You mentioned services in addition to products. How important is the service network for the
success of the Ducato in the motorhome
sector?
Roberto Fumarola: Listening and being
close to our customers, both BtoB and BtoC,
are the cornerstones of one of our values.
Ducato is “Leader in Freedom” also because
the brand offers a unique, unrivalled series
Aboutcamp BtoB: The new Ducato of special services for the motorhome world.
equipped with Euro 6 D-TEMP engine Ducato motorhomes are continuously prowill certainly be a step forward on the gressing not only in terms of product but
also of dedicated services that revolve around
motorhome holiday making.
The ability to listen to customers
Roberto Fumarola
– which starts in the Customer
with the
Care Centre and continues in
Ducato Electric
the Fiat Professional workshops
– means being able to respond
efficiently to current needs, but
also to anticipate them. The basic assumption is that purchasing a motorhome means buying
a holiday and not just a vehicle.
For this reason, the service concept extends from product assistance to caring for customers
on holiday by keeping in touch
with them. We have an extensive, dedicated network, spread
out along the routes most often
travelled by motorhome users,
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a competent and knowledgeable Customer
Care Centre for all motorhome owners. Roadside assistance ready to spring into action
across Europe and beyond. In case of need,
camper van users can call the dedicated Customer Care Centre and speak with one of the
twenty Fiat Camper Brand Ambassadors in
their own language. Each motorhome owner
can count on telephone support 24 hours a
day, 7 days a week, in 53 different countries,
and is updated on repair times and methods.
Customer Care also provides active workshop
support to facilitate diagnosis and make spare
parts delivery as quick as possible. Worth
mentioning is the “Maximum Care Camper”
international warranty extension, which provides coverage on all mechanical and electrical components of the Ducato offering different durations. We have worked hard on the
services. We have pioneered this area as well
and we have achieved a very high level of content and performance, to give the customer
maximum safety and peace of mind. Ducato
Motorhome users can rely on over 6,500 Fiat
Professional workshops equipped to maintain
and repair Ducato-based campers, including
over dedicated 1,800 Fiat Camper Assistance
centres.
Aboutcamp BtoB: The motorhome market appears very lively and this liveliness
also translates into diversified products.
Will Ducato remain the only base dedicated to the camper sector or can we
expect other Fiat models to also be upgraded?
Roberto Fumarola: Ducato remains our
main proposal but with the Talento we are
also present in the segment of motorhomes
derived from 2P commercial vehicles. In this
market segment, we are addressing a particular customer base of young users who are
looking for a small vehicle, sometimes without a toilet but which offers many advantages for a particular use. These vehicles often
provide dual use, doubling as a car and as a
motorhome, and we have sold very many. We
offer Talento as a solution, a versatile, valid vehicle, with appropriate engines. We are ready
to meet the demands of manufacturers.

Bt o B

43

F

ace to face with

Sonja Gole

The view
from over
20 years as
Adria’s leader
“We can say that, from the customers’ point of view,
if they trust the future, the brand and us, they will come and buy
our products. So, that level of trust is magical. But to get it you have
to be consistent for many, many years. To lose the trust is a big mistake,
and it’s gone. So we have to be aware of that.”
Words Antonio Mazzucchelli - photo Enrico Bona
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hile we were at the Caravan Salon
in Düsseldorf, we had the opportunity to sit in the new Adria Astella
and interview Sonja Gole, the General Manager of Adria Mobil who has been running
the business for almost 24 years, and is about
to celebrate 40 years with the company.
Aboutcamp BtoB: How and when did
you start your career at Adria?
Sonja Gole: My first job at Adria was in
1980. At the beginning, I went to lots of departments to get different experience, and
worked in the export side of the business for
five years. For the second five years I worked
as a bookkeeper for our subsidiary companies in Europe. I spent the next five years involved in the financial book keeping department and, finally, before becoming General
Manager in 1996, I was responsible for the
economy of the company.
Aboutcamp BtoB: How did you manage
to create a consolidated brand across Europe, competing with France, Germany,
Italy where there are many well established and long-running motorhome and
caravan brands?
Sonja Gole: It’s always important to establish
a good brand image when in a very competitive environment, but it takes a lot of steps
and time. What we can say for Adria is that
we have almost 55 years experience. In the
first 30 years, Adria was an export-oriented company. It was well known in Europe
but did not have as good a reputation, as
the company was from the Balkans, so we
couldn’t charge our customers more for the
good image of the brand. When I took on
the role as General Manager in 1996, the position of the brand and company was pretty
bad. We systematically started to define the
strategy to rebuild and improve the image of
the Adria brand in Europe. In my first decade
we managed to improve Adria’s image with
a common marketing strategy and the same
marketing approach for different European
markets. Even with differentiations of the
products, we still wanted to build the sold
image of Adria, create the high level of quality, rebuild the distribution network, have
really competitive distributors in each Euro-

pean country to work with us to build the
right marketing strategies for each market. In
the last few years, we have been strategically
building the image of the Adria brand to become one of the best and the most desirable
brand names in the RV sector in Europe. That
means that with the perfect product, quality,
innovation, good distribution network, distribution partners, and with the best possible
after sales service, we can really deliver the
total customer experience.
Aboutcamp BtoB: You were the first in
Europe to launch a van production series. How did this evolve and were you
able to make the most of the advantage
being the first?
Sonja Gole: Adria presented the first van
product to the European market in Germany
in 1998, together with Pössl. We developed
a really good relationship with Pössl, increased sales through the years and reached
really important volume, but only in Germany
because we only sold the products in Germany at that time; but after five years we wanted to have all brands in this region too, so
that’s why we said ok, Pössl will develop its
own brand and we’ll continue with our own
Adria brand. Then started to sell van models
all over Europe, and today our van models
represent a very important part of the motorhome range.
Aboutcamp BtoB: You are very strong in
the caravan market, so are you still investing in this kind of vehicle? Do you
believe the trend will be more and more
towards motorhomes, or will the caravan survive and be a big part of your
future?
Sonja Gole: Firstly, we think it’s good to
cover all market segments, and the caravan
segment is still one of the most important
segments, even though the motorhome
market is now bigger than caravans. The
second thing is that Adria is coming from
caravan segment. We have only had the motorhome division since 1997. So, the caravan
segment was always important for Adria and
the company would like to have a well-balanced product portfolio. That is our strategy for the caravans, motorhomes, vans, and

also mobile homes that we produce in our
subsidiary companies. We’ll keep this strategy in the future too. We’re aware that the
caravan market will probably never be as big
as it was before, but it will still exist, and we
believe that it will catch the younger generation with a less money. We’ll offer them the
right features in a caravan, then they will buy
first the caravan and then maybe a van or
motorhome. I think that we have to catch or
motivate the young generation and to teach
them how good and how nice holidays are
in a caravan, van, motorhome or mobile
home, to live with nature. This is our mission,
and I believe connecting with nature will be
more important in the future… that’s why
we would like to keep a balanced product
portfolio.
Aboutcamp BtoB: Let’s talk about Adria’s
recent acquisition by Trigano. What is
the Adria role in the group, and will it be
repositioned? And what changes have
you had to manage following this acquisition?
Sonja Gole: I have to say that I’m glad and
satisfied that Adria has became a part of a
bigger group and that this group is Trigano. Trigano has similar values to Adria, and
that’s why we can cooperate very positively
together. From the beginning, we got assurance from the owner, and today it is still so,
that Adria keeps independency and autonomy in the group. This means it can have the
right and possibilities to be unique on development, to be unique on marketing, sales
and business models on one side, and to use
the positive synergies from both sides of the
group - and that exactly what is happening.
We have some synergies on purchasing, on
price positioning and so on, plus synergies
with the market to exchange different knowledge from all the companies in the group. We
have the synergy and the autonomy, yet we
keep our business model without any changes in management. There is no involvement in
development strategy or marketing decisions,
so I can say that we’re very happy. What is
also important, is that we don’t compete
with other companies or brands in the group,
because Adria is positioned in a higher price
level than the other brands.

On the right: Adria Twin Supreme
Below: Adria Matrix

Adria Compact and Adria Matrix at Caravan Salon 2019
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Mrs. Gole in the new Adria Astella

The new Adria Astella

Aboutcamp BtoB: What was the most difficult period in your career?
Sonja Gole: In a sense, each period is very difficult, but the beginning was very challenging
because when I took on this role we were only
producing 3300 caravans a year, which was
not enough to survive; however, I’m proud
that we made a profit in the first year that I
Aboutcamp BtoB: What difficulties did took over the leadership. The economic crisis
you have to face in a male dominated period was very difficult, but again I’m proud
that we recognized the threat in advance, so
world?
Sonja Gole: I’ve been in this position for we were prepared for the reaction when it
more than 20 years, so I don’t see any dif- came and we managed to motivate and inferences between men and women. It is volve all the stakeholders - from suppliers to
maybe just the fact that we have a different employees - and we passed the crisis with
approach to leadership. Maybe women are positive results. I don’t think many companies
more sensitive and men are more brave, but managed in that time to control a 50 percent
if you know how to combine these skills or decrease in production and sales during that
approaches together, then this can be a suc- time. When we started the sale procedure of
cessful formula, and I don’t have any prob- the company, it was a big challenge because
we were not ready to do that. I’m glad that
lem about that.
the procedure is finished
and today I can say we are
Mrs. Gole in conversation with our editor in chief.
happy to be a part of the
Trigano Group.
Aboutcamp BtoB: How does Adria fit
within the caravan segment of the Trigano group?
Sonja Gole: Adria is important to Trigano
because Trigano was not really focused on
caravan segment before. So Adria brings an
important benefit to the Trigano group.

Aboutcamp
BtoB:
Among all the initiatives
and decisions you have
taken at Adria, which
is the one you are most
proud of?
Sonja Gole: I’m most
proud of my team, because
we took many decisions
together, but at the end of
the day, each decision, big
or small, is very important,
as it can have a negative
effect if you don’t work
together. I put all my trust
in teamwork and I’m proud
that we are aware in Adria
that only working togeth-
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er for the same target brings the results we
want. That’s definitely what I’m most proud
of. Do you know what I’m also proud of?
In the economic crisis period in 2008-2009,
we had to make an agreement for 700 people who may or may not have any work. We
made a joint decision, without any problems
from anyone, and we survived the crisis. Otherwise, of course, every year we make good
decisions for good products, and every year
we are proud if the market confirms we have
made the right decisions, with the right features and products for their needs.
Aboutcamp BtoB: What are the weak
points of the market today? And what
can be done to create a positive future, in
your opinion?
Sonja Gole: I think that, as an industry, we
still have to work on the marketing promotion and to motivate, and inspire the younger
generation to start having holidays with RV
products. That is what I think is a big challenge for some countries, and some countries,
like, in my opinion, Germany, have made quite
a good step in this direction, and also in UK;
both countries have positive trends. It means
that we have to inspire younger generation
and take care of the middle-aged, because
those customers are important customers in
our sector, but they will not be if we do not
inspire the younger generation today.
Aboutcamp BtoB: How important is your
figure in the company, to guarantee continuity?
Sonja Gole: During the last 20 years, we have
built a certain kind of culture, which I believe is
the right one, the honest one, the one which
motivates the team to go ahead on one side,
but on the other side, I know that the environment is changing, so I believe that no matter
who will be in this position in the future, the
company will still be successful.
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Green light
to green mobility?
After a relatively slow start compared to the car industry, the use of pure electric and hybrid drives in
the RV industry is now taking off like never before. Cost and weight issues remain but the all-electric
motorhome is now a reality and on sale to the public.
Words Terry Owen

AL-KO

Hybrid Power Chassis (HPC)
Developed in conjunction with Huber Automotive AG the
HPC is based on AL-KO’s variable lightweight
chassis. It uses a 90 kW electrically driven rear axle

coupled to a scalable lithium battery pack.
The front axle is driven conventionally
by a combustion engine. Either axle can be used
to power the chassis or both can be used together. In this
latter mode the rear axle can be used to generate power to top up
the battery pack, which can also be charged via a conventional plugin system. The range when on battery only is between 50 and 100
km, depending on customer requirements. The chassis will begin to
appear in Fiat Ducato based motorhomes by the end of of 2020 and
will offer significant
advantages.
Apart
from low emissions
and the possibility of
four-wheel drive, the
battery pack could
be used to power on
board equipment such
as cooking, heating
and air conditioning
so freeing the motorhome from the need
of a mains hook up.
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mazingly it’s as long ago as December 2008 when the Freightliner Custom Chassis Corporation (part of the
Daimler Group) prototyped what was then
perhaps the world’s first hybrid RV chassis
the ecoFRED. A year later it became available for converters to order, with Winnebago being an early customer. The chassis fea-

tured a motor-generator drive unit between
the transmission and engine, coupled to a
lithium battery. Improvements in acceleration, fuel economy, emissions and service
life were claimed, but it seems that very few
were ever made.
In the following years the adoption of elec-

tric drive systems in RV’s was relatively slow,
held back by cost, weight, and performance
issues. More recently however, advances in
battery technology combined with an increasing focus on vehicle emissions have revived interest and spurred on development.
In this article we look at some of the key
players and what they’re producing.

Next Generation Trailer Platform
This concept study from AL-KO and its partner Huber Automotive AG, shows what is
possible with state-of-the-art, electrified drive
technology and sensors. Intended for trailers
and caravans up to 3.5 tonnes it is designed
to reduce the drag loading on a
towcar. This is particularly important with all electric
and hybrid towing
vehicles where the
reduction in range
when towing can
be as much as 70%. Power is provided by a standard
48-volt motor-generator unit that connects
to the wheels via a gearbox and differential.
This is backed up by scalable storage batteries
of 10-30 kWh that can be charged through
regenerative braking, pulling power from the
towcar, or a standard plug-in charger. The
components are positioned close to the
axle line and in such a way
that there is no effect on the trail-

er’s nose weight. Sensors transmit safety-relevant data to the electric drive control system,
which powers or decelerates the wheels individually for maximum stability. The powered
trailer axle serves as an additional traction
aid to move the vehicle-trailer combination
across difficult camping

terrain. Ultimately, manoeuvring will also be
made easier by integrating a suitable aid into
the smart electric drive. As with AL-KO’s Hybrid Power Chassis there is also the possibility
of using the battery pack to provide power
for onboard systems to give greater self-sufficiency.

AL-KO’s next generation trailer platform
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Dethleffs
One company spearheading development
in this area is Dethleffs, part of the Erwin
Hymer/Thor Industries Group. Keen to push
its eco-credentials it’s launched an exciting
series of electric vehicles in recent times. “As
a friend of the family, we also keep future
generations in mind and therefore concern
ourselves intensively with the topic of sustainability in our industry”, explains Dethleffs Managing Director, Alexander Leopold.
“Preservation of the natural environment
is one of our most utmost goals, because
caravanning and experiencing nature go
hand in hand. For this reason, we have been
working for many years on electromobility,
which will be one of the keys to this”, Leopold says with confidence. “We want to do
pioneering work with our initiatives and are
committed to establishing electromobility in
caravanning.”

Dethleffs’ Globevan
compact electric motorhome

Globevan e.Hybrid
Launched at the Caravan Salon 2019, Dethleffs claims the Globevan e.Hybrid to be the
first motorhome with plug-in hybrid capability suitable for being manufactured in volume
production. The basis of the Globevan e.Hybrid is a Ford Transit Custom van featuring
Ford’s e.Hybrid drive, which has an electrically driven front axle. Power is provided from
a 13.6 kWh onboard rechargeable battery
which provides a range of up to 50 km before
recharging. This can be either from a plug-in
supply or from the one litre EcoBoost petrol
engine and generator. The petrol engine always runs in the optimum speed range with
maximum torque and supplies the rechargeable battery with power, which in turn supplies
the electric motor-generator. In this way the
petrol engine can serve as a range extender by
continuously charging the battery while driving. This gives the Globevan a maximum total
range of 500 km. The combination of electric
motor and combustion engine produces 355
Nm of torque with a power output of 92 kW

e.home motorhome
In 2017 Dethleffs launched the e.home
all-electric motorhome concept vehicle.
Based on an Iveco Daily Electric chassis using
a liquid cooled three phase AC motor-generator it developed a power of 80 kW. Unusually electricity was stored in sodium nickel
chloride batteries rather than the more usual
lithium iron. It was also unusual in that all
the onboard equipment was powered from
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1.0L EcoBoost engine
Generator

Charging point
Electric motor
High voltage cable

(126 hp) to the front axle. The batteries can
be recharged in under 5.5 hours from an ordinary household socket or within 3 hours from
a fast-charging socket. The 497 cm (196 in)
compact motorhome can sleep four people
during vacations but quickly converts into an
everyday means of transport. “For our first hybrid vehicle, we opted for a version of a motorised leisure vehicle suitable for city and daily
use because the vehicle’s concept and drive

Dethleffs e.home motorhome from 2017

those batteries. To help keep the batteries
topped up, solar panels covered almost every
external surface of the motorhome. Range
was quoted as 150 km but this was expected
to increase with improving battery technology. The concept vehicle was never going to
make it into production but the ideas it provoked have undoubtedly spurred others on in
the same direction.

are designed so that you can cover 50 km exclusively using the electric drive system”, MD
Alexander Leopold explains. “This is a distance
that many people travel every day in their vehicles, primarily in urban areas. Our Globevan
is therefore able to serve not just as a holiday
companion but also as a versatile first vehicle
thanks to its compact dimensions and multifunctionality.”

Power cabling and drive components
on the e.home Coco chassis

e.home Coco at the CSD, 2019

e.home Coco
The e.home Coco first appeared at the CSD
in 2018 - a touring caravan concept with
electric booster motors, and an on board
lithium battery. This could be charged up
before setting out and regenerative braking
used during the journey to help maintain the
power available. The idea was to make the
caravan towable by an all-electric or hybrid
vehicle which might have a limited towing
capacity. What we saw then was a tremendous piece of innovation but very much a
concept, that had little or no road testing.
For 2019 the e.home Coco is back, having
undergone a significant revamp. What we
now see is a fully operational prototype,
ready to take to the road and undergo further testing. The two motor drive units from
ZF are new, having moved inboard for better
protection and to reduce un-sprung weight.
Each has a rating of 29 kW. Drive is transmitted through conventional driveshafts with
universal joints. A central control unit equalises the force on each wheel to ensure stable
towing characteristics. Having two motors
also makes it easy to use them for manoeuvring the caravan when not connected to the
towcar. Lithium batteries giving a total of 80
kWh are mounted both before and after the
axle in such a way as to have a neutral effect on noseweight. The
rear battery pack is protected
by a deformable aluminium
crash beam. Unsurpris-

ingly this level equipment adds a great deal
of weight (600 kg) to the caravan and gives
rise to the prospect of the towcar pulling a
caravan much heavier than itself, possibly
exceeding its train weight. As train weight
limits are determined by the tow vehicle’s
performance on hill starts this raises the prospect of a rethink where electrically assisted
trailers are concerned. Indeed, such a trailer
is essentially a new class of vehicle that will
need to undergo homologation. To this end
Erwin Hymer Group has been member of the
BEM (Bundesverband für Elektromobilität, or
Federal Association for Electro-mobility)
since summer 2019. This body has
the objective of improving the legal
framework for the
expansion

of electro-mobility in Germany. It networks
key players from business, politics and the
media to help bring about the necessary
changes in legislation. These will be required
for things such as driving licences and the approval of new classes of vehicle. Changes in
legislation take time, the technical challenges
are being solved much more quickly. Indeed,
such is its confidence that, within the next 12
months, Dethleffs plans to tow the e.home
Coco from its factory in Isny, southern Germany, across the Alps and down to Lake Garda in Italy, a distance of some 423 km.

Strain relief module

Battery modules

Electric drive unit

Battery modules

e.home Coco chassis
Central control unit
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Bosh electric axle

Bosch
Bosch’s first concept for caravan drive electrification took pride of place on the Knaus
Tabbert Innovation Stand at the CSD 2019.
Designed to fit on a trailer chassis, it features
an electric axle coupled to a scalable lithium
battery pack.

The Bosch system is based around proven
48-volt circuitry as this can handle much
more power that 12-volt systems. A single
motor-generator drives each wheel through
a gearbox and differential. Maximum power

is rated at 12 kW although provision is made
to fit a second motor-generator to bring this
to 24 kW. The Bosch designed batteries are
rated at 2.4 kWh with each weighing in at
15 kg. Up to eight of these can be placed

in parallel to give a total capacity of 20 kWh.
Without batteries, the weight of the drive
system is just 40 kg, with one motor-generator fitted.
As with AL-KO’s system the batteries can be
charged through regenerative braking, pulling power from the towcar, or a standard
plug-in charger. The intention is for the batteries to power other things when off grid
but uniquely, the Bosch batteries are detachable, and one was shown plugged into an
electric scooter.
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Iridium E Mobil Motorhome
Launched at the CMT Stuttgart in January
2019, the Iridium E Mobil is arguably the
world’s first all-electric motorhome to go
on sale to the public. It results from a joint
project involving Stuttgart-based electric
vehicle specialist EFA-S and German motorhome distributor WOF. Standard models are
based on a Mooveo motorhome from the
Pilote Group, although more bespoke body
solutions can be provided by Maurer Fahrzeugbau, a Swiss manufacturer of high-end,
coachbuilt, motorhomes under the Starliner
name.
There is no combustion engine. The motorhome relies solely on its batteries for both
motive and habitation power although LPG
is used for things like cooking. The drivetrain is already proven, having been installed
on some 200 former diesel vehicles that had
been converted by EFA-S for parcel delivery
company UPS.

The Iridium E Mobil is built on Fiat Ducato
underpinnings with the battery system powering the front axle. In first generation form
(as launched at Stuttgart) it has a maximum
range of about 300 km. This is provided by
an 86-kWh battery pack and a synchronous
motor providing 650 Nm of torque.
A second-generation version appeared at
the Caravan salon in Dusseldorf. This has a
range of up to 400 km from a 108-kWh battery and a motor providing 730 Nm torque.
The batteries are of lithium iron phosphate
construction, with individual monitoring.
The second-generation units use a new
technology employing ceramic separators
which manage without cobalt and nickel.
This has boosted the energy density to 170
Wh/kg compared to just 120 Wh/kg for the
first generation. They can be charged using
AC or DC power depending on the available
connection type. The charging capacity is 50

kW although there are plans to increase this
to 100 kW in the future.
Both vehicles are about seven metres long
and with variants from 4,000 to 4,800 kg.
Prices are in the range 160,000 – 200,000
Euros depending on the model.

Conclusions
Camping has always been regarded as a relatively green activity but, with the prospect of zero or very low emissions, it becomes more attractive
than ever. Such is the demand for these vehicles that in New Zealand, for example, rental companies are importing electric vans and converting
then into campers. We cover this in the next pages.
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Electric RV’s in
New Zealand
There is no doubt that New Zealand is as special case when it comes to electric vehicles, and RV’s
in particular. A combination of favourable demographic factors combined with a go-ahead, grant
bearing, government and businesses prepared to take some risks, is producing ground-breaking
results. The information that companies like JUCY and THL are gaining will help to keep them in the
forefront of developments for a long time to come.
Words Terry Owen

F

or sightseeing by motorhome there are few places in the world
to beat New Zealand. Its two contrasting islands offer everything from a sub-tropical far north to high peaks and glaciers
in the far south. But New Zealand has something else too, and that is
an abundance of relatively cheap, renewable energy. Indeed, in 2017,
some 82% of its electricity was generated from renewable resources
including hydro, wind, solar and geothermal. In terms of CO2 emissions this makes it one of the lowest countries in the world, per unit
of electricity generated. There is little doubt that this abundance of
clean, cheap energy in such a clean environment as New Zealand is
driving the development and adoption of electric vehicles like few
other places on the planet. This means that a useable charging structure is already in place, serving both islands. What’s more it’s growing fast and the NZ government is very supportive of the whole idea
of electric transport, offering grants and other incentives. Enter two
of New Zealand’s premier motorhome hire companies - Britz Rentals
and JUCY Rentals. Each thought it was time they offered an electric
RV, but there was nothing on the market. The answer had to be to
import an electric base vehicle and convert it. Following a five-month
prototype trial in 2018, JUCY chose the Nissan e-NV200 – an electric
vehicle originally launched in 2011 and therefore well proven. Now
fitted with lighter components and larger batteries, the production
version of the camper has a range of 180 km. The result is a compact
two-berth vehicle with sleeping accommodation courtesy of a windup tent on the roof. It’s even supplied with an electric blanket. JUCY
themselves carry out the conversion. It plans to have a fleet of around
10 vehicles. Britz rentals, a brand of the large Tourism Holdings Limited (THL), eyed a somewhat larger vehicle – the LDV EV80. Conversion
would be done by its joint venture company, Action Manufacturing.
Aboutcamp BtoB caught up with Grant Webster (CEO, Tourism Holdings Ltd) and Grant Brady (CEO, Action Manufacturing) in their offices in Auckland, to find out more.
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Aboutcamp BtoB: Whose idea was it to build your own electric RV?
Grant Webster: Good question – I suppose it was something we were
always keeping an eye on.
Grant Brady: Also, ideas came to us through chassis we received for
conversion.
Aboutcamp BtoB: Can you tell us more about what Action Manufacturing does?
Grant Brady: We have two main areas of activity. The first is building
RV product for THL for Australia and New Zealand. This involves buying
in chassis and vans and converting them. The second is producing light
commercial vehicles such as minibuses, delivery vans and refrigerated

THL’s EV

On left page: THL’s EV based on the LDV EV80. Below: the LDV is surprisingly spacious.

vehicles. Although it sometimes can seem
cheaper to import the finished product, we
tend to build a tougher vehicle that is better
suited to the long service life that goes with
the lower fleet turnovers experienced in this
part of the world.
Aboutcamp BtoB: Did Action Manufacturing have any previous experience with
electric vehicles?
Grant Brady: No, we’re learning at the same
time as everyone else really. Like JUCY, our
initial entry point was the Nissan e-NV200.
Used examples were coming into New Zealand from Japan and the UK. Because they
had been subsidised in their home countries,
they were quite cheap for us to buy. We did
a quick fit out and then started to learn what
potential the finished vehicle might have.
Aboutcamp BtoB: When did you switch to
the LDV 80 product and why?
Grant Brady: We were one of the early

Grant Webster, CEO, Tourism Holdings Ltd

adopters of these vans when they just had internal combustion engines. They allowed us
to build a somewhat larger motorhome. Then
the manufacturer, SAIC Motor, started to talk
about an electric version and we received
what I think was the first electric chassis outside of China.
At first, we couldn’t register it in New Zealand
as, being under 3.5 tonnes, it didn’t have electronic stability control and there were a lot of
questions about weight. However, the authorities were sympathetic to what we were trying
to do and we ended up re-rating the vehicle
above 3.5 tonnes to get around the issues. To
date we’ve built about a dozen.
Aboutcamp BtoB: What’s been the reaction of rental customers to these electric
vehicles?
Grant Webster: It’s very early days really.
EV enthusiasts love the idea and, as a result,
some have come to motorhoming for the first
time. The more traditional motorhome users
certainly get what it’s all about, but I think that
range needs to double from the current 120
km before electric RV’s become mainstream
in New Zealand. We don’t believe there are
any issues from a charging perspective. You
can at least trickle charge these motorhomes
at virtually all campsites and a good charging
infrastructure is now being added to holiday
parks. To this end, and together with the holiday park association, we did a joint venture
with the Government to get funding to help
move it along.

Grant Brady: Of course, any improvements in
range almost inevitably mean larger batteries,
so faster charging points will become more
important.
Aboutcamp BtoB: How practical are these
vehicles at providing a good touring holiday throughout New Zealand?
Grant Webster: The approach we’ve taken
is to ‘hold people’s hands’ through the experience. We drove and analysed all the key
touring routes. The idea was to work out how
these could be done effectively with stops to
look at important areas whilst being able to
charge the vehicle when needed. The downside is that users lose some independence in
that they can’t just go off exploring whatever
takes their fancy, they must stick with the published routes.
Grant Brady: Interestingly some journalists
who’ve tried these motorhomes have actually
found it quite ‘cool’ that they’ve been forced
to stop and ‘smell the roses’ in places they
perhaps might not have chosen to stop.

Grant Brady, CEO, Action Manufacturing

Bt o B

55

F

ocus on

Electric propulsion in the RV industry

Aboutcamp BtoB: Have you had any customers stranded without power?
Grant Webster: We’ve had some get close,
but none actually stuck. I think that’s because
we did a lot of research ourselves first. You
have to physically drive it because wind conditions and hills can have quite an effect on
consumption.

higher than similar vehicles but there are no
fuel costs. The electricity is part of the deal.

Aboutcamp BtoB: How do you power
habitation equipment such as water heaters and cookers?
Grant Brady: Currently these need 230 volts
so you’re forced to be in a campground to use
them. Ultimately, we’d like to power them
from the propulsion batteries and these challenges are being solved.

Aboutcamp BtoB: What about exporting
to other countries, Australia perhaps?
Grant Webster: A little bit depends on what
chassis become available and where that
goes. Also, the political situation in Australia
is different in so much as something like 90%
of its electricity comes from fossil fuels. Having
said that, South Australia is getting ahead of
the game in terms of solar power.

Aboutcamp BtoB: How do the purchase
and running costs compare with conventional RV’s?
Grant Webster: Purchase costs are inevitably
higher with a predictable trade-off between
range and price. Running costs are certainly
lower and that’s one reason we’ve got into
this now. We want to be ahead of the game
in really understanding the true cost of operating these vehicles. Rental costs are slightly

Aboutcamp BtoB: Do you see a point
where you will sell these vehicles as opposed to just renting them?
Grant Webster: Yes, but only once we’ve
doubled the range.

Aboutcamp BtoB: Do you have plans to
convert any more vehicles, to make a
four-berth perhaps?
Grant Webster: Absolutely, we’re looking at
a number of options from around the world

from hybrids to re-powering existing vehicles.
We are fortunate in THL that our board is very
supportive. We expect to produce quite a few
prototypes along the way.
Aboutcamp BtoB: Does the NZ government offer support for electric vehicles?
Grant Webster: We are fortunate in having a
very open government that is keen do to the
‘right thing’ regardless of which side of the
political spectrum they sit. They are very good
at engaging with businesses like ours, where
we find ourselves a relatively big fish in a small
pond. For example, Grant Brady deals directly
with the regulators from a transport directive
angle and we’re in a pilot programme with
the transport authority.
Grant Brady: The government is conscious
that tourists generate quite a lot of CO2 in
getting here. So, to be able to offer a holiday
that produces virtually zero emissions, has to
be a really good thing. What’s more there’s
very little noise from these vehicles. It’s win,
win all round.

Tourism Holdings Limited

Action Manufacturing LP
Action Manufacturing LP is a specialist vehicle manufacturer
with three factories in New Zealand. It has some 220 employees
and a history going back some 75 years. In 2012 it came under
the umbrella of THL through the formation of a joint venture.

Normally referred to as just THL, Tourism
Holdings Limited is a large New Zealand tourist company that started life in 1984 as a sightseeing operator, known
as The Helicopter Line. Since then it has diversified and grown rapidly,
becoming listed on the NZ stock exchange in 1986. It is now the largest
provider of holiday vehicles for rent and sale globally, owning dozens
of brands. Its footprint extends to all major self-drive touring destinations. THL is a 50:50 partner with Thor Industries Inc. in a joint venture
company, the Togo Group, which is creating a leading technology platform for road-based travel and outdoor tourism. The idea is to provide
‘products and services that bring out the joy of getting to, staying in,
and exploring the outdoors’.

On the left and below: the JUCY EV, based on the Nissan e-NV200

JUCY Rentals
Founded by brothers Tim and Dan Alpe
in 2001 in Auckland, JUCY started with
a fleet of just 35 rental cars. Today the
brothers are still in
charge and they operate more than 4,000
cars and campervans
across Australia, New
Zealand and the USA.
There are some 400
employees.
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Ford Transit Nugget

On the
road with
the magic
of freedom
This ‘Blue Oval’ (Ford) camper, built by Westfalia, has the durability and reliability of the Transit Custom
and is now available, along with the bigger Transit Nugget Plus, direct from Ford dealers with prices
starting at less than €55,000. We took the wheel of a Transit Custom Nugget and used it day and night,
for a week.
Words Paolo Galvani

S

mall is beautiful, especially when looking for maximum freedom on a holiday in the great outdoors. Westfalia
campers have always guaranteed camping
with few constraints, which has made its
compact, well-equipped and high-quality
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vehicles irreplaceable traveling companions
for decades.
The Transit Custom Nugget is state-of-theart for this type of vehicle, and at 4.973 m
long can easily be used like a big minivan
and parked in spaces designed for a stan-

dard car. Its height of 2.07 m allowed us to
enter most underground car parks and those
with height barriers (but not all of them).
Inside, the layout is a Westfalia classic: revolving front seats, a three-seater rear bench
that converts into a double bed, and an

FordPass Connect
Like all the latest generation of Ford vehicles, the Transit Nugget has a FordPass Connect modem, with Wi-Fi
hotspot functionality that guarantees internet access for
up to 10 devices with speeds up to 4G LTE and a range of
up to 15 meters away from the vehicle.
“On-board Wi-Fi is good news for the growing community
of digital nomads who travel and work full-time online.
The abundant use of the hashtag #vanlife on social media
reflects the growing popularity of life on the road,” states
Ford Italy.
The subscription for the Wi-Fi hotspot has a three-month
free trial period with a limited number of gigabytes, after
which the user can purchase additional data packages directly from FordPass by tapping the Hotspot button. The
procedure is similar to that used to obtain connectivity in
hotels or airports.
The on-board navigation system takes advantage of new
features, including real-time traffic information. FordPass
Connect can also be used via the FordPass app, allowing
you to remotely control certain features of the car from
your smartphone and receive vehicle status alerts.
According to Ford figures, a record figure of 125,000
campers were sold in Europe in 2018, with a 13 percent
growth in the compact segment. This sales boom is expected to continue into the next decade.

L-shaped rear kitchen flanked by a wardrobe and some storage compartments. The folding roof allows you to stand upright when it’s
raised and also houses a second double bed - which proved very
comfortable thanks to the Froli bed base.
A total of five people can travel (with seat belts) in the Transit Nugget
and it can accommodate four for the night. The version we tested
had a two-litre engine with a power output of 170 HP and equipped
with a six-speed automatic transmission. The performance proved to
be exuberant, making it great to drive. The automatic traction control system had to work hard to prevent the driving wheels spinning,
especially if driving on wet asphalt.
The version we had was well equipped with lots of the latest technology, including the Ford SYNC 3 system, DAB / FM radio, Car Play
and Android Auto compatible navigation system, lane maintenance
system, parking sensors, adaptive cruise control, and more. All this
resulted in pleasant and relaxed driving, especially on the motorway,
where the Transit Nugget accurately followed the flow of traffic by
accelerating and braking autonomously. The power and automatic
gearbox were great in city traffic, and did not negatively affect fuel
consumption: on the highway the on-board computer scored an average of 13 km per litre at speeds between 110 and 120 km/hour,

while in the city we consumed fuel at an average of 8 km per litre.
The real magic of the Transit Nugget is revealed once you arrive at a
campsite or a rest area: just raise the folding roof to instantly expand
the living space. The living area has a folding table suitable for up to
four people, while under the rear bench seat there is a large storage
compartment. The kitchen area is equipped with a two-burner cooker and sink plus an efficient compressor refrigerator. You will also
find a 45-litre fresh water container, a small grey water tank and a
2.8 kg gas cylinder. Heating is provided by a diesel system. The only
thing lacking is a bathroom (although this is available in the larger
Nugget Plus with a high roof), but there is a space to store a portable
chemical toilet.
The Transit Nugget has proved to be an ideal vehicle for those seeking contact with nature; the only potentially negative thing we would
note is the fact that the rear bench seat for three people reduces the
space to pass from the front to the back of the vehicle: a smaller
bench seat for two people would have created a few precious extra
centimetres of living space.
As it is, the Transit Nugget proved to be a faithful companion for
every day driving - not just for the holidays: giving up the car has
never been easier.
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Filippi 1971

Going
ultralight:
-150 Kg
The introduction of carbon fiber and other
composite materials in the RV industry is a real
revolution: Filippi 1971 claims that working on
furniture and structural elements could lead to
a saving of at least 150 kg on each motorhome,
with acceptable costs.
Words Andrea Cattaneo

T

he new composite materials are Filippi 1971’s new challenge:
great changes are expected in the RV sector. The goal is to reduce the weight of many construction and furnishing elements
with sustainable costs, by carefully using various types of composite
materials. The company, who has been known in the RV industry for
the lightweight wood-based laminated panels, has been investing in
new different technologies for some years, including composite materials such as recycled PET, glass and carbon fibers. Engineers from
different industrial sectors work in the R&D department of
Filippi 1971, with the aim of introducing various advanced solutions, widely in use in other industrial
sectors such as the aerospace, naval, railway and
automotive, into the current production of recreational vehicles.
“At the Düsseldorf Caravan Salon we proposed
solutions for a weight reduction of around 100
kg” says Francesca Filippi, Export Sales and Marketing Manager at Filippi 1971 “but we have now
set out goal even further: our target is to lighten a
medium-sized camper by at least 150 kg. We can
get there by working analytically on many constructive elements, between the furniture components
and also the structural parts of the vehicle. Ultralight
tables and kitchen worktops are already a reality for
us as we have passed the experimental phase thanks
to the excellent applications of our VittEr® Lite product. Now we are
focusing on structural applications, such as the anchoring elements
of the rear seat belts and the chassis elongation rails of the garage
compartment”.
Overcoming traditional patterns
The composite department of Filippi 1971 has been active for a year:
it works closely together with the R&D division and can count on an
autoclave of significant dimensions, 4.00x1.60 meters, with which it
is possible to manufacture fiber elements of various shapes and sizes.
The VittEr® Lite, for example, is a thin, light and extremely resistant inhouse digitally-printed laminate which has been developed from the
original VittEr®, not only to be a lighter version especially conceived
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for the RV market, but also to withstand different degrees of curve.
“Carbon fiber has a very high mechanical strength” explains Ivo Bolis,
Sales Manager of Filippi 1971 “but the construction technique is very
expensive. If we plan to build, for example, the longitudinal elongation rails of the garage compartment, the cost of a carbon fiber beam
can even be ten times the cost of a traditional steel spar. But if we
overcome the current design and construction schemes, with carbon
fiber we can also create totally different structures, for example a supporting structure completely integrated in the garage compartment”.
By adopting a Reverse Engineering process, the element to be modified is extrapolated from its original context, it is analyzed and then
reconstructed with an innovative material. It is often not convenient
to manufacture the element in the forms of the traditional one, as it is

contacts

Save weight, keep costs down
Maximizing the design and production processes, how much mass can be reduced and at
what costs? “To make a medium-sized motorhome, about 500-600 kg of wood is used”
explains Francesca Filippi “wood that we could replace at least 60% with innovative materials
that weigh half, so we can hypothesize that the total mass saving could reach 30%. Certainly,
we can save at least 150
kg working on the following elements: structure of the garage space,
bed system, rear seat
belt structure, as well as
benchtops, tables and
cupboard doors. The additional cost percentage
is linked to the volumes.
The composite production process, although
industrialized,
includes
a manual part that represents an important
segment of the costs yet
a careful planning carried
out with the RV manufacturer allows us to
find customized solutions
based on the planned
budget. The costs can
vary depending on the
size of the supply”.
VittEr® Lite kitchen top

far more useful to think of new solutions that
go beyond the single element. A carbon fiber
beam weighs about a third of a metal beam,
but has very high costs. With carbon fiber
combined with other composite materials,
however, it is possible to play with shapes, so
it is not necessary to rebuild the original structure of the metal pieces. The element can be
redesigned, it can change shape and place,
and a carrier element can be integrated into
other elements of the vehicle.
The wide design variety offered by the composite materials is only one of the advantages offered by the new technologies that
Filippi 1971 has brought to the RV industry.
The finite element method (FEM) guides
Filippi 1971 to the best outcomes in terms
of weight, dimensions and costs saving. The
optimization of the results is reached mixing
different composite materials, so carbon fiber
is used where there are maximum stresses,
while in less stressed areas other types of fibers are planned.
“With composite materials we can achieve
the same resistance of metallic elements yet
with much thinner thicknesses” says Ivo Bolis, “and this opens up new exciting scenarios
to designers. A different way of approaching
the project of an RV is required in order to
rethink elements. First of all, with composite
materials we do not have a traditional sandwich of various materials glued together: the
construction element is made with one or
more materials mixed together in one passage in the autoclave. We have carried out
tensile tests with self-tapping screws, obtaining excellent results, without the need for any

inserts. We are also developing new hinges:
the doors are lighter, we certainly can’t think
of using traditional hinges that would be
heavier than the doors that they should lift”.
«Our aim” concludes Francesca Filippi “is to
offer ultra-light solutions both for components with aesthetic value and for structural
applications. Not only do we supply ultralight
composite components, but we deliver our
customers an innovative, complete solution
package”.

Company Profile
Founded almost 50 years ago and active in the furniture industry ever since,
FILIPPI 1971 firmly fits into the recreational vehicle world in 2000, starting
to supply laminated lightweight panels
to motorhome and caravan manufacturers around the world. In 2013, the partnership with the entrepreneur Giorgio
Levoni opens to a new phase of consolidation and expansion that sees, among
other initiatives, the launch of a new
production line using the digital printing for the customization of the panel
surface. At the end of 2016, the relentless 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% formaldehyde-free. At the beginning of 2017
a new building is set up exclusively for
the manufacturing of complete furniture kits; the cabinet making has then
been completed with the 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 featured in the composite products area.
Today FILIPPI 1971 delivers to more than
20 countries worldwide.
FILIPPI 1971 SRL • contact@filippi1971.com

VittEr® Lite kitchen top with integrated ultralight fiber water sink
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Leisure Telematics International

Welcome
to the mobile
‘smarthome’
Michal Provázek, CEO

The latest, state-of-the-art, smart technology is now available to make any leisure vehicle a ‘smarthome’.
The CaraControl unit from Leisure Telematics International, inspired by the CEO’s passion for caravanning,
provides the convenience of controlling all appliances in a caravan or motorhome with a single app on
your mobile phone, wherever you are. Now RVs are even more like a modern home.
Words John Rawlings - photo Enrico Bona

D

espite having its roots in the IT industry developing industrial hardware and
software, a passion for caravanning by
the founder of Leisure Telematics International, Michal Provázek, resulted in the development of CaraControl - a unique, single
device to remotely control and monitor all
appliances in a caravan, motorhome and
mobile home (or small boat), effectively
turning them into a modern ‘smarthome’. Using the CaraControl App
provides the convenience of remotely
controlling lights, heating, air conditioning, hot water, water pumps, batteries, alarm
and some smoke or CO2 detectors from anywhere at any time. Other
information it provides includes: inside and outside temperatures, solar
panel status, battery voltage (leisure and car) and levels of on-board
fresh or waste water tanks. Other convenient features the CaraControl
provides are a levelling assistant feature to show the user if the vehicle
is level, or not, plus an integrated GPS means it can send a message
to the user with its precise location. Also, with its Keyless-Go card, the
CaraControl ‘welcome home’ feature will automatically turn the security system off and turn the awning light on when it detects the card
within a certain radius of the vehicle, and set it again when leaving.
The system is future-proof to enable it to unlock doors as well if, or
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when, this facility becomes available.
“CaraControl is compatible with the basic functions of popular heating
systems (3010 / 3020 / iNET Ready panels), while for Webasto systems
it is currently able to turn them on
or off” - says Michal Provázek, CEO
of Leisure Telematics - “It is compatible with most of available
aircodintioning units as well as
electroblocks such as
CBE, Schaudt and others. As the CaraControl unit communicates
via LIN-bus connector or
infrared transmission (like a
TV remote control), it does not
affect any standard operation of
any unit or appliance, so does
not affect their individual
warranties”.
“We built the CaraControl
in a universal way so it fits
in any caravan or motorhome with any device
installed in it” - continues
Mr Provázek - “We also

contacts

support electroblocks such as Schaudt, CBE
or Nordelettronica, or if the user doesn’t have
an electroblock at all, they can also use a universal power supply switch to switch off any
batteries.”
Security
If a security system is fitted, the CaraControl can monitor up to 16 wireless door and
window sensors (supplied). It will notify the
user via a text message (SMS) if the alarm is
triggered by a window or door being opened
while the security system is on. As an added
measure, a 120 decibel alarm is also available
to deter thieves from proceeding any further
and to definitely wake-up any occupants.
Gas
The gas measurement system, also available
as a separate, standalone item, monitors gas
levels in up to two gas bottles (any type, including composites) at the same time using
a wireless measuring pad. This system is easy
to install, and also has a built-in gas leak detection and evaporation or inclination monitoring system.
Power
The CaraControl system uses Bluetooth low
energy, so has minimal impact on the leisure
battery in the caravan or motorhome (about
40 milliamps power consumption), and when
away from the vehicle, it communicates with
the user via GSM networks. It’s also ready for
narrow band networks in the future when
2G disappears. It is supplied with its own SIM
card, with a monthly or annual fee, or the
user can use their own.
Connectivity
The CaraControl App, available for both IOS
and Android devices, free of charge, enables
the user to turn on, off or dim up to 10 lights
and monitor the thermostat control for hot
water, heating and air conditioning systems.
Being able to monitor the interior temperature remotely is a convenient way to ensure a

desirable temperature when returning to the
vehicle, and extremely valuable for pet owners if they are left alone in the vehicle at any
time.
If the user uses the manual controls for any of
the appliances fitted to the vehicle, the CaraControl system’s two-way communications
system automatically picks-up a signal and adjust its readings accordingly (and vice-versa).
Although air exchangers aren’t that popular
on the market yet, the CaraControl unit can
work with an auto gas extraction system. This
means that if a gas sensor is fitted and there
is a gas leak, or someone tries to overcome
the occupants with a narcotic gas, the system
will detect it and automatically start the air extraction system to suck the gas out.
Availability
Although CaraControl was first introduced
in 2016, it is still in the start-up phase of its
launch, and currently only available in Europe,
but Leisure Telematics International is keen to
appoint more dealers across the globe – such
a Canada, USA, Australia and Asia – and also
hopes to supply OEMs directly, as it is able to
customise its functions to their particular vehicles.
At the moment CaraControl is an aftermarket
system for DIY or dealer-fit, currently available
from dealers in Europe, or directly from the
CaraControl E-shop, from approximately €
1,000 for the standard package.
All in one app
As consumers become accustomed to monitoring their own homes via their smartphones, it seems an obvious progression for
them to have the technology to do the same
for their leisure vehicles. While some appliances fitted in today’s caravans and motorhomes
can already be controlled via individual apps,
the convenience of grouping them all together into one app means the CaraControl offers
an important step forward in the clever technology now available for OEMS, dealers and,
ultimately, consumers in the RV sector.

At a glance
Smarthome for RVs
Remote control, Security, Gas measurement... and so much more!

Lighting

Gas level
measurement

Electroblock
control

Vehicle
tracking

Thermostat
control

Security
The system components
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H.B. Fuller - Kömmerling

One-stop adhesive solutions
for the global RV industry

While consumers may not realise how many everyday products rely on adhesives, manufacturers across
the global recreational vehicles (RV) industry certainly know that adhesives and sealants are crucial for
the design and manufacture of modern, lightweight vehicles.
Words Giorgio Carpi

H

.B. Fuller has a proven 100-year history of quality product development
and over the years has acquired
leading brands to expand its portfolio and
expertise. Its adhesive solutions have now
become an integral part of almost every
kind of finished goods in the marketplace,
from electronic devices and building materials to packaging and filters.

The acquisition of Kömmerling in 2017 was
a perfect fit for the RV industry, as both
companies had already served the market
with a complementary range of products.
Kömmerling is recognised as one of the first
adhesive suppliers in Europe to commercialise 2-component elastic adhesive technology based on MS-polymers.
H.B. Fuller has highly experienced technical and commercial teams in all significant
production markets around the world,
with Technology Centres of Excellence in
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USA, China, India, Germany and Malaysia.
This gives customers local access to a global network of experts and all the adhesive
and sealant technologies required to build
a high-quality vehicle. This extensive product portfolio has
been developed and tested
in its laboratories across the
world to meet the demand
from international RV manufacturers. In fact, H.B. Fuller’s
customer base includes all
the main RV producers in Europe. The company promotes
a close collaboration between
customers,
suppliers
and
OEMs, and is often involved
with new applications from
their inception.
Adhesives need to create a
high quality and durable bond
for all elements that come to-

gether to create a caravan or motorhome,
including the sidewalls, roof, floor, front
and rear panels. And of course, these bonds
must cope with the challenges of being
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used in all climates, in every season. In Europe, this is normally
achieved through the use of liquid applied moisture cure polyurethanes. Alternative technology includes 2-component Polyurethanes, mainly used for premium brands, and reactive hot
melts, which are more common in the US market. H.B. Fuller
supplies both types of adhesive technology.
As 1-component PUR and MS-Polymers need the right level of
humidity during the curing process, seasonal differences are a
challenge in most markets. For example, in cold winter weather, the curing process will slow down, which can impact the
timely supply of parts to the production line. In the worst case
scenario, the adhesive may not be fully cured when leaving the
production hall. Thankfully, this problem can be overcome by
using the elastic material as a 2-component material instead of a
1-component material. This requires the use of a second component containing moisture and will satisfactorily ensure fast and
safe curing, no matter what the weather conditions are on site.
H.B. Fuller can even create a tailor-made customer solution with
different reaction speeds to ensure the production process is as
efficient and predictable as possible.
2-component MS-polymers, such as Körapop 225/2-part, which
is developed and produced by Kömmerling in Germany, are
environmentally friendly as they are free of isocyanates, PVC,
solvents and silicone. They react to a permanent high elastic adhesive line and provide good adhesion on various materials, including metal or plastic parts, painted surfaces and wooded layers. The adhesive has a fast reaction speed within a temperature
range of -40°C up to +90°C and provides a high and fast green
strength. It has good UV stability
and is available in different
colours in side-by-side
cartridges for small repair work, or with a

bulk feed meter mix machinery equipment for industrial production.
H.B. Fuller | KÖMMERLING offers a one-stop solution and can now
supply every technology needed for the production of high quality
RVs. Every day, it listens and collaborates with its customers to deliver the technical solutions and panel lamination adhesives that help
them thrive.

Company profile
H.B. Fuller

Kömmerling

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

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

Building ideas,
building the future
Innovation, style and new ideas of space: Tecnoform aims to create the best partnership with
clients. Its key focus areas for 2020 are “Italian design”, “precise engineering” and “lightweight
construction”.
Words Andrea Cattaneo

T

he profile of Tecnoform outlined in the last edition of the Caravan Salon Dusseldorf is that of a modern and dynamic company with the advantage of over 50 years’ experience, but at
the same time one that looks to the future by implementing new
strategies to be ever closer to its customers.
Tecnoform is undergoing a modernization phase which started with
the appointment of new managers and investments in new machinery in recent years. This Italian company doesn’t forget the values
that have created its know-how over the years and preserve the
high-level designs that have always distinguished it.
The ultimate goal for Tecnoform is to increase the services it offers
to its clients, to further increase product quality and offer more efficiency and punctuality.
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AboutcampBtoB recently visited the Tecnoform factory and could
see that the company is on the right track. It’s important to understand that Tecnoform does not just build furniture, but also creates
ideas. Its designers and technicians are continually undertaking research to identify and interpret future needs. The Tecnoform team
looks for new ideas, identifies new trends, and then creates a moodboard to present to the client. This creates an important fruitful
collaboration that helps Tecnoform to support a customer from the
early phase right up to the end of a project.
Inspirational design
At the Caravan Salon Dusseldorf, Tecnoform presented its Decors
Box, a new and exclusive catalogue of styles at the disposal of RV
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La Cucina Tecnoform
At Caravan Salon, Tecnoform introduced a
new solution for the kitchen: La Cucina Tecnoform.
This is not only a new kitchen furniture with
a revolutionary layout offering a space optimization of the living area, but also confirms Tecnoform’s ability to work on multiple
levels, from the excellent construction of a
piece of furniture to modelling a space that
opens unexpected scenarios to architects
and designers of motorhomes and caravans.
There is a large worktop in La Cucina Tecnoform, plus a hidden table: a solution to
create a wider area, maximum space flexibility and remarkable residential comfort.
Tecnoform wins the challenge to create a
real living room where kitchen and dinette
merge into a spacious area, with a new layout and a new way of organizing the space
inside the vehicle.

manufacturers and designers. The Decors
Box collects the latest decorative materials
and innovations.
Tecnoform identifies and updates design
trends and works closely with the major international décor suppliers to offer a range
of the latest materials. It uses these to propose interior concepts to the RV designers,
who are free to select, try and and match
several samples for their new projects. This
is typical of the Inspirational Design available from Tecnoform.

Smart Weight Program
The Smart Weight Program is a new solution for the RV industry from Tecnoform. For
several years, Tecnoform has been researching lightweight technologies and products.
This will continue to be its most important
R&D area for the caravan sector to find improved technological solutions for several
super-light construction products: the new
“Smart Weight” brand identifies its furniture components that will be produced following the new technique.
The “Smart Weight” products are up to 30
percent lighter in weight. The goal of the
Smart Weight Program is to create products
with sustainable costs in a variety of shapes
that are easy to use, but also employ available raw materials and allow the usage of all
decorative typologies. The program is also
focusing on the environmental impact and
RV manufacturers’ requirements.

TF Coating
Tecnoform has expertise in many areas. At
the Caravan Salon it also presented an interesting new texture coating, called TF
Coating, that can be applied on light MDF
boards, plywood or foam panels to achieve
lightweight solutions. TF Coating allows
manufacturers to decorate all surfaces,
tables and kitchen worktops, and it guarantees designers the freedom of various
shapes with a seamless surface. It’s a valid
alternative to high-end products such as Corian and is available with high variety of colours and textures. TF Coating has a natural
look in line with the latest home furniture
design trends.

Tecnoform factsheet
• The company was founded in 1965;
since 1968 has been producing
furniture components for the RV
sector
• Headquarter in Crespellano,
Bologna, Italy

• Market leader in United Kingdom,
France and Australia
• Major Customers: Trigano Groupe
(F), Jayco Inc. (USA), Thor Motor
Coach (USA), Winnebago (USA), Swift
(UK), Knaus Tabbert (D), Jayco (AUS)

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

• 30.000 sq.m production area

• Global player in RV furniture

• 170 employees

• 95% export (60% Europe)

• Automated production lines

• 30.000 sq.m of solar plant providing
all Tecnoform power supply
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Thetford solves
voltage supply
problem
It’s an age-old problem and one that thousands of campers
have experienced. In warm weather on crowded European
campsites the mains voltage can be significantly below the 230volt level that absorption fridges are designed to work at. The
result is a detrimental effect on cooling performance. With its new N4000 series of fridges Thetford
has tackled this issue head on. As such, these new models represent a significant advance in cooling
technology when it comes to supply voltage fluctuations.

Words Terry Owen

T

he plunge in performance
is because the power absorbed by the fridge is
proportional to the square of
the voltage. So, a voltage of 205
volts will result in a power drop
of 21% compared to 230 volts.
With absorption fridges relying
on a heating boiler to produce
the cooling power, the effect is
immediate and significant.
The situation is further complicated by historical differences in
European voltage standards. For
example, in the UK the mains
voltage is 240 volts, whereas in
mainland Europe it is 220 volts.
In 1994 the European Commission decided to harmonise both
at 230 volts to eliminate any perceived barrier to trade. The cost
of adjusting distribution systems
to comply with this would have
been prohibitive and so instead,
the legal limits for the supply
voltage were changed, and now
stand at 230 volts ±10% (207 to
253 volts).
This allows both standards to coexist within the harmonised voltage. (Interestingly, as
I write this at home in the UK on a sunny
afternoon, the voltage at my desktop PC is
showing as 249.8 volts). From that point on,
appliance manufacturers designed their kit to
work at 230 volts. For most appliances it often makes little difference whether the supply voltage is 240 volts or 220 volts.
However, with items such as absorption
fridges being so sensitive, the only solution
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until now has been to switch to gas when the
mains voltage dips. This solution has two potential disadvantages. Firstly, it may require manual
intervention, and secondly, gas is often a precious resource, whereas electricity is readily available and often included in the pitch fee.

N4175

Smart electronics to the rescue
With all these thoughts in mind Thetford decided
it was time to design a fridge that stays constantly cool despite fluctuations in the supply voltage.
The range chosen was 205 to 250 volts since this
is the most likely to be encountered in normal
use throughout Europe. The answer lay in selecting a heating element that would perform well
at the lower voltage but without getting hotter
at higher voltages.
To achieve this seemingly impossible task Thetford’s in-house design team turned to a technique known as pulse width modulation, or
PWM for short. It’s a well-established practice
that reduces the average power delivered to a
device by effectively chopping it up into discrete
elements, each of a finite length. The shorter
each pulse, the less power is delivered. As long

contacts

as the switching is done really fast the whole
arrangement is highly efficient, generating
very little by way of waste heat.
The end result is a smart, patented, electronic
solution and a more energy-efficient refrigerator that cools down faster and is more stable. What’s more all the N4000 series have
new, updated, interiors when compared to
the N3000 models they replace.
Automatic energy selection and flexibility
At the same time as solving the voltage
problem, Thetford’s engineers decided to
build in automatic energy selection as standard so, in the unlikely event that the site
power drops below 205 volts, the fridge will
automatically switch to gas.
In addition, the RV manufacturer can
N4142

choose to remove the 12-volt energy option
if desired. This gives the flexibility to create
a 3-way or a 2-way model.

N4000 roll out
The N4000 series of fridges will completely
replace the N3000 series and is being rolled
out to OEM’s for the 2020 model year. This
means that, for the European market, every absorption fridge from Thetford will
have the benefit of these improvements.
The N4000 series is also being launched in
Australia and the US but campsites in these
countries tend not to have supply voltage
issues. Standard circuitry will therefore feature for these models.
The N4000 series launches with a comprehensive 13 model line-up. These range from
compact table top fridges at 81 litres to
double door models with a volume of 175
litres. Most models are available with either
LED+ or LCD control panels. In common
with all Thetford’s appliances the N4000
fridges come with a three-year guarantee.
Conclusion
In a way it’s surprising that no-one has
thought to tackle this long-standing problem

LCD control panel

Model

Key feature

N4080
N4090
N4097
N4100
N4104
N4108
N4112
N4141

Table top
Table top
Table top
Table top
Table top
Table top
Table top
Slim fit

N4142

Slim fit

N4145

Double-doors

N4150

Double-doors

N4170

Double-doors

N4175

Double-doors

Other
feature
External
bottle drawer
Integrated
bottle drawer
Flat door
frame
Curved door
frame
Flat door
frame
Curved door
frame

N4141

CI-BUS ready
As you might expect, all Thetford’s N4000
series fridges are CI-BUS ready. This means
that OEM’s can choose to connect the refrigerator to the central display of the vehicle with the CI-BUS connector cable. Once
connected, options like ‘mode on/off’, ‘energy source’, ‘temperature setting’ and ‘error codes’ can be controlled remotely.

before. The accepted solution of switching to
gas can also generate additional heat, something that can be a problem if the fridge
vents into an awning, as many do. An electric
solution has to be the answer and Thetford’s
patented electronics fit that bill nicely.

LED+ control panel

Display

Volume
total (L)

Volume frozen
food (L)

Energy cons.
(kWh/24h)

Energy cons.
gas (g/24h)

Net weight
(kg)

LED+
LED+ or LCD
LED+ or LCD
LED+ or LCD
LED+ or LCD
LED+ or LCD
LED+ or LCD
LED+ or LCD

81
89
96
97
105
106
113
141

10
11
11
11
11
14
14
15

2.4
2.6
2.6
2.8
2.8
2.6
2.6
3.9

240
270
270
330
330
270
270
400

22.5
22.5
23.5
27
27
24
24
38

LED+ or LCD

142

15

3.9

400

37

LED+ or LCD

141

23

4.0

420

37

LED+ or LCD

149

25

4.0

420

37.5

LED+ or LCD

167

29

4.0

420

39

LED+ or LCD

175

31

4.0

420

39.5
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CARAVAN SALON 2019
Exhibitors total

645

Vehicles shown

2,100

Visitors total

268,000

Net space total (sqm)

214,000

The storming of Düsseldorf
For over ten days the heart of the caravanning industry has been beating at the CARAVAN SALON
in Düsseldorf. The world’s largest trade fair for motorhomes and caravans again succeeded in clearly
outperforming last year’s top results posting a new all-time high.

“

CARAVAN SALON 2019 was an outstanding event with satisfied visitors
and exhibitors, brilliant sales figures
and an excellent mood prevailing across the
entire fairgrounds. At 268,000 the number
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of visitors (2018: 250,211) has more than
fulfilled our expectations as organisers and,
in particular, the expectations of exhibitors.
This makes our event not only the best-visited trade fair for caravanning but also Eu-

rope’s most visited leisure and holiday fair,”
says Wolfram N. Diener, Managing Director
at Messe Düsseldorf GmbH. There were large
crowds of visitors registered especially on the
two weekends. The Caravan Center, the big

Hermann Pfaff, CIVD President

“

CARAVAN SALON confirms the general,
exuberant mood in the caravanning sector with record visitor numbers and superb
sales figures. The atmosphere among ex-

RV park on parking lot 1, was also booked
up for the whole duration of the trade fair.
“CARAVAN SALON is growing constantly and
underscores its great relevance for both the
industry as a glamorous business platform
and for the whole family as an experience
destination. It is not only the diversity of vehicles and products that give CARAVAN SALON
a unique selling point. In Düsseldorf visitors
also get to see the latest state-of-the-art innovations and developments in caravanning,
plus all the topical trend themes, innovations
and visions for the years to come,” says Diener who goes on to say that the joint concept by exhibitors, the Caravaning Industrie
Verband (CIVD) and the Düsseldorf trade fair

hibitors and visitors in the halls was firstrate.” He also rated the great number of
innovations, global premieres and vehicle
studies as particularly positive. “The new
materials presented here, various drive
technologies as well as the solutions for
weight reduction show that the industry is concentrating on many themes of
tomorrow,” adds Pfaff. Apart from filled
order books, great dynamism can be felt
in the entire sector, he confirms; many
manufacturers are looking to the future
with great optimism. “The Düsseldorf
trade fair is the most important platform
for international industry experts and insiders, who can network and make contacts here. Accompanying conferences
and events on such topics as mobility
or infrastructure additionally strengthen
the CARAVAN SALON’s standing as the
world’s biggest and leading trade fair.”

company has worked out perfectly.
A total of 645 exhibitors from 31 countries presented their innovations and current models in 13 halls and on the outdoor premises. To the tune of 2,100 RVs
were displayed on more than 214,000
square metres, plus accessories, technical
equipment, attachment parts, awnings
and mobile homes. In addition to this,
campsites, RV parks and travel destinations were on show.
The exhibitors at CARAVAN SALON were
also filled with enthusiasm about the
trade fair results and reported excellent
sales deals.

Holger Schulz
General Manager at Hobby

“

We are particularly pleased with this
year’s kick-off to the season. We look forward to this new season because the Hobby
brand comes with convincing products and
generates a great deal of interest among
customers of all ages. In the motorhome
segment it is especially our two new entry-price series OPTIMA ONTOUR and OPTIMA ONTOUR EDITION that score points with
visitors. Boasting all features and top value
for money these models have convinced our
Hobby buyers. In the caravan segment the
family models are particularly popular again.
The two new layouts of the PRESTIGE series
featuring the modern L-shaped kitchen and
the giant lounge suite are received very well
by our buyers.”

Martin Brandt
Chairman of the Board at Erwin Hymer Group

“

We are delighted at the successful CARAVAN SALON with record-breaking high
visitor numbers. The days spent here proved
a resounding success for us. At the start of
the fair we already managed to make it perfectly clear that the takeover of Erwin Hymer Group by THOR Industries creates a winwin situation for all parties involved. With
our broad-based portfolio we offer the right
solution for all customer needs worldwide.
We realised as clearly as ever: caravanning
is the trend. We welcomed an evidently
younger audience and many starters at our
brands’ exhibition stands. The avid interest
taken in compact entry-price vehicles has
motivated many new interested people to
come to Düsseldorf. Alongside this, it is getting clearer and clearer that digitalisation
will be the key to future mobility and leisure
experiences. We build upon these impuls-

es and look forward to an autumn 2019,
where we hope to see as many interested
people as possible again at our dealers.”
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Dr. Holger Siebert, General Manager at
Eura Mobil GmbH and Trigano Deutschland KG

“

This is the second consecutive year we can
look back on a fantastic CARAVAN SALON
with record visitor attendance over 250,000
and further growing media interest across all
of Europe. This, of course, strongly benefits
us at Trigano, since almost one in three motorhomes in Europe is produced by a Trigano
brand after all. At this edition we have seen
particularly strong interest in our premium
brand Eura Mobil, confirming that seasoned
motorhome owners place emphasis on quality, durability and good service. This is also
reflected by the strong interest taken in the
5-year guarantee, which we also offer for our
van specialist Karmann-Mobil and even for
our entry-price brand Forster. Here we pride
ourselves on having the youngest customers

on the market, who prefer easy shopping
with a straightforward product and long
guarantee in addition to focusing on
such “young themes” as connectivity.”

Likewise, the higher visitor numbers also
caused a higher footfall at the stands in the
tourism hall as well as the cash & carry area
in Hall 7a. Expert talks have never been that
in-depth before, explains Jürgen Dieckert,
General Manger at IRMA / TopPlatz. “The
demand at our stand was enormous. We
were approached by many trade visitors who
had either just built a parking space or were
planning the corresponding investment. The
international origin of visitors was striking –
especially from the Netherlands and Spain.”

At the same time, he registered a high percentage of new customers and starters. “I
am particularly pleased with the positive
feedback we received at the expert forum
on RV pitches organised by CIVD and ADAC.
Furthermore, we capitalised on the trade fair
to launch our RV park traffic light and have
received a huge response,” rejoices Dieckert.
The 59th CARAVAN SALON Düsseldorf will
be held from 28 August (trade visitor and
media day) to 6 September 2020.

Gerd Adamietzki, CSO/General
Manager at Knaus Tabbert GmbH

“

Caravanning has finally become mainstream – as this
year’s CARAVAN SALON again clearly demonstrates,” says
Gerd Adamietzki, CSO/General Manager at Knaus Tabbert
GmbH, and adds: “This trade fair offers us second-to-none
conditions for introducing our customers to our innovations
– and they are extremely well received
as our even higher
growth rates show.
The CARAVAN SALON again proved extremely successful for
us and has not only
exceeded our expectations but also previous year’s results. Our
customers are thrilled,
our dealers very satisfied. Knaus Tabbert
sets decisive trends in
this industry.”
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Bernd Wuschack
Manager for Sales, Marketing and
Customer Service at the Carthago Group

Norbert van Noesel
Marketing Manager Thetford

The CARAVAN SALON has traditionally served as the kick-off to,
and barometer for, the new model year. For the Carthago Group
this kick-off was very successful. We met with many potential buyers
among the numerous visitors. As a consequence, we are very happy with the results of the
trade fair because the deals
closed reach the very high
business level of the previous year. In the limelight
was especially the new
generation of the Carthago
chic e-line. Our new portfolio of chic e-line and chic
c-line models on the Mercedes-Benz Sprinter base
vehicle also struck a significant chord with visitors. In
terms of the Malibu brand
it was especially the vans
that met with the same
high demand. Now our
trade partners are looking
forward to successful postshow business.”

The CARAVAN
SALON, is like
every year the perfect kick-off of the
new RV show season. Where it used
to be the main
European
show,
we
meanwhile
can state it is the
main
worldwide
show. More and
more
American
and Asian companies come to join
us in experiencing
all European innovations. All worldwide OEM’s and
European wholesalers visited us and also from end users perspective it has been busy all week. Innovation is key and we
are happy to be able to surprise in both the OEM market and
the Aftermarket. The RV market shows itself to be alive and
kicking here in Dusseldorf.”

“

“
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New roads, new dreams
There are a lot of new camper vans being introduced in the European market these days, with
(seemingly) more converters than ever creating new ideas all the time. But there are also innovative
ideas of other types of leisure products, with the increasingly blurred boundary between concept and
normal production vehicles.
Words Andrea Cattaneo

M

ost RVs produced in Europe used
to be homologated on just a few
types of products, but those days
now seem far away. By contrast, the Düsseldorf Caravan Salon showed a truly diverse
range of products, especially in the camper van sector, where new models and new
brands were born. Now, a considerable
number of choices are offered to the public,
with many differences in terms of size, layouts, mechanical base vehicles and prices.
There has been a rediscovery of the compact camper van with a raised roof, similar
to the Volkswagen California. For example,
the Erwin Hymer Group introduced a new
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model with a new brand: the Crosscamp
camper van. There are also sophisticated,
luxury models using base vehicles like the
Mercedes Sprinter, such as the Westfalia
James Cook and the Frankia Yucon.
The VisionVenture from Hymer was the only
concept, but there was still plenty of news
and other types of leisure vehicles at the
show, including some really unique campers, like some of the models from Challenger and Chausson. In addition, there is now
the search for alternative solutions to diesel
engines, as witnessed by Dethleffs with its
Globevan e-hybrid: could the electric motorhome soon become a reality?

Hymer VisionVenture
Based on the Mercedes Sprinter, the VisionVenture concept presented by Hymer was made in collaboration with BASF. It has the
task of probing new living solutions, new techniques and the use
of innovative materials.
VisionVenture looks to the future, but it may already be the present. It uses materials that are not only light but also environmentally friendly. Exterior paintwork reflects infrared rays, while inside,
there are two impressive ways to expand the living space: in the
rear area there is an extractable outside terrace, while in the upper
part of the vehicle there is a folding, pop-up roof using inflatable side walls. The rear living area is spacious and stylish, and the
wardrobe doubles up as steps to access the bed in roof.

Highlights
• Camper van: more interior space
With more and more variety in the camper van segment, and ways to
increase interior space, such as the extra-series high roofs, but also with
the slide-outs and sizes increasing to almost seven meters, will these
models start to steal buyers from semi-integrated or motor homes?
• Camper for two
The largest percentage
of motorhome users are
couples: why then, do
some offer four-to-fiveseater campers when
only two people use
them most of the time?
However, there are more
and more models designed for two people,
with just two front seats
and a large living area
in the rear. For example: the Carthago Liner-for-two, the Eura Mobil
Integra Line 650 HS, the van Frankia Yucon 7.0, up to the Hymer VisionVenture concept.
• Electric engines
In the short-term future, will motorhomes be available with alternatives
to diesel engines? Probably, yes, as some manufacturers are already
preparing for the transition, showing prototypes equipped with hybrid
or electric engines.

• Mercedes
The German automotive
manufacturer is becoming
an increasingly popular
choice as a base vehicle
on the European leisure
vehicle scene, particularly since the latest Sprinter
was launched. The Sprinter offers rear-wheel drive and all-wheel
drive, and now finds its front-wheel drive to
be penetrating the sector well, combined with the
low-frame AL-KO chassis, and the possibility of a double rear axle.
• Everything is possible
Solutions that once seemed pure fantasy are becoming real today, or
at least could be tomorrow. On the one hand the possibilities offered
by new construction techniques and materials are considerable, on the
other, there are less mental constraints and innovative solutions could
expand the market.
• Caravan: two extremes
The world of caravans is in transformation, and perhaps it will become
one of two extremes. There are compact and lightweight caravans for
those who want to travel with a modest-sized car, or maybe a hybrid
or electric one; then there are plenty of larger, luxury caravans for those
who prefer to stay in one place and enjoy maximum space and comfort
while parked.
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Westfalia James Cook
The German Westfalia brand brings the latest
trends in the camper van segment together
in a single model: the new James Cook, a
conversion based on the Mercedes Sprinter
(with a 4x4 version available) has a slideout at the rear to provide more space for a
longitudinal bed, while keeping the external
dimensions under six meters (length without
slide-out 5.93m). There are three versions of
this model available: the James Cook Classic, with a standard height roof, the James
Cook AD, with the addition of a camper vanstyle pop-up roof with a double bed, and the
James Cook HD with an extra-high roof. It’s
a premium model that, with a few options
fitted, could cost €100,000. That’s practically double the price of many European-made
camper vans based on a Fiat Ducato.

Crosscamp
Compact vans with elevating roofs have always been a popular sight at the Caravan
Salon, but this year saw the return of the
Erwin Hymer Group in this market segment
with its new Crosscamp brand.
Instead of the well-known Volkswagen
Transporter, the Crosscamp uses the smaller
and less expensive Toyota Proace base vehicle (closely related to the Citroen Jumpy
Spacetourer).
The interior layout is the traditional one of
the rear bench seat that converts into a bed
alongside a small side kitchen. If desired, additional seats can be added, providing up to
seven seats for travelling.

Camper van “easy”

Vanster, rear view

Some visitors will have noticed
several compact van campers at the Caravan Salon, all
under five meters in length,
with a folding roof and simple, inexpensive equipment.
There was usually no kitchen
or the classic rear sofa that
turns into a bed. Instead, they
use a sliding structure with a
mattress divided into two or
three portions that is placed
over the seats (once folded).
For example, the Pössl group
introduced the Vanster, a
simpler model than its existing Campster, and also the
Clever Vandeo, which starts
at around €36,000. Other examples are Volkswagen Caravelle by Reimo and Peugeot
Traveller by Irmscher. These
feature interiors with just
seats and a bed that slides
over the seats when folded.
Peugeot Traveller by Irmscher
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Frankia Yucon
The European camper van is changing:
they’re no longer just compact or semi-compact vehicles, under six meters long and with
a low price, but also models of more generous sizes and higher prices. An example of
this is the Frankia Yucon, based on a Mercedes Sprinter, which with the 7.0 Lounge
version of almost seven meters in length
and close to €100,000. Designed essentially
for two people, it has a large
rear lounge area with a longitudinal sofa bed plus a wardrobe and a TV. For those that
do prefer something shorter,
there is a more compact Yucon 6.0 (length: 5.93m) with
single longitudinal beds.

Challenger 338 e Chausson 778
With the Challenger 338 and Chausson 778, the French motorhome division of Trigano obviously wanted to amaze the public by
exploring new avenues and a new concept of comfort.
These 7.5m long models offer a large bathroom with an elegant
piece of furniture with two sinks, in addition to the shower cubicle
and toilet compartment (where there is also a third sink). The double
bed is hidden above it and is lowered electrically when needed, to
then cover the cabinet with the two sinks.

Carthago Chic e-line
The prestigious Carthago Chic e-line has a new face, with a brand
new front (new full-LED headlights, grille with horizontal elements)
plus an interior with a more modern design.
The change also includes the base vehicle: in addition to the Fiat
Ducato with AL-KO chassis, the Chic e-line is now also available on
the Mercedes Sprinter chassis, with front-wheel drive and an AL-KO
chassis with two or three axles.
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Knaus and Weinsberg with high roof
Two new six meter long camper vans from the Knaus-Tabbert Group
are characterized by the extra-high-top roof, made of fiberglass:
they are the Knaus Boxstar XL and the Weinsberg CaraBus 600

MQH. With an external height of 308 cm and an internal height of
238 cm, in addition to the classic rear bed, they can offer a second
bed above the living area using a sliding system (it is not a dropdown bed), but even when the bed is extended it is still possible to
sit in the lounge underneath.

Carado Show Car
There have been several motorhomes in the past which have been
shown with two entrance doors to the living area (in addition to those

in the cockpit): Carado returns to this theme with an interesting interpretation. The vehicle presented at Düsseldorf was a prototype, but
nothing prevents it from making it into serial production. The main
door is in the front area, near the living area, while the second is in
the rear area leading to a large full-height locker, which is a garage
for bicycles (hung vertically) which can also be used as a secondary
entrance. This could be useful in winter because it has a separation
door from the rest of the living compartment.

Adria Astella
Among the many caravans on show at the Caravan Salon, one that
aroused a lot of curiosity was the Adria Astella, a new top of the
range model, positioned above the already prestigious Adria Alpina. It
is difficult to say whether it is a real caravan or a mobile home which,
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if required, can also be towed. It has a square shape on the outside
with an avant-garde interior, and large glass double doors to create
continuity between inside and outside. There are three versions: the
smallest is the Astella 704 HP which is nine meters long and a maximum weight of 3000kg.

Knaus L!ve I and Weinsberg CaraCore
The Knaus-Tabbert Group launched two new ranges of entry-level
motorhomes under €70,000: the Knaus L!ve I and the Weinsberg
CaraCore. Conceptually simple, but certainly effective, with good
exterior design, and a welcoming interior. Different interior variants
are available for both.

Sport use
Van campers designed for the transport of sports motorcycles
have always existed, but in recent years the offer of models built
in small series has increased.
Weinsberg proposed the CaraBus 630 MEG Outlaw, on a Fiat
Ducato with a high roof (external height 282 cm and a length of
636 cm): thanks to an internal height of 218 cm, it has room for a
double bed (longitudinal) in the rear area, right above the garage.
Adria presented the Twin Supreme 640 SGX with rear drop-down
bed and maxi-garage. Citroen exhibited the Jumper Biker Solution with a folding roof and modular rear area (table and seats on
tracks, folding bench-bed) to make room for motorcycles.

The space expands
Slide-outs are no longer such an oddity, and
multiply the amount of
internal space. Alongside the more “normal”
proposals, there are also
vehicles that exaggerate
the concept of extending space. Protec exhibited a vehicle with two
slide-outs that extend
the entire right side and
the entire left side: it is the Q18 Vario Plus on an Iveco Daily 70C18
chassis. The interior space is remarkable, in the front there is a
large living area and the kitchen unit, in the rear area there are two
separate bedrooms and a central bathroom.
Among the caravans, there was the 3X Beauer: the available space
becomes three times the
initial space. In travel format, the length is 385
cm and the width 195
cm, but when parked it
reaches 12m², used for
living space with a kitchen and bedroom.
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More caravanning than ever
CMT 2020 has the largest caravanning section of all time: occupying over 75,000 of space and an even
more extensive market overview.
Words Andrea Cattaneo

A

s the world’s largest consumer exhibition for tourism and leisure, CMT
has also become well known as an
innovation show far beyond the borders of
Germany. It will attract both caravanning
enthusiasts and newcomers to the Stuttgart Trade Fair Centre from 11 to 19 Jan-
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uary 2020.
“This year, the amount of hall space occupied by the caravanning section will increase
by 5,000 m2 to more than 75,000 m2,, so
we are pleased to offer our visitors the biggest choice and show the diversity of camping and caravanning even more extensively,”

said CMT Team Director Alexander Ege.
Adjacent to the Messepiazza and the Entrance East, the areas featuring Camping
and Caravanning will be located in the following halls:
L-Bank Forum (Hall 1): Volume manufacturers will showcase their new products in

Novelty pitch for components producers: 2nd edition
The CMT Novelty Pitch takes place on Monday, 13
January 2020 at 11.30 in the International Congress
Center Stuttgart (ICS), Room 4.1.
After its trial in 2019, we asked Alexander Ege, CMT Team Director, to explain what the CMT ‘Novelty Pitch’ is.
Alexander Ege: “What is fairly easy for exhibitors with large
marketing budgets is often harder to achieve for manufacturers
of niche products. CMT has always been the largest innovation
show in the tourism industry, and we are now transferring the
well-known elevator pitch format from the automobile industry
to the accessories area. We have refined the concept for CMT
2020. For the duration of an elevator ride (hence the name ‘Elevator Pitch’) international exhibitors from the accessories area
can present their product to experts in the auditorium. After
two minutes exactly, the moderator switches off the microphone. This enables us to present many exciting innovations in
a short space of time. There is still time afterwards for in-depth
conversations. At a trade fair such as CMT, the new vehicles are
almost always the centre of interest. We want to deliberately direct the spotlight onto all the innovations that enrich the already
extremely innovative caravanning industry even further.”

Alexander Ege
CMT Team Director

this hall. The wide range of off-road vehicles, folding tent trailers and roof tents will
be together in the gallery. There will also be
an area for camping and caravanning accessories.
Hall 2: Knaus Tabbert will show the innovations of all its different brands in this hall.
Hall 3: Manufacturers from the premium
segment and other volume manufacturers
will present their products in this hall.
Hall 5: There are more volume manufacturers in hall 5.
Hall 7: Covering an area of more than
10,000 m2, hall 7 will be solely devoted to
accessories for the first time. From a new
fridge or helpful maneuvering systems,
through to state-of-the-art retrofit electronics, visitors will find everything that makes

holidays in a mobile home or a caravan even
more comfortable.
Hall 8: For the first time at CMT, the large
number of holiday destinations, camping
sites and mobile home parking areas will be
here in the Alfred Kärcher Hall (Hall 8).
Hall 10 (Paul Horn Hall): This hall is one of
the new halls for caravans. Visitors will find
compact vehicles, especially camper vans
and van conversions, here, plus suppliers of
modular installation systems.
Hall 6 (Oskar Lapp Hall) and Hall 9 (second
CMT weekend) will host this year’s caravanning partners, i.e. spas and health resorts in
Baden-Württemberg. In its anniversary year,
the Baden-Württemberg Spa Association
will present its latest offers and trends relating to recovery and health in nature. There

will also be many other offers with thermal
springs in the “Number 1 spa region”. For
example, there are around 50 motorhome
parking areas and camp sites at the spas and
health resorts in Baden-Württemberg.

Get-together at the congress
on the creation of motorhome
parking sites

For many years, the CMT show has been
committed to creating even closer links
between its two topics of tourism and
caravanning. On Monday, 13 January
2020 tourism professionals, destination
managers, camping site operators and
municipal decision-makers will come together in the Congress Center West at
Messe Stuttgart to obtain information on
the creation of motorhome parking sites.
Under the heading “What’s the parking
situation?” experts will provide tips for
optimum planning and creation of parking sites, while municipal representatives
will talk about funding opportunities,
and camping site and motorhome parking area operators will discuss their experiences.
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Parma - Il Salone del Camper 2019

Exhibitors total

over 350

Vehicles shown

over 750

Visitors total
Net space total (sqm)

over 145.000
150.000

Trends from Italy
Italian camper production is high and growing steadily, even if the domestic market itself is not as
strong as it was in the past. The recent Salone del Camper in Parma fair demonstrated the prosperity
of the sector.
Words Andrea Cattaneo

T

here was an increase of 12 percent in
visitors to the 2019 Salone del Camper in Parma (Italy) in September (14th
to 22nd).
The Italian market is still trying to grow, but
the high sales figures from before the recent
economic crisis still seem some way off.
However, from its lowest point of sales of
only around 3,000 units, it has risen to over
6,000 registrations, which is promising. Italy
is suffering from political uncertainty that
creates economic concerns and ups and
downs in the economy. Furthermore, compared to France, Germany and the UK, the
market in Italy is almost exclusively campers/
motorhomes with only a small number of
caravan sales.
Judging by the increase in visitors to the Salone del Camper in Parma, there is still the
desire to buy a camper. In 2018, motorhome
registrations in Italy grew by 20 percent and
motorhome production remains high, with
85 percent of them destined for export.
Antonio Cellie, CEO of Fiere di Parma said:
“Recreational tourism is confirmed as the
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new frontier of world tourism, especially
because it currently represents the greenest
and lowest environmental impact.”
Out of all the models on show in Parma,
campervans are certainly a growing phenomenon in Italy and there are few brands
that do not have them in their range. There
are also many semi-integrated motorhomes,
almost all with a drop-down bed, and many
motorhomes in the growing € 60-70,000
price segment, with Italian models such
as Laika Kosmo series 9, Elnagh Magnum,
Etrusco I and McLouis Nevis. On the other
hand, there were few models shown with
overcab bed that used to be so popular in
Italy about 10 or 12 years ago. There are a
few manufacturers still offering them, such
as Elnagh, Rimor and McLouis, plus XGO,
Laika and Etrusco, as well as CI and Roller
Team.
There were very few caravans at the Parma
fair: no Italian companies produce them,
so the only models on show were from the
Knaus-Tabbert Group, and from Hobby,
Fendt and Adria.

Rimor Evo 77 Plus
Another semi-integrated model with a
drop down bed at the rear, a solution
that more than one manufacturer is experimenting with, was from Rimor, with
its new Evo 77 Plus, built on a Ford Transit cab. This model offers two living areas and two drop down beds, with one
each in the front and in the rear area. The
length remains below 7m, with a price of
around € 50,000.

Italian double floor
The Italian division of the Trigano group has invested heavily in the design of double-floor models to offer at a competitive price. To cut costs,
they have used a common platform and use similar body and furniture parts, but the products differ thanks to shapes, colours and materials, especially in the interiors. They are semi-integrated
and about 7.5m long with a double pass-through
floor, tasteful furnishings and prices from around
€ 62,000 to € 70,000. The CI Riviera and the Roller Team Granduca, as well as the Krosser Mobilvetta, are slightly higher in luxury.

On the right and below: Mobilvetta Krosser P86

Laika Kosmo Van
To complete the increasingly Kosmo range, Laika, the Italian manufacturer that’s now part of the Erwin Hymer Group, presented
a new compact semi-integrated model, with reduced width (214
cm) and height (271 cm) available in lengths of 5.95m (V5) or
6.65m (V9). It does not have a drop down bed, so is only suitable
for two people. Excluding its camper vans, this is the cheapest
Laika model, available for less than € 45,000.

CI Riviera 87 XT
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Roller Team Gas Free
A “gas free” range from Roller Team, created by the Trigano Italia Research Center, was presented at Parma, using new technology called
‘TEC’ (“Total Energy Control”). Initially, it will be available with two
models in its Zefiro range, the 265 TL and the 284 TL. On these campers, the gas system has been completely eliminated to encourage ‘energy independence’;

useful in the winter season when consumption is greater and so users
no longer have to keep refilling gas bottles. The lack of gas bottles also
frees up space and saves weight. The on-board electronics manage the
various utilities and systems to produce energy, such as the solar panel
and the 150 W/h thermoelectric generator “Seeback effect” integrated with the AGM battery. A Truma Combi
diesel stove was used for heating, while in the kitchen
there is a 12V compressor fridge and a glass ceramic hob
operating on diesel.

Elnagh and Rimor overcab
Elnagh and Rimor are historic Italian brands (now owned by the
Trigano group), which have several overcab models at the Parma
show. Elnagh has updated its entry-level Baron series, while Rimor
has added to the already known Seal, with the renewed SuperBrig
and the new Evo models.

Rimor Evo Sound

Arca
Elnagh Baron 26

Elnagh Baron 26
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Arca, another historic Italian brand, and one of the more elite brands
of the Trigano group, is purely focused on the domestic market. It has
a range of motorhomes, with overcab and semi-integrated models:
all characterized by a strong external design, with a monobloc rear
wall and a remarkable construction technique, in particular, using 43
mm walls covered in Alufiber.

OVER

60 YEARS

OF VISIONARY FAMILY TR ADITIO N

ZAMBELLI – YOUR CARAVAN SOLUTION PROVIDER

Marietta
Zambelli Sopalu´

OUR LATEST INNOVATIONS

Regina
Zambelli Sopalu´

CONVENIENT CLOSING AID

When developing our new caravan doors, our aim was to come up
with a solution that would make life as easy as possible for you. That’s
why we only offer one-piece door designs. By using elements from

CONCEALED HINGE SYSTEM

the motor industry, we successfully created a high-quality, immaculate design. We are especially proud of our faultlessly functioning lock
system. Our quest for perfection even extended to cost efficiency,
which is why we implemented an equal parts strategy. This ensures

ERGONOMIC EXTERIOR
DOOR HANDLE

you benefit from maximum performance at a moderate cost. Make it
easy for yourself – choose Zambelli for all your caravan components
including all types of metal structural elements.

AUTOMOTIVE DOOR STAY

» We’re an uncomplicated bunch: simply send us an email, and
S I M P LY S O LV I N G TO G E T H E R

we’ll get back to you promptly: aboutcamp@zambelli.com
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Birmingham - NEC 2019

Exhibitors total
Visitors total
Net space total (sqm)

329
94.240
57.125 m²

The UK’s biggest and
most important show of the year
Taking place in October every year, the Motorhome and Caravan Show is probably the most important
UK consumer event of the year for the British caravan industry. It is the first opportunity for consumers
to see all the new model year’s products in one place, to place an order for early delivery the following
year, and important for manufacturers and suppliers to achieve sales to plan their production over the
winter months and beyond.
Words John Rawlings

T

his year’s Motorhome and Caravan
Show had 11 halls hosting around
1,000 recreational vehicles, accessories from UK and global suppliers (such
as AL-KO, Dometic and Truma), car manufacturers and representatives from holiday
destinations. These key sales events are sup-
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ported by the manufacturers, whereas the
regional caravan and motorhome shows,
such as those in Manchester and Glasgow,
tend to be hosted by local dealers.
Despite Brexit still looming over the UK
economy, 94,240 visitors attended the
show. This was only just under two per-

cent less than the record number the 2018
show achieved, proving that UK consumers
are still interested in the caravan and motorhome lifestyle, and motivated to come
to the show and see the latest the caravan
industry has to offer.
This was reinforced by the UK’s Caravan and
Motorhome Club reporting bookings at its
network of sites were seven percent up for
the autumn and winter of 2018 to 2019
compared to the 2017 to 2018 season.
The show’s organiser, NCC Events, had celebrities and a full programme of talks and
cookery demonstrations in a ‘live theatre’ to
entertain visitors, free towing lessons provided by both the Caravan and Motorhome
Club and the Camping and Caravanning
Club, and opened the show with a stunt of
an ultra-endurance cyclist (Mark Beaumont)
towing a caravan with his bike.
Despite the 1.9 percent decline in attendance figures NCC Events remained positive: “It has been a very successful show

with lots of very positive
feedback from exhibitors and visitors alike. We
would like to thank all our
exhibitors and partners for
their support, putting on
fabulous displays and for
creating great experiences
for show visitors.”
For the first time at the
show, all the brands from
the Erwin Hymer Group
(Elddis/Xplore/Compass/
Buccaneer, Sunlight, Dethleffs, Laika, Hymer, Eriba,
Hymercar, Carado. Etrusco and Burstner) were all
together in one hall, between the two largest British manufacturers with the
biggest stands, the Swift
Group and Bailey of Bristol.
Another European brand,
Knaus Tabbert, took advantage of the extra stand
space that became available after the British manufacturer, Lunar Caravans,
went into administration
this summer, so had its biggest stand ever with over
30 models from its Knaus
and Weinsberg caravan,
motorhome and CUV
ranges (some of which
have UK-specific specifications, including entrance
door on the ‘right’ side for
the UK) at the show.
An excellent show
There were many positive comments from
exhibitors. The Group Commercial Director from the Swift Group, Nick Page said it
was: “An excellent and engaging show with
healthy sales across Touring Caravans, Motorhomes and Holiday Homes. We were especially delighted by the response to Swift’s
new ranges and layouts. For many this is the
first opportunity to view the exciting 2020
developments from Swift including the Basecamp Special Edition, Edge Motorhomes,
and Challenger X and Eccles X, and the positive feedback and sales generated has been
very encouraging.”
Simon Howard, Marketing Director at Bailey

of Bristol also reported positive results from
exhibiting at the show: “Naturally we would
like to thank everyone who came to see us
at the Motorhome and Caravan Show at the
NEC, Birmingham. The show kicked off with
our live launch on the opening day and resulted in caravan and motorhome sales up 4
percent and 6 percent respectively, with the
launch of five new product ranges paying
dividends in terms of overall results. Products across the spectrum from top-of-therange Autograph motorhomes to the daringly different new Discovery caravan range
targeted a new audience. Overall the show
was a great success, with sales surpassing all
expectations.”
Launching a new caravan range, and another brand to add to the increasing number
of 2.5m (8ft) wide models now available
in the UK, the other British manufacturer,
Coachman Caravans (part-owned by the
Swedish manufacturer, Kabe) said it had a
successful experience of the show, with Elliot Hibbs, Managing Director commenting:
“Coachman Caravans had a fantastic show
with retail sales in line with the NEC October
Show in 2018. All models across our range
performed well, but the stand-out model
for us was the new Laser Xcel 875 (8 foot
wide) contributing to well over 10 percent
of our retail sales. The new Acadia range,
with ALDE heating as standard, was very
well received with increased sales versus its
predecessor the Pastiche.”

Adria UK
showed the new
Astella to the UK public

Below: the new Bailey Discovery range
was officially launched here

Endurance athlete Mark Beaumont
towing a caravan with his bike

New Swift
Edge motorhomes
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Above: Martin Fitzpatrick from Truma UK
On the left: the Swift Basecamp special edition

With interest in campervans continuing to
grow, there was an array of converters exhibiting included UK brands such as Bilbo’s,
Vanworx, Jerba, Hillside, Bespoke, Vantage,
Rolling Homes, Volksleisure, Auto Campers,
and Devon Conversions, European brands
included Westfalia and Dreamer, all mostly
specialising in Volkswagen T6 models, plus
the Ford specialist, Wellhouse Leisure. Volkswagen Commercial Vehicles had its new
Crafter-based Grand California available for
pre-orders.

Scott Orr, Marketing Manager
at Whale, with the new heater
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Not only vehicles
Supplier and accessory brands were
busy at the show as
well. Truma has noticed an interesting
trend at the show
over the last two
years – a significant rise in interest in its air
conditioning units. Commenting on this,
Martin Fitzpatrick, joint Managing Director
of Truma UK said: “This year we generated
the highest amount of sales leads than ever
before for our air con range, particularly the
new Aventa compact and compact plus. The
rise in interest in air conditioning units could
be due to several factors: a higher percentage of families travelling to Europe, recent
summer heat waves, customers wanting
greater comfort and those wanting to keep
vehicles cool for pets as much as people.”
Whale, the North Ireland-based, global supplier of low voltage pumps, plumbing and
heating attracted the public interest with its
new Heat Air room heater. Whale’s Commercial Director, Mark Walmsley comment-

ed: “We were encouraged by the growing
interest in our underfloor heating solutions
which are ideal for OEMs looking to freeup additional living and storage space,
plus the interest in our new Heat Air room
heater (5GE and 6GE Gas and Electric models) which were launched at the show. We
are delighted that Heat Air along with the
Whale Expanse water heater are now being
fitted by Erwin Hymer UK in a number of its
ranges, Autosleepers in its van conversions
and Auto Trial in one of its coachbuilt motorhome ranges.”
The Motorhome and Caravan Show was a
well presented show, and most exhibitors
claim it was successful for them. Everyone
hopes that consumers will have the confidence to buy all the new models and products presented, and in the meantime, the
caravan industry has to prepare for the next
UK shows in the New Year at Manchester,
Glasgow and again in Birmingham to try to
make 2020 a great year for the manufacturers and the consumers alike.
Below: the Volkswagen Grand California

