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In this issue  
 of Aboutcamp 

BtoB, our report 
on the Japanese 
RV market will 
certainly not go 
unnoticed. We 
had the oppor-
tunity to meet 
and interview the 
main players in 

the sector in Japan which have resulted in 
some really informative articles. The few 
foreigners we met at the Japan Camping 
Car Show 2020 were amazed at the disin-
terest that Europeans and Americans show 
towards the Japanese market. Although the 

numbers of sales of RVs are still small, there 
are several original solutions, especially the 
miniaturization of habitable vehicles. We 
will return to this topic in the June issue, to 
include features on some companies we vis-
ited during our trip.
As we go to press, the Coronavirus epidemic 
is now widespread in Europe and other parts 
of the world. It is very likely that this will have 
repercussions on production in the RV sector 
due to the difficulties in supplying raw mate-
rials, parts and components from China. On 
the other hand, it is not possible to predict 
what effects it will have on end consumers as 
recreational vehicles allow people a holiday 
where they can avoid crowded places and 
perhaps remain external to the mechanisms 

triggered by this phenomenon.
Certainly, the RV registrations of the first 
months of 2020 are not disheartening. Ger-
many, the country that has broken all records 
now, registered in January 2020 + 48.7% of 
motorhome sales and + 28.7% of caravans. 
And the United States recorded an increase 
in total RV shipments of 29.2% from the 
units shipped in January 2020 compared to 
the same period in 2019. Nevertheless, oper-
ators are cautious about 2020.
We are delighted to provide you with a par-
ticularly rich and interesting issue, with inter-
views with the most important internation-
al figures in the RV sector, reports from the 
fairs, plus insights on companies and OEM 
products. Enjoy the reading!

Antonio Mazzucchelli
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News

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

many flock to the internet, and have 
an inbox full of emails, Aboutcamp 
BtoB decided to print a paper mag-
azine so that it gets more noticed, 
read, appreciated and discussed; so, 
we wish you happy reading!
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site is supported by a professional newsletter sent monthly to the 
professionals in the RV sector. We also strengthened our presence 
on LinkedIn, where we manage the business page of the magazine 
but also the group “Caravanning Professional” which allows us to 
develop direct and informal relationships with decision-makers in the 
RV industry.

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

Hymer is investing in extensive restructuring of its manufacturing pro-
cesses in Bad Waldsee, Germany, including introducing its own chassis 
production facility so it can control almost all parts of the value chain 
(excluding the cockpit, engine and transmission, etc), react even more 
flexibly to current market situations or customer demands, and create 
further quality improvements in its products. Completion of this invest-
ment is scheduled for summer 2020, with series production scheduled 
to start in 2021. In addition to the new produc-
tion facility Hymer drives the synchronization 
and standardization of processes as well as the 
merging of storage and production areas. This 
underlines Hymer’s commitment to its location 
in Bad Waldsee and the “Made in Germany” 
seal of quality. Covering an area of   3,100 m², 
the building combines the latest production 
lines and logistics areas. Innovative tasks and 
modern manufacturing standards await the 
employees who will work in the new production facility in the future. 
Production takes into account proven LEAN methods and the latest 
manufacturing and assembly concepts, which will further optimize the 
production of Hymer’s recreational vehicles at the Bad Waldsee site. 
Hymer is confident that the motorhomes it produces in the future will 
offer customers an even higher quality all-round solution from a single 
source, as the chassis can be tailored to the body, optimized and fur-
ther developed. At the start, Hymer will use the new production facility 

Hymer to invest in factory restructuring and its own chassis production
to manufacture the SLC chassis. The new chassis production creates 
additional jobs for skilled workers in the region. Hymer is also work-
ing on automated solutions for security-related activities. For example, 
an adhesive robot will be used that meets the high requirements for 
process speed and reliability. In addition, Hymer is planning an area in 
the new plant in which intensive work will be carried out on various 
test benches to test and ensure the quality of the chassis produced. In 

addition, Hymer is also working elsewhere for 
its future-proof setup: The camper vans will be 
manufactured on a new belt in the central pro-
duction hall. By moving camper van produc-
tion to the new, approximately 125-meter-long 
assembly line, Hymer can react more flexibly to 
the market and further increase efficiency. The 
assembly line is characterized by its transverse 
displacement where, compared to the previous 
production method, the camper vans are no 

longer in a row, but rotated 90 degrees next to each other. This increas-
es ergonomics and increases occupational safety for the employees and 
makes work processes easier. “We are proud that we are the first body-
builder to actively invest in chassis production and can take an exciting 
step into the future. For us, the construction of the SLC plant is a clear 
commitment to our roots and the home of our company and another 
building block for the optimization of production at the Bad Waldsee 
site,” says Christian Bauer, CEO of Hymer GmbH & Co. KG.



5B t o B
    

tecnoform.com

Since 1965 Tecnoform provides distinctive furnishings to the RV Industry. 
Our skills are at your disposal to create design products for a unique travel experience.

PROJECTS AND SOLUTIONS WORKING 
ALONGSIDE PRODUCERS
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First Quarter Fiscal 2020
The Trigano Group, which 
owns around 16 caravan and 
motorhome brands in Europe, 
has reported a 3.1 percent re-
duction in sales to €559.7m in 

its first quarter (2019/2020) compared to those of the same period 
last year. This is due to a decline in demand for caravans and moto-
rhomes in Sweden (€-17.6m) due to the tightening of motorhome 
taxation and the preventive overstocking of networks, and uncertain-
ty in the United Kingdom (€-9.2m) due to Brexit. In addition, Trigano 
production volumes were reduced due to the refitting of two moto-
rhome plants in the fourth quarter of the last financial year, which 
meant it did not make up for delays in the delivery of order backlogs 
of the brands concerned Mobile homes sales (-10.7 percent) were af-
fected by the wait-and-see attitude of some managers of outdoor ac-

commodation, while deliveries of accessories for leisure vehicles (+2.8 
percent at constant scope and exchange rates) confirmed their good 
momentum. Trailers sales (+4.0 percent) performed well. Changes in 
sales of camping equipment and garden equipment activities are not 
significant in the first quarter due to their seasonality. The trend in 
sales of the camping equipment activity (-50.0 percent) was due to 
the non-recurrence of a stewardship market in the first quarter of 
the previous financial year. Amounts invoiced for garden equipment 
were stable Trigano noted that the European motorhome market has 
experienced significant changes in recent years, with the emergence 
of a new family of products (converted vans); the progressive consol-
idation of the economic chain (components suppliers, manufacturers 
and distributors); and more recently the introduction of a new chassis 
allowing it to reach performance levels compatible with global energy 
transition objectives.

According to the recent press release, the Win-
nebago Industries’ revenues for the Fiscal 2020 
first quarter ended November 30, 2019, were 
$588.5 million, an increase of 19.2% compared 
to $493.6 million for the Fiscal 2019 period. Rev-
enues excluding the recently acquired Newmar 
business were $552.8 million, representing an 
organic growth rate of 12.0% over the prior year 
period driven by strong growth in the Towable 
segment and modest growth in the Motorhome 
business. Gross profit was $78.6 million, an in-
crease of 10.7% compared to $71.0 million for 
the Fiscal 2019 period. Gross profit margin de-
creased 100 basis points in the quarter primarily 
due to a change in mix as a result of the acqui-
sition of Newmar and the impact of the associ-
ated purchase accounting. Operating income 
was $23.9 million for the quarter, which includes 
$10.0 million of transaction costs related to the 
acquisition of Newmar, compared to $32.6 mil-
lion in the first quarter of last year. Fiscal 2020 first 

First Quarter Fiscal 2020
quarter net income was $14.1 million, a decrease 
of 36.5% compared to $22.2 million in the same 
period last year. Reported earnings per diluted 
share were $0.44, a decrease of 37.1% com-
pared to reported earnings per diluted share of 
$0.70 in the same period last year. Consolidated 
adjusted earnings per share were $0.73 for the 
first quarter, an increase of 4.3% over the prior 
period, excluding approximately $12.1 million, or 
$0.29 per share after tax, of transaction costs, in-
ventory step-up, and the non-cash portion of the 
interest expense related to the convertible bond 
that was issued to finance the Newmar acquisi-
tion. Consolidated Adjusted EBITDA was $42.0 
million for the quarter, an increase of 9.3% com-
pared to $38.5 million last year. President and 
Chief Executive Officer Michael Happe comment-
ed, “We delivered strong consolidated results for 
the first quarter of Fiscal 2020 as we continued 
to make progress in transforming Winnebago In-
dustries into a premier outdoor lifestyle company. 

Overall revenue growth remains strong, driven by 
vibrant Class B sales in our Motorhome segment 
and another stellar quarter from Grand Design in 
the Towable segment. These businesses are driv-
ing significant market share gains in the RV in-
dustry. Our RV retail market share is now 10.8% 
on a trailing three month basis through October, 
up 1.7 share points over the prior year period and 
exceeding our 2020 goal of 10% we established 
in November, 2017. Our results included approx-
imately three weeks of contribution from the re-
cently acquired Newmar business, the foremost 
luxury motorhome manufacturer in North Amer-
ica. We are extremely focused on the integration 
of the Newmar business and ensuring a smooth 
transition for Newmar’s employees, dealers, and 
end-customers. Our continued growth reflects 
our competitive position in the RV industry and 
the resilience of our diversified portfolio, which 
has positioned us well to deliver solid results de-
spite prevailing industry headwinds.”

News

As a result of challenging trading environments in some areas of its 
business and US trade tariffs, Dometic has reported a four percent 
decrease in sales in the fourth quarter (mainly impacted by a contin-
ued weak US market), and a one percent net sales growth for the full 
year in 2019. Dometic’s net global sales for the last quarter of 2019 
decreased by four percent to SEK 3,919 m (4,070 in same period in 
2018). Items affecting comparability for the quarter included SEK -80 
m costs from a global restructuring programme announced in the re-
port for the third quarter 2019. Changing market conditions caused 
Dometic to take several actions to continue its high profitability and the 
best operating cash flow in its history. At the same time, Dometic in-
creased its investment in innovation, building the organization for new 
growth areas, and in IT to become even more competitive in the years 
to come. The EBIT margin was 7.1 percent. The additional US tariffs 
and the continued volume decline in the US market could not be fully 
offset by all Dometic’s actions in the Americas region. The gross impact 
from tariffs was SEK -81 m in the quarter and SEK -258 m for the full 

Fourth Quarter Fiscal 2019
year. The EMEA region reported net sales growth of two percent in 
the fourth quarter of 2019 thanks to a good performance in Power & 
Control and Climate divisions, boosted by the acquisition of Kampa, 
and offset by a weaker results in Food & Beverage. Since the announce-
ment of the global restructuring program in the third quarter 2019, 
Dometic has shifted two more production lines from China to its new 
manufacturing site in Mexico, consolidated one manufacturing site in 
Americas and initiated the closure of two manufacturing sites in the 
EMEA region. A total of 10 sites and around 200 employees have been 
affected during the quarter. In January, Dometic took further action in 
the US affecting one manufacturing site and around 200 employees. 
The execution of this restructuring programme will allow Dometic to 
reach its financial targets and take full advantage of future opportu-
nities. Dometic remains confident that it will deliver on the previously 
communicated target of estimated annualized effects on earnings of 
approximately SEK 400 m when fully implemented, with full impact in 
the middle of 2022.

Financial reports
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Thor Industries, Inc., the sole owner of operating subsidiaries that, 
combined, represent the world’s largest manufacturer of recreational 
vehicles, increased its net sales by 22.9 percent to $2.16 billion (an in-
crease of $402.8 million) in the first quarter of fiscal 2020 ended Oc-
tober 31, 2019. “In our fiscal first quarter, we achieved a pronounced 
improvement in our operating results, reflecting the benefits of the 

flexible and highly vari-
able cost model we have 
developed, as we in-
creased gross profit mar-
gins in our North Ameri-
can RV segments despite 
modest decreases in net 
sales,” commented Bob 
Martin, President and 
CEO of Thor Industries. 
“EHG’s (Erwin Hymer 
Group) results for the 
quarter were generally in 
line with expectations as 
EHG has historically gen-
erated flat-to-negative 
first quarter results due 
to the European holiday 
shutdowns that occur in 
August, and due to the 

higher concentration of marketing and advertising expenses in the 
fiscal first quarter to support the annual RV shows in Europe. Industry 
conditions in North America continued to improve as the indepen-
dent dealer inventory rationalization that has affected our results over 
the past year nears its end. Dealer optimism is strong in both the 
North American and European markets with excellent feedback from 
our September Open House in Elkhart, Indiana, and positive perfor-
mance at industry wholesale and retail shows in Germany and across 
the United States. We look forward to continuing that momentum as 
the spring RV show season starts in North America in January and the 
European selling season begins.” An additional $493.0 million in net 
sales from the European RV segment was partially offset by net sales 
decreases of 6.1 percent and 3.6 percent in the North American Tow-
able RV and the North American Motorized RV segments, respective-
ly. Consolidated gross profit margin was 14.3 percent for the quarter, 
compared to 11.8 percent in the prior-year period, primarily reflect-
ing favorable overall product mix and reductions in material, labour 
and warranty cost percentages in the North American RV segment. 
This was tempered by the gross profit margin from the European RV 
segment, which was lower than the overall North American gross 
margin for the current quarter. Net income attributable to Thor and 
diluted earnings per share for the first quarter of fiscal 2020 were 
$51.1 million and $0.92, respectively, compared to $14.0 million and 
$0.26, respectively, in the prior period. Results for the first quarter of 
fiscal 2020 included incremental interest expense and amortization 
of intangibles related to the acquisition of EHG amounting to $39.7 
million, or $0.58 per diluted share, while first quarter fiscal 2019 re-
sults were adversely impacted by a foreign currency forward contract 
loss and costs related to the acquisition of EHG which, in aggregate, 
totaled $57.1 million, or $1.02 per diluted share. North American 
independent dealer inventory rationalization continued during the 
fiscal first quarter, as North American industry wholesale shipments 
once again declined at a faster rate than retail registrations. As a re-
sult, independent dealer inventory levels of Thor products in North 
America decreased by 22.8% to approximately 101,500 units as of 
October 31, 2019, compared to approximately 131,500 units as of 
October 31, 2018. Independent dealer inventory of Thor products 
in North America, following the first quarter of fiscal 2020, was at 
its lowest point since the first quarter of fiscal 2017. Management 
believes independent dealer orders will generally be commensurate 
with consumer demand during calendar 2020.

With seven acquisitions in 2019 and a decline in RV shipments 
during the year, the annual results for LCI Industries, through its 
subsidiary, Lippert Components, Inc. (“LCI”), showed a four percent 
decrease of net sales to $2.4 billion with a net income of $146.5 
million. During the year, LCI completed seven acquisitions, total-
ling $448 million, and boosted international sales by 40 percent 
to $145.8 million. Its aftermarket sales also grew, up by 20 per-
cent on the previous year, to $279.6 million. It paid $63.8 million 
in dividends to shareholders. “In 2019, we significantly advanced 
LCI’s diversification through seven strategic acquisitions by invest-
ing nearly $450 million, including our largest acquisition to date, 
CURT Group, which effectively doubled the size of our aftermarket 
business and accelerated our path to becoming a dominant leader 
in the space. In addition, as part of our efforts to broaden our in-
ternational presence, in January 2020, we closed the acquisition of 
premier window supplier Polyplastic Group, which will enable us to 
grow further in key European markets. This expansion, combined 
with our commitment to innovation and execution on operation-
al initiatives, supported a return to sales growth of 5 percent in 
the fourth quarter versus industry declines of 8 percent, while at 
the same time expanding operating margins by 120 basis points, 
year-over-year,” said LCI Industries’ Chief Executive Officer, Jason 
Lippert. Consolidated net sales for the full year 2019 were $2.4 bil-
lion, a decline of four percent from full year 2018 net sales of $2.5 
billion. Net income for the full year 2019 was $146.5 million, or 
$5.84 per diluted share, compared to net income of $148.6 million, 
or $5.83 per diluted share, for the full year 2018. The decrease in 
year-over-year net sales reflects a continuation of lower RV whole-
sale shipments seen throughout the year as dealers continued to 
correct their inventory levels, partially offset by continued growth 
in the Company’s adjacent industries OEM, aftermarket and in-
ternational markets. Net sales from acquisitions completed by the 
Company contributed $93 million in 2019. Consolidated net sales 
for the fourth quarter of 2019 were $564.0 million, an increase of 
five percent from 2018 fourth quarter net sales of $536.6 million. 
Net income in the fourth quarter of 2019 was $28.8 million, or 
$1.14 per diluted share, compared to net income of $20.2 million, 
or $0.80 per diluted share, in the fourth quarter of 2018. The in-
crease in year-over-year net sales for the fourth quarter of 2019 
reflects the impact of acquisitions completed during the quarter, in 
addition to organic growth across the Company’s adjacent indus-
tries OEM, aftermarket and international markets, partially offset by 
lower RV wholesale shipments. Net sales from acquisitions complet-
ed by the Company contributed $35 million in the fourth quarter of 
2019. The Company’s content per travel trailer and fifth-wheel RV 
for the twelve months ended December 31, 2019, increased $169 
to $3,618, compared to $3,449 for the twelve months ended De-
cember 31, 2018. The content increase in towables was a result 
of organic growth, including new product introductions and price 
increases, as well as acquisitions. The Company’s content per mo-
torhome RV for the twelve months ended December 31, 2019, de-
creased $127 to $2,364, compared to $2,491 for the twelve months 
ended December 31, 2018. The content decrease in motorhomes 
was primarily a result of the wholesale mix shifting to smaller units. 
At December 31, 2019, the Company’s cash and cash equivalents 
balance was $35.4 million, up from the balance of $14.9 million 
at the beginning of the year. The Company generated cash flow 
from operations of $269.5 million and used $447.8 million for ac-
quisitions, $63.8 million for dividend payments to shareholders, and 
$58.2 million in capital expenditures for the twelve months ended 
December 31, 2019. The Company’s outstanding debt was $630.8 
million at December 31, 2019. LCI’s January 2020 consolidated net 
sales were approximately $224 million, up 20 percent from January 
2019. LCI supplies a broad array of highly engineered components 
for the leading original equipment manufacturers (“OEMs”) in the 
recreation and transportation product markets, and the related af-
termarkets of those industries.

Fourth Quarter Fiscal 2019First Quarter Fiscal 2020
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News

According to the KCI (the trade association for manufacturers 
and importers of caravans, campers, folding trailers and accesso-
ries for the Dutch Camping and Caravanning Industry), a record 
number of new campers were delivered and registered in the 
Netherlands in 2019, and caravan sales increased for the fifth 
consecutive year. No fewer than 2,098 new campers were reg-
istered in the Netherlands in 2019 – an increase of 5.2 percent 
compared to 2018. The best-selling brands in Holland were Adria 
and Hymer. The Netherlands is still one of the largest caravan mar-
kets in Europe, and 7,034 new caravans were delivered in 2019, 
an increase of 6.1 
percent compared 
to 2018. In total, it 
is believed that the 
Dutch now own 
555,768 caravans 
and motorhomes. 
A number that is 
increasing every 
year.

The Netherlands achieved 
record camper sales in 2019

Truma has announced a new range of entry-level Mover smart manoeu-
vring systems. The new Truma Mover smart M model is engaged manually, 
while the Mover smart A automatically engages and disengages with the 
caravan’s tyre at the push of a button. They are suitable for single-axle 
caravans up to 1,800 kg (Mover smart M) or 2,000 kg (Mover smart A) 
respectively. The Truma Mover smart A weighs circa 32kg, which is around 
3kg lighter than its existing manual Mover SX model, and has a maximum 
power consumption of 125 A compared to the SX model’s 120 A. They 
share the same total weight capacity of 2,000 kg. The Truma Mover smart 
M weighs approximately 33kg with a maximum power consumption of 
100 A and a maximum permitted weight of 1,800 kg. Like Truma’s oth-
er models, the new entry-level Mover smart range are simple to retro-fit, 
high quality and easy to use with precision. They also use a remote control 

unit to make it easy for 
customers to manoeuvre 
their caravan with ease 
and precision. A ‘soft-
start’ function allows 
the caravan to move 
smoothly without jerk-
ing, which also makes it 
easy to couple the cara-
van to the towing vehicle 
with a high degree of 
accuracy. To guarantee 
maximum safety, the car-
avan’s brakes are applied 

immediately it comes to a stop – with millimetre precision – as soon as 
the customer releases the control button. Both manoeuvring systems can 
handle inclines of 13 percent and have a non-slip surface for the drive 

New entry-level Truma Mover smart 
manoeuvring range

rollers to ensure the maximum grip on the tyre and optimal power 
transmission. The rollers are made of cast aluminium, making them 
robust, low-wearing and particularly light. The new Truma Mover 
smart are easy to retrofit as they fit on all common chassis frames. 
No TÜV registration is required thanks to the general operating per-
mit. The manoeuvring systems offer an excellent price/performance 
ratio and the usual Truma quality. They are available from all Truma 
Partners from January 2020 with a 5-year parts warranty.
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Lippert Components has completed the previously announced 
acquisition of CURT Group (“CURT”) for approximately $340 
million. CURT, headquartered in Eau Claire, Wisconsin, is a 
leading manufacturer and distributor of branded towing 
products and truck accessories for the aftermarket. CURT 
maintains a robust product portfolio comprised of thousands 
of SKUs across various product lines, including hitches, tow-
ing electricals, ball mounts, and cargo management. CURT 
brands include CURT, Aries, 
Luverne, Retrac, and UWS. 
LCI funded the purchase 
price through a combination 
of available cash, borrow-
ings under its revolving credit 
facility, and an incremental 
term loan of $300 million un-
der its amended credit agree-
ment.

Lippert Components completes 
acquisition of CURT Group

Production of Mercedes-Benz eSprinter 
starts in Germany
On 12 December 2019, the Mercedes-Benz Dusseldorf plant celebrated 
the start of production of its eSprinter van with an event for employees 
and invited guests. The Stuttgart-based manufacturer has been building 
its globally successful vans in Dusseldorf since 1962. Since then, more than 
4.6 million vehicles have been produced in Dusseldorf to date, which are 
in daily service all over the world. Production of the fully electric eSprinter 
marks the beginning of a new era in Dusseldorf and the next step for the 
future of the plant, and for the manufacturer itself. Over the past few 
years, Mercedes-Benz Vans has invested a total of around €330 million in 
the technical expansion of production, and to take into account the fact 
that, in the future, both conventionally powered and fully electric vehi-
cles will be built on a single production line. The result will be enormous 
flexibility and the ability to meet both customer and market demand. In 
addition to the comprehensive investment in production systems, the plant 
has also been massively investing in basic and advanced training of its 
employees. Since the decision was made to build the eSprinter in Dussel-
dorf, the plant has become the competence centre for electric drives and 
has developed the requisite expertise. To date over 2,400 employees have 
been trained for handling and assembling the high-voltage technologies. 
Mercedes-Benz Vans is focusing on sustainability of its products as well 
as its own production. The goal is to make all van production CO2-neu-

tral by 2022. The Mercedes-Benz 
eSprinter is intended to cover the 
broadest possible range of use in 
urban mobility. It is initially be-
ing offered as a panel van with 
high roof and a permissible gross 
weight of 3,500 kg. Its maximum 
loading volume is 10.5 m3 – the 
same as for the Sprinter with a 
conventional combustion en-
gine. Similar to the entry-level 
diesel engine, the electric drive 

in the eSprinter drives the front wheels with an output of 85 kW 
and a torque figure of up to 300 Nm. A flexible payload and bat-
tery concept allow adaptation to individual needs as the customer 
can choose between three or four battery units. Equipped with a 
battery capacity of 55 kWh, its range is an estimated 168 km with 
a maximum payload of 891 kg. Three instead of four battery units 
have a capacity of 35 kWh, allowing a range of around 115 km. In 
return, the maximum payload increases by around 140 to approxi-
mately 1040 kg. The integrated fast-charging function provides for 
more flexibility; 80 percent of the battery charge can be replenished 
within 30 minutes. The maximum speed can be configured to suit 
the task at hand: the top speed can be set at 80 km/h, 100 km/h or 
even as high as 120 km/h, if speed is essential.

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

Palomar is currently spread across four production facilities, a short distance from each other, 
covering a total of around 10,000 square metres. Over the last few years significant investments have 
been made to improve the company and its product, but also to increase production capacity. Over 
the course of 2018, the company has purchased new machinery, meaning Palomar now benefits 
from the most cutting-edge technology. Now the production department boasts seven machining 
centres and four bonding lines (one with liquid polyurethane and three hot melt), while the sawmill 
department has both machining centres and optimising saws available.
All of these efforts for a new achievement, now Palomar is ready to produce also Sidewalls.
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The premium motorhome brand, MORE-
LO, owned by the Knaus Tabbert Group, 
has started the New Year with a change in 
management. As of the 31st of December 
2019 MORELO founder Jochen Reimann re-
signed from his role as managing director at 
his own request. Reinhard Löhner remains in 
the position of managing director and from 
the 1st of January 2020 will be supported by 
Robert Crispens. Reinhard Löhner has been 

Management change at Morelo

German caravan industry increased sales for sixth year running in 2019
almost 14 percent to around 81,000 vehicles, 
says the Caravanning Industry Association 
(CIVD). In addition, 2019 was the sixth con-
secutive year the caravan industry in Germany 
grew. It says that the European market for lei-
sure vehicles recorded an increase of four per-
cent and achieved the second best result ever 
with over 210,000 new registrations. Almost 
all national markets were up. German moto-
rhome and caravan manufacturers increased 
their production in 2019 for the sixth time in a 
row. In total, almost 125,000 vehicles left their 
factories – more than ever before. They have 
reported that demand continues to be high 
abroad: over 51,000 vehicles were exported. 
In order to meet this enormous demand, the 
manufacturers and their suppliers are expand-
ing their production capacities and are looking 

for specialists, trainees and career changers, in 
particular with technical and manual skills. 
All three business areas – new vehicles, used 
vehicles and accessories – developed positive-
ly. The German caravanning industry looks 
to 2020 with optimism. The manufacturers 
expect a further increase in sales figures in 
Germany and good international business. A 
representative study by the GfK also shows 
the enormous potential of this type of holiday. 
The market research institute has found that 
22 percent of those questioned can imagine 
going on holiday with a motorhome or car-
avan. This corresponds to 14.2 million adults 
in Germany. Millennials between the ages of 
23 and 37 and people with above-average 
incomes were particularly interested in cara-
vanning.

The German caravanning industry turned over 
almost €11.7 billion in 2019 and achieved 
the best result in its history. Registrations of 
new caravans and motorhomes increased by 

the managing director of MORELO Reisemo-
bile GmbH since June 2011. He has ensured, 
with 38 years of experience in motorhome 
construction, excellent quality standards and 
innovation. Robert Crispens has been work-
ing as commercial manager as an authorized 
company representative. Jochen Reimann 
will remain with the company and in future 
act as a consultant for MORELO Reisemobile 
GmbH. 

Robert Crispens

News

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 

PLANA 
the first 
the original 
patented flush 
sliding window

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

+ thermal control 
+ acoustic reduction

+ water resist

Flush 
hermetic closure 
for a captivating look

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).



11B t o B
    

Manufacture of  furniture and 
accessories: we are proud to 
guarantee to our customers 
flexibility and a high degree 
of  customizability. Fratelli 
Naldini is one of  the Italian 
companies with the most 
extensive experience in the 
RV sector, thanks to 60 years 
of  successful activity.

Via del Chianti, 31 • 50028 Barberino Tavarnelle FI • Italy
Tel: +39 055 8077928 • naldinisrl@naldinisrl.com
www.fratellinaldini.com

Naldini
furniture   care   qualitysi

n
ce

 1
96

1

Our experience at your service

Production of  flat and curved 
kitchen doors 
and lockers

Fratelli Naldini Srl

Following the recent election by the state caravanning 
associations, six new members have been appointed 
(from 16 nominations) to the National Board for Caravan 
Industry Association of Australia for a two-year term. The 
Caravan Industry Association of Australia congratulates 
the following individuals who were elected to the Na-
tional Board: James Kelly, Lifestyle Communities - Martin 
Cotterell, Martin Cotterell and Associates - Dennis Aus-
tin, Austin’s Caravan Sales - Chris Goddard, Cruisemas-
ter - Mark Lindsay, Southern Cross Parks - Garry Moore, 
Jayco Corporation. James, Martin, Dennis, Garry and 
Chris were re-elected with Mark re-joining the board 
having been re-elected after a year off the Board.  The 
constitution requires there to be a split of directors be-
ing elected on the board annually.  Current board mem-
bers Grant Wilckens, Donna Cocking and Nick Hunter 
were not subject to re-election and will continue to serve 
for another year ahead of a ballot in November 2020. 
The board has overseen a period of significant growth 
in recent years while also strategically planning for the 
future proofing of the industry. Caravan Industry Associ-
ation of Australia would like to thank vacating members 

Matt Slee who each 
has been an incredible 
asset to both the board 
and the industry more 
broadly. Stuart Lam-
ont CEO of Caravan 
Industry Association of 
Australia expressed his 
gratitude for outgoing 
director Matt Slee.

New members elected to 
Board of the Caravan Industry 
Association of Australia

The new Hybrid Power Chassis and 
Next Generation Caravan Platform 
from AL-KO Vehicle Technology’s 
E-Mobility range will be of great 
interest to the future of the global 
caravan industry. AL-KO’s newest 
plant in Deffingen near Günzburg, 
Germany, is already dedicated to 
the electrification of two vehicle 
models and is producing up to 40 vehicles per day. To demonstrate electromobility 
innovations for future motorhomes and caravans, AL-KO has developed the Hy-
brid Power Chassis and the Next Generation Caravan Platform in conjunction with 
Huber Automotive AG. The Hybrid Power Chassis shows how E-mobility and an 
internal combustion engine can be optimally connected for motorhomes with a 
battery capacity designed for an all-electric range between 50 and 100 km. By the 
second half of 2020, the first configurations of the HPC® for motorhomes using 
the Fiat Ducato should be available with approval for specific use. The Hybrid Pow-
er Chassis fully meets or even exceeds the high range of a fueldriven motorhome. 
The internal combustion engine of the vehicle is used without any restrictions and 
can be supported by the E-drive for better acceleration values as well as a saving in 
fuel and CO2 reduction of up to 30 percent can be achieved. A plug-in charging 
function guarantees flexible, fast charging. A journey can be started with fully 
charged batteries without any exhaust emissions. The Next Generation Caravan 
Platform addresses the issue of the range of electric vehicles reducing significantly 
when connected to a traditional caravan or trailer – sometimes by up to 70 per-
cent. This solution from AL-KO for range problems is an electrical 48 volt drive 
integrated in the chassis of the trailer. By actively supporting the towing vehicle, 
the range of an electric vehicle is increased. In fuel-driven vehicles, E-support in 
the future caravan chassis offers a reduction in fuel consumption and CO2 emis-
sions. Thanks to recuperation in braking/overrun mode, driving with electric cars 
becomes more efficient and ecological. The driven trailer axle serves as additional 
traction equipment to move the vehicle combination on difficult camping terrain.

AL-KO Vehicle Technology presents 
new E-Mobility for future caravans and 
motorhomes
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Wolfram N. Diener (55) is the new Presi-
dent & Chief Executive Officer and Erhard 
Wienkamp (61) is the new Managing Di-
rector Operative Trade Fair Business of 
Messe Düsseldorf GmbH. In his new posi-
tion, Wolfram Diener succeeds Werner M. 
Dornscheidt (65), who will retire at the end 
of June 2020 after almost 17 years at the 
helm of the Düsseldorf trade fair company. 
Diener will take up his post on 1 July 2020. 
Erhard Wienkamp will succeed Hans Werner 
Reinhard (49), who left the company on 30 
September 2019, as Operative Managing Di-
rector on 1 January 2020. Werner M. Dorn-

scheidt is convinced by the 
new management team: 
“Markets are shifting, the 
world is becoming more 
international, more digital 
and more complex. With 
their many years of trade 
fair experience worldwide, 
Wolfram N. Diener and 
Erhard Wienkamp are the 
ideal torchbearers to lead 
Messe Düsseldorf into the 
future. They stand for both 
renewal and continuity.” 

He points here to their excellent industry ex-
pertise, broad management experience and 
international trade fair success. Dornscheidt 
believes this creates the best conditions for 
further developing Messe Düsseldorf’s prod-
uct portfolio at home and abroad with the 
customer mind and for strengthening the 
Düsseldorf location. Alongside Wolfram N. 
Diener as President & CEO, Erhard Wien-
kamp will be the only Managing Director 
Operative Trade Fair Business. Bernhard J. 
Stempfle, responsible for finance and tech-
nology, completes the management team. 
Wolfram N. Diener will continue to be re-
sponsible for the operational projects he 
has managed since joining the company in 
2018, including the Portfolio Caravanning & 
Outdoor with Caravan Salon Düsseldorf and 
TourNatur. In addition he will be responsible 
for the Global Portfolio Plastics & Rubber 
with the world leading trade fair K and also 
for the departments International Business, 
Corporate Communications, Protocol and 
Events, Human Resources, Legal and Insur-
ance, Internal Auditing as well as Affiliates 
and Subsidiaries. Erhard Wienkamp takes 
over the projects of Hans Werner Reinhard 
as Managing Director Operative Trade Fair 
Business. He also takes on the departments 
Corporate Strategic Development and Mar-
ket Research. A Executive Director at Messe 
Düsseldorf since 2002, Erhard Wienkamp 
will continue to be responsible for Partner 
and Guest Events, Official Participations, 
Special Events and International Trade Fair 
Management.

Wolfram N. Diener is the 
new President & CEO at 
Messe Düsseldorf GmbH

Marian Möbius (30), has been appointed 
as Corporate Communications Manager 
in the Group and Product Communica-
tions team at the AL-KO Fahrzeugtech-
nik Group and will be a contact for trade 
press from December 2019. Born in Dres-
den, Germany, Möbius is an experienced 
communications expert and completes 
the team reporting to Hans Posthumus, 
Vice President of Marketing. In addition, a 
Corporate Communications Executive will 

be appointed with internal and external communications responsibilities for the company’s 
internationalization and continued growth. Marian Möbius has completed studies in Ap-
plied Media Management, with a focus on PR and Communications Management, as well 
as a part-time Masters in International Management. Over the course of his career, Mari-
an Möbius has gained extensive professional experience, with positions and international 
projects in the automotive and mechanical and plant engineering sectors. Most recently, he 
worked as Communications Manager at the technology group Voith.

Marian Möbius appointed as Corporate 
Communications Manager at AL-KO Fahrzeugtechnik

Truma is now supplying its AquaGo instant water heater system to many 2020 model luxury 
RVs, including brands like Tiffin, Newmar and Forest River. Truma says the AquaGo system 
provides the best water experience possible for RV owners while on the road. Tiffin began 
installing the Truma AquaGo standard in 2018 on the Wayfarer Class C Motorhome and is 
now fitting the instant water heater into many of its Class A models. The Truma AquaGo now 
comes standard on four Tiffin Class A Motorhomes: the 2020 Allegro RED, the 2020 Allegro 
Breeze, the 2020 Allegro RED 340, and the 2020 
Open Road Allegro. The AquaGo is also available as 
an option on Tiffin’s 2020 Phaeton. Newmar’s 2020 
Canyon Star Class A toy hauler comes with the Tru-
ma AquaGo Comfort Plus, which is Truma’s most 
luxurious instant water heater. Newmar decided to 
include the AquaGo Comfort Plus standard on this 
motorhome because it provides true hot water im-
mediately at the tap due to the heated circulation 
lines installed throughout the RV. As long as the 
RV has water and propane, the user will never run out of hot water allowing for endless 
showers, dishwashing and washing laundry. Forest River’s Cedar Creek division is installing 
the Truma AquaGo as standard equipment on board all of its luxurious Champagne models. 
The 5th wheel Champagne includes several residential amenities making the Truma AquaGo 
a good fit since the AquaGo provides a residential shower experience in your RV. The Tru-
ma AquaGo instant water heater comes in three models: basic, comfort and comfort plus. 
The AquaGo can be installed on newly built RV’s or retrofitted in place of any tankless or 
6-16-gallon traditional RV water heater.

Truma to supply AquaGo to luxury RV manufacturers

              Wolfram Diener

OFOLux, the Italian company that has sup-
plied interior lighting systems to the auto-
motive and leisure vehicle sectors for over 
40 years, is expanding and reorganising 
its production facility to meet growing de-
mand from existing and new customers. 
Having purchased space adjacent to its 
current plant, the expansion will bring the 
total area to 6500m² covered and 5000 
m² uncovered. This project follows other 
expansions of the OFOLux facility made 
in 2018 and 2019, showing the contin-
uous growth of the company. Its current 
facilities consist of one production plant, 
including technical and commercial offic-

OFOLUX is extending its production facility
es and warehouse. OFOLux lighting systems 
are designed for various types of vehicles, 
including, motorhomes, buses and coaches, 
emergency and firefighter vehicles.

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

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

Composite Floor – 
the odourless highlight 

at your feet

Anti Slip – 
the fl oor that gives you 

the desired grip

LAMIfoamtex – 
the solution with the soft 

touch effect

LAMI Graph – 
the stylish 

partner

COMMERCIAL VEHICLE INDUSTRY | CARAVAN INDUSTRY | BUS INDUSTRY | CONSTRUCTION INDUSTRY | MEDICINE & HYGIENE | SPORTS INDUSTRY

LAMILUX COMPOSITES –
HIGH-TECH MATERIALS FOR THE MARKETS OF THE FUTURE
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Airstream held an official christening ceremony for its brand-new 
$40 million, 70,000 mq Jackson Centre production facility last 
month, just down the road from the existing plant which has been 

Airstream’s sole manufac-
turing location since 1979. 
Production of the new plant 
started in spring 2018 and 
now enables Airstream to 
consolidate multiple produc-
tion spaces into one facility, 
bringing the assembly of the 
company’s travel trailers under 
one roof. The current 23,700 

Airstream celebrates official opening of its new $40m factory

Statistics from the RV Industry Association (RVIA) in north Amer-
ica show that travel trailers (caravans) were by far the most pop-
ular type of RV in the USA in 2019, accounting for 66.93 percent 
of wholesale RV shipments. Fifth wheelers were the second fa-
vourite last year, with 18.25 percent, still a huge margin behind 
travel trailers.
Collectively, Type A, B and C motorhomes represented 11.37 per-
cent of RV shipments, with the most popular being Type C with 
6.33 percent in 2019. Folding camping trailers accounted for 1.59 
percent of shipments last year, with truck campers in small niche 
of their own with 0.83 percent.

Travel trailers represented 66.93% 
of wholesale RV shipments in USA

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

HIGH QUALITY GRP 
FOR RECREATIONAL VEHICLES

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

www.flatlaminates.com - sales-flatlaminates@brianzaplastica.it

News

 DIMATEC S.p.A.
  Via Galileo Galilei, 7
  22070 Guanzate (CO) - Italy
  +39 031 35 277 1
  vendite@dimatec.it

Best For Caravanning

mq travel trailer plant will be converted for building Airstream’s 
motorized touring coaches, freeing up production space to support 
a growing line of products. The official event was held to mark 
the end of an era and the beginning of a new one for Airstream, 
Inc., the manufacturer of the iconic “silver bullet” travel trailer and 
subsidiary of Thor Industries. The first Airstream travel trailer off 
the new line, a Globetrotter, and the last off the old line, a Bambi, 
represent the official hand-off between locations. Both trailers will 
leave Jackson Center, Ohio with unique badges symbolizing this 
milestone moment in Airstream history. The new plant will give Air-
stream staff more space, tools and storage so it can prioritize the 
quality and craftsmanship that is the hallmark of Airstream travel 
trailers and touring coaches.
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EASY TO CLEAN . HAIL RESISTANT . LOW THERMAL EXPANSION COEFFICIENT . LIGHT . 
HIGH ELASTICITY . WATERPROOF . STRONG CORROSION RESISTANT . DURABLE 

HIGH QUALITY GRP 
FOR RECREATIONAL VEHICLES

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

www.flatlaminates.com - sales-flatlaminates@brianzaplastica.it
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-18°C inside a
16-liter 3-star freezer

It keeps the fridge door 
slightly open to prevent 
unpleasant odors due 
to not-working time

Fast chill set point 
temperature 
achieving

Lowest noise level and 
reduced consumption 
during night time
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SLIM150DRW70A
YOU DECIDE. 
ANY TEMPERATURE, 
ANY TIME.

FRIDGE +4°C

FREEZER -18°C

THE ONLY ONE,
THE ALL IN ONE

MADE IN ITALY - DESIGN AND QUALITY
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DRW70A USES R290 NATURAL GAS TOTAL NO FROST

NEW 316 AISI STAINLESS STEEL STEELOCK HANDLE WITH:
 waterproof digital thermostat with touch screen control;
 integrated vent position system for air circulation during periods of non-use.

NEW CONCEPTION DRAWERS:
 new soft close runners guarantee perfect opening and closure;
 internal dividers to optimize the distribution of contents.

SINGLE SPECIAL SECTION STAINLESS STEEL “SELF VENTING” FITTING FRAME  TO:  
 fix securely drawers either flush or proud of your furniture;
 improve air circulation and cooling efficiency.

617 666

595

874 25
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Fiat Chrysler Automobiles N.V. (“FCA”) and Peugeot S.A. (“Groupe 
PSA”) have signed an agreement for a 50/50 merger of their businesses 
to create the 4th largest global automotive OEM by volume (with an-
nual sales of 8.7 million vehicles) and 3rd largest by revenue (with rev-
enues of nearly €170 billion). The combined entity will have a balanced 
and profitable global presence with a highly complementary and icon-
ic brand portfolio covering all key vehicle segments. More than two- 
thirds of run rate volumes will be concentrated on 2 platforms, with 
approximately 3 million cars per year on each of the small platform and 
the compact/mid-size platform. The combined company will have a re-
curring operating profit of over €11 billion and an operating profit mar-
gin of 6.6 percent, based on a simple aggregated basis of 2018 results. 
The strong combined balance sheet provides significant financial flex-
ibility and ample headroom both to execute strategic plans and invest 
in new technologies throughout the cycle. These technology, product 
and platform-related savings are expected to account for approximate-
ly 40 percent of the total €3.7 billion in annual run-rate synergies, while 
purchasing – benefiting principally from scale and best price alignment 
– will represent a further estimated 40 percent of the synergies. Other 
areas, including marketing, IT, G&A and logistics, will account for the 
remaining 20 percent. These synergy estimates are not based on any 
plant closures resulting from the transaction. The total one-time cost 
of achieving the synergies is estimated at €2.8 billion. Those synergies 
will enable the combined business to invest significantly in the technol-
ogies and services that will shape mobility in the future while meeting 
the challenging global CO2 regulatory requirements. With an already 
strong global R&D footprint, the combined entity will have a robust 
platform to foster innovation and further drive development of trans-
formational capabilities in new energy vehicles, sustainable mobility, au-
tonomous driving and connectivity. The merged entity will benefit from 
an efficient governance structure designed to promote effective perfor-
mance, with a Board comprised of 11 members, the majority of whom 

Groupe PSA and FCA confirm merger to become 4th largest global automotive group
will be independent. Five Board members will be nominated by FCA 
and its reference shareholder (including John Elkann as Chairman) and 
five will be nominated by Groupe PSA and its reference shareholders 
(including the Senior Non-Executive Director and the Vice Chairman). 
At closing the Board will include two members representing FCA and 
Groupe PSA employees7. Carlos Tavares will be Chief Executive Officer 
for an initial term of five years and will also be a member of the Board. 
EXOR, Bpifrance, the Peugeot Family and Dongfeng have each irrevo-
cably committed to vote in favor of the transaction at the shareholders’ 
meetings of FCA and Groupe PSA. Completion of the proposed combi-
nation is expected to take place in 12-15 months, subject to customary 
closing conditions, including approval by both companies’ shareholders 
at their respective Extraordinary General Meetings and the satisfaction 
of antitrust and other regulatory requirements. Carlos Tavares, Chair-
man of the Managing Board of Groupe PSA, said: “Our merger is a 
huge opportunity to take a stronger position in the auto industry as 
we seek to master the transition to a world of clean, safe and sustain-
able mobility and to provide our customers with world-class products, 
technology and services.” Mike Manley, Chief Executive Officer of FCA, 
added: “This is a 
union of two com-
panies with incred-
ible brands and a 
skilled and dedicat-
ed workforce.”

Carlos Tavares
and

Mike Manley
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THOR creates Hymer USA to produce 
European-designed RVs in North America

European-designed leisure vehicles are going to 
be produced and sold in North America by Hymer 
USA – a new subsidiary of THOR Industries, Inc. 
following its acquisition of one of Europe’s larg-
est RV manufacturers, the Erwin Hymer Group, in 
2019. Hymer USA will use German manufactur-
ing processes, automation and control standards 
– a first for North America’s RV industry. It will 
be based in Bristol, Indiana, with initial product 
availability expected in the fourth quarter of 
2020. “We are very proud of our extensive brand 
portfolio, which has historically allowed us to be 

responsive to the diverse needs of both our dealers and consumers. The Hym-
er brand and product offering has already received very positive feedback 
from our North American dealer network,” stated Bob Martin, President and 
CEO of THOR Industries. Initial phases of the EHG acquisition integration have 
been completed with the oversight of Troy James, THOR Industries Senior Vice 
President. James, one of THOR’s most experienced company leaders, who 
has spent considerable time in Europe over the past year engaging with the 
EHG leadership team, will take on the additional responsibility of overseeing 
Hymer USA. Employees in key product development roles and with specific 
European manufacturing expertise will relocate from Germany to Bristol to al-
low Hymer USA to replicate its proven manufacturing process in collaboration 
with THOR’s skilled American workforce. The Company will utilize an existing, 
newly renovated, company-owned facility with the expectation of investing 
approximately $8 to $10 million in additional capital expenditures during 
2020- primarily for machinery and equipment to build out the facility for 
Hymer USA. “Hymer USA will feature a very different way of manufacturing 
not currently seen in the North American RV industry, including automated 
processes that will be implemented throughout design and assembly,” James 
said. “Products will benefit from the world-leading quality standards set by 
EHG and our new work environment will feature highly skilled team members 
collaborating directly with employees from EHG’s European operations while 
incorporating the speed to market for which THOR is well-regarded.”

Ravago Building Solutions, which manufactures and distrib-
utes extruded polystyrene insulation (XPS) products used in 
the construction of caravans and motorhomes, has changed 
the name of its Styrofoam™ XPS range to Ravatherm™ XPS. 
For more than 40 years, STYROFOAM™ and, more recently, 
XENERGY™ has been used as a durable insulating core layer 
material in sandwich panels for caravans and motorhomes. 
This core insulating material can reduce energy consumption 
and save money for the consumers. It can also benefit the 
handling of the vehicle as the walls act with the different 
dynamic forces caused by wind load, vibration or when cor-
nering. The use of STYROFOAM™ and XENERGY™ in the 
core layer material, has created a torsion-resistant wall, ceil-
ing and floor construction, which has a positive effect on the 
overall stability of the body of the vehicle and on the ride 
comfort. Ravatherm XPS X is moisture resistant and is blown 
with CO2, achieving a global warming potential score of less 
than five. Products in the roofing range were the first to se-
cure a coveted Green Guide rating of A+ from BREEAM. To 
further minimise environmental impacts and shipping delays, 
manufacturing takes place locally in King’s Lynn, Norfolk (UK).

Ravago rebrands Styrofoam XPS
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Readers of Promobil, the German motorhome magazine, have 
named the latest Fiat Professional Ducato (MY2020) as the “Best 
Motorhome Base Vehicle 2020”. This is the 13th year in a row that 
the magazine has chosen the Fiat Ducato as its “Best Motorhome 
Base Vehicle” in its annual awards, once again, confirming its lead-
ership in the sector. The Ducato continues to dominate the European 
market as the base vehicle for over 500,000 motorhomes in the last 
10 years alone. Since 1981, the Ducato has been produced at the 
Sevel plant, located in Val di Sangro in Italy. Enhancements for the 
new Fiat Ducato MY2020 include new features for the motorhome 
base versions, aiming to further consolidate its undisputed leader-
ship in the sector. Leisure sector customers seem to be particularly 
enthusiastic about one of its major innovations: the new 9-speed 
automatic transmission which helps to create a relaxed and pleasant 
driving experience, plus fuel consumption optimization and perfor-
mance enhancement. The engine range for the MY2020 Ducato 
has been overhauled by the introduction of a Euro 6d-TEMP 2.3-litre 
diesel engine. It is robust and durable, yet guarantees performance 
and comfort while driving, with its four power levels: 120, 140, 160 
and 180 hp. All equipped with Multijet 2 technology, each engine 
has its own special features, such as the design of the turbocharger, 
pistons and fluid dynamics. Finally, for safe and smooth journeys, 
the most advanced drive assistance systems (ADAS) come as stan-
dard, as well as specific suspension for motorhomes, together with 
a long list of features to guarantee maximum comfort. The Fiat Pro-
fessional Ducato motorhome base is the true “Leader in Freedom”, 
with an extraordinary track record of international awards. Fiat Pro-
fessional has a dedicated team with a profound knowledge of the 
world of Recreational Vehicles, as “certified” by the “Fiat Profes-
sional For Recreation-
al Vehicles” logo. The 
brand is also highly 
specialized in terms of 
products and services 
for the motorhome 
owners, thus guaran-
teeing maximum flex-
ibility and freedom for 
its customers.

Fiat Ducato named “Best Motorhome 
Base Vehicle” for 13th year running

Fleurette, the French motorhome and campervan brand owned 
by the Rapido Group, has celebrated the inauguration of its new, 
€6 million Fleurette Constructeur production facility. The new unit 
covers an area of 6,000 m² and includes dedicated buildings for 
raw materials, carpentry, production and offices. Construction be-
gan in July 2017 and took a year to complete. Production started 
in September 2018, and 1,000 combi-vans have left the factory in 
2019 for the European market. Fleurette Constructeur currently 
manufactures four motorhome and campervan ranges: Fleurette, 
Florium, Westfalia and Stylevan Emotion. Production of Westfalia 

campers transferred 
to Fleurette Con-
structeur in France 
in 2016. In 2018 
Fleurette launched 
its Stylevan Emotion 
campervan range 
using Ford and Volk-
swagen base vehicles. 
Both these brands are 
being produced in the 
new factory.

Fleurette Constructeur: inauguration 
of new €6 million van factory

New Marco Polo from Mercedes Benz: 
a smart home on wheels
A year ago the German company had made a restyling of the V-Class. 
Now the novelty is linked to the digitization and connectivity that also 
involves the van Marco Polo and Marco Polo HORIZON: the new fea-
tures is its connectivity, to make it a ‘smart home’ on wheels, thanks to 
an advanced multimedia system, MBUX (Mercedes-Benz User eXperi-
ence), integrated with the innovative Mercedes-Benz Advanced Control 
interface module (MBAC). “Digitalisation and connectivity are important 
components of our product strategy. By integrating the MBUX multime-
dia system familiar from Mercedes-Benz passenger cars, we are making 
the cockpit of our MPV and Marco Polo models based on the V-Class 
even more comfortable”, explains Klaus Maier, Head of Marketing 
and Sales at Mercedes-Benz Vans. “And for camping enthusiasts, we 
have an additional special highlight. We are thrilled to be able to offer 
the Marco Polo in future as standard with Mercedes-Benz Advanced 
Control. With that our customers are able to travel in a mobile “smart 
home”; meaning they are able to centrally control various components 
within the living area, such as the lights or heating, for example with 
their smartphone.” The central element of the MBUX is its intuitive 
concept and its voice control system. Installed for the first time on the 
A-Class last year, it is the customized Mercedes solution. Instead of say-
ing, “Alexa”, “Hey Siri”, or “OK Google”, on a Mercedes Benz vehicle 
the key word is “Hey Mercedes”. By taking advantage of the advanced 
artificial intelligence of Voicetronic and the Internet connection on the 
mobile network (Mercedes me connect), MBUX is able to understand 
very complex questions and give information about the weather, the 
road ahead, but also the general culture, to sport and so on. It recog-
nizes almost every conceivable phrase related to the infotainment and 
vehicle operation areas. For example, phrases such as “Switch the radio 

on” and “Switch on the seat 
heating”, plus, indirect speech 
such as “I’m cold” are also 
understood. The voice control 
system is activated via a button 
on the steering wheel, or by 
saying “Hey Mercedes”. In ad-
dition to the voice control sys-
tem, MBUX can also be con-
trolled using the 10.25-inch 
touchscreen center display or 
the touchpad on the center 
console. The touchpad also 

recognizes handwriting. MBUX also has forecasting capabilities, ie the 
system understands which activity the driver would like to start. For ex-
ample, if the driver regularly calls “Home” on the way home, the phone 
number will be suggested on the display. All infotainment and vehi-
cle management settings can also be individually configured and then 
stored in a profile: up to eight profiles can be created. Recharging of 
external devices is optimized with MBUX, thanks to USB-C connections 
that can charge tablets or mobile phones with an increased charging 
current. With Apple CarPlay and Android Auto, it is also possible to 
mirror the user interfaces of all common smartphone operating systems 
on the central display. The MBAC system manages the functions and 
services normally present on a motorhome. These days, manufacturers 
of components for campers (e.g. heating systems, air conditioners, re-
frigerators, antennas) have joined a common data transmission protocol 
called CI-BUS (Caravanning Bus). This is a standard promoted by the as-
sociation of German motorhome and caravan manufacturers (CIVD) in 
2011 and which has seen the adhesion to date of about 70 component 
manufacturing companies in the caravanning sector. This technology 
enables the Mercedes-Benz Advanced Control, or MBAC for short, to 
manage many of the functions present on a camper such as: checking 
the levels of the drinking water and grey water tanks; checking the aux-
iliary battery charge level; control and setting of the refrigerator tem-
perature and auxiliary hot air heating; electrically operated roof control; 
control of the electric porthole; the Jehnert audio system control; and 
the main lighting control, including ambient lighting.

News
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SCALABROS
the specialist manufacturer for

CUSTOMIZED SUNSHADES
with TOP ITALIAN QUALITY & DESIGN

SCALABROS
REVOLUTIONARY BUS COMPONENTS

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

Awning suitable for any Vans, 
off-road vehicles and SUVs

www.scalabros. it

Scalabros is specialised in customizing 
its sunblinds to the needs of  
serial production of industrial vehicles, 
RV and caravan in general

MADE IN ITALY
Manual and Electric Roller Blinds
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Focus on Japan

RVing in 
the Land of the Rising Sun 

Words Antonio Mazzucchelli and Bartek Radzimski
Photo Antonio Mazzucchelli

With the market experiencing favorable internal and external stimulus, the Japanese RVing Industry 
continues to grow and faces a positive outlook thanks to the upcoming Tokyo Olympics and the grow-
ing desire for both local and foreign tourists to explore this mystic land.

Like many aspects of the Japanese 
enigma, the Japanese RVing Industry 
is one that has been hidden behind a 

vail created by distinctive market demands, 
unique base vehicles, limited interested 
from foreign manufactures and of course 
cultural and language barriers. 
In the meantime, the market and its man-

ufacturers have been experiencing steadily 
growth while collectively working to educate 
the 126 million population about the joys of 
RV travel. With one of the most extensive 
public transportation systems in the world 
that counts delays in seconds and a work 
culture that for many years looked down on 
taking holidays due to the risk of inconve-

niencing co-workers with extra workloads, 
convincing the population to take extended 
vacations by driving long distances in an RV 
has been a tough sell. 
Nevertheless, with an aging population, 
which has been working and saving all their 
lives to enjoy retirement plus young adults, 
who no longer enshrined by the safety of 

Watch our Japan RV Experience on YouTube



21B t o B
    



22 B t o B
    

JRVA
Interview with Takashi Furihata, JRVA Chairman

The Japanese RV Association (JRVA) is the organization combining 
the manufacturers, dealers and suppliers of the RV industry in Japan. 
We were able to sit down with Chairman, Mr. Takahashi Furihata to 
learn about the association’s activities and prospects for the future.

Aboutcamp BtoB: Could you give us an overview of JRVA?
Takashi Furihata: JRVA is the Japan Recreational Vehicle Associa-
tion. Two years ago we celebrated the 25th anniversary, so 2020 is 
our 27th year of activities. The number of member companies of 
our association is 138. This number includes manufacturers, dealers 
and suppliers related to the RV sector.

Aboutcamp BtoB: Could we have some figures about the mar-
ket, in terms of registra- tions?
Takashi Furihata: We are still gathering the data from the manu-
facturers and the figures should be ready around the middle of this 
year. In 2018, we registered 5,367 vehicles across the segments. I 
can tell you that the number of units has increased comparing to 
the previous one, so the trend is positive. In terms of the number of 
vehicles that are on Japanese roads today, we estimate this number 
to be approximately 110,000 RVs althogether. 

Aboutcamp BtoB: What does the association do for its mem-
bers?
Takashi Furihata: The main activity that the JRVA is doing at the 
moment concerns this show which we prepare every year. Another 
important activity concerns the RV Parks: at the moment there are 
about 150 RV Parks in Japan, but the target is to reach 200 or even 
300 parks in the next years. In Japan, we are aiming for these parks 
to be rather close to towns as RV owners in Japan consider this 
convenient. 

Aboutcamp BtoB: This is quite interesting regarding the 
parks, why do you locate them near towns?
Takashi Furihata: I think that you may have the same trend in Eu-
rope, for example in Japan going to the hot spring is one of the 
most popular activities while RVing. Also, people traveling by RV 
tend to enjoy the local cuisine by eating out rather than cooking 
themselves. Also, me included, most men like to enjoy a cold local 
beer after a long day driving; however, Japan has a zero tolerance 
for driving under influence. Due to this, most owners prefer near 
town locations. 

Aboutcamp BtoB: How is the structure of these RV Parks and 
how do you find new RV Park locations?
Takashi Furihata: The RV parks are privately owned and we are 
quite lucking as due to increasing interest from the market in RVing 
we are receiving many requests from individuals who want to set 
parks up.

Aboutcamp BtoB: Is there anything that should be changed 
in the laws, here in Japan, to make the driving easier for the 
caravan and camper users? 
Takashi Furihata: As you can see, my company is importing cara-
vans, so please allow me to answer from this perspective. In Japan, 
the caravan market is very small as we have quite archaic and diffi-
cult regulations. Due to Japan not having a big private trailer mar-
ket, even private persons need a special commercial license for trail-
ers over 750kg. As you can imagine, this kind of license is difficult to 
get. An additional complication is that the testing facility does not 
have a trailer, so to take the test you have to bring your own trailer. 
But, if you don’t have a license, how can you bring the trailer there? 

Focus on Japan
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lifetime employment are starting to reeval-
uate their life values, a significant increase 
of interest in domestic leisure activities has 
been developing and RVing is seen as one of 
these activities or a medium to comfortably 
get to the desired destination.
Additionally, several external factors are 
helping the trend along. Foreign tourism, 
the 2019 World Rugby Cup and the 2020 
Tokyo Olympics are all bringing an increased 
number of fans of RVing to Japan and for 
the RVing Industry have helped to boost the 
thus far limited demand for rental RVs.

The Japan RV market
To put the market in a more figure-based 
perspective, the Japanese RV Association 
(JRVA) has existed for 26 years with the old-
est of the 70 vehicle manufacturing mem-
bers approaching or already celebrating 
their 30-year foundation anniversaries. The 
association and its members have grown 
from relatively obscure entities to ones that 
are getting more and more recognition from 
the mainstream media and the public. At 
the moment the association has 138 mem-
bers split between vehicle manufacturers, 
dealers and parts suppliers. With a limited 
budget for large scale promotion activities, 
JRVA has focused on preparing and promot-
ing the RVing lifestyle through the various 
end-user focused shows which take place 
at a neck-breaking pace in all the key cit-
ies around Japan starting with the Japan 

Due to topics like this the end users are often confused. Many laws 
in Japan take long time to refresh. This particular one about the 
weight is over sixty years old and I believe based on European regu-
lations that existed when passenger cars had much weaker engines. 
It is irrelevant for today’s market and needs an update. 

Aboutcamp BtoB: Is JRVA in touch with politicians to make 
this happen?
Takashi Furihata: JRVA and it’s members have made many activi-
ties, but the authorities always conclude that this topic is not safety 
related; just related to sales of cars or trailers, thus not critical.
Another issue relates to LPG; about 20 years ago there were acci-
dents in the housing sector that has made recharging bottles very 
complicated. When JRVA approached the responsible officials, we 
were informed that the problem relates to the gas stations refusing 
the charging of unfamiliar bottles; not official regulation.
So, answering your question, although we tried various approaches, 
unfortunately, the RVing Industry is still to small to effectively lobby 
such topics. 

Aboutcamp BtoB: What about the imported vehicles? How do 
you see the potential of such vehicles?
Takashi Furihata: Yes, for sure imported vehicles have a good po-

tential to grow. At the moment, the import market represents only 
10-15% of the overall market; however, the production capacities 
of foreign makers are much higher than local ones. One important 
step is for foreign makers to make modifications that match Japa-
nese needs. From the perspective of manufacturing the vehicle, I 
don’t think that the modifications are difficult; however, for import-
ers they are expensive and complicated. 
For example, in Japan we have 100V, not 230V so we have to 
change the inverter and much wiring. Also due to the LPG issues, 
plus the lack of necessity for a boiler, we need to add a Fuel Operat-
ed Air Heater. Another topic is that AC is becoming very common; 
however, we are not able to use the roof mounted ones due to lack 
of plug-in infrastructure. As in any market, if you match the market 
needs, you will see a success!!! 

Aboutcamp BtoB: Does JRVA have contacts with other inter-
national associations? Does it support its members in discov-
ering new markets, innovations from Europe?
Takashi Furihata: In terms of number of companies which are im-
porting vehicles from abroad, it is still a very small percentage of all 
our members. Due to this, in principle, JRVA is not doing this kind 
of activities and the companies that have such an interest do it by 
themselves.

Brands from abroad
Foreign-made RVs have been present in the market since the very beginning. What 
used to be a niche volume, US-focused business, has changed to a predominately Eu-
ropean one. Import volumes have been steadily climbing and currently make up about 
10-15% of the total market. Motorized RVs from brands like Adria, Dethleffs, Hymer 
sell the highest volumes representing 90% of all imports, while trailers from Trigano, 
Hobby, Airstream and Eriba make up the remaining 10%.

The marginal volumes can be linked to two main factors; lack of serviceability for base 
vehicles and vehicle size. Although both FCA and Mercedes-Benz enjoy relative success 
in one of the most homogeneous passenger car markets in the world, neither maker’s 
professional line-up is sold locally. Thus, the importers of foreign brands are faced with 
providing full-service for both the base and RV part of the vehicle. This results in foreign 
RVs being sold at premium prices and leads to long lead-times for repairs. Per size, a 6m 
vehicle is already considered large in Japan and due to all vehicles needing registration 
to dedicated parking spaces, especially in the urban sprawls, spaces for +6m vehicles 
are rare and often expensive escalating ownership costs. 

A moment of the opening night organized by JRVA
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Nuts-RV
Interview with Kenji Araki, 
President and CEO of Nuts RV Co., Ltd. 

This year Nuts RV celebrated their 30 year anniversary. Originally, 
established as a sports car customization shop, approximately 20 
years ago, after a close evaluation of the European RV market and a 
impactful visit to the Düsseldorf Caravan Show, Mr. Araki adjusted 
the course of the company and has never looked back. Nuts RV has 
become the largest manufacturer in the Japanese RV market and 
has ambitious plans for growth.

Aboutcamp BtoB: How did arrive at the decision to start pro-
ducing RV’s?
Kenji Araki: When I was in the custom cars business, I always 
went in USA to learn about the trends. However, with the fore-
seen decline of that market in the late 90’s, I explored alternatives 
and realized that RVing, especially European style RVing could have 
potential. To see the market up close, I visited the Caravan Salon 
Düsseldorf for the first time and I was completely overwhelmed by 
the size and potential. I was so impressed that I decided to shift my 
company’s focus to the RVs market and put my full energies into 
manufacturing and selling camping cars. 

Aboutcamp BtoB: Can you tell us about your company struc-
ture and organization?
Kenji Araki: Nuts RV is headquartered near the city of Fukuoka, the 
biggest city on Kyushu island. As part of the company’s growth, in 
2005, we founded a factory in Dalian, on the northern coast of Chi-
na, with the purpose of reducing labor costs and alleviating risk with 
a second manufacturing location. In 2008, I established a company 
in New Zealand aimed at RV Sales and Rental. The next key step in 
our expansion was taken in 2013 with the opening our third factory 
on the island of Cebu in the Philippines. Additionally, in 2014, we 
expanded our production facility in Japan by moving to a 15,000m2 
factory in the city of Kita-Kyushu. This, most recent step, resulted in 
the Japanese plant becoming our largest. 
Our manufacturing concept is split into the plants abroad focusing 
on the labor intensive RV shell, furniture and interior manufacturing 
with Dalian concentrating on the composite wall shells and Philip-
pines doing the monocoque FRP ones. The mating of the shells with 
the base vehicles plus installation of all electrical and market specific 
components takes place in our Japanese plant. 

Aboutcamp BtoB: How do you manage the distribution of the 
vehicles?
Kenji Araki: Our company is not only manufacturing vehicles de-
signed and branded with the Nuts RV brand, but also we manufac-
ture on behalf of several other domestic brands who lack produc-
tion facilities. Therefore, from the overall production 80% is our 
product while 20% is sold under different brands. 
With regards to our sales channel, we only sell through our own 
dealerships. At the moment, we have 7 such dealerships located in 
the biggest cities around Japan.

Aboutcamp BtoB: How much is your production volume and 
how it grew in the years?
Kenji Araki: The total production last year was 850 units. We have 
grown significantly over the last year and if you compare our volume 
10 years ago it was about 300 units. I strongly believe that we can 
continue to grow and with that in mind, we already fixed our target 
at 1,000 units for 2020.
One important topic for you to keep in mind is that unlike in the 

Focus on Japan
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other foreign markets, in Japan the manu-
facturing concept is done to order, not to 
stock. This means that the production of the 
vehicle begins only after the order is places 
by the end customer. The merit of this is low 
stock at the dealerships; but the demerit is 
longer lead-times to deliveries. At the mo-
ment, customization by the end-customer is 
quite popular in Japan, so they accept lon-
ger lead-times in order to get more unique 
vehicles. 

Aboutcamp BtoB: What are you fore-
casts for the next years?
Kenji Araki: Right now, the overall trend in 
Japan for RVing is quite positive, the interest 
of the public is quite high, and you can see 
the large number of people coming to this 
show. One key problem, however, is that for 

many manufacturers the turnover and the 
number of units that they can manufacture 
is not increasing. This is more related to 
manufacturing capacities, rather than mar-
ket demand; however, the end result is that, 
in my opinion, the users’ waiting time is 
too long. Some customers get discouraged 
when they have to wait 10 months or even 
over a year for their vehicle. 
Nuts RV has taken significant steps and 
made investments to address this issue we 
also face. Very soon we will be able to pro-
vide very competitive lead-time over our 
competitors, so this will give us a big sales 
advantage. 

Aboutcamp BtoB: I know you have in-
teresting ideas on how to promote the 
market to make it grow...

The Nuts Border is this maker’s flagship model with the longest length and high flexibility for end-
user requests. Based on the Toyota Coaster bus, with a total length of 6.3m the vehicle provides all 

the creature comforts and more that are key to selling this premium grade vehicle.

The Nuts Cresson is the medium class vehicle which sits on a 2.5-ton CM base vehicle and has a length 
of 5.2m. This model offers several variants that are adjusted to either couple or family travel.

Kenji Araki: In Japan, we have the RV man-
ufacturers association, JRVA. Even if we are 
the biggest manufacturer in Japan, I am just 
a member at the moment and not involved 
on the board. 
JRVA is organized from a manufacturing or 
BtoB prospective; however, I feel that we 
need a more BtoC approach and further de-
velopment in the infrastructure that is dedi-
cated to RVing. Due to this, from last year, I 
established an end user focused association, 
called Camp Japan. The main purpose of 
this organization is to promote and orga-
nize activities and events that will provide 
a means for existing and potential customer 
to further enjoy RVing.
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LAC Holdings
Interview with Hideaki Yamada, Representative Director

We met Mr. Hideaki Yamada, Representative Director of LAC Holdings, 
the first RV Manufacturers Group in the Japanese Market that comprises 
of Deltalink Co., Ltd (Japan), Deltalink Co., Ltd (Korea), Annex Co., Ltd. & 
Camping Car Land Co., Ltd. The group is also the importer of European 
motorhomes and caravans form Adria and Niesmann + Bischoff. 

Aboutcamp BtoB: Could you please tell us when and how the LAC 
Group has been formed?
Hideaki Yamada: LAC Group is made up of several companies, so I 
will explain from the one that I founded. Deltalink was established 26 
years ago and initially we were a dealer of RVs. Before the foundations, I 
worked for another RV manufacturer, so all of my professional life I have 
been in the RV market. After some years of managing the dealership, I 
realized that the margins are quite limited and to improve the company 
situation, about 14 years ago, Deltalink started to design its own original 
vehicles. In those days, we outsourced the manufacturing to these mod-
els to other domestic companies. Also, around the same time we started 
to look into importing foreign brands. The first foreign brand we started 
to import was Adria. In the next step, 10 years ago, I set up a company in 
Korea with the target to import and distribute Adria for Korea. With the 
successful increase of foreign brand sales, Deltalink took the next step by 
forming the LAC Group 3 years ago. This step was taken for two main 
reasons, insourcing the production of Japan designed RVs and decreas-
ing the risk association with doing a high ration of imported vehicles. 
Although foreign brands are very important for LAC Group, the threat 
of a local regulations change causing a business stop is real. With the 
formation of the Group, we gained as strong production base in Japan 
and China while the combining of all partners created a strong dealer 
network in Japan and Korea. 

Aboutcamp BtoB: Is Adria a successful brand in Japan?
Hideaki Yamada: In terms of turnover and number of units sold for 
Deltalink, Adria makes up the biggest percentage. From all of the brands 
which are imported from Europe, Adria has the highest number of sales 
both in Japan and Korea. In Japan, we sell a very high percentage of 
motorhomes vs. caravans; but in Korea due regulations preventing the 
import and registration of foreign motor vehicles, we only sell caravans. 
Due to the success we had with Adria, from last year, we also started 
the distributon of Niesmann + Bischoff here in Japan, however due to 
the Korean regulations, we don’t sell the motorhomes there. In addition, 

from my understanding, right now in Europe Adria is having about 7.5% 
of the overall market; with 15,000 units, however, around 10 years ago, 
when I started to work with them their production was only 9.000. This 
is a amazing growth and I thinks there are 3 main reasons that attribute 
to this success: 
1. The continued improvements in production
2. Great distribution concept 
3. Excellent dealership network and support
In addition, Adria pricing is quite aggressive and competitive compared to 
other foreign brands, but there is no compromise on quality. In Japan the 
foreign RV brand sales volume is still quite limited. Typically, the approach 
is that if you sell just a few, you allocate a large margin on assure profit, 
however, my idea is to set smaller margins, so that I can sell many. For me, 
the main thing is that I enjoy selling RVs; it is actually the only business 
that I have ever done and is the only business that I want to do. 

Aboutcamp BtoB: How is your dealer network structured? 
Hideaki Yamada: Both in Japan and Korea we have our direct dealers 
who are part of the LAC Group and external partner dealers. In Japan 
we have 4 own dealers and X external dealers. In Korea, we have 2 own 
dealers and X external dealers. In both countries the sales done through 
our own shops represent about 50% of the total business. For us to 
keeping a good relationship, providing strong support and allowing the 
dealers to grow is most important. One of the challenges of the network 
is that although there are a lot of places that can fix an RV, there exist 
very few places which can service the base vehicle and the RV in the same 
locations. Due to lack of service from the base vehicle manufacturer in 
Japan, as an importer we are challenged with servicing the whole vehicle 
by ourselves. This is also one of the reasons why we established in key 
geographical locations our direct shops that can directly fix the whole 
camping car. We are importing all foreign vehicles on the Fiat Ducato 
chassis, but this vehicle is not sold in Japan. Therefore, we developed 
and train our own dealer network. As all of our dealer shops have the 
Fiat Diagnostic Tool it allows us to address any issues that arise with the 
vehicles. We are, of course, able to access any recall notifications or per-
form software updates. This important diagnostic tool can be provided 
to our Japanese dealers thanks to the excellent cooperation of Adria and 
a Slovenian Fiat Dealer. In the end this results in better support for our 
dealers and of course the owners of the vehicles.

Aboutcamp BtoB: Is the Fiat Ducato so important in Japan? 
Hideaki Yamada: Yes, it is very important from my point of view. Several 
years ago, Mercedes Benz blocked the import of the Sprinter van and 
Sprinter based vehicles to Japan. Also, neither VW nor the other Europe-
an makers sell their commercial line-up in Japan. For our company and 
other importers, all vehicles imported in Japan are on the Ducato base, 
so the vehicle is key. With regards to the vehicle itself, if compared to 
the Japanese base vehicles, mostly coming from Toyota, the Ducato with 
its equipment, driving performance and comfort is far, far ahead of the 
Japanese ones. 

Aboutcamp BtoB: What is your feeling about the market? 
Hideaki Yamada: Let me talk not only about the Japanese market 
but of all the Asian market. The overall market, including China, Korea 
and Japan continues to increase. In the future, the Asian market and 
the European market could become very similar in size, so it’s important 
to take care of this opportunity from the beginning. In my opinion, the 
next generation that follow us will see the flower blossoms coming from 
the efforts that we are currently making. For example, if you look at the 
percentage of people in Japan who are using RVs versus Europe, the 
percentage is about 1 to 10. One reason for this is the fact that Japan is 
an island and the country itself similar to Germany in landmass is small. 
This fact is even more relevant for Korea which has a landmass ¼ the 
size of Germany. From few years ago, I have put an effort into easing RV 
travel between Japan and Korea and have made the journey personally 
several times, however, despite the two countries having a vehicle ferry 
connection, due to various import customs laws; the procedure of cross-
ing with an RV is still very complicated. Nevertheless, I am positive that in 
the future this will become easier and crossing also to China will become 
feasible. Once this kind of travel option starts to exist in Asia, the popula-

Focus on Japan
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tion of camping cars will easily multiply by a factor of ten. Although this 
may seem farfetched at the moment, actually, as part of the Asian High-
way Network, there is a route called the Asian Highway 1 (AH1) which 
starts from Tokyo, Japan and after 20,557 km (12,774 mi) joins with the 
Trans-European Motorway. (E80) I believe that in the future this kind of 
travel will become easier to do and in order to accomplish this, the step 
from Japan to Korea then to China is key.

Aboutcamp BtoB: Do you think China should be an interesting 
market for LAC Group in the future?
Hideaki Yamada: About 10 years ago, I came very close with Deltalink 
to establishing a company in China. Due to some issues at that time, I 
had to stop right before the incorporation. Still, as China is the biggest 
landmass and has the highest population in Asia, sometime in my life-
time, I would like to try the challenge of selling camping cars there. Ac-
tually, I am quite convinced that it doesn’t matter if LAC Group tries this 
challenge in the US, Europe or China as the Japanese service we provide 
to our end customers by far exceeds what is available in other coun-
tries. With the formation of the LAC Group, we have a production facility 
based in Dalian, so the target is one step closer. In my view, Japanese 
quality production and end customer service, we may have the winning 
combination; however, our group will still need a few more years to take 
this exciting step forward. 

Aboutcamp BtoB: You told us the market is going to grow in the 
future. Could you be more specific? 
Hideaki Yamada: In the next 7 to 8 years, the market will continue to 
grow due to the Japanese population over 50, which is for me the big-
gest costumer base, continuing to increase. However, the threat that I see 
is the ratio of this older population compared to the population between 

15 to 50 years old 
is very unbalanced 
in Japan and unless 
some big changes 
are occurring in the 
demographics of the 
Japanese population. 

The Camping Car Land Funluce based on the Hi-Ace chassis received great reviews 
for its efficient interior layout.

This shift will most 
likely be the biggest 
decrease in popu-
lation that has ever 
been seen in the world and if one looks at the situation 15 years from 
now, the number of people in the segment which represents the poten-
tial customer for RVs will definitely shrink. Consequently, the only way to 
counterbalance this will be to increase the share of people who are using 
the RVs; thus, less people, but amongst them, more users. In Europe, 
the record number of units sold, including both caravan and RVs, was 
approximately 300,000 units; however, in the worst period the produc-
tion dropped down to 138.000 units. During that critical period, a lot of 
mergers occurred, with strong groups emerging as the result. Looking at 
that situation and taking it as an example, I decided that now would be a 
good time to take early counter measures for the future. One of the key 
ideas of the LAC Group is to provide the end user with bigger showroom 
and a wider range of products to choose from assuring that they can 
find what they are looking for and come away a satisfied customer of 
the Group. 

Aboutcamp BtoB: And as the last question, could you tell us what 
are the most requested models in the LAC Group?
Hideaki Yamada: For Deltalink, the most popular vehicle is the Darwin 
which is a Hi-Ace based model. For Annex, the most popular model is 
the Liberty which is a based on the 2.5-ton truck cab conversion and for 
Camping Car Land the Funluce, the cab conversion based on either the 
Hi-Ace or the 2.5-ton truck is the most popular model. In terms of the ap-
peal of our vehicles to the end user, for Annex and Deltalink we are using 
very high-level fabrics, from Capiro. Deltalink was the first to incorporate 
the Capiro fabrics into their vehicles and we chose the highest grade 
which includes the anti-stain Teflon coating. In addition, for the furniture 
we use Melamine which is very tough and scratch resistant material. Due 
to the use of such materials, our vehicles do not suffer from the typical 
aging factors so much. Thanks to this, the resell value remains high as the 
vehicle looks quite brand new even after many years of usage. This and 
the generally careful usage of the vehicles by the Japanese users leads to 
a long lifetime of most vehicles. 

The Annex Ricorso is designed with couples travel in mind. Despite the narrow space of the Hi-Ace, 
the interior layout is spacious and the vehicle well equipped.



28 B t o B
    

Vantech
Interview with Mr. Naoki Akimoto, 
Executive Sales Director of Vantech Inc.

Before the show, we had the opportunity to 
sit down with Mr. Naoki Akimoto who is the 
Executive Sales Director of Vantech Inc. which 
is one of the oldest players in the Japanese 
RV Industry and has played an important role 
in the past and present development of the 
Japanese RVing Industry. 

Aboutcamp BtoB: Can you please tell us 
about Vantech and its history?
Naoki Akimoto: Vantech’s RVs have been 
taking Japanese customer on outdoor adven-
tures for over 30 years. Our ZIL camping car 
has been the representative product for our 
company and we are very proud of this vehi-
cle. Vantech has always maintained a compa-
ny strategy of building vehicles which behave 
and are equipped like what you would imag-
ine a camping car should be. In some cases, 
this may mean that we have lost a customer 
or two to our less equipped, thus cheaper, 

competitors; however, for those who choose 
Vantech, they can be sure that they get a fully 
equipped and functioning camping car. As far 
as our company history goes, we have had our 
up’s and down’s, however, we have always 
been one of the biggest manufactures in the 
Japanese market and have brought many 
innovations into the industry. We were 
also the first company to set up a 
manufacturing site abroad almost 20 
years ago, our plant is in Thailand. 

Aboutcamp BtoB: Can you tell us 
about your organization and the 
production facilities in Japan and 
Thailand? 
Naoki Akimoto: Yes, we basically have 3 
main locations in our company. Our head-
quarters is located near Tokyo, here we have 
the main offices including sales and design 
and the warehouse for our Parts Center. With 
regards to production, we have two factories, 
one in Thailand and one in Japan located in 
Yamagata Prefecture. The concept of foreign 
manufacture was developed by our compa-
ny first when we realized that labor intensive 
work like the FRP or the building of furniture 
would be much cheaper in an LCC. For many 
years now, our concept has been the follow-
ing; the development and design of vehicles 

The Vantech Bunks offers a great package on the 2.5-ton CM chassis and 5.2m length. The cus-
tomer wish oriented concept allows for high modification to match end-user wishes.

happens in Tokyo; the Thai factory manufac-
tures the shell and the furniture and after 
shipping this assembly to Japan, the mating 
with the base vehicle and final assembly hap-
pens in our domestic factory. 

Aboutcamp BtoB: How is your dealer 
structure organized?
Naoki Akimoto: Vantech has dealerships in 
a number of cities and location around Japan. 

Focus on Japan
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The Vantech V670 sits 
on the Fiat base vehicle 
and an AL-KO suspen-
sion with 6.7m length 
and represents several 
interesting innovations 
for this manufacturer. 

The interior was 
finished with high 

attention to detail, high 
grade of materials and 
as they say in Japanese 

“full-option.”

We have 4 direct dealerships in Tokyo, Na-
goya, Kyoto and Sapporo, plus 7 independent 
dealers in other key locations. The direct deal-
erships allow us to not only enjoy better prof-
its on the vehicle sales, but more importantly 
maintain a contact and receive close feedback 
from the end customers. We consider this as 
extremely important for further improvement 
of our line-up.

Aboutcamp BtoB: Regarding the prod-
ucts, how often do you release new mod-
els? 
Naoki Akimoto: This varies based on the pop-
ularity of the model, but between 3 to 5 years 
regarding the interior equipment and layouts. 
Regarding the FRP shell, we don’t update the 
shape of the shell so often, however, we are 
currently in the evaluation phase for the next 
timing. The main reason that we do the 3 to 
5 year updates is to keep up with the interior 
design trends and onboard equipment.

Aboutcamp BtoB: You mentioned that 
your vehicles are usually well equipped? 
Can you elaborate on this?
Naoki Akimoto: Of course. As you will see 
at the show, some end customers who are 
entering this market are price-conscious and 
are attracted to vehicles no so equipped in 
various functions. It has been our experience 
that sometimes choosing such vehicles may 
discourage people from using them through-
out the year or they upgrade some func-
tions; some upgrade to a different vehicle. 
Upgrading parts afterwards is expensive and 
complicated for both end-user and us, plus if 
customer switches vehicle, we may lose them 

altogether; therefore, we have stuck to a dif-
ferent strategy. Especially on our ZIL, we have 
always fully equipped our vehicles. By this I 
mean that, for example, fridge, toilet, heating, 
awning, celling fan TV, etc. are standard. In re-
cent years, due to the rising temperatures, we 
have also made AC with a large battery bank 
standard on this line-up. It is true that this has 
made the sticker price seem higher, however, 
the customers who purchase our vehicles are 
giving us great feedback which reaffirms our 
strategy. 

Aboutcamp BtoB: We noticed Fiat chassis 
model in your line-up, can you give us 
more details about this? 
Naoki Akimoto: We introduced to the mar-
ket recently a Ducato Base vehicle with an AL-
KO chassis. The model is called the V670, the 
670 represents the length of the vehicle. I be-
lieve that we are the first Japanese manufac-
turer to try this challenge and although it was 
not an easy project, we are quite proud of the 
end result. The reaction from the market has 
also been positive. As you know, the Ducato 
and of course AL-KO have a great reputation 
in Europe and we know that they bring great 
benefits to the end customer, so we decided 
to challenge this technology. 

Aboutcamp BtoB: Can you tell us which 
vehicle is your best seller and approxi-
mate price ranges?
Naoki Akimoto: The best seller for our com-
pany is the Zil 520. This vehicle is designed 
and laid out as an RV for a family, with a large 
loft bed above the driver/passenger seats, two 
bunk beds in the rear and when necessary, the 

living room sofa can also be converted to a 
bed. In most cases, the parents would sleep in 
the loft area, while the kids are sleeping in the 
back. The large storage space under the lower 
bunk and easy access from outside and inside 
is also a point liked by our customers. Lastly, 
as this car has seating with seatbelts for 7 per-
sons, if the family wants to invite grandpar-
ents or vise-versa; the whole family can travel 
in one vehicle. In terms of pricing; for the Zil 
Series, the range is from ¥8M (€66K /$71K) 
to ¥10M. (€82k / $89K) I believe that if you 
compare this pricing to other manufacturers 
in the domestic market and include the same 
equipment, the pricing is competitive. 

About BtoB: How about warranty; what 
kind of warranty are you offering on your 
vehicles?
Naoki Akimoto: Vantech is quite confident 
with our products and their reliability, there-
fore we are offering a 2 year warranty on our 
vehicles.

Aboutcamp BtoB: What is your long-term 
view on the market and your company’s 
strategic goals? 
Naoki Akimoto: We believe that the pros-
pects for the domestic market are quite posi-
tive and that the overall market will continue 
to grow in volume. Per our company, we of 
course intend to grow with the market and 
keep our position as one of the biggest man-
ufactures in Japan. One of our long term 
targets is to sell not only in Japan, but also 
abroad in RV friendly markets. However, to 
achieve this at our company we still need to 
improve our production and quality. I would 
like to say that about 10 years ago we were 
always trying to keep up with the European 
developments; however, recently we feel that 
we are achieving a lot by themselves through 
our own innovations. We intend to use this 
innovation as a strength going forward.
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Mystic Planning Mystic Planning has its roots in importing US pick-up truck trailers, but in its almost 30-year history 
has developed an interesting range based on this very American design. These are two products 
they displayed, the kei-truck is a camper with a pop-up roof, while the trailer is light enough that 
it can be pulled by a kei-car, meaning a vehicle which only has a 660cc engine!

Van Shop Mikami are absolutely experts at small places. 
This Tentomushi, or Ladybug, has a pop-up tent, kitchen 
and of course sitting and sleeping for two people. 

Van Shop Mikami 

Camping Car Show hosted in first days of 
February at the Makuhari Messe in Tokyo 
Greater Area. 
The market figures for 2019 are still being 
analyzed by JRVA and will not be available 
till early summer; however, the total number 
of vehicles should tally up around the high 
5,000 units across the segments. This will 
represent a modest increase in the figures 
compared to previous years. The number 
of vehicles registered in the field is rough-
ly estimated at having surpassed 100,000 
vehicles in 2019. Additionally, although 

predominantly made up of used vehicles, 
the domestic rental fleet enjoyed a year of 
growth reaching an approximately 800 ve-
hicles nationwide. 
Looking a bit deeper into figures, it is im-
portant to point out that since most of the 
production in Japan is not to stock, but 
instead made to order. Thus the end-user 
lead-time figure is also key to understand 
the workings of the market. In the last 3-4 
years, the industry average has crept up 
from 6 to around 10 months with some 
manufactures needing over a year to deliv-

er. Therefore, one could conclude that the 
above production figure actually represent 
the domestic production capacity rather 
than end-customer demand.  

The Japan RVs
The vehicle segments, although in principal 
similar to other markets, when looked at in 
detail, differ in two key characteristics. The 
first is size, with the local vehicles tending to 
be smaller than their overseas counterparts. 
The second comes from the fact that base 
vehicles commonly used by US, EU or AUS 
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Five very Japanese features

With still limited truly RVing focused infrastructure and often over-priced plug-ins at camp-
sites, most of the customers are requiring autonomy from the power grid for their vehicles. 
With Japan historically being quite electric power hungry and most Japanese preferring bright 
lit and well-conditioned cabin interiors, the drive to increase sub-battery size has been a mar-
ket trend. Although large power banks on the bigger vehicles in EU or USA maybe no surprise, 
in the Japanese market even vehicles with approx. 5-meter length will often have deep-cycle 
sub-battery banks nearing 300Ah. As upgrading the vehicle alternator can void the vehicle 
warranty and generators often cause nuisance to tent camping neighbors, manufacturers 
install large solar cell banks on vehicle roofs and educate the owners to fully charge at home 
before departure. With the typical owner enjoying Friday to Sunday excursions and often 
driving between each night destinations, this approach matches the market needs.

Sub-battery systems aimed for autonomy

To match the above-mentioned demand for autonomy and cabin comfort without plugging 
in, the Japanese RV industry has had to adapt air conditioning units from the housing indus-
try. The stylish interior units are awkwardly connected to bulky exterior ones, often dimin-
ishing the exterior aesthetics of the vehicles. However, it’s what’s inside those exterior units 
that holds the attraction of the market. Highly efficient compressors with top-notch inverters 
minimize surge currents and current consumption, allowing cooling for 6-8 hours from fully 
charged sub-battery banks. With most users being on the move during the daylight hours, 
usage of the typical 2.2kW cooling function is focused on conditioning the cabin and night 
cooling. The heating is most typically addressed with a Fuel Operated Heater giving the own-
ers year around cabin comfort. 

Air conditioning from another industry

One of the joys of living and traveling through Japan is the cleanliness, availability and ease of 
access to toilets and hot springs. With Japanese culture dictating respect of others as key, public 
toilets are by far the cleanest in the world. On top of that, heated “washlets” are the norm even 
in the far-flung countryside. Similarly, with over 30,000 naturally occurring hot springs and 3,000 
hot spring resorts throughout Japan, per JRVA end-user surveys, visiting these attractions is one of 
the most popular activities for RV owners. Combined with the fact that gray/black water dumping 
stations and LPG refill infrastructure are almost non-existent, most manufactures despite offering 
the actual room, leave the boilers, toilets and in some cases even shower heads as options. In most 
cases a door connecting to the outside directly from this room allows various items including wet 
gear and snow-covered equipment to be stowed without getting the vehicle interior wet. 

Showers and toilets rooms with alternative purpose

The Japanese Industry may be the third largest consumer of Liquid Propane Gas in the world, proceeded only by US 
and China; but in the RVing Industry, the usage is minimal. The reason is actually not regulatory, but rather caused 
by some accidents occurring 20 years ago in the housing sector which caused the gas filling stations to stop filling 
unknown bottles. This restriction of refilling bottles while on the road, low fitment of boilers, fuel operated heating 
and compressor fridges being the norm result in only the cooking stove requiring LPG. As a solution, the market 
has relied on readily available 250ml disposable canisters most commonly used for portable stoves. With the devel-
opment of an innovative and cheap gadget which allows two of these bottles to be used simultaneously, weekend 
cooking needs and in some rare cases boilers used for warm water washing have been met. As the likelihood of key 
obstacles vanishing seem unlikely, portable LPG will surely remain the key solution for the future. 

Portable LPG, 250ml at a time

Another daily Japanese custom which quite naturally made its way into the RVing industry is the 
custom of taking shoes off before entering the vehicle. Although trying to take the 3rd or 4th 
pair of shoes in the small entrance step of the vehicle can sometimes require amazing gymnas-
tics skills, the Japanese owners have plenty of practice in their daily life. This custom translates 
to limited wear and tear of the vehicle’s interior, resulting in clean and damage free vehicles. 
Interestingly enough, as the custom is almost universal, the impact on the resell value isn’t as 
big as in other markets. Respecting this custom, when visiting a show or the local dealer, the 
shoes are actually taken off outside before entering the vehicle due to the fact that the keen eye 
of a Japanese potential owner will notice even the smallest scratch on any part of the vehicle!

Shoes off!
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Toy-Factory
Interview with Akifumi Fujii, CEO of Toy-Factory

We met Mr. Akifumi Fujii, the CEO of Toy-Factory, one of the fastest 
growing players in the Japan RV market who has it’s sites set for a coop-
eration with Toyota Group.

Aboutcamp BtoB: When and how did you start working in the 
RV business?
Akifumi Fujii: My company was established in 1995, so actually it is one 
of the youngest in the JRVA. When we started there were a lot of com-
petitors and we decided to create something different. We tried to bring 
the European taste and design into our vehicles, something that was 
innovative at that time. Instead of using Japanese flavor, thus being one 

in a crowd of many, we focused bringing inspirational designs through 
sourcing our materials and components from innovative suppliers in Eu-
rope. In Japan, there is a consumer segment between ages of 30 - 40 
years old and many of these clients prefer models that are based on Euro-
pean design. This is the segment where Toy-Factory is concentrating on. 

Aboutcamp BtoB: Where is your company located?
Akifumi Fujii: We are very close to Nagoya, which is coincidentally the 
hometown of Toyota. You can certainly feel the car culture in this area, 
so this is positive in a country where some parts of the population are 
abandoning motor vehicles. Over the last 10 years, our goal has been to 
specialize not only in the RV manufacture, but also to achieve level equal 
to a special vehicle body builder. We put a lot of efforts into increasing 
our internal engineering capacities and know-how, as well as the pro-
duction quality. Thanks to these efforts, we have become accepted in 
this segment by the supplier base and other body builders in the Nagoya 
area. An additional benefit of our efforts is that we now receive orders 

Toy Factory’s Seven Seas is their flagship model. Utilization of various European 
sourced materials makes this vehicle feel very familiar for European visitors. Able to 

sit 6 and sleep 5, its target are RV loving families. 

Focus on Japan
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from the Toyota Group for building up vehicles 
for i.e. several motor shows and other special 
projects. One that I am especially proud of is 
the request from Toyota to manufacture on-
off vehicles which were gifted by Toyota to the 
King of Bhutan.

Aboutcamp BtoB: You have the new Toy-
ota Gran Ace at your booth. Do you have 
a plan to create special RV on this vehicle?
Akifumi Fujii: Yes, we do. It will be the first RV 
based on Toyota Gran Ace and we believe the 
concept model will be accepted in the Europe-
an market like Westfalia. The target market for 
this vehicle will not only be domestic, but also 
international, starting from Asian countries and 
Australia. We hope to get more involved with 
Toyota through this project to proceed to a next 
step. Due to this focus, we are really focused on 
the quality of our products. I strongly believe 
that since 80% of the production is done by 
hand, the skill level and working conditions of 
the workers determine the quality. Having said 
that, there is a possibility that unevenness of 
workers’ skills results in an undesired quality. 
Especially we believe that the electrical harness-
es are at most risk. This is the reason why we 

decided to use an automotive style approach 
where the harness manufacture and other 
high-risk assemblies and parts of our products 
we outsource to specialized suppliers. Anoth-
er thing we are challenging right now with 
the European company, CBE, is connecting all 
the accessories to one command panel which 
can control and diagnose all issues related to 
components on-board. The main target of this 
activity is to increase the efficiency and speed of 
diagnosing and repairing issues that may occur 
in the field.

Aboutcamp BtoB: Generally speaking, we 
see that there is not too much electronics 
integration and connectivity on board in 
the Japan RV’s. Can you tell us why?
Akifumi Fujii: Your observation is quite cor-
rect, however, please be sure that most manu-
facturers, including Toy-Factory are trying their 
best to incorporate these technologies. The 
main reason you don’t see more is the volume 
of vehicles produced by each manufacturer. 
When we approach suppliers of various com-
ponents the typical minimum order lot is stated 
as “from 500 units,” which, in case of Toy-Fac-
tory, represents the total production volume of 
the company. We use about 43% of the total 
number of Hi-Ace vans sold to the Japanese RV 
Market. The remaining volume is used by quite 
a number of manufacturers, which shows that 
many of the other manufacturers simply don’t 
have the buying power in volumes to adapt the 
latest trends in electronics or connectivity.

Aboutcamp BtoB: Let’s talk about the fu-

The Toy Factory Gaku-mo is more concept than serial production vehicle; however, it 
shows high customization possibilities that this maker can offer.

The highest volume for Toy Factory is sold in the Hi-Ace segment and they include various layouts for 
both couples and families. The green bunk beds in the rear are great for accommodating two children.

ture of the market. What are your fore-
casts?
Akifumi Fujii: According to the forecasts of 
the association and what I can see in the mar-
ket, it’s basically growing, and it will continue 
to grow steadily. The end users base interested 
in RVing is increasing, so thanks to this positive 
trend, volumes will keep growing, however, 
without any sudden burst. In my view, to sig-
nificantly increase the volumes, some manufac-
turers will need to go abroad, and the target 
countries will most likely to be Australia, Tai-
wan, and Thailand.

Aboutcamp BtoB: Is there any new prod-
uct that you feel is needed in the Japanese 
market?
Akifumi Fujii: I believe that vehicles with a 
higher safety standard will be demanded in Ja-
pan. We have attempted to develop a 2.5 ton 
truck based camping car, however, due to the 
level of instability and a high risk of accident we 
decided to stop the development. In order to 
satisfy these criteria, I strongly believe we need 
vehicles equipped with AL-KO chassis such as 
Fiat Ducato or Mercedes-Benz Sprinter.

Aboutcamp BtoB: We also understand 
that you are a Director in JRVA. Can you 
tell us about your role?
Akifumi Fujii: Yes, I became the Technical Di-
rector in the current JRVA Management Team 
in 2019. My main challenge is focused on in-
creasing the safety standards in the local RV 
Industry. One of my biggest fears is that due 
to some unforeseen accident which may occur 
with an end-user, the government may intro-
duce regulations that prohibit or severely com-
plicate the RV business. As the Japanese RV 
industry is still quite small, there are not many 
regulations from the government, yet with the 
industry growing we need to assure that the 
vehicles we produce are safe for the end-users 
who enjoy them.
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Everything from kei-campers up to 
Hymer vehicles were represented 

at RV Land booth. 

RV Land
Interview with Kazuhide Abe, 
President of RV Land Co., Ltd.

We met Mr. Kazuhide Abe, President of 
RV Land Co., Ltd. the largest dealer in the 
Japanese market representing 20 local and 
international brands through several ex-
tensive dealerships Japan. As part of those 
brands, they are also manufacturing their 
own vehicles and among others importing 
Hymer in this market. 

Aboutcamp BtoB: Could you please tell 
us when and how RV Land was estab-
lished? 
Kazuhide Abe: The company started 29 
years ago, out of the idea to make a deal-
ership where different brands of RVs could 
be seen at one location. In those days, 
there was no such place nationwide and 
RV Land was the first to introduce this con-
cept in the market. Our concept is make 
the end user aware that if he goes to RV 
Land, he can see many different products 
and can choose what he prefers from dif-
ferent manufacturers. Since RV Land is of-
fering vehicles from every segment, from 

builders are not introduced to Japan by 
the respective car manufacturers; thus 
local solutions are used. The locally man-
ufactured RVs are riding on either Toy-
ota, Nissan or Mazda commercial base 
vehicles. For the bus and full conversion 
segment, ranging in size 6.0 – 6.5 m 
and representing approximately 4-5% of 
the market, either the Toyota Coaster or 
Nissan Civilian are used. In the semi-con-
version market, representing 30% of 
the market, with a typical length of 5.0 
– 5.3m the Toyota Camroad dominates, 
but also the Nissan Elf, Mazda Bongo 
or Toyota Hi-Ace are utilized. The van 
conversion segment, with lengths rang-
ing from 4.8 – 5.3m and representing 
45% of the overall market is predom-
inately built on the Toyota Hi-Ace with 
a small number of manufacturers opting 
for the Nissan NV200 Caravan. The last 
motor-vehicle based segment is a truly 
unique segment to Japan; the k-camper 
with max. length of 3.4m and width of 
1.48, representing 15% of the overall 
market the segment is based on various 
vehicles from the k-car segment. With re-
gards to trailers, Japan in general is not 
a “towing market” thus only 5% of the 
overall registrations are in this segment 
and predominately represented by EU 
imports. 

The future scenarios
The opinions per future prospects for the 
Japanese RVing can slightly vary depend-
ing on the people asked. Most larger 
manufactures are forecasting growth, 
however, taking into consideration the 
aging population with 28% being over 
65, plus the long journey before the 
younger population will truly enjoy life 
in a “western balance,” one may say 
that the market is unlikely to expand 
significantly in the coming years. But as 
anything in Japan, the initial incubation 
periods for grand ideas to flourish take 
significantly longer than other countries, 
additionally, most Japanese have it in 
their nature to consider and point out 
the reasons why things may not happen 
or the obstacles one may face; further 
complexing those looking from outside. 
But Japan can surprise… as recently seen 
in the tourism sector, a flat market with 
limited growth registering as 33rd most 
visited nation with only 8.6 million vis-

kei-camper up to Hymer, we are attract-
ing every kind of customer. Obviously, we 
don’t have many 20 year old customers, 
but aside from this we see customers from 
all age groups.

Aboutcamp BtoB: What is the concept 
for your dealerships? 
Kazuhide Abe: RV Land has at the mo-
ment 4 direct locations which display vari-
ous brands and 6 independent dealers for 
Hymer sales and service. Each of the direct 
locations is a slightly different concept; 
with the headquarter location located near 
Tokyo being the largest. We nicknamed this 
location “Camping Car Paradise” due the 
extensive selection of vehilces we show-
case there. We also have another location 
near Tokyo which was established in coop-
eration with Aeon Mall; one of the biggest 
mall chains in Japan. Our third location fo-
cusing on RVs is located near Fukuoka on 
the southern island of Kyushu. 
Lastly, we also have a dealership focus-
ing on Renault Kangoo only. This vehi-
cle design is quite popular among young 
Japanese and we sell this vehicle slightly 
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A recent trend 
that has caught 
some traction 
among outdoor 
enthusiasts in 
Japan is a Hi-Ace 
with a raised sus-
pension providing 
ample clearance 
no matter where 
you go. 

modified with a bed in the back. For some 
Japanese, this is an entry car for enjoying 
outdoors; however, officially it does not 
classify as an RVs.

Aboutcamp BtoB: What do you see as 
the main focus for your company? 
Kazuhide Abe: Our main aim is to provide 
our customer with an abundant choice 
of vehicles at the time of purchase and 
we also strive to be the best after-service 
provider in Japan. Recently, the “outdoor 
boom” is a real thing and the number of 
shops that are offering various products, 
including RVs is increasing. From my pro-
spective, our approach to service is very im-
portant in order to differentiate ourselves 
and stay competitive.

Aboutcamp BtoB: You are a dealer of 
Hymer in Japan, can you tell us about 
this brand in Japan?
Kazuhide Abe: My company became the 
exclusive importer for Hymer brand about 
10 years ago, however, Hymer has been 
represented in Japan for 30 years. Since 
my company took over the brand, we have 
seen a significant increase in the number of 
units sold. Most customer shopping for an 
RV are aware of the Hymer brand, it’s long 
history and the luxury that it provides. As 
the market for the large vehicles in Japan is 
limited, we also introduced the Hymer Car 

The RV Land 
“Land Home” in 
many ways fits 
the name. Based 
on a bus chassis, 
this vehicle has 
everything and 
more of what 
a Japanese end 
user desires while 
on the road. 

Brand a few years ago. These vehicles have 
lower price stickers and are easier to drive 
and park, so we have seen good feedback 
from our customers.

Aboutcamp BtoB: What is currently 
missing from the Japanese market that 
you would like to have? 
Kazuhide Abe: In my view, one key topic 
that has to be addressed is the RVing fo-
cused infrastructure. Although Japan has 
quite developed, RV market specific infra-
structure still needs more development. 
For example, the number of campsites that 
can accommodate larger RVs, have electric 
plugins and dump stations is very limited 
throughout Japan. Putting more energy 
into this kind of infrastructure will make 
the convincing and sale of RVs to new cus-
tomer much easier. 

Aboutcamp BtoB: How do you see the 
prognosis for the Japanese market in 
the next 5 to 10 years? 
Kazuhide Abe: Generally speaking, I think 
that the prognosis is positive. For the Jap-
anese society, there is an ongoing shift in 
how people approach work/life balance 

and also the government is increasing the 
number of national holidays and introduc-
ing laws to decrease overtime. 
However, in order to have a significant 
growth in the market the infrastructure 
issue I mentioned earlier will have to be 
developed. 

Aboutcamp BtoB: Can you give us and 
idea about what models and how many 
vehicles you are selling? 
Kazuhide Abe: Among all our dealerships, 
we sell about 550 RVs and caravans per 
year. The main volume is done through our 
headquarter location, with Kyūshū shop 
also being a strong second. At the Aeon 
Mall location, we mostly show smaller ve-
hicles like van-conversion and kei-campers 
with the purpose of attracting potential 
clients. We also have several vehicles for 
rental there so that new customer can try 
out the RVing life.
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White House Camper
Interview with Yujiro Sakai, Director of 
White House Camper Division

We met Mr. Yujiro Sakai Director of White 
House Camper Division, the company that 
developed and introduced the Kei-Camper 
Segment to the Japanese RV Market. 

Aboutcamp BtoB: Please tell our readers 
about White House; how did it started?
Yujiro Sakai: White House is a company 
that started in the mid-70’s as a used car 
dealer. These days, our company has over 
40 dealer locations which sell mostly foreign 
passenger car brands and also motorcycles. 
The Camper Division had it start when Mr. 
Kimura, the current President, went to the 
US to learn about camping cars, camping 
lifestyle, etc. in the late 80’s. Renting and 
traveling in an RV plus even working part 
time for a RV manufacturer gave him an ex-
cellent look into a market which was in its 
infancy in Japan. Back then, his older broth-
er was already managing the car dealership 
and when Mr. Kimura came back, as the 
first step, they started to import the West-
falia in 1988. This is actually the beginning 
of the Camper Division as we know it.
In the early ‘90s, Japan was a difficult mar-
ket, the Japanese RV industry was small 
and RVing was unknown to the population. 
Additionally, the price of Westfalia was sim-
ply too high so, they didn’t sell many. As 
Whitehouse was also a Honda dealer, they 
considered building something like the West-
falia, but using a mini van. Around the same 
timing, in the mid-90’s, Mazda released the 
Mazda Bongo Friendee which featured a 
pop-up roof. This vehicle enjoyed significant 
popularity in Japan, so Mr Kimura decided to 
make a kit for a Honda mini-van and thus 
started to produce these small camping cars. 
Thanks to moderate price, they were able to 
successfully start selling in 1996.
In addition to the mini-van segment, Mr. 
Kimura and I decided to also challenge mak-

leader. As we had only one model with one 
layout, we could just “print” the car which 
was great for efficiency and profitability. As 
other competitors came into this segment, 
our volumes somewhat declined, but recent-
ly recovered to similar levels due to overall 
market growth.

Aboutcamp BtoB: Why would people 
prefer kei camper, when the difference 
of price is not so high from a normal 
camper?
Yujiro Sakai: When the competitors initial-
ly entered this segment, the segment was 
flooded with very cheap cars with limited 
function and options to keep costs at min-
imum. We decided that this was not our 
strategy because we had high production 
capability and the know-how to make more 
complicated, better looking cars. Due to this, 
we decided to make premium versions of the 
kei-camper, differentiating ourselves from 
the rest of the field. This makes our kei offer-
ing somewhat premium. 
Additionally, actually, 90% of the kei-camper 
owners are men who enjoy a hobby by them-
selves. The efficient design allows storage of 
various equipment for their hobbies, while 
also providing a sleeping area. These kinds 
of people tend to spend a lot of money on 
their hobbies, so they are also willing to pay 
a premium for a car that answers their needs.
Additionally, there are actually a lot of bene-
fits to owning kei-car which are unrelated to 

Focus on Japan

ing an RV in the kei-car segment. Unfortu-
nately, during those years, the kei-segment 
consisted of very cheap vehicles with poor 
design. Despite fearing that the resulting 
design would turn out insufficient to 
gain end-user interest; we challenged 
the project and developed the first 
kei-camper. 
When we revealed our prod-
uct the RV show, the 
other RV manufacturers 
laughed at it, as they 
judged that it was too 
compact, too small 
and nobody would 
want to buy it. Soon 
we proved every-
body wrong, as 
reaction from the 
public was very 
positive and al-
though we didn’t 
sell a huge volume 
at the first show, it 
was ample to allow us 
to go forward. We offered the 
concept, not as a family RV or even a two 
person RV; but more like a hobby car; tar-
geting fishermen, bikers or campers, in many 
cases single persons who wanted to enjoy 
their outdoor hobbies became our custom-
ers. Thanks to this success, we managed to 
add another segment to the market, a seg-
ment that couldn’t be ignored also by those 
who had laughed at us. 

Aboutcamp BtoB: What about competi-
tors then?
Yujiro Sakai: The kei-camper segment has 
gone through two periods of expansion. 
The first one, mentioned above happened in 
2000 and we were selling about 200 vehicles 
per year which represented about 50% of 
our total volume. My estimate for the total 
market in those days was around 400-500 
vehicles, so we were definitely the market 
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The company that kicked-off 
the key-camper market was of 

course exhibiting various models 
in this category. This was one 

of the models displayed with a 
Honda base vehicle. 

itors ten years ago, recently experienced unprecedented growth 
reaching 31.8 million in 2019. Hence taking this into consideration 
and looking at the population vs. the percentage of RVing owners 
in comparison to other RVing countries, Japan may surprise us all in 
the coming 10 years or so.
The writers of this report sincerely hope that this article can contrib-
ute as a small catalyst towards this expansion and with that thought 
in mind, we invite you to enjoy the rest of this report. 
On Aboutcamp BtoB number 26 (June issue) we’ll go deeper into 
the manufacturing processes thanks to our visits to some factories.

RVing. These include lower vehicle taxes, highway tolls (all highways 
are toll in Japan) and ferry costs, so comparing to Hiace ownership, 
not only the purchase price, but also the running costs are higher.

Aboutcamp BtoB: Do these people use kei campers as normal 
cars for the daily life?
Yujiro Sakai: Many of our customers actually also have a car for daily 
use. In many cases in Japan, husbands and wives tend to live quite 
separate lives after the kids leave or after retirement, so in some cases 
men buy this car for their hobbies.

Aboutcamp BtoB: We think that, in Japan, you take many hints 
from Europeans about the RVing story and innovations, but 
Europeans should learn how to miniaturize and make small ve-
hicles from the Japanese.
Yujiro Sakai: In Europe, there are now more and more vans being 
sold, so I feel this segment is seeing a lot of attention from manu-
facturers. It will be interesting to see what trends and innovations 
will develop in this segment. Japanese are always very focused on 
convenience and efficient use of space, so I think that both markets 
can learn much from each another.

White House displayed a wide selection of Hi-Ace vehicles 
with pop-up roofs, high roofs and normal ones. No matter what 
the height of the roof was, the vehicles displayed innovative 
layouts and were quite well equipped.
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Focus on Japan
Driving in Japan
I live here now for few years and having experienced driving in various countries, am 
completely convinced that driving in Japan is quite easy. Various people who would like to 
come and travel in Japan by RVs seem to have big concerns about driving on the left side 
of the road or not being able to read the signs. Also concerns about getting lost and not 
being able to communicate with the locals seems as a point of concern, however, I must 
say that everything is very well organized with roads and signage in excellent conditions. 
In addition, as Japan is experiencing a big boom in turism, plus with the Olympics coming 
this summer, the Japanese government has made significant efforts to make everything 
accessible in English. Also these days, most rental companies offer bilingual navigations to 
ease getting around. Of course, Google and other services are fully bilingual. 
With Japan welcoming over 30 million tourists in 2019, there is an increase in repeat 
visitors who have already visited the must-see spots of first-time visitors and instead are 
seeking to deeper explore the Japanese countryside. This trend is very welcomed by the 
locals as it is helping to revive the countryside which is suffering from population decrease. 
In some cases, these adventures are being done with rental cars and an increase in RV 
rentals is also seen. The Japanese society is well known for politeness and this can also be 
experienced while driving. Japanese drivers typically keep a calm manner and i.e. merging 
lane maneuvers are done coolly with very little squeezing in the last moment. Once you 
merge, a double hazard light blink is the typical thank you. Even if one makes a mistake 
it is extremely unusual to hear honking. I often joke that you really don’t need a horn in 
Japan! 
Other factors that make driving here easy are the low speed limits (50 km/h on local roads 
and between 80 and 100 km/h on highways) plus the fact that 99.9% of all passenger 
cars and RVs have automatic transmissions. One thing to keep in mind when planning a 
trip is the fact that all highways are toll for all vehicles. These tolls can be paid individually 
at manned booths or electronically with the ETC (Electronic Toll Collection) System. Most 
rental agencies provide an option to rent this system with a dedicated credit card which 
allow hassle free travel and quick passage through toll gates. 
One issue that often comes up in RV discussion with the locals is parking. However, this 
is relating to a law in Japan that requires all vehicles in Japan to have a registered parking 
spot. This isn’t related to traveling with an RV, rather, to storing it. Without such a dedi-
cated parking spot, the police will not issue the license plate for the vehicle registration. 
As many households in the large urban sprawls don’t have parking or at most parking for 
one; finding and renting a parking spot for your RV can be troublesome and of course 
expensive. 
Per the actual parking spots “around town;” they narrower if compared with the US ones, 
but vs. European city parking... Japan is much easier! An interesting tidbit; although there 
is no law nor regulation; Japanese drivers back their cars into parking spots to ease the 
departure. Thus, some practice before coming is recommended, but you can rest assured 
that all rental cars and RVs will be equipped with a back camera to aid you along. 
While traveling, there are plenty of parking facilities in and out the cities. Once you get 
into the countryside, you will be able to find an abundance of camping spots and also 
“Auto Camp Sites” which welcome tent and RV visitors. Furthermore, as Japan is basically 
crime free, a night or two on the beautiful beaches along one of the coasts will make for 
great memories. 

(Bartek Radzimski)
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One-Stop Adhesive Solutions
for the Global RV Industry

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

© H.B. Fuller Company, 2020.

Looking for High-Performance Adhesive Solutions?

At H.B. Fuller, we offer a full portfolio of products for the RV industry. From 
panel manufacturing to assembly bonding or sealing applications, we offer 
reactive hot melt and liquid PUR adhesives in addition to sealants, mastics, and 
tapes for the transportation industry.
Our one-stop-shop for all RV-related products for manufacturers and complete 
product portfolio allows for overall supplier consolidation. 

Take the right path at the right pace. Contact us today!
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In many ways, everything old is new again for Canadian Class B 
motorhome manufacturer Roadtrek Inc. It’s a welcome state of 
affairs for the legendary brand, which in happier days enjoyed 

iconic status in North America as a leading manufacturer of premi-
um travel vans. That changed in February 2019 when news of finan-
cial irregularities involving the top executives at Erwin Hymer Group 
North America, which owned the Roadtrek brand, sent shockwaves 
throughout the industry. The so-called irregularities – reported to in-
clude false invoices paid to family members of key managers, falsi-
fied titles, inflated sales figures and inventory discrepancies totalling 
between $70 and $100 million – were discovered in the course of a 
financial audit related to Thor Industries’ interest in acquiring Erwin 
Hymer Group worldwide. In short order Erwin Hymer Group North 
America was excluded from the acquisition proposal, an external in-
vestigation into its activities was launched and the company placed 
into receivership by a Canadian court, leaving its 850 employees out 

With new ownership and new management, Roadtrek Inc. reinvigorates an iconic brand and brings 
Class B innovation to a new generation of buyers.

On The Road Again
Words and photos: Craig Ritchie

Roadtrek Inc.Focus on

of work and a reported 900 creditors on the hook for receivables 
totalling $275 million. 
It also left the powerful Roadtrek brand, with its decades of good will, 
facing an uncertain future. 
The subsequent acquisition of the Roadtrek brand and key brand as-
sets by Mayenne, France-based Groupe Rapido in April 2019 not only 
provided a secure future for the marque, but evidenced the official 
return of Groupe Rapido to the North American market where its sub-
sidiary, Westfalia, enjoyed a strong presence in the 1960’s and 1970’s. 
Now securely under the Groupe Rapido umbrella, things began to 
move quickly for Roadtrek. By July, an all-new company – Roadtrek 
Inc. – was officially launched, operating from a modern production 
facility in Cambridge, Canada with production focused on its core 
products – the CS Adventurous, RS Adventurous, E-Trek, SS Agile, 
Zion and Zion SRT models, built on the Dodge Ram ProMaster and 
Mercedes-Benz Sprinter van chassis.

Dane Found
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Back To Work
Roadtrek’s return to the industry oc-
curred barely two months later, when 
in September the company exhibit-
ed at the 2019 RV Open House in 
Elkhart, Indiana with Groupe Rapido 
President Pierre Rousseau and CEO 
Nicolas Rousseau both in attendance 
to personally meet with former and 
potential Roadtrek dealers. Displaying 
all six models in its line-up, Roadtrek 
was warmly received and drew consid-
erable interest from across the industry, 
speaking volumes about the enduring 
strength of the legendary brand. 
Barely three weeks after the Elkhart 
Open House, Roadtrek found itself 
making headlines again with the announcement that Groupe Rapi-
do had appointed RV industry veteran Dane Found as Roadtrek’s 
new CEO. Full production of new vans commenced the following 
month, then in January 2020 Roadtrek Inc. exhibited for the first 
time at the Toronto RV Show and Sale, marking the new compa-
ny’s debut at a consumer RV show. Exhibiting with a local dealer, it 
promptly sold its first unit at retail – a 2020 Roadtrek Zion.
“We were very proud to be able to show the Roadtrek community 
how hard we have worked over the last five months, and how we 
have made quality our number one priority in the company,” said 
Found. 
To say the past year has been a whirlwind ride for Roadtrek would 
be a colossal understatement. Yet with all the changes the compa-
ny has been through, employees seem more optimistic than ever 
about the future. “Some things went more slowly than one might 
hope, but that’s because we are a brand new company,” explains 
Found. “What that means is that absolutely everything that we had 
to do, we had to do all over again from scratch. People outside the 
firm thought okay, no problem you already have RVIA certification 
or Transport Canada approval or what have you, but in reality you 
don’t have any of those things because the past certifications do 
not transfer forward to an all-new company. So we needed to start 
fresh. We had to get RVIA certification, and in order to get that we 
had to have NHTSA approval. So we have to do that application and 
then it goes to RVIA. We had to start all over with CSA certification 
as well – not just once, but individually for almost every US state 
that we want to do business in, because most of them require their 
own separate licenses. So it did take a while to go through all of 
those approval processes.”
Approvals gained, the company is now focused on doing what it 
does best – producing innovative, high quality Class B product.
Roadtrek today operates from a new 14,492 sq m production facility 
that is dust-free and spotlessly clean throughout, reflecting not only 
a corporate commitment to providing employees with a safe and 
efficient workspace, but a palpable sense of pride and stewardship 

Raw materials warehouse

CNC router cuts precision parts Form for vacu-moulding

that is plainly evident among the plant’s 84 employees – many of 
them long-term Roadtrek staff who have been with the brand for 
up to 30 years. The plant’s bright interior features height-adjustable 
workstations intended to protect employees from fatigue or injury 
caused by having to constantly bend or stretch in order to com-
plete assembly tasks. The adjustable workstations also contribute 
to Roadtrek’s quality targets, by facilitating component assembly 
and ensuring finished product won’t return under a warranty claim. 
“Screws go in straight, trim pieces are correctly aligned, and the 
overall fit and finish of the end product is just so much better,” says 
Found. “And no one’s getting injured by having to twist or stretch 
to reach tough spots.”
Ironically enough, since its rebirth the greatest challenge facing 
Roadtrek has not been signing dealers or selling product. It has been 
managing its growth to ensure long-term, sustainable profitability. 
“By our year-end, which will be in August, we expect we will have 
150 to 160 people here,” says Found. “Again that’s maybe a bit 
slower than we would like, but the reality is that’s almost doubling 
the current level so we have to do this at a measured pace, in order 
to ensure everyone is properly trained and up to speed with how 
we do things in this plant. There is absolutely a strong demand for 
the product among our dealer base. But we have to be able to grow 
sustainably.”
Found also notes that beyond the learning curve of its production 
employees, another limiting factor in the company’s ability to grow 
out of the gate is chassis availability. “Our production is limited in 
the first year because of the availability of chassis,” he says. “They 
have to be ordered so far in advance that once a company is out of 
the queue, as we were for part of 2019, it takes a period of time to 
get back in. We did a lot of scrambling and we have a good flow 
that allows us to gradually build up our production rate. But to en-
sure we grow properly we want to implement some new procedures 
and processes, and the time to do that is before the production rate 
ramps up. So we are taking our time, and we are building for the 
long-term.”
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Vertically Integrated
Roadtrek’s plant is a bit unusual in the North 
American RV industry, in that it produces 
a number of internal components on-site 
rather than sourcing them from third-party 
suppliers. Part of that stems from necessity 
– although the town of Cambridge is a ma-
jor automobile manufacturing centre, there 
are only a limited number of component 
suppliers located in the local area that don’t 
have 100 percent of their production pre-
sold to the car plants – a consideration that 
sets Roadtrek apart from its competitors in 
Elkhart. But perhaps more importantly, ver-
tical integration is central to Roadtrek’s ap-
proach to innovation and quality control. “In 
most manufacturing if you need to change 
a component, you have to send it back to 
the supplier, they work on it, then they re-
turn with a sample that might or might not 
be what you wanted,” says Found. “So then 
they go back and revise it, perhaps multiple 
times, and weeks go by. By comparison, we 
can just walk across the plant and work on 
a prototype right here, right away. We get 
exactly what we need, in half the time, and 
it’s a much more efficient process.”
Found notes that the vertically-integrated 
approach also serves as a barrier-to-entry 
for competitors wishing to follow a simi-
lar approach. “The cost barrier to just start 
doing this would be phenomenal,” he says. 
“We obviously inherited it, which I’m thank-
ful for. Over all the years that the Roadtrek 
brand has been around they’ve always done 
this to some degree, and gradually brought 
more and more of it in-house. It’s an enor-
mous competitive advantage. We can shift 
resources if need be, if we have something 
really important that has to be done for next 
week, for instance. No one else can do that. 
So it gives us an agility as a manufacturer 
that is quite unique, and which is unlikely 
to be matched. If we were in the position 
that we had to go buy all that equipment 
brand new right now, I would say that it just 
wouldn’t happen, the capital investment 
would be too hard to justify.”
It also provides greater overall quality con-
trol, he adds, and an opportunity to further 
differentiate the brand by creating custom 

solutions that solve unique challenges or 
provide unusual benefits.
The majority of the componentry is creat-
ed in a designated area at the plant’s south 
end, adjacent to a large warehouse that 
stocks raw materials. There, CNC precision 
routers cut raw sheet materials into smaller 
parts for easier material handling while mi-
nimising waste. Major components, which 
are pre-built in module form in order to 

maximise production efficiency, are located 
closer to the main production area. Finished 
modules and components are packed on 
large wheeled carts, each cart containing 
all elements to be installed at a given work-
station and identified to a specific chassis. 
Employees at these workstations have the 
carts delivered to them, so as a new chassis 
arrives, they have everything that needs to 
go into it at that station within arm’s length. 

Roadtrek Inc.Focus on

Roadtrek Assembly Line
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Height-adjustable workstations are also uti-
lised when installing major components into 
the vans. Power lifts are used to raise com-
ponents – or the entire van – as required to 
facilitate the production process. 
The Roadtrek plant is set up to accommo-
date three assembly lines, with only one line 
being used at present as the company climbs 
up to speed. Production to date has been of 
existing models built on a Dodge ProMas-
ter chassis, while a second line – scheduled 
to begin running in mid-March – will create 
units on the Mercedes-Benz Sprinter plat-
form. “From an efficiency standpoint, the 
two platforms are different enough that 
trying to integrate them on the same line is 
very difficult,” says Found. “As long as we’re 
adhering to the process and procedures that 
we’ve put in place, and our quality main-
tains the level that we demand, and we 
know our dealers want the product, then 
we’ll gradually step up production and 
continue hiring. For now at least 
we’ve made the decision to 
not go forward with 

the Chevrolet product, or the Ford Transit 
platform, which simplifies things. Indus-
try-wide, the number-one selling products 
in North America  right now are all built on 
the ProMaster chassis.”
Found notes that by the time the company’s 
third production line comes into operation 
it may entertain adding a third chassis. The 
company showed a prototype on a Ford 
Transit chassis at the 2019 Elkhart Open 
House, which generated some dealer in-
terest. “It really is one step at a time 
for now,” he says. “There are 
a lot of things we want 
to do, and we’ll get 

there by taking the time to build the brand 
back one brick at a time. I’m excited about 
this opportunity, and the chance to help put 
this iconic brand back where it belongs – 
as the leader in the market.”

Roadtrek plant and offices in Cambridge, Ontario

Roadtrek SS Agile

Roadtrek CS 
Adventurous

Roadtrek Zion SRT 

Roadtrek Zion
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In January 2020, LCI Industries acquired Polyplastic Group B.V., the manufacturer 
of acrylic windows based in Rotterdam in the Netherlands. Polyplastic, which 
has had a 60 percent market share, is the leading window supplier to the 
European caravan and motorhome industry. In addition, this family-owned 
company has also successfully developed solutions for keeping refridgerated displays 
cool in supermarkets. At September 2019, Polyplastic had a twelve-month revenue of approximately 
€55 million. AboutCamp BtoB visited the Dutch company to speak to the former owner, 59 year old 
Jan Peter Veeneman, now CEO of Polyplastic, who took us on an interesting tour of Polyplastic 
Group BV starting at its acrylic plant, Delta Glass, in Tholen in the Netherlands, 
40 minutes drive from Rotterdam. 

Windows open on 
the global RV market

Words and photo Wim de Roos

C ompany news Lippert Components
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Jan Peter Veeneman gave some history 
of his business: “From 1995 to January 
2020, the Polyplastic Group BV was 

owned by me. Polyplastic was founded in 
1952 by my father, Wim Veeneman, who 
left the well known company, Unilever, to 
start his own business when he was just 22 
years old . My son is now in the company, 
too. My father and his long time friend, 
Henk Kersten, were fascinated by acrylic as 
a new lightweight alternative for glass. As 
long as I’m in the company, and as the for-
mer owner and now CEO, I’m also passion-
ate about the material, too. We help make 
RV’s more beautiful by filling the holes, so 
I like to refer to us as the dentists of the 
RV-industry!” 

Polyplastic started as a company producing 
acrylic glass sheets, but four years later, in 
1956, it development its own production of 
sheet acrylic in Rotterdam. Jan Peter Veen-
eman gave more details about this period 
of the company’s history: “With a lot of 
perseverance, help from the Dutch indepen-
dent research organization, TNO, failing and 
starting again, and even explosions in the 
production facility, they developed a new 
method for production of high quality acryl-
ic sheets themselves. They developed the 
current unique way of using liquid (Meth-
ylmethacrylate (MMA), forming it in auto-
claves in just two hours into perfect PMMA 
(Polymethylmethacrylate). Since 1978 we 
have produced this at the Polyplastic com-
pany Delta Glass in Tholen. Starting with 
one small acrylic sheet per week, we now 
produce one large sheet every 50 seconds. 
It is highly UV resistent, very durable, clearer 
than real glass and availabel in a variety of 
thickness and colours.”

Today, with around 300 employees and a 
network of European representatives, Poly-
plastic has become the leading supplier of 
standardized and customer-specific window 
solutions for motorhomes and caravans in 
Europe. Polyplastic has the advantage of 
its own supply chain of high quality acrylic, 
needed to supply the caravaning industry 
with 4,000 windows each day. 

Aboutcamp BtoB: What are the advan-
tages of acrylic windows and how has 
Polyplastic developed them over the 
years?
Jan Peter Veeneman: Thanks to the un-
beatable advantages of acrylic, such as low 
weight and high stability, Polyplastic made 
a breakthrough in early 1960 with window 
systems for the caravan industry. Our cast 
acrylic is superior in transparency, easy to 
form, has great UV-stability, is lightweight 
and safer than glass. Nowadays the new 
brand DoubleCOOL, a full acrylic glass 
based scratch resistant product range, is of-
fered for refrigerated cabinets in supermar-
kets. Now primarily focused on doors, but 
also covering counter solutions, side walls, 
front stoppers, etc.

Aboutcamp BtoB: What made you sell 
your family-owned business to a large 
company listed on the stock exchange?
Jan Peter Veeneman: After a recent stay in 
hospital (and full recovery), it makes you re-
alise that nothing lasts forever, but now the 
continuity of Polyplastic has been guaran-
teed. I will remain as CEO of Polyplastic for 
the time being to continue Polyplastic’s part-
nership and help guide it to a new future. 
We can now reach other markets where 
Lippert Components is already represented.  
One of the obvious markets is America. It 
will also enable us to expand DoubleCool 
more easily.
With Jason Lippert as CEO of LCI Industries, 
and after his father Doug Lippert and the 
founder of the company, Larry Lippert, it still 
seems like a family-owned company even 
it is listed on the stock exchange. Lippert 
Components has made many acquisitions in 
recent years, of which Polyplastic is its third 
largest. It seems to me that both companies 
have the same corporate philosophy, so I am 
sure that nothing will change for Polyplastic 
and it’s workers. It has always appealed to 
me to make a combination of a beautiful 
product from a beautiful material, and find-
ing the right customer for it who you can 
help with your knowledge, service, products 
and approach. I see the same values with 

Lippert Components company and people 
who want to sense and understand that 
same dream, make that an important part 
of customer happiness, and exceed the ex-
pectations of the customer. 
Polyplastic will accelerate LCI’s expansion 
into the European recreational vehicle, 
trailer, supermarket, and e-mobility vehicle 
window market, and in return it will help 
introduce Polyplastic’s acrylic window prod-
ucts to its customer base throughout North 
America. The first signs of synergy with oth-
er company’s in the Lippert Components 
family are already visible. 

Aboutcamp BtoB: Will Rotterdam still 
be the best base for Polyplastic, or if 
this will change after the acquisition? 
Jan Peter Veeneman: It does sound a bit 
strange to be producing in a country where 
there’s only one manufacturer (Kip cara-

Polyplastic highlights 
over the years
1952 Founding of the company
1956 Start of acrylic production
1959 First single sheet caravan windows
1962 First single-formed window
1966 100,000th window produced
1972 First double-glazed windows
1987 Painted decorations
1994 Aluminium-framed windows
1997 Custom-made windows introduced
1998 PolyFix introduced
2008 PolyRama 3D design windows
2018 25,000,000th window produced
2019 New headquarters built

In partnership with

Many colorful solution are offered

A stage of moulds with MMA are 
cooked in the autoclave at Delta Glass
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vans); however, we are perfectly central 
for the rest of Europe as we are located 
between Germany, England, Scandinavia, 
France and Italy. To avoid customers find-
ing us geographically far away, we always 
travel to the customer as quickly as possible. 

Responding quickly to wishes or any issues 
means we are always close by. 
The facility in Rotterdam has expanded with 
a new production facility to processes the 
Delta Glass acrylic sheets. A few years ago, 
the making of a window, with treatment 
and handling of hot acrylate sheets and 
the operation of the modelling presses was 
done manually; however,  one of our tech-
nical managers worked out a completely 
automated production model to mould the 
windows. It’s these examples that illustrate 
what Polyplastic stands for: challenge the 
people and the material properties to come 
up with new solutions for existing applica-
tions and new ones. Now we are in stage 
two of having large standard windows made 
in a robotized production process. There are 
still a lot of confidential company secrets in 
that process, so we cannot show you every-
thing, but it is already delivering high quali-

ty production with less downtime. After all, 
the robot does exactly what it needs to do, 
without any distraction and in a very clean 
dust-free environment.

Aboutcamp BtoB: What are the key is-
sues or highlights of manufacturing 
windows? 
Jan Peter Veeneman: It is a business de-
cision whether you make a good product 
or not. We, therefore, ensure the addition 
of more UV-resistance in the raw materials, 
which we call our ‘acrylic recipe’. In this 
way, the user of the RV remains satisfied 
throughout the life of the product. In the 
past, windows sometimes changed colour, 
but that is no longer the case with our win-
dows today. Engineering and development 
of acrylic glass windows is our main task at 
Polyplastic. Additions to the basic material 
or other pre-treatments give us countless 
possibilities for further development of 
products and markets. Everything we do is 
tested in our own laboratory for strength, 
UV-resistance and quality. By using a liq-
uid base we produce a much better quality 
product than those made of extruded acrylic 
and granulate. With the best UV stability of 
all plastics at the moment, we produce cast 
acrylic glass with excellent impact resistance 
and the possibility of an anti-scratch coat-
ing. By doing so, we underline our leading 
market position. We can also produce im-
pact-resistant acrylic ourselves. Of course 
there is a price tag on everything. That is 
why a product such as the scratch-resistant 
Polyplastic window has ended up with a 
premium brand, such as Concorde.

Aboutcamp BtoB: What about the envi-
ronmental impact of producing acrylic 
products? A lot of energy is needed to 

produce acrylic glass sheets, which you 
only can do at temperatures up to 160 
degrees Celsius, so is Polyplastic im-
proving its environmental footprint? 
Jan Peter Veeneman: We have developed 
plans to cover all rooftops with solar pan-
els and in a few years the entire company 
will use only solar energy. Steam and heat 
from the autoclaves, ovens and presses is 
already reused for heating buildings and 
preheating water. Emissions are washed and 
cleaned from production residue, and with 
long term support of the European Union, 
in only one year of resurge and experiment-
ing, our laboratory succeeded in producing 
high quality MMA from scraps and recycled 
windows without any loss of quality. We are 
very proud of that. Now we can already add 
five percent recycled and returned materi-
als to the MMA without loss of quality in 
PMMA. 

Aboutcamp BtoB: Where will Polyplastic 
be five years from now?
Jan Peter Veeneman: I am sure that Poly-
plastic will still be very successful and strong-
ly focussed on innovation with a number of 
major new developments that the market 
can and will use. We will be successful in 
America with the acceptance of our plas-
tic products at last, something that is not 
accepted everywhere yet. We will reach 
great successes with the DoubleCool cool-
ing doors for supermarkets, and I also think 
we will have a successful third product for 
e-mobility. Lightweight glazing saves energy 
and saves weight for electric cars and things 
like transparent solar panels. And yes, the 
company will still be based in Rotterdam 
where we will be producing more, with 
more flexibility and the same high quality as 
we do now.

A laboratory technician 
presents the high quality acrylic 

made of recycled materials

C ompany news Lippert Components
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Lippert Components’ new slide out system, the Smart 
Room 2.0, won the prestigious European Inno-

vation Award 2020 in the Vehicle Equipment 
category. 
Now in its tenth edition, the award was de-
livered during the ceremony that took place 
at the CMT in Stuttgart, the second-largest 
caravan show in Europe. A jury made up of 
independent journalists from 18 European 
magazines specialized in the RV sector partic-
ipated in the selection of the winning prod-
ucts in the 16 categories. 

“We are proud to have won this important 
award. Our Smart Room 2.0 allows to re-
duce the size of the vehicle and therefore its 
weight, offering added interior living space 
only when it is needed. The new version is 
developed and manufactured in Italy and 
it is designed for European vehicles” – says 
Michele Checcucci, CEO of LCI, RV Europe – 
“When the layout is developed at the origin al-
ready foreseeing our slide out system, the vehicle 
can be shorter and have more than two square meters of 
extra space, but with less weight per square meter”.

Designed and engineered specifically for the European Caravan 

LCI’s new Smart Room system 
won the European Innovation Award 2020

Market, the Smart Room 2.0 is assembled with the aid of special 
machinery able to standardize production and to maintain a 

consistently high level of quality. The latest gener-
ation of Smart Room is available in two 

versions. The premium version fea-
tures an independent engine for 
every single corner, while the entry 
level version uses a single engine to 
control the two corners simultane-
ously, thanks to a system of shafts 

and gears. Both versions fea-
ture a new concept ECU de-
signed and manufactured en-
tirely by Lippert Components 
in Italy.

The new design also intro-
duces further improvements. 
First of all, a double seal that 
offers extraordinary water 
tightness. The second gasket 
also places an additional leaf, 

sand or powder barrier. The mechanism is now completely hid-
den, a factor that improves the design of the slide out. In favor of 
aesthetics, but also of aerodynamics, the perfect alignment of the 
closed Smart Room with the wall of the vehicle: no protrusion or 
recess is noticeable and the wall has a flush look.

LCI Italy Srl, with its LCI RV Europe divi-
sion, has signed a contract with one of 

the biggest shipyards of the world to supply 
(static) beds to be used on cruise ships.
The first batch of 5700 beds meets an im-
portant need to reduce weight with a special 
design that saves tons of weight (compared 
to the previous beds) which consequently 
helps improve the ship’s performances.
Each bed is made of an ultralight aluminum 
single structure with slatted frames, also in 

aluminum, and legs for support. The single 
beds can be joined through a special leg to 
form double beds.
With first deliveries in 2020, this is not the 
first time LCI Italy’s division has gone outside 
the caravanning sector, as it is already has 
successfully entered the train sector.
The shipping industry represents an import-
ant opportunity for diversification for LCI.
“This agreement allows LCI Italy, already 
successful in the field of recreational vehi-

cles, to extend its business in the marine 
sector” - says Michele Checcucci, CEO of 
LCI RV Europe - “We are very proud that 
this customer has chosen our products. The 
professionalism and quality that we have 
shown over the years on dry land is now 
ready to be taken to the sea. The hope is 
that the next generation of cruise ships will 
have more and more Lippert Components’ 
products on board, as beds are not our only 
specialty”.

LCI Italy enters the world of cruise ships
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The new headquarters of AirxEU will be located in Bassano 
del Grappa, from where Airxcel will manage its business in the 
European market. The office building complex will also include 
a cooking-top pressing department.

Launch Base

Words Andrea Cattaneo

Airxcel family of brands for the RV industry

C ompany news Airxcel

In a dynamic and increasingly global 
market, things change at a very fast 
pace in the RV industry. The recent ac-

quisition of CAN by Airxcel, which we told 
you all about in edition no. 25 of About-
camp BtoB, marked the birth of Airxcel Eu-
rope (AirxEU), which is currently being re-
structured to also include the headquarters 
in Bassano del Grappa in the province of 
Vicenza, in Northern Italy. 
The large manufacturing plant in Bassano 
will accommodate the main offices of the 
European division of Airxcel, as well as the 
sales departments of the various product 
divisions: air conditioning, heating, ventila-
tion and shades.
The new complex will also serve as a ware-
house for raw materials and components 
and there is also the possibility that the new 
facilities will host some other production 
departments for assembly lines.

Airxcel has been a major supplier to the 
North American RV industry for many years 

and now Airxcel is running to grow 
in Europe, the second largest market in 
the world for recreational vehicles. With 
its recent acquisition of Italian cookware 
supplier CAN, Airxcel has formed AirxEU to 
serve the European market. Having grown 
in the nautical sector, CAN successfully ac-
cessed the RV market 12 years ago, bringing 
its experience in the manufacture of kitch-
en cooking tops besides ovens and sinks. 
It currently produces thousands of items 
per year for the RV sector, with remarkable 
success especially in the campervan market 
segment.

Introducing Bassano Pressing
A new joint-venture was formed at the 
manufacturing plant in Bassano del Grappa 
for steel and stainless-steel pressing. 
Bassano Pressing will provide stampings and 
pressings to CAN, a division of Airxcel, as 
they expand their product offering in the 
European market. Industry veteran Paolo 
Moresco will be the Managing Director of 

Bassano Pressing S.r.l.
“The creation of this new production unit 
for the stamping and pressing of cooking 
tops represents a remarkable opportuni-
ty for growth to us,” says Paolo Moresco, 
Managing Director of Bassano Pressing and 
AirxEU. “We will continue to provide the 
high-quality of CAN but with the possibili-
ty of achieving even higher standards. We 
will be able to manufacture more units and 
may eventually come to expand the product 
range”.

Paolo Moresco
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Maxxair is the line of high-power electric roof window fans. The range consists of three se-
ries (MaxxFan, MaxxFan Plus and MaxxFan Deluxe) for a total of 10 models. These are mul-
tifunction 12V roof fans with outstanding performance that work even when the window 
panel is shut. The flagship model is the MaxxFan Deluxe, a full-scale ventilation system for 
campers and caravans with a built-in vent, fan and rain shield, all in a single device. It can 
be kept open when it rains without the device suffering any damage and it works perfectly 
in any climate and weather condition, adapting seamlessly to standard European 40 cm 
openings. It open and shuts with the aid of a remote control or manually. Maxxfan includes 
a powerful 10-speed fan and a thermostat and comes with a 2-year product warranty. With 
the lid open, MaxxFan Deluxe can be used for the influx of external air with the extraction of 
air from inside the vehicle. With the lid closed, MaxxFan Deluxe turns into a roof fan to recir-
culate the internal air. The external lid is patented, treated against UV rays and protects from 
rain in any situation, including when on the road. The electronic thermostat allows you to 
adjust the temperature within the vehicle. MaxxFan Deluxe features an airtight engine with 
ball bearings for prolonged durability, 
two lifting arms for the hood, an inner 
mosquito net removable without the 
need for tools, a manual and electric 
opening, as well as a remote control.

Coleman-Mach is the leader in North America when it comes to the air conditioning of recre-
ational vehicles. Coleman developed its first air conditioning system for camper roofs in 1967 
and which featured a futuristic design. The brand revolutionized the industry more than 20 
years ago through the production of air conditioners with high energy efficiency and main-
tains its leadership thanks to the development of solutions that guarantee high energy savings 
and noise abatement. 
The new Coleman - Mach 3100 and Mach 2400 were developed expressly for the European 
market and thanks to the heat pump, they can supply both cool and hot air. Available in the 
2.78 kW (3100) and 2.2 kW (2400) versions, the 
Coleman-Mach International also fea-
tures an internal 3-speed cooling 
fan. It is assembled on the roof 
in the space reserved for the 
windows. It can be operated 
using an infrared remote con-
trol or via Bluetooth from your 
smartphone or tablet. It also 
comes with a defrosting cycle 
function that allows it to work 
at a temperature of 2.7 °C.

MaxxFan Deluxe 7500Ki40

Coleman-Mach 3100 e 2400

MaxxFan Deluxe 7500Ki40 - Technical data

Ventilation speed 10

Electrical consumption 12V from 0,2A to 2,3A

Maximum air flow 26 m3 per minute

Roof opening from 36×36 to 40×40 cm

Size 585 x 417 x 127/237 mm

Weight 6 kg

Blade diameter 30 cm

Coleman-Mach 3100 e 2400
Exterior size

Height: 271 mm 

Width: 664 mm 

Length: 1.028 mm 

Coleman-Mach 3100 e 2400 
Interior size

Height: 51 mm 

Width: 533 mm 

Length: 562 mm 

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 Cole-
man 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 develop-
ment, market expansion and strate-
gic acquisitions. The Airxcel RV Group 
provides industry-leading products in 
recreational vehicle heating, cooling, 
ventilation, cooking, window covering, 
side wall and roofing materials under 
the brands: Aqua-Hot, CAN, Cole-
man-Mach, Dicor, United Shade, Vixen 
Composites, Maxxair, MCD, and Subur-
ban. 

The Airxcel Commercial/Industrial Group 
provides highly engineered cooling and 
ventilation solutions for telecommunica-
tions, energy development and storage, 
and education/multi-tenant housing in-
dustries under the brands: Marvair, Eu-
bank and Industrial Climate Engineering 
(ICE). Airxcel’s 1,400-plus employees are 
based in eight facilities across the U.S. 
Europe, and Asia, and design, manufac-
ture 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.

About Airxcel
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tions by Dometic executives, an on-site trade 
show demonstrating Dometic products and 
a variety of breakout sessions and focused 
workshops – all aimed at fostering new dia-
logue on issues of concern to the RV market. 
“Without RVIA and RVX there was bit of a 
gap this year, and we felt like we had a lot 
of things to talk about. There are a lot of 
important changes going on, and we felt we 
really needed to share that,” said Dometic 
Americas President, Scott Nelson. “In the 
past we would do a lot of different meet-
ings across all of our different divisions, 
and we thought it would make a lot more 
sense to just bring everybody together. That 
decision created an opportunity for us to 

simultaneously engage with 
our partners, our brand am-
bassadors, our suppliers, our 

Dometic Americas spells out an exciting future at an invitation-only conference in the Arizona desert, 
where it established a clear aim of growing that much closer to the people using its products.

Dometic in the Desert

Words Craig Ritchie 
photo Craig Ritchie and Dometic

About 150 RV industry delegates from 
across the US and Canada gathered 
in the Arizona desert in early Febru-

ary as Dometic Americas hosted a first-of-its-
kind future marketing conference.

Held at the Loews Ventana Canyon Resort 
near the city of Tucson, the invitation-only 
Dometic in the Desert event saw delegates 
from within and outside of the North Amer-
ican RV industry gather for two full days 
of information sharing, including Dometic 
staff, Dometic brand ambassadors, social 
media influencers, industry thought leaders 
and media. A packed event schedule includ-
ed panel discussions, main stage presenta-

C ompany news Dometic

distributors, our dealers and OEMs, and talk 
about our customer-inspired product devel-
opment. This is kind of an experiment for us. 
In fact, in my 30-plus years of experience, I 
don’t think I’ve seen such a diverse audience 
so we’re anxious to see how this turns out.”
Events like the Dometic in the Desert gather-
ing, and a previous brand ambassador event 
that was held in nearby Quartzsite, Arizona 
the week before, are steps in a process that’s 
designed to help Dometic reinvent itself with 
a renewed commitment to becoming the 
voice of its own customers, says Nelson. The 
Tucson event represented an important mile-
stone for Dometic, marking the first time 
the company has spoken outside of its own 
four walls about an evolutionary process 
which he says began about three years ago. 
“Dometic is really the combination of 17 

years of acquisitions,” 
explained Nelson. “In 
2016 Dometic Amer-
icas was a $605.2 
million company with 
1,584 employees, and 
82 percent of our rev-
enue coming from RV 
products. Today, we 
are a $981.6 million 
company with 2,653 
employees, and 53 
percent of our reve-
nue coming from RV. 
As we move forward 

Among new products on display 
was a 12 volt compressor refrigerator

The new CFX cooler 
line was prominently featured throughout the event
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our goal is to reflect a more balanced ap-
proach to our business based on a commit-
ment to developing game-changing prod-
ucts that bring us closer to the end-users.”
The event kicked off with a spirited keynote 
presentation delivered by author and Mar-
keting Showrunners founder Jay Acunzo, 
who raised eyebrows among the audience 
with the claim that following established 
best practices can prove a trap for busi-
nesses, by stifling creativity and inhibiting a 
company’s ability to stand out in the market. 
Using real-world examples of businesses that 
attained exceptional success by focusing on 
unique, customer-centric strategies instead 
of following accepted business norms, 
Acunzo made a compelling case for invest-
ing in the customer and understanding actu-
al, rather than perceived, market demands. 

The unrivalled value of authenticity
Beyond stimulating considerable discussion 
among conference delegates, Mr. Acunzo’s 
keynote address established a theme of 
authenticity that repeated throughout the 
ensuing presentations. With today’s con-
sumers continually bombarded by endless 
marketing messages, he said, authenticity 

has become a key factor 
in cutting through the 
clutter to build custom-
er loyalty and cultivate 
rewarding and enduring 
long-term relationships. 
The growing dominance 
of peer-review websites 
such as TripAdvisor in the 
face of an entire industry 
of professionally-written 
travel guides simply un-
derscores the market’s 
thirst for authentic in-
formation gained from 
real-world experience.
The importance of au-

thenticity was echoed by Dometic Americas 
vice president of marketing Trey Miller and 
communications specialist Logan Montague, 
who followed the keynote with an eye-open-
ing presentation on Dometic’s growing use 
of brand ambassadors. 
Where many companies use internet influ-

ContactsIn partnership with

Company profile

Founded in 2001 from the sale of 
Electrolux’s Leisure Products division, 
Dometic has since become a global 
market leader in products for mobile 
living. It now has manufacturing/as-
sembly sites in 11 countries and sales 
offices in 30 countries. These reach 
out to approximately 100 countries 
worldwide. The primary markets are 
recreational vehicles, pleasure boats, 
work boats, trucks and premium cars. 
A global distribution and dealer net-
work serve the aftermarket. Dometic 
employs approximately 7,200 people 
worldwide and is headquartered in 
Stockholm, Sweden. It had net sales 
of more than SEK 18.5 billion (USD 
2.0 billion) in 2019.

encers in their marketing mix – including 
Dometic – Miller notes that there is a clear 
distinction between influencers and ambas-
sadors, and the value that each bring to an 
organisation. Where influencers, including 
celebrities, pundits and Instagram mod-
els typically bring value on the strength of 
having vast reach through huge numbers of 
followers, ambassadors bring equal value – 
but far greater authenticity – by being highly 
knowledgeable and passionate about the 
products they use. Miller noted that where 
internet influencers are often perceived to 
be most interested in building their own 
audience in order to grow their own brand, 
ambassadors are perceived to be motivated 
by an inner desire to share their own expe-
riences to help friends and followers. Point-
ing to a screen showing the faces of several 
well-known celebrities known for having 
social media accounts with millions of fol-
lowers, such as Kylie Jenner, Kim Kardashian 
and The Rock, Miller flatly declared “That’s 
not who we want” – to the delight of the 
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audience. Instead, he said, Dometic saw far 
greater value in working with respected RV 
lifestyle bloggers, podcasters and vloggers 
who actually use the products and who 
speak not from scripts, but from real-world 
experience. 
As a point of reference, Miller noted a re-
cent study which revealed only 18 percent 
of consumers say they trust internet influ-
encers, while 92 percent trust ambassadors 
because they are seen as being authentical-
ly connected to the products they use. The 

Shaping the future landscape

Beyond promoting Dometic product to their followers, am-
bassadors play an even greater role by providing real-world 

insights on how the company’s products are actually used – and 
perceived – in the field. This information has served to not only 
allow Dometic to shape new product introductions to match 
actual market needs, but to also spot additional opportunities.
The importance of new product to the company cannot be 
overstated, with Dometic Americas president Scot Nelson stat-
ing categorically that 41 percent of the company’s 2020 reve-
nues are expected to come from new products. “Dometic has 
always been a product leader,” he says. “But now we’re taking 
that forward and opening the door to more of an 
outdoor focus. We’re moving closer to that end-user 
with more than just mobile cooling products.”
Nelson notes that new product launches will contin-
ue to ramp up for the company, and conference del-
egates heard a great deal about Dometic’s plans for 
new products coming to market this year from the 
company’s brand managers. Many of these, along 
with Dometic’s new CFX3 premium powered cooler 
line and its Kampa Dometic line of inflatable aw-
nings were displayed at an on-site trade show and a 
small outdoor display area.
New business opportunities could go beyond prod-
ucts, noted Nelson in his business outlook presen-
tation, in a definite tease for the audience. “When 
you speak with people it doesn’t take long before a 
conversation comes to service issues,” he says. “We 
want to be part of solving a customer’s problem. So 
we’re starting to pilot a service business. It’s an un-

Exterior displays showed a range of Dometic product in typical installations

importance of that authenticity, says Miller, 
is why Dometic has put such an emphasis 
on the importance of the development of its 
ambassador program.
“The reality is that 76 percent of people 
surveyed said they are more likely to trust 
content that’s delivered by normal people 
over content that’s shared by brands,” he 
said. “We know there is seven times great-
er engagement from ambassador-generated 
content than from brand-generated con-
tent. We also know that for every dollar that 

brands invest in ambassador marketing, the 
average return on investment is 520 percent. 
Clearly, this is how consumers want to learn 
about new things.”
Conference delegates were able to meet and 
hear from a number of Dometic brand  am-
bassadors first-hand, along with members of 
Dometic’s Mastermind Council who spoke 
about their real-world experiences and how 
they work with the company to leverage 
that knowledge in the development of new 
products.

met need. We want to work with partners that will help us 
to do more in service, so you’ll start to see pieces of that 
this year.”
Among those attending Dometic in the Desert, there 
seemed to be universal agreement that not only was the 
event a hands-down success, but that it should become an 
annual gathering, expanded to include even more stake-
holders. By following the advice of its keynote speaker and 
focusing on unique, customer-centric strategies, Dometic in 
the Desert left delegates with much to think about – and 
keen interest to hear more.
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WE TALK 
ABOUT
THE FUTURE. 
YOUR ONE.

EXCELLENCE IN RV  COMPONENTS 
PRODUCTION 100% MADE IN ITALY.

Satisfing any market needs, since more than 
50 years. Roller blinds, roof hatches and plastic 
components for the RV. 
Research, development and co-design at your 
service. Thermoforming, Injection and Inject-
compression technologies.

LAM SpA - Spilamberto (MO) - Italy
Tel. +39 059 784392 - welcome@lamspa.it

www.lamspa.it 
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After 32 years’ experience in a variety 
of roles within the PSA Groupe Joël 
Gorin started his new role as Camp-

ing-Cars International Manager of its Light 
Commercial Vehicles Business Unit just be-
fore last year’s Caravan Salon Düsseldorf. 
AboutcampBtoB asked him for his insight 
into the brand’s current market position 
and future developments.

Aboutcamp BtoB: Can you tell us more 
about your career, in particular, your 
previous roles at the PSA Groupe?
Joël Gorin: I started my career with Cit-
roën in September 1987 and have worked 
in various roles and brands over the last 32 
years within what is now the PSA Groupe. 
This includes responsibility for sales, af-
tersales, marketing and communications, 
representing Citroën, Peugeot, DS and 
now Opel and Vauxhall. My role prior to 
this was Parts and Services Director for PSA 
in Austria and Switzerland. I have worked 
in other European countries, such as the 
Czech Republic and Germany, which has 
given me a good insight into other mar-
kets and the opportunity to learn other 
languages. This now makes it easier for 
me to talk to our customers in their own 
language. For example, the biggest moto-
rhome market in Europe is Germany and 
we sell two-thirds of our vehicles to moto-
rhome converters there, but not everyone 
speaks English, so it is particularly useful to 
be able to speak German.

Aboutcamp BtoB: Was 2019 successful 
for the PSA Groupe’s Camping-Cars di-
vision?
Joël Gorin: In 2019 the Camping-Cars di-
vision increased sales to motorhome con-
verters by 15 percent compared to 2018, 
so yes, it was a successful year. The three 
most popular models are the Citroën Jump-
er (Relay in UK), Peugeot Boxer and the 
Citroën SpaceTourer, which increased sales 
strongly last year. PSA’s sales increased not 
only due to the market increasing, but be-
cause we have grown our market share. 
We think the European market will con-
tinue to increase by five to six percent this 
year. Since PSA decided to focus on devel-
oping the motorhome business in 2014, it 
has achieved impressive results. PSA is now 
a credible second in the market with its 
Peugeot and Citroën brands and we expect 
to increase sales again in 2020. Now the 
Camping-Cars division includes the Opel 
and Vauxhall derivatives, we can offer our 

C ompany news Groupe PSA

As a senior manager in the PSA Groupe, Joël Gorin brings vast experience to his new role as Camping-Cars 
International Manager ahead of an interesting period of change, new developments and further growth.

Leading PSA Camping Cars
Words John Rawlings

customers the choice of brand they prefer. 
In total, we sell more Citroën models than 
Peugeot to motorhome converters, but this 
varies in some countries; for example, his-
torically, Peugeot is a stronger brand in the 
UK motorhome market than Citroën, but 
in Germany, it’s the other way around and 
most of our customers choose Citroën.

Aboutcamp BtoB: What about smaller 
vans, like the Citroën Space Tourer? Is 
the market for these types of campers 
growing?
Joël Gorin: We have noticed a trend to-
wards this size of van, so this year we are 
looking closely at the smaller campervans, 
such as the Crosscamp from Dethleffs, 
which is now based on the Opel Zafira Life. 
Our main customer in this category is Pössl 
who has had been very successful with its 
Campster model and now its new Vanster, 
both using the Citroën SpaceTourer. We 
have worked closely with Pössl and now 
also with Dethleffs from the Erwin Hymer 
Group on its Crosscamp model announced 
at CMT in Stuttgart in January.

Aboutcamp BtoB: Do you expect 
growth in the market for PSA camp-
ing cars in 2020 and beyond?
Joël Gorin: Having grown our market 
share last year, we think we will ben-
efit from a further increase in sales in 
2020 compared to 2019. The sales 
trend is good so far, although it’s 
still quite early in the year to be 100 
percent sure. Sales grew across all 
categories of motorhomes, with the 
biggest percentage growth in small-
er vans, as they’re in a new sector 
of the market. Sales of vans increased 
more than chassis cabs, and this year 
we expect to experience more or less 
the same trend.  Looking ahead, we 
also want to develop sales of the new, 
bigger models that will be available from 
Opel and Vauxhall in 2022. These will be 
the same size as the Citroën Jumper and 
Peugeot Boxer. The current Vauxhall Mo-
vano, and its Opel equivalent, is produced 
in cooperation with Renault, but this will 
come to an end next year and we are 
working on the replacement 
of this vehicle for both 
brands (Vauxhall and 
Opel) as well as 
Peugeot and Cit-
roën. These will 
be a key mod-

els for many motorhome converters, and in 
some countries it will be an advantage to 
be able to offer Opel and Vauxhall models 
for their local market. For example, a Ger-
man motorhome converter may prefer an 
Opel as they have an extensive aftersales 
network there, which is an advantage for 
the final customer. 

Aboutcamp BtoB: Is PSA developing 
electric or hybrid motorhomes?
Joël Gorin: There are plans to launch an 
electric van model at the end of 2020 or 
early 2021. Electric versions of the Peugeot 
Traveller, Citroën Space Tourer, Opel Zafira 
Life and Vauxhall Vivaro will have a range 
of 300km. This means these models could 
be viable solutions for some rental compa-
nies, so we are already talking to customers 
about this.
However, for bigger vehicles, there is still 
the key issue of the total weight of the 
vehicle with the batteries and a successful 
motorhome conversion, but we are work-
ing on alternatives. We don’t have a Hybrid 
yet.
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The Citroën Jumper Biker Solution is the per-
fect companion for bikers seeking freedom 
and adventure. The highly flexible ‘Multi’ ver-
sion – the latest addition to Citroën’s ‘Solution’ 
range – has a surprising trick up its sleeve: it is 
equipped with an electric, remote-controlled 
winch and variable ramps. As a result, this 
highly versatile van can accommodate two 
motorcycles, one motorcycle with a side car 
or even a quad bike, jet ski, go-kart or wheel-
chair. The van was developed in collaboration 
with the conversion experts from Flexebu and 
is based on the L3H2 Jumper. Its spacious 
cupboards offer ample space for storing mo-
torcycle protective clothing, helmets and oth-
er luggage. Thanks to the side folding beds 

Citroën Jumper Biker Solution Multi

Peugeot Boxer 4X4 Concept
The successor to the Peugeot Rifter 4X4 Concept, it is also designed 
for exploration on all types of terrain, it has Dangel all-wheel drive, 
specific tyres and higher ground clearance. To provide the full expe-
rience, its 10 m² surface area, built with the specialist Bravia Mobil, 
is equipped to accommodate up to 3 people on a long-term basis. 
And to go even further, it can carry a Peugeot 
eM02 FS Powertube electric mountain bike and a 
Canadian canoe on the roof rack. Full immersion 
in nature is achieved thanks to the Wanderlust 
Green body colour. Night-time exploring will be 
illuminated by 8 LED modules integrated directly 
into the bodywork above the windscreen. There 
are 4 distinct zones, with a kitchen and dining 
area, a sleeping area, a bathroom and the driver’s 
station and many storage spaces. The interior is a 
refreshing cocoon, with soothing light tones that 
contrast with the exterior. The woodwork warms the atmosphere up 
with the upholstery and trimmings being specific to this concept. In 
line with the brand’s other models and providing even more comfort, 
the entire lodge is covered in fabric. Eco-efficiency and durability are 

Showcased at Caravan Salon, Düsseldorf, 2019

(60/40) and standard pop-top roof including 
telescopic ladder, slatted frame and mattress, 
the Citroën Jumper Biker Solution Multi of-
fers sleeping space for up to four people. The 
Thule awning, the kitchen module with com-
pressor refrigerator, the motorcycle ramp, the 
self-sufficient system with maintenance-free 
battery and numerous additional details offer 
plenty of recreational value. The metallic paint 
in aluminium grey and attractive carbon-look 
décor design perfectly harmonise with the 
comfortable interior. Standard features in-
clude a colour navigation system, audio sys-
tem with DAB reception and CD/MP3 player, 
touchscreen, steering wheel remote control, 
Bluetooth and video parking system with 

rear acoustic parking aid. Additional safety is 
provided by the hill descent control, hill start 
assist and intelligent traction control. Thanks 
to the optional third and fourth seat, the rear 
of the bed can be transformed into a living 
area. The inviting interior is rounded off by the 
integrated pop-top roof and the rear windows 
in the wing doors. If a larger load volume is 
needed, the Citroën Jumper Biker Solution 
Multi can be converted into a spacious van in 
just a few steps. All the furniture can be easily 
removed thanks to the patented Flexebu clip 
system. This versatile van is equipped with the 
latest highly efficient and powerful BlueHDi 
165 diesel engine, which 
meets the Euro 6d-TEMP 
exhaust emission stan-
dard. The BlueHDi 165 
provides 121 kW (165 hp) 
of power.

at the heart of the Peugeot Boxer 4X4 Concept. Special work has 
gone into choosing the materials: the table, the worktop and the 
sink are made of ARAGONITE white natural mineral, while the entire 
floor is made of 100%recycled and 100% recyclable materials. The 
plastics used are made up of 85% car tank, 10% milk bottle and 5% 
various white (soap bottle for example). The 50 kg of recycled plastic 
it contains saves 75 kg of CO2 compared to a standard plastic floor. In 
order to respectfully explore nature, the Peugeot Boxer 4X4 Concept 

adopts the latest pollution control standards with 
FAP and SCR and complies with the latest Euro 6 
standards in force. The 4x4 Dangel transmission 
is ensured by viscous drive and transfer case at 
the front. It is activated via 3 switches located 
within reach on the left side of the dashboard. 
3 driving modes are available: 2WD, 4WD and 
Lock mode (to block the rear axle, useful for ex-
treme crossings). Peugeot Boxer 4X4 Concept 
is equipped with off-road tyres provided by BF 
Goodrich. They combine strength, endurance, 

looks and excellent traction. Ground clearance is 30 millimetres high-
er at the front and 50 millimetres higher at the rear, allowing it to 
overcome most obstacles. The steepest 
slopes won’t stop you: the BlueHDi 165 
engine with 6-speed manual gearbox de-
velops a comfortable torque of 370Nm. 

Never get lost with the new 9-inch 
touchscreen navigation that allows 

you to enter the vehicle’s di-
mensions and thus avoid roads with possible size restric-

tions. This navigation is compatible with the Waze 
real-time traffic application, allows two phones to be 
connected simultaneously and displays the images 
of the multiviews HD cameras, front and rear, for a 
perfect control of the environment.

Showcased at Recreational Vehicle Show, Le Bourget, 2019

ContactsIn partnership with
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C ompany news Truma

Gas is one element of a recreational vehicle where safety and 
reliability are, obviously, of paramount importance. The im-
portance of gas safety has never been questioned, but the 

difference between a poor-quality pressure regulator or filter and a 
well designed and built one is not usually given enough consider-
ation. 
Truma, which has been producing gas heating systems for cara-
vans and motorhomes for over 70 years, has recently completely 
renewed its range of regulators and filters. As a result, Truma has 
simplified their maintenance and reduced their dimensions so that 
these products reach the next level of quality and reliability.
Previously, Truma relied on external suppliers, but decided to cre-

ate its own research, development 
and production centre in Italy, 

called Gas Technology, as a 
global pole of excellence in 
gas management to bring 
together the people, skills 
and innovative tools which 
resulted in the redesign of 
its range of products from 
scratch.

Safety, reliability and ease of use are 
fundamental requirements for users of a 
recreational vehicle. For this reason, Truma 
has created a center of excellence near Brescia 
in Italy to redesign from scratch pressure 
regulators, filters and other accessories.

Don’t play 
with gas

Words and photo Paolo Galvani

Skills and technology
Starting from a blank sheet gave Truma the opportunity to re-an-
alyze the structure and details of its products to create more effi-
cient versions, without being bound by constraints due to existing 
production lines. 
For assembly, robot stations integrating accurate conformity and 
quality checks are being used. The Kuka robots chosen for some 
of the production phases guarantee precision and speed of exe-
cution. The machines integrate special cameras that record every 
single moment of the production, allowing Truma to quickly trace 
any anomalies.
During assembly, each partially assembled piece is subjected to 
leak and functionality tests, which are then repeated at the end of 
the process to ensure compliance with the requirements defined 
during the design phase. All finished products are identified with 
a unique serial number and a QR-Code, which allow Gas Technol-
ogy, at any time, to trace the production batch, the components 
used and the result of testing in the production line. Before final 
approval, regulators, filters and other accessories are subjected to 
a complete check and all registered parameters are stored on ded-
icated servers.

Truma DuoControl CS
 with gas filters
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Focus on quality and compliance
Equally important as the assembly process is the checking of the 
incoming components, whose compliance with the design specifi-
cations is carried out with numerical control machines. 
A central element in the Gas Technology philosophy is the human 
one: people are involved at all levels to co-operate in achieving 
corporate standards and objectives.
Finally, there is the “stress test”. At Gas Technology, regulators 
do not just comply with current regulations, which requires for 
50,000 opening and closing cycles at a temperature of 20 °C, but 
10,000 of these are done at -20 °C and another 10,000 at +50 °C. 
These values are certainly closer to the reality of a use in a recre-
ational vehicle. These tests can take weeks to be fully completed. 
To check the crash sensor there is also a machine equipped with 
an automatic slide that reproduces the decelerations necessary to 
trigger the safety valve.
“It was certainly an incredible challenge,” said Fabrice Piccioli, CEO 
of Gas Technology. “In less than two years we have gone from 
scratch to a production reality like this one. In 2017, Claudio Peli, 
managing director and technical manager and I were in a two-
room office with many ideas to develop. In a very short period of 
time, we gathered some of the best technically skilled people of 
this region. That kind of competence is the most important chal-
lenge to achieve the Truma objectives.”

Smaller and lighter regulators and filters
Today, the results are clear. The new MonoControl CS and Duo-
Control CS regulators are much more compact than previous ver-
sions, but above all they have been designed from the outset for 
vertical or horizontal installations. This has also reduced the num-
ber of warehouse SKUs to a total of three and allows for more 
efficient logistics management. 
The reduction in size has also made the product lighter in weight, 
which is always an important topic for motorhome manufacturers.
On a technical level, the internal gas path has been redesigned, so 
instead of passing through two opposing membranes, GPL now 
passes from just one, thus increasing the system’s reliability. 
The crash sensor has now been excluded from the fuel path and 

positioned externally. This avoids unwanted drops in pressure and 
eliminates several connections that may give reliability issues over 
time.

The importance of filters
Truma has completely revised its gas filters to increase effective-
ness and ease of use. The new, more compact version is able to 
extract up to 99.9 percent of impurities to protect all systems, 
the gas pressure regulators as well as the refrigerator or heating 
system. 
The new filter pads inside the gas filters allow campers to save 
money and to protect the environment as they only need to re-
place the small pad instead of the whole cartridge as before.
The filter is released by pushing a button and the closure by snap, 
without the need to screw and unscrew the device body anymore.
Together, the combination of Truma regulators and filters in a mo-
torhome or caravan has resulted in a maximum weight increase of 
just over 3.5 lbs (1.6 kg) for the DuoControl CS equipped with a 
pair of filters.
Truma’s decision to have its own Gas Technology competence cen-
ter will make it possible to increase the speed of product develop-
ment in the future to offer its customers excellent, cutting-edge 
solutions, while always remaining focused on safety, reliability and 
practicality.

ContactsIn partnership with

Truma MonoControl CS

Truma gas filter and filter pad

Product Dimensions (W x H x D) Weight

Truma MonoControl CS 106 x 101 x 102 mm 500 g

Truma DuoControl CS 184 x 95 x 103 mm
(horizontal mount)
104 x 158 x 116 mm
(vertical mount)

900 g

Truma Gas Filter 67 x 81 x 54 mm 370 g

Size matters
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Becoming 
global 
by thinking
local

Face to face with Stéphane Cordeille 

Appointed Thetford’s Global CEO in January 
2012, Stéphane Cordeille, is driving the 
company to new heights. We met him at 
the Birmingham RV show.

Words Terry Owen

Cordeille was in the middle of a very busy show schedule which 
included Dusseldorf, Scandinavia, the US, Italy and Paris. 
Whilst preparing a strong coffee, he told us that he was no 

stranger to the UK. Indeed, as a student he read commerce and 
management at the university of Exeter. On graduating he returned 
home to his native France to work for a pet food company called 
Friskies (part of Nestlé).
There his career developed in a sales and marketing environment, 
starting on the bottom rung of the ladder as a merchandiser and 
working his way up to become the sales manager. Then, in 1988, 
at the age of 25, he left to join Thetford. In the 32 years since then, 
Cordeille has gained a mountain of knowledge. He’s also risen from 
the bottom to the top.

Aboutcamp BtoB: How did you become global CEO for Thet-
ford?
Stéphane Cordeille: I started as Sales Manager for France before 
moving to Thetford’s Netherlands HQ in 1995 where I was asked to 
take more responsibility for Sales. In 1997 I became Sales and Mar-
keting director for Europe.
In 2002 we introduced refrigerators to our range of products in 
Europe. Initially we had some problems getting the factory at Et-
ten-Leur to run smoothly. The day before I was due to start annual 
leave, I complained to my boss that I wasn’t happy about it. I thought 
he was joking when he said, “If you’re not happy, why don’t you 
run it?”.
However, on my return he was in my office first thing. “Well” he said, 
“are you going to run the factory?”. I agreed and moved to Opera-
tions, running the Dutch factory for sanitation and refrigerators for 
three years until 2005 when I became Managing Director, Europe. 
I held this role until January 2012 when I became global CEO. We 
agreed with my shareholders that I could do the job from my base in 
the Netherlands rather than move to the US. Of course, it’s meant a 
lot of travelling but I think it’s worked out very well.
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Aboutcamp BtoB: Tell us about your 
travel.
Stéphane Cordeille: My time is principally 
spent in the US and Europe but also increas-
ingly in China where we invest in developing 
the local sales and operations.

Aboutcamp BtoB: Do you own any man-
ufacturing capacity in China?
Stéphane Cordeille: Yes, we do. We 
bought a small producer of cooling units,  
north of Shanghai, and have made signif-
icant investments to modernise it and in-
crease production capacity.

Aboutcamp BtoB: Do you have further 
plans to source parts from China?
Stéphane Cordeille: Like for most interna-
tional companies, China has become a ma-
jor source for our components. Some of that 
comes out of our own factories and the rest 
from contract manufacturers.

Aboutcamp BtoB: What other facilities 
do you have in China?
Stéphane Cordeille: We have a local sales 
office but also Engineering, Quality and Pro-
curement groups whose job it is to oversee 
our suppliers. We try to manage all the new 
challenges related to long lead time supplies 
by being physically present where we source 
our products and components.

Aboutcamp BtoB: Do you worry about 
your products being copied?
Stéphane Cordeille: Every one of our prod-
ucts has been copied – refrigerators, toilets, 
and so on. Whilst it is undoubtedly a prob-
lem, we are not overly worried about it. Re-
cently at an European show we came cross a 
Chinese company with slimline compressor 
fridge that was an absolute ‘knock off’ of 
one of our European products. We managed 
to get hold of a sample but found out that 
the quality and performance were just not 
up to our standards. 
This is quite typical of a Chinese copy. Whilst 
the look, dimensions and features and are 
very similar to the original product the 

quality standards are just not there. This is 
something that is really important in the RV 
world.
But quality is only one part of the story. From 
a supply chain and service standpoint these 
manufacturers simply cannot offer what we 
do. Apart from being close to the custom-
ers, we have extensive supply chain facilities 
including a European distribution centre in 
Etten-Leur from where we can supply any 
quantity and combination of our products. 
In addition, we have our sales and service 
team throughout Europe. They support the 
installation and certification of our products 
at the OEM’s as well as dealing with any ser-
vice issues that may arise with dealers or end 
users.  
All these things make it more difficult for 
any Chinese (or other) player to come and 
compete with us. Whilst they are obvious-
ly cheaper (we have a big organisation to 
support) and an OEM could save some mon-
ey initially by buying a copy of one of our 
products, the full cost is only realised once 
it is installed and needs servicing. This is 
something that our customers understand 
very well. 
What’s more it is common to have to buy 
a full container of the same product, and if 
something goes wrong between the instal-
lation and the end user there is no one to 
provide support.

Aboutcamp BtoB: Tell us more about the 
service you offer globally.
Stéphane Cordeille: Many companies 
claim to be global but we believe that being 
truly global begins with thinking local. It’s a 
reverse process in which you begin by un-
derstanding your local markets before you 
start globalising your service.
It starts by having local teams close to the 
customers and markets, and understand-
ing their needs. For example, in Europe the 
demand for compressor fridges is currently 
intensifying, driven by the increasing electri-
fication of RV’s and improvements in battery 
technology. In response to this Thetford is 
the first company to have built a complete 
range of compressor fridges that totally 
match the needs of the European market in 
terms of sizes, needs and quality standards. 
At the same time, in the US, the demand 
for compressor fridges is also increasing for 
similar reasons. Rather than try to make the 
European range suit both markets we are 
making a dedicated range for the US. We 
are effectively working in parallel, rolling out 
our best technology on a global platform 
but implementing it locally according to the 
needs of that market.

Aboutcamp BtoB: How does customer 
support fit into this?
Stéphane Cordeille: I believe that, for the 
size of Thetford, we have one of the most 
comprehensive support networks in the in-
dustry. We believe that being global is not 
about spreading your logo across the world, 
it is about having a dedicated support net-
work in each country that you serve. To this 
end anyone involved in our supply chain can 

have the training, support and spare parts 
needed to do their job effectively. For exam-
ple, in Scandinavia we have a small but well 
trained organisation  who supports and ser-
vice our products and trains the local dealers 
wherever needed.
In total, globally we have about 100 sales 
and Service staff dedicated to our custom-
ers out of a total workforce of some 1500 
people.

Aboutcamp BtoB: What are you doing in 
Australia?
Stéphane Cordeille: Australia and New 
Zealand have become a very important part 
of our business. Recently we opened a new 
facility just north of Melbourne, in Camp-
bellfield, Australia. Employing some 20 peo-
ple it replaces a smaller facility that had been 
there for some years. 
We serve the Australian market in the way 
we serve any other market in that we have 
a product manager, service personnel, and 
over 300Thetford-approved dealerships who 
can service our products. In New Zealand we 
have around a dozen approved dealerships.

Aboutcamp BtoB: What do you see as 
the biggest challenges Thetford will 
have to meet in the next few years?
Stéphane Cordeille: Undoubtedly the big-
gest challenges will come from technology 
changes or the ‘technology disruptors’ as 
we call them. The biggest driver here will be 
the move towards the increasing electrifica-
tion of RV’s. As an appliance manufacturer 
we accept that our products will need to 
change and this is something we are already 
working on. 
We have technology platforms for each of 

Thetford’s N4000 
series fridges

Mr Cordeille at Thetford/Norcold Booth 
during RVIA’s National RV Trade Show in 
Louisville 2017 - introducing the Polar Series 
of gas absorption RV refrigerators.
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our product lines – sanitation, refrigeration 
and cooking. In the next two to three years 
we are planning to bring products to market 
that will be game changers. These will be 
completely new products, but ones that we 
believe will meet the ongoing needs of our 
customers.

Aboutcamp BtoB: What is Thetford do-
ing to reduce the environmental impact 
of its activities and products?
Stéphane Cordeille: All of our buildings 
are audited to see how we might reduce 
their emissions and energy consumption. As 
a result of this at Etten-Leur we are looking 
into the feasibility of installing solar panels 
on the roof of our buildings. We are also 
adding extra insulation to reduce heat loss-
es.

Aboutcamp BtoB: Do you have ‘end of 
life’ strategies for your products?
Stéphane Cordeille: The first thing to say is 
that all of our plastics are recyclable. We do 
have a chart detailing how most of our com-
ponents can be recycled but we still have a 
few that can’t be. These are principally some 
of the chemicals in our cooling units which 
are currently made safe for disposal whilst 
we try to work out a better way to recycle 
them. Overall, I would say that some 80% 
of our components are currently recyclable.

Aboutcamp BtoB: What are you most 
proud of during your time at Thetford?
Stéphane Cordeille: I’ve never been one 
for looking backwards, I constantly look for-
ward and one of the things that keeps me 
awake at night is worrying about how Thet-
ford will look in five years’ time and whether 
we’ll still be competitive. To be a good CEO 
I believe you must never sit back and rest, 
you must be constantly looking forward. 
Our world is changing rapidly and I believe 
that a lot of companies will get into trouble 
in the coming years by failing to react fast 

Face to face with Stéphane Cordeille 

Thetford’s new Thetford European Distribution Centre in Etten-Leur. 
It covers more than 11,000 m² and has room for over 10,000 pallets.

enough to the technical disruptors that will 
occur. 
To ensure I stay abreast of developments I 
constantly put myself back in ‘the student’s 
chair’ to keep my eyes fresh and curious to 
what is going on around us. I’m proud to 
say that Thetford is a company that does not 
stand still. We are constantly moving for-
ward and bringing new products to market.

Aboutcamp BtoB: Do you see Thetford 
moving into other product areas be-
yond those already catered for?
Stéphane Cordeille: We always look at any 
opportunity to expand. However, we are not 
racing to increase the size of the company, 
like some others seem to be doing. We want 
to be a dedicated supplier and that means 
staying focused on our core areas and on 
our core market. Every product we bring to 
market has to be the best.
If we do enter a new product area, we will 
seek to add value through innovation, tech-
nology and specifications that the competi-
tion does not have.

Aboutcamp BtoB: What hobbies and in-
terests do you have outside Thetford?
Stéphane Cordeille: I’ve always enjoyed 
playing football and rugby but now I’m get-
ting older I’m looking more towards sports 
such as golf. Of course, I travel a lot so, 
when I’m not working, I like to spend time 
with my wife and family.
Being French my other passion is wine. With 
others, I buy wine in the south of France and 
sell it in the Netherlands, supported by pre-
sentations when needed.

Aboutcamp BtoB: Do you have a favou-
rite wine?
Stéphane Cordeille: It’s red for sure, from 
the Rhone area, coincidentally not far from 
Trigano. It’s one you may not have heard of 
called Côte Rôtie. It’s not cheap but it’s full 
bodied and that’s what I like.

Thetford at a glance

Thetford was founded in Michi-
gan, USA in 1963 and since 1988 
has been part of the Dyson-Kiss-
ner-Moran Corporation, a privately 
owned multinational holding com-
pany. It is headquartered in Ann 
Arbor, Michigan USA. 
Thetford is a specialist component 
supplier to the RV industry world-
wide with manufacturing plants in 
the USA, Netherlands, UK, Italy and 
China. Products include sanitation, 
refrigeration, kitchen appliances 
and exterior items such as service 
hatches and battery boxes. It em-
ploys some 1500 people and owns 
brands including Norcold, Spinflo 
and Tecma.

Below: the Grand Opening of Thetford’s 
distribution centre at  Somerton Victoria, 
the heart of the Australian caravan 
industry, in October 2019
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THE UNIVERSE IN A GEOMETRIC SHAPE

“… still remaining a form of composition, which is the fifth, of 
which God was helped by the design of the universe.” – Platone

Some examples of our products

Barberino-Tavarnelle – Florence | www.borri.com

For 4 generations the search for materials, rapid and tailor-made solutions 
continues alongside the best vehicle companies and housing modules to create 
the housing universe around man.
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Fendt-Caravan, the German brand 
with a reputation for high quality, 

continues to be a brand that 
many campers aspire to. On the 

50th anniversary of the company’s 
foundation, we interviewed Fendt-

Caravan’s commercial director, Hans 
Frindte, to discuss the main challenges 
for the company and how he sees the 

future market for caravans.

Half a 
century of  

the highest 
quality

Words Antonio Mazzucchelli - photo Enrico Bona

People Hans Frindte
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We spoke to Hans Frindte at the 
CMT 2020 in Stuttgart in January. 
This is how he believes Fendt-Car-

avan will approach the period of great po-
tential changes ahead. 

Aboutcamp BtoB: Let’s start by talking 
about you: what is your official role at 
Fendt-Caravan and when did you start 
working for the company?
Hans Frindte: As commercial director of 
Fendt-Caravan GmbH, my main tasks are 
mainly in the areas of sales, marketing, 
product development, purchasing and fi-
nance. In fact, since June 2015, I have been 
looking forward to coming to the company 
every day and being part of the amazing 
Fendt-Caravan family.

Aboutcamp BtoB: 2020 is the fiftieth 
anniversary for Fendt-Caravan. What 
are the main challenges you have faced 
since you joined the company?
Hans Frindte: Current topics of our time, 
such as digitalization or electric mobility, are 
a permanent challenge, just like the increas-
ingly difficult delivery performance of some 
of our suppliers. In addition, we have sev-
eral major internal projects upcoming, such 
as the introduction of a new ERP system, as 
well as the realignment of various structures 
within our company, so we can continue to 
strengthen and expand our current high 
level.

Aboutcamp BtoB: Statistics show that 
the European motorhome market is 
growing, while the caravan one is con-
tracting. How do you see the two mar-
kets performing in the next 10 years?
Hans Frindte: For many customers, the 
motorhome is the dream image of free-
dom and independence, but caravans are 
still an established feature of the caravan-
ning market. In fact, the motorhome, in 
all its different body types, has delivered 
outstanding performance over the past de-
cade. But if you take a closer look at the 
figures, this increase is almost exclusively 
attributable to the van segment. If you sub-
tract the production volume of vans in 2018 
(more recent figures are unfortunately not 

yet available, but the trend is confirmed in 
2019) from the total production volume of 
German recreational vehicle manufacturers, 
then we have effectively produced more 
caravans than classic motor homes through-
out Germany. For this reason, I believe in a 
continued outstanding future not only for 
the caravan, but also for all other areas of 
caravanning.

Aboutcamp BtoB: Fendt-Caravan has 
tried to produce both caravans and mo-
torhomes, but today it is the only rec-
reational vehicle manufacturer focused 
only on caravans. Why did Fendt-Cara-
van stop building motorhomes?
Hans Frindte: This was a strategic deci-
sion made years ago by our owner Harald 
Striewski. As we did not have the resourc-
es for in-house production at that time, 
we had these motorhomes produced by 
an external service provider. Unfortunate-
ly, this was only moderately successful on 
the one hand, and on the other hand it was 
not “Made by Fendt-Caravan”. Therefore, 
the company decided at that time to ded-
icate itself completely to the production of 
high-quality caravans.

Aboutcamp BtoB: What makes the 
Fendt-Caravan brand different from its 
competitors?
Hans Frindte: We deal exclusively with the 
development, construction and production 
of caravans, which is certainly the biggest 
difference to our competitors. All resourc-
es, as well as the entire experience of all 
employees play a key role for us. Many col-
leagues have been working in our company 
for decades: they do not only work here; 
they live our brand. The first Fendt cara-
vans rolled off the production line in 1970 
in modest quantities, in November 2019 
we produced the 250,000th caravan. Since 
the start of production, our company has 
been able to write an extraordinary success 
story, for today we are one of the world’s 
largest caravan manufacturers. This im-
pressive number was achieved, and that’s 
what makes it special - primarily with the 
production of very high quality and exclu-
sive caravans in the premium segment. The 

experience and the technical know-how, 
as well as the passion of the entire staff at 
Fendt-Caravan guarantee that the number 
250,000 will only be a milestone on the 
continuing successful path of our company. 
And I can tell you: all of us at Fendt-Caravan 
are incredibly proud of this and are curious 
what the future will bring.

Aboutcamp BtoB: Which are the charac-
teristics of a typical Fendt-Caravan cus-
tomer? Is he/she loyal to the brand over 
the years?
Hans Frindte: The average Fendt-Caravan 
customers are particularly conscious about 
quality. They attach great importance to su-
perior material, to classic but modern design 
and, of course, to comfort in all areas. All 
these features, combined with innovative 
room concepts and especially our user-ori-
ented solutions, make a caravan something 
very special - a Fendt caravan. As mentioned 
before, we are proud of what we produce. 
The biggest challenge is indeed to be able 
to offer our loyal Fendt-Caravan customers 
(according to various surveys, there is an ex-
tremely high level of customer loyalty to our 
brand) caravans that are of high quality and 
durability (we offer a 12 years leakproof 
guarantee) consistently over the decades, 
and are also attractive both visually and in 
terms of price.

Aboutcamp BtoB: It looks like the cara-
van market has two extremes: on one 
side, there are big caravans for those 
who want to have a sedentary holiday 
and, on the other, compact, light cara-
vans for dynamic holiday lovers that 
are willing to tow their vehicle. Is it 
true? How will Fendt-Caravan fit in this 
scenario?
Hans Frindte: In recent years, we have tak-
en many actions to ensure the future-ori-
ented alignment of our company, including 
a significant change in the range of pro-
grammes we offer. If you look at our current 
caravan range, you will find a wide range of 
products from the small Fendt Bianco 390 
to our large caravans with tandem axles like 
the Saphir, Opal, Tendenza and Diamant se-
ries. Today’s caravans offer many compact 

Fendt Bianco Primo Fendt Diamant



64 B t o B
    

layouts with all forms of self-sufficiency in 
fresh water/wastewater and power supply 
with built-in battery, as has been standard 
in motorhomes for years. The holiday hab-
its of taking several shorter holiday trips 
instead of one very long holiday are now 
becoming more feasible due to the signifi-
cantly increased range of active-caravans. 
What still makes caravans of all sizes highly 
attractive is the great freedom at the holi-
day destination. For example, when the car-
avan has been parked precisely on the site 
of the desired destination with the help of 
a manoeuvring system, the car is then ei-
ther always available for the entire stay or 
is hitched up again in the next few days to 
continue the journey.

Aboutcamp BtoB: Let’s talk about 
the crisis around diesel engines and 
caravans. Some manufacturers are 
thinking about alternative solutions, 
like ultra-light caravans or caravans 
with auxiliary engine. What about 

Mr. Frindte in conversation with our editor in chief

Fendt-Caravan?
Hans Frindte: The entire industry has been 
dealing with these issues for some time 
now, a few of our competitors even with 
great media coverage. Of course, we are 
not inactive in these future topics either, 
but we will only bring them to the market 
when the time has come. With all these in-
novations, there are still a lot of insecurities 
we must overcome. The topic of lightweight 
construction is technically demanding and 
currently still very cost-intensive, especial-
ly for a finished product. In the case of a 
caravan/trailer with an auxiliary engine, the 
legal basis must first be created, with a time 
frame that is not yet defined at the mo-
ment. Nevertheless, at this stage, we must 
deal with the development of a suitable sys-
tem and that is exactly what we are doing.

Aboutcamp BtoB: What’s the relation-
ship between Fendt-Caravan and Hob-
by Wohnwagenwerk? What are the 
synergies and differences between 

them?
Hans Frindte: The compa-
ny Hobby Wohnwagenw-
erk is our parent company, 
located in the far north of 
Germany, while we have 
our headquarters in Bavaria 
(in southern Germany). Not 
only this geographical sepa-
ration, but also the orienta-
tion for the respective target 
groups of our products has 
a different approach. While 
we are intensively engaged 
in the production of high 
quality and exclusive cara-
vans for the lower and upper 
middle class as well as the 
luxury segment, the compa-
ny Hobby Wohnwagenwerk 
rather serves customers in 
the middle and beginner’s 
segment with its range of 

products. A healthy competition between 
the two brands does not harm us, but is 
rather an incentive and is not only tolerat-
ed but also desired by our owner. However, 
when it comes to essential topics such as 
developments and major projects, we are 
a real family. In recent years, the markets 
have changed, mergers and acquisitions 
have taken place, and these new constella-
tions will probably change our core markets 
in the future.

Aboutcamp BtoB: Is it possible to consid-
er dealing with non-European markets?
Hans Frindte: Increased internationalisa-
tion will play a moderate role in the future, 
in which we, as a European premium cara-
van manufacturer, already have significance 
in the market and are expanding it con-
tinuously, but with caution, as is the case 
with many things we do. Products “Made in 
Germany” are still a trademark in the global 
market and we at Fendt-Caravan fulfil this 
in a particularly impressive way.

Caravans of the year 
2020

Motorpresse Stuttgart organized 
its traditional “Caravans of the 
Year” awards which were an-
nounced during the CMT trade 
fair in Stuttgart in January 2020. 
The awards were chosen by 7,960 
readers, who from 70 different 
models across five different cate-
gories, placed Fendt as a winner 
for the 2020 season.
For example, for the readers’ 
choice for the magazine “Cara-
vaning”, Fendt caravans took first 
place in three categories.

People Hans Frindte

Fendt Bianco Activ

Fendt-Caravan headquarters in Mertingen, Germany, with the whole team
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Responsible for publishing a digital 
magazine and a website (which re-
cently changed its name from ADAC 

Camping World to PiNCAMP) with over 
5,500 campsites in Europe available to book, 
Aboutcamp BtoB asked Uwe Frers about the 
current camping industry, and its future.

Aboutcamp BtoB: How long have you 
been CEO of ADAC Camping, and what 
are your previous career highlights?
Uwe Frers: I started at ADAC 
Camping in November 
2017, which means I 
have been the CEO for 
over two years. I have 
been involved in on-
line businesses for 
23 years. I started 
my career at a Ger-
man media group 
and I have also 
been the assistant 
to the General 
Manager of the 
Handelsblatt Group 
in Dusseldorf where 
I created its first on-
line business. In 2000, 
which is now 20 years 
ago, I went to my first 
start-up in the 

AboutcampBtoB interviews Uwe Frers, CEO of ADAC Camping, a division of Germany’s biggest mem-
bership organisation, ADAC.

European camping insights
Words Antonio Mazzucchelli - photo Enrico Bona

financial industry, and now I am at PiNCAMP, 
which is the fourth new venture I have creat-
ed. My dream and focus is creating ideas and 
getting teams together to do something new 
and see it grow.

Aboutcamp BtoB: The report you pre-
sented at CMT 2020 said the demand for 
camping is increasing but there are not 
enough pitches. Can you explain this in 
more detail?
Uwe Frers: There are two parts to this: the 

manufacturers and the consumers. We 
can see rising numbers of consumers 

stepping in to the camping mar-
ket every year. In Germany, more 
than 80,000 leisure vehicles 
were sold last year, which is 
another double digit increase 
compared to the year before. 
These people are interested in 
creating great camping expe-
riences, but are also looking 
for campsites and we can see 
a stagnation in the rise in the 
number of pitches available on 

campsites in Germany and the 
rest of Europe. 

The number of campsites in Eu-
rope is decreasing which means 

there are less pitches 

available. Sometimes new campsites are cre-
ated but these, and the existing campsites, 
are tending to invest more in mobile homes 
instead of camping pitches. The result is that 
there are more and more camping-orientated 
consumers looking for campsites, but there 
are less and less pitches available for them, so 
the market is really confusing. We now have 
to find a solution. We launched PiNCAMP 
one year ago because we know that 20 years 
ago campers were able to decide where 
to stay once they arrived somewhere, but 
there’s no chance of that today and booking 
ahead is often essential. If you are a family 
wanting to stay somewhere for two weeks 
in the main season you have to book sever-
al months in advance. It’s pretty much the 
same for couples too at peak times; rather 
than going from campsite to campsite when 
they want to like they used to, they also need 
to pre-book. Therefore, the strategy for PiN-
CAMP is to have a platform with all the rates 
and availability available online so users can 
pre-check which campsites are available.

Aboutcamp BtoB: The same report high-
lights that one third of German campers 
stay in Germany for their holidays. How 
has this ratio changed over the years?
Uwe Frers: I think the German market is 
booming even more than the southern Eu-
ropean region, and the only reason for this 
is the changing weather conditions. In 2018, 
for example, it was an amazing summer in 
Germany with more than six weeks without 
rain, and even last year was pretty good. We 
can see a really high increase in overnight 
stays in Germany and our publishing busi-
ness has seen an increase in books with in-
formation for holidays in Germany and the 
north of Europe, whereas sales of books for 
southern Europe (e.g. Italy, Croatia, Spain 
and France) have not grown.

Aboutcamp BtoB: You have calcu-
lated that 22.8 percent of German 
campers with caravans come to 
Italy, while 22.7 percent stay in 
Germany. For motorhomes, the 
ratio changes in an important 
way: 34 percent remain in Ger-
many and only 13.2 percent 
go to Italy. Why do you think 
these statistics for caravans 
and motorhomes vary so 
much?
Uwe Frers: That is quite easy 
to explain. The caravans are 

The floor to Uwe Frers
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more likely to be families who want guaran-
teed good weather for their main holiday, so 
they’re not prepared to take a chance, but a 
motorhome owner might be happier to risk 
it. A family with a maximum of two or three 
week holiday available in the summer will 
usually choose a campsite with a beach or 
a water attraction and good weather condi-
tions. Even though Germany has had great 
some summer weather, the conditions are 

always more guaranteed in southern Europe, 
like Italy. Motorhome owners are more likely 
to be 55+ and do a lot of short stays where 
they only have to travel up to 300km, stay 
at a campsite or Stellplatz to visit a city, and 
then go home. For families in a caravan, 
southern Europe is still a major target. Moto-
rhome owners may choose southern Europe 
for extended trips but stay closer to home for 
shorter trips, which is why Germany is quite 
important for them.

Aboutcamp BtoB: You have highlighted 
an increase in the trend for winter camp-
ing. Can you tell us more about this phe-
nomenon?
Uwe Frers: Winter camping is quite an im-
portant subject that has grown by something 
like 26 percent compared to previous years. 
This is because more campsites are open in 
the winter, especially in the Alps where peo-
ple want to get a holiday in the snow around 
Christmas time or in January and February. 
The other reason is that the average price for 
a new motorhome is €72,000, so if someone 
has invested that much they will be interest-
ed in taking as many holidays or breaks as 
possible in it.

Aboutcamp BtoB: The phenomenon 
of ‘vanlife’ full-timers and young and 
independent campers is very interest-
ing, but how can they be attracted to 
conventional campsites. What are your 
thoughts on this?
Uwe Frers: This is interesting from two view-

points – the manufacturers and the camp-
sites. 
The market now is quite different compared 
to 20 years ago when there were not so many 
campervans available so younger people 
probably bought one that was 25 years old 
with several previous owners and then used 
it for 15 years. Today, the younger buyers are 
35 years old with dual incomes, no children 
and are prepared to invest €60-70,000 in a 

super-equipped camper 
that is very comfortable. 
They are interested in 
modern design and con-
venience and probably 
already drive a premium 
car, like a BMW, with a 
second car, like a Mini 
Cooper. They are style 
orientated consumers. 
This means the manu-
facturers have to focus 
on a new target group 

which is much more 
modern. The ‘van-
lifers’ are looking for 
an experience that is 
very different from a 
big, five star camp-
site and I think the 
camping industry has 
to think about how 
to attract them with 
new types of offers 
and new types of 
campsites. For exam-
ple, yesterday, I spoke 
to someone who in-

tends to create a forest campsite with huge 
amounts of space for everybody and where 
campervans and vanlife people can be fully in 
nature. They are looking for freedom and na-
ture, whereas a campsite offers security and 
a different kind of nature. The two offer very 
different experiences.

Aboutcamp BtoB: 
Another point of in-
terest is the eco-sus-
tainability of camp-
ing holidays. What 
are ADAC’s rela-
tionships with the EU 
Ecolabel and ECOCAMPING brands? And 
what is your advice in this area for own-
ers of European campsites?
Uwe Frers: There has been a long co-op-
eration between ECOCAMPING and ADAC 
Camping, and we have supported them from 
the beginning. It’s important to be active in 
this sector today, whereas 20 years ago no-
body really cared about ECO and sustainabili-
ty topics, but this has all changed. There was 
an important speech at the ADAC Camping 
Gala which said our children, the new gen-
eration of 14 to 16 year olds, have a totally 
different mindset; for example, there are chil-
dren who tell their parents they do not want 
to go on holiday by aeroplane anymore. The 
new generation is much stricter and I think 
it is the time to not only talk about this, but 
make changes. Therefore, it is the right time 
for the industry to think about what can be 
changed. This is a major topic so we must 
think about how we can combine economic 
interests and eco-interests. I’m sure the in-
dustry can find ways to earn more money by 
being eco-friendly.
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The floor to Uwe Frers

Aboutcamp BtoB: You have 134 Superpla-
tze (superpitches), which is about 20 per-
cent more than in 2019. Does that mean 
that several campsites have invested in 
quality?
Uwe Frers: When we looked at all the quality 
metrics of the ADAC inspections, we saw an 
average increase of one percent, so the qual-
ity is improving. There was a big rise in the 
number of Superplatze pitches, which saw 
the biggest increase compared to any other 
category. 

If someone is investing in a new campsite (for 
example: there are some big projects in Cro-
atia, Italy and France), they are focusing on 
the luxury side because this gives a lot more 
opportunities to refinance their investment. 
Sometimes these represent two or three digit 
million investment opportunities so I think we 
can see an increase in the professionalism in 
this sector. There is an increase in chains cre-
ating great value at the campsite and brands 
that represent a quality proposition for con-
sumer, so I think we will see an increase in 
superplatzes in the future.

Aboutcamp BtoB: The biggest improve-
ment of the average ADAC ratings is in 
Croatia. Italy is only in third place after 

Denmark. Do you have an explanation 
of why this improvement has occurred in 
Croatia but less so in Italy?
Uwe Frers: There are some top quality re-
gions in Italy with more superplatze pitches 
than in any other region in Europe. It is quite 
amazing to see how much they have invested 
in these sites, not only in hardware, but also 
in creating great services and teams that real-
ly offers value in high season. Italy is doing a 
great job.
In Croatia, they seem to be hungry to create 

something new and a 
big business in camp-
ing. They have a lot 
of experience from 
the hotel industry and 
everything is driven 
by some big chains 
and the government, 
which clearly sees 
tourism as its num-
ber one business. 
Camping is a major 
driver of revenue for 
a country, and I think 
Italy’s problem is that 

it doesn’t have the po-
litical support behind it 
like Croatia does.

Aboutcamp BtoB: 
PiNCAMP.de seems 
to be a big success. 
What are the next 
steps? Will you trans-
late it to other lan-
guages?

Uwe Frers: We have already started 
to offer PiNCAMP in other languag-
es. We are launching PiNCAMP.CH 
in co-operation with the Swiss tour-
ing club and then there will be an 
Italian and French version as well. 
This is just our first step to becom-
ing international. We have two ma-
jor goals: getting more campsites 
bookable online, and rolling it out 
over Europe as a consumer brand, 
which is why we changed its name 
from ADAC Camping to PiNCAMP.

Aboutcamp BtoB: The ADAC 
Camping Stellplatzführer App 2019 is the 
first tourism app in Germany to achieve 
77,000 sales in 2019. How 
has the ratio of sales be-
tween the hard copy guide 
and the app changed in 
recent years? Has there 
been a significant reduction 
in sales of the hard copy 
guide? Do people buy both 
(the guide and the app), or 
are you reaching new users 
who previously did not buy 
the guide?
Uwe Frers: The hard copy 
guide market is fairly stagnant 
but we want to keep our mar-

ket position as the best-selling guides of their 
kind in German bookstores. We don’t want 
to lose market share. The app is a real success 
story. It is the number one app for camping 
and travel, and in ninth place for all paid-for 
apps (except gaming) in Germany. Sales in-
creased by eighteen percent last year, and it 
has been so successful because it has a com-
bination of campsites and Stellplatz (designat-
ed overnight stops for motorhomes). Over 50 
percent of people who use the app use moto-
rhomes and like to do those typical three day 
breaks. As the combination of offering camp-
sites and Stellplatz is so successful, we want 
to offer this function on PiNCAMP by this 
summer. We are also adding a separate search 
function for mobile homes so every type of 
camping (campsites, Stellplatz and mobile 
homes) is available on PiNCAMP. There has 
been a stagnation in the growth of the book 
business, but a rise in the app and a tremen-
dous increase in our core online business with 
the reach of the PiNCAMP website increasing 
by 86 percent compared to the year before. 
We have a target to increase this by at least 
another 50 percent in the next few years. Last 
year, we reached about 7.2 million visits on the 
PiNCAMP website with about 20 million page 
views, and we’re sure this will soon be over 
30 million. We still believe in printed books 
though and think there is a new interest in 
the book business. We have to think about 
what kind of books the new target groups are 
looking for. They are not just interested in a 
list of 5,000 campsites, they want more inspi-
rational books with a lot of emotional content 
and pictures but less details. They want to see 
where they can get a real emotional experi-
ence, so we are preparing new concepts in 
co-operation with the second biggest media 
group in Germany for travel literature to cre-
ate inspirational ‘coffee table’ books. We will 
launch the first two books this year (2020) 
and then two to three books every year. They 
are for a clear target 
group of people, for 
example, those that 
want luxury camp-
ing or the popular 
topic of camping 
with kids, and will 
have more pictures 
and emotion to de-
scribe what fun it is to 
go camping.

Mr. Frers (on the right) 
in conversation with our editor in chief
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With forty years of experience 
in the caravanning sector, 

we are proudly alongside 
many RV manufacturers 

as OEM suppliers.

Assistance network at European level. 
Internal research and development. Quality made in Europe. 40 years of experience.

www.telecogroup.com

PhoneBoosterVan

Lithium Ion batteries

Automatic Sat systems

Generators

Air conditioners



70 B t o B
    

words Andrea Cattaneo

Report Stuttgart - CMT

According to the experts, January’s 
CMT fair in Stuttgart has become a 
barometer for the motorhome and 

caravan industry. The CMT is proving to be 
“a magnet” for industry representatives 
from all over Europe, according to Holger 
Siebert, Vice President and Board Member 
for Public Relations at Germany’s Caravan-
ning Industry Association CIVD. 
The CMT has impressively underpinned its 
status as the world’s largest public trade fair 
for tourism and leisure: “Over the course of 
nine days, we are thrilled to have welcomed 
around 300,000 visitors to our exhibition 
grounds and have 2,161 exhibitors. An ab-
solute record!” said Roland Bleinroth, Man-
aging Director of Messe Stuttgart, after this 
year’s CMT 2020.

Guido von Vacano, member of the man-
agement, added: “The CMT has evolved 
brilliantly. We have extended our range of 
services and enhanced the profile of the 
tourism and caravanning sectors, which is 
captivating our visitors.” 
This success is attributed to the fair having 
an even greater number and wider variety 
of caravanning accessories, a new focus on 
“Vanlife”, new and attractive tourist desti-
nations to consider, a supporting program 
with over 600 events and successful mini-
fairs on areas such as biking and hiking, golf 
and wellness trips, as well as cruise and ship 
trips. 
Another factor for success is the expanded 
programme of events for trade visitors. This 
year, over 40 events were available for trade 

Stuttgart’s CMT holiday fair 
opens up new dimensions

Around 300,000 visitors and 2,161 exhibitors: 
the Stuttgart CMT holiday exhibition is growing on a new scale.
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Exhibitors total 2161

Visitors total 300,000

Net space total (sqm) 120,000

Opinions

Alexander Leopold, CEO of Dethleffs 

“The CMT 2020 gave Dethleffs an excellent start 
to the new year! We are happy to have seen an 
enormous number of visitors. What was particularly 
striking was the large number of young families and couples who vis-
ited the Dethleffs stand with precise ideas and very specific purchasing 
intentions - an interesting target group for us, who in many cases are 
just discovering caravanning, who are perfectly suited for our modern, 
well designed vehicles.”

Bernd Wuschack, Managing Director of
Sales, Marketing and Customer Service, Carthago

“The Carthago Group draws an extremely positive 
conclusion from exhibiting at the CMT. Whether 
it was the number of visitors to the stands of our 
Carthago and Malibu brands, or the intensity of 
contacts or the number of deals, we saw a further 
increase on the first weekend compared to the al-

ready very successful previous year. This positive impression solidified 
over the entire duration of the fair across our entire range.”

Holger Schulz, Managing Director, Hobby

“This year’s CMT is our most successful exhibition 
ever in Stuttgart; what a fabulous way to start 
2020! The high numbers of visitors and deals con-
firm that we are on the right track with our brand 
development at Hobby. We have generated a great deal of interest 
from customers of all ages and registered exceptionally high demand 
for our various family floor plans with children’s beds.”

Nils Ihsen, Sales Manager for Leisure Vehicles, Thule

“We are really pleased with CMT 2020. We met 
such high-quality visitors and registered a record 
number of visitors to our stand. Not just in terms 
of quantity, but the quality of the visitors was far 
higher than last year too. Next year, we will be back 
at CMT with the same size stand, if not bigger.”

visitors at the new CMT Business platform. 
The camping area for caravans and motorhomes 
and the additional parking spaces in the “Mo-
tel CMT” were very popular again with a record 
number of 8,000 overnight vehicles registering to 
stay during the show.
The subsidiary trade fairs covering activities like 
golf and wellness trips plus cruise and boat trips, 
opened their doors on the second weekend of 
the CMT, from Thursday to Sunday. Their exhib-
itors were extremely satisfied. Around 250 com-
panies presented their innovations and offers for 
the golf and holiday year 2020 in Hall 9. On the 
first weekend of the CMT, bicycle and hiking trips 
were the focus of interest as this area of tourism 
is enjoying growing popularity. The 350 exhibi-
tors in this area confirmed they were extremely 
satisfied with the level of interest from visitors.

Touristik & Caravaning Leipzig

If you don’t want to 
wait until the CMT 

2021 in Stuttgart, 
Messe Stuttgart is or-
ganizing the “Touristik 
& Caravaning” fair for 
the third time from No-
vember 18 to 22, 2020 
at the Leipzig exhibi-
tion center.
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Report Stuttgart - CMT

European Innovation Award
at CMT

Manufacturers of motorhomes, caravans, vans, 
camping and vehicle accessory segments who 

submitted entries to European Innovation Award in 
15 categories from their innovative products for the 
2020 season.

More than 200 entires showed how much innova-
tion there is in the industry and how creative the 
award participants are. Particularly popular was 

Categories winners

Bloggers favourite

Overall concept winners

Overall concept Camper
Knaus Tabbert GmbH
KNAUS L!VE I

Overall concept Caravan
Adria Mobil
Astella

Overall concept Van
Sunlight GmbH
CLIFF 4×4 Adventure Van

Overall conc. equipment
Alois Kober GmbH
Weighing function for the 
supportsystem HY4

Technology
Alois Kober GmbH
Hybrid Power Chassis

Vehicle equipment
Lippert Components
LCI SmartRoom 2.0

Camping equipment
Dometic GmbH
Compressor cooler CFX3

Interior design
Hymer GmbH & Co. KG
HYMER VisionVenture

Exterior design
Hymer GmbH & Co. KG
HYMER VisionVenture

Layout
Adria Mobil
Astella

Safety
Carthago Reisemobilbau
Full-LED-Headlights

Safety
REICH GmbH
Easydriver flashlight

Sustainability/Environ.
PlugVan GmbH
PlugVan residential moduls

Audience focus
Carthago Reisemobilbau 
C-compactline 
Super-lightweight

Audience focus
VW Nutzfahrzeuge 
California Beach Camper

Mktg and PR campaign
Hobby-Wohnwagenwerk 
Hobby-Van Optima 
Ontour Edition

1st place
Hymer GmbH & Co. KG
HYMER VisionVenture

2nd place
Dethleffs GmbH & Co.KG 
Globevan e.Hybrid

3rd place
Alois Kober GmbH
Next Generation Trailer 
Platform

4th place
E-Trailer B.V.
E-Load, noseweight in your 
smartphone

the category “target group focus”, which 
proves that the caravan manufacturers at-
tach great importance to being close to 
their customers. The judging of the wide 
range of submissions were the responsibil-
ity of the editors-in-chief of 17 specialist 
magazines from 15 European countries.

In the “Bloggers Favorite” category, 15 
bloggers and influencers selected from 
various European nations selected their 
top four innovations.

The awards were presented to the winners 
at a gala on January 12, 2020, at the CTM 
2020 trade fair in Stuttgart. 
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Bürstner presented a new series of cam-
pervans, differing from its current City 

Car in several ways. The interior decor is 
more modern, but the real innovation is 
the continuity of space between the driv-
er’s cabin and the passenger compartment, 
made possible by the removal of the roof 
over the cab. Another addition, which is 
now in great demand on the European mar-
ket, is the optoin of an elevating roof with 
canvas walls. The Campeo range has three 
versions, in the classic sizes of 541, 599 and 
636 cm body length.

Bürstner Campeo

The brand of Erwin Hymer Group 
extends its product range and 

presents a new campervan, the Vano-
lo. An optional pop-top roof creates 
two additional sleeping spaces for 
maximum flexibility. The new Vanolo 
Campervan series is available in five 
different layouts and in three different 
leghts: 541, 599 and 636 cm.

This new version of the 
Nova, one of the more 

unusual model on the mar-
ket today, was presented at 
the CMT show. True to the 
original design concept, it 
is constructed with a fibre-
glass monocoque body, rath-
er than the usual assembly 
method of joining sandwich 
panel walls together, and is 
smoothly integrated with a 
Mercedes Sprinter cab and 
chassis.

La Strada Nova EB

Introduced last year, Laika’s Kosmo 
Campervans have been enhanced with 

the addition of a lifting roof with canvas 
walls as an option. The space created by 
raising the roof includes a double bed, 
which brings the number of beds avail-
able to four. The roof is accessed via a 
handy removable ladder in the dinette 
area.

Laika Kosmo Campervan

News from the fair: our selection of RVs

Etrusco Vanolo



74 B t o B
    

Report Stuttgart - CMT

Promobil reader’s choice 2020

Every year, the European magazine Promobil, published 
by Motor Presse Stuttgart, present the results of its 

reader’s poll: Motorhome of the Year, Caravan of the Year, 
and Best Brand of the Year. 

In 2020 over 16,000 Promobil readers took park in choos-
ing their best RV and components and accessories in 12 
different categories: from heaters, refrigerators and jacks 
to power generators. The results become their “Best 
Brands 2020”:
There was nothing new in terms of the most popular Sus-
pension Systems. AL-KO won confidently with 71.5 per-
cent of the vote. Almost 20 percentage points separate 
the front-runner from the next-best, Goldschmitt, who 
ranked second with 52.3 percent of the votes. There is even more of 
a gap between the 2nd and 3rd place with the manufacturer Linnepe 
achieving 17.8 percent of the vote. 
Heaters ensure cozy warm temperatures in a motorhome in winter, 
and according to Promobil readers, Truma seems to do this best. Tru-
ma’s heaters were number one again this year with 79.4 percent of 
the vote. Alde claimed second place with 42.4 percent of the votes. 
Webasto followed in third place with 31.6 percent.
With 52.7 percent of the vote, AL-KO Jacks successfully defended 
the title of the most popular jacks. Goldschmitt was close on Alko’s 
heels with 50.9 percent of the vote. Linnepe is again in third place 
with 20.2 percent of the votes.
Air conditioning systems ensure tolerable temperatures in a moto-
rhome during the hot days of summer. Dometic won the title of the 
most popular air conditioning manufacturer with 67.1 percent of the 
vote. Truma took second place with 52.1 percent and Eberspächer 

followed at a good distance with 16.3 percent of the votes.
The first place for the best Refrigerators went easily to Dometic 
again with 83.9 percent of the votes. Thetford and Webasto followed 

in second and third place with 37.1 and 12.9 percent of 
the votes, respectively.
In the Awnings category, once again, the Thule-Omnis-
tor brand seems to provide the best shade. The Sovereign 
brand achieved 73,2 percent of the votes to give Thule a 
clear victory. Fiamma received 38.7 percent of votes, and 
Dometic came third with 31,9 percent.
For Satellite antennas, the Oyster brand appears to de-
liver a particularly good television reception with the top 
score of 47.5 percent of the vote. Kathrein secured second 
place with 28.1 percent, and third place went to Alden 
with 22.3 percent of the vote.
Büttner Elektroniks Solar systems were voted the most 
popular solar panels by the readers with 54.2 percent of 

the votes in this category. Solar Swiss was far behind with 14.5 per-
cent of the vote. Category newcomer Carbest displaced Telair’s to 
take third place with 10.7 percent of the vote.
The Power generator category was won by Honda with 37.0 per-
cent of the votes. Dometic is almost as popular with 32.5 percent to 
put it in second place. Efoy follows in third place with 14.7 percent 
of the vote.
In the category of the most popular Toilet systems, there were only 
two brands to choose from this year. Thetford prevails and remains 
the leader with 82.9 percent of the vote. Dometic follows somewhat 
behind with 43.2 percent of the vote.
Bike racks are popular for motorhomes, and Promobil readers chose 
Thule again as their most favourite brand to trust. The brand’s Bike 
racks transport their beloved bikes safely and won 56.8 percent of the 
vote. Fiamma and Sawiko / AL-KO follow with 29.2 and 19.4 percent 
respectively.

The new semi-integrat-
ed model uses a name 

Bürstner has already used 
in the past. The Delfin is 
based on a Citroen Jump-
er. It is offered in different 
layouts with interior vari-
ants (for example Mocca 
and Blau) heavily focusing 
on colour combinations of 
modern soft shades.

Bürstner Delfin

There is a new layout for the double-floor 
equipped Activa One: the 650 HS. This mod-

el offers a mid-range campervan with overcab for 
those who do not want an expensive motorhome. 
This provides an interesting solution for two peo-
ple who want a large living area and do not need 
many beds. 
Above the cab there are two single beds (convert-
ible into double), accessible via a ladder, while in 
the rear area there is a large U-shaped lounge with 
a dining table. If required, the rear sofa can be 
converted into two travel seats and two additional 
sleeping places. The vehicle has a body length of 
650 cm.

Eura Mobil Activa One 650 HS
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Satellite antennasSolar systems

Suspension systems

Air conditioning

Refrigerators Toilet systems

Base vehicles

Bike racks Power generators

Heaters

Best Promobil brands 2020 at a glance

Awnings Jacks
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C ompany news Filippi 1971

In recent months, the activity of Filippi 
1971 has been in the spotlight of all 
professionals for their proposals in the 

field of new technologies applied to the 
camper and caravan sector. Filippi 1971 
succeeded in what many considered an im-
possible feat: to bring composite materials, 
in particular carbon fiber, to the RV sector. 
All this, however, must not make us forget 
that in fifty years of activity Filippi 1971 
has perfected the technique of laminating 
wood-based panels, which still constitutes 
their core business.
“The investments made in recent years 
have been significant,” explains Ivo Bolis, 
Export Sales Manager of Filippi 1971, “the 
number of employees has more than dou-
bled and our range of action has widened 
significantly, both in terms of markets and 
products. A development phase of the 
company is still underway, but our initial 
commitment in the sector of laminated 
wood panels remains firm. In the RV sector, 
which represents 70% of our turnover, we 
are partners of many manufacturers with 
the supply of laminated panels.”
The lamination of wood-based panels is 
now a widely consolidated process: a spe-
cial decorative surface is applied onto the 
panels which, once CNC-ed, will become 
the various parts of wardrobes, hanging 
lockers, doors and other elements that 

Alongside the composite materials and 
ultralight solutions put in place lately, 
Filippi 1971 maintains its core business 
in the interior furnishing sector with 
the production of laminated plywood 
panels, in a range that can now count 
also laminated sandwich panels.

A classic 
never ages

Words Andrea Cattaneo

make up the RV furnishings. The plywood 
panels may be in – preferably Italian – pop-
lar plywood, Ilomba, E-wood, Lauan, Mer-
anti or any other kind of lightweight and 
durable wood source, with thicknesses 
ranging from 1.8 to 30 mm. Various types 
of decorative films are used, such as finish 
papers, PVCs, PPs, CPLs and Alkorcells, ap-
plied to the panels by pressing and gluing 
through a calender ennobling system. The 
standard height of the panels is 130 cm, 
but the company is equipped with another 
calender for the pro-
duction of larger sizes 
up to 200 cm in width.

E-wood 
and E05 gluing
“We are attentive to 
the new technological 
and product solutions 
that are put onto the 
market,” says Frances-
ca Filippi, Export Sales 
& Marketing Man-
ager of Filippi 1971, 
“for example, among 
the wooden kinds of 
panels in addition to 
the traditional poplar 
plywood, we do also 
offer the E -wood, an 

engineered poplar veneer surface which 
is somehow considered to be an alterna-
tive to the African wood-veneer Ilomba. 
While both E-wood and Ilomba are meant 
to mask and avoid the so-called cathe-
dral-effect of the poplar surface, Ilomba 
still seems to offer more surface resistance 
than the E-wood thanks to its specific 
hardness. Dealing with most of the larger 
OEMs in Europe, what we consider crucial-
ly important for us is to collect all the infor-
mation about the customers’ requirements 
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Founded almost 50 years ago and ac-
tive in the furniture industry ever since, 
FILIPPI 1971 firmly fits into the recre-
ational vehicle world in 2000, starting 
to supply laminated lightweight panels 
to motorhome and caravan manufactur-
ers around the world. In 2013, the part-
nership with the entrepreneur Giorgio 
Levoni opens to a new phase of consol-
idation and expansion that sees, among 
other initiatives, the launch of a new 
production line using the digital print-
ing for the customization of the panel 
surface. At the end of 2016, the relent-
less activity of FILIPPI 1971 R&D delivers 
VittEr®, the new generation compact 
laminate which is highly customizable in 
the design and texture, is scratch-, fire-, 
and water- resistant and 100% formal-
dehyde-free. At the beginning of 2017 
a new building is set up exclusively for 
the manufacturing of complete furni-
ture kits; the cabinet making has then 
been completed with the production 
of curved doors and any kind of special 
components, taking the range of action 
even broader than ever. The RV industry 
is the core business for FILIPPI 1971 but 
its activity is extended also to alternative 
niche markets which always push them 
to innovate, thanks also to the “FILIPPI 
Lab” R&D department recently enlarged 
and equipped with an autoclave fea-
tured in the composite products area. 
Today FILIPPI 1971 delivers to more than 
20 countries worldwide.

Company Profile

FILIPPI 1971 SRL • contact@filippi1971.com

Three years ago, Filippi 1971 opened their own joinery, switching from being just a lam-
inating panels company to a wider role of many OEMs’ partner in the manufacturing of 
furniture kits. Filippi 1971 can deliver complete furniture sets, even the more complex of 
500 components, including flat and curved pieces. One key aspect is the bar code: Filippi 
1971 label any single furniture component integrating all the customer’s codes, so that 
the operator on the assembly line can efficiently get all the needed information by simply 
scanning the single piece.
It is not uncommon that OEMs outsource complex furniture pieces from Filippi 1971, such 
as curved pieces with particularly narrow radius, doors manufactured with non-standard 
technologies including 
the post-forming, special 
edgebanding, etc. And 
last, but not least, Filippi 
1971’s joinery is equipped 
to work on composite ma-
terials as well.

Joinery & bar code

ContactsIn partnership with

in order to offer them the solution which 
best matches their needs both from an ef-
ficiency and quality point of view. As per 
the recently introduced gluing of panels 
according to the German E05 regulation, 
we are already equipped to supply comply-
ing panels on large volumes without any 
problems.”

Filippi 1971 also manufactures boards lam-
inated with HPL, the single press having 
a size of 2,00x4,80 metres. There is also 

Filippi 1971 can offer different solutions to make lightweight furni-
ture components. Francesca Filippi asserts that, according to a mar-
ket research that has been done, the doors manufactured by Filippi 
1971 are the lightest on the market, with some weight difference 
– on a same model – that can stretch up to 500 gr per door. 
There is then the ultralight division that has already introduced ul-
tralight composite components made in VittEr®Lite, such as bench-
tops and doors as well.

Lightweight materials

an internal production of laminates with 
fully customizable digital printing, which 
allows great flexibility with the choice of 
the design and 3D texture. HPL is the kind 
of surface which is normally used for the 
kitchen and table tops, but, thanks to its 
durability, it is often selected by manufac-
turers for other furnishing elements, such 
as the doors, to obtain a higher impact and 
scratch resistance than panels laminated 
with decorative papers. 
Among the new core materials that Filippi 
1971 can offer there are sandwich pan-
els, for table tops or other applications, 
including structural ones, that have a cus-
tomizable density, with an internal core in 
expanded polystyrene or expanded poly-
urethane.

Laminating calender

Nesting CNC



78 B t o B
    

information about the company.
At the end of 2019, Aguti joined the Dex-
Ko Global group, where it works together 
with AL-KO Vehicle Technology to supply 
the world’s leading motorhome manufac-
turers. 
The name Aguti is actually that of a rodent 
that lives mainly in South America. It was 
chosen by Andreas Grieger, the company 
founder, in 1992. At that time he studied 
design, one subject was perceptual psy-
chology, and when thinking of a company 
name he wanted to meet some universal 
criteria: the name should be very recogniz-
able, ideally only have five letters with two 
to three consonants in it, had to sound a 
little bit Italian and everybody around the 
world should be able to pronounce it easi-
ly. In best case scenario, it would also give 
the possibility to assign a symbol used for 
marketing and design. “Andreas opened 
an encyclopedia and started with the ‘A’ 
letter”, explains Janssen. “When he arrived 
at ‘aguti’, he found a name fulfilling all the 
criteria and a nice animal that can be used 
as a logo. It is a little funny story, but it’s 
true.”

C ompany news Aguti

Since its acquisition by AL-KO Vehicle Technology, Aguti has not given up on its basic philosophy and 
thanks to its new partners, it can now focus on what matters most: new ideas.

Comfort, design & ergonomy

Words Paolo Galvani, photo Enrico Bona

W ith hours of travelling and hours 
of leisure often spent sitting in 
the same seat in an RV or moto-

rhome, it is easy to understand the impor-
tance of a solution that guarantees maxi-
mum comfort in every situation. 
Chassis manufacturers normally optimize 
their products for use on the road, but mo-
torhome manufacturers have to think of a 
wider range of scenarios and even offer the 
best possible solution when stationary. So, 
for seats, it’s not only the basic functions - 
such as height, inclination, rotation or arm-
rests – that change, but also the structure 
of the product itself, and above all its ma-
terials and fabrics which must adapt per-
fectly to the environment they are in. 
Aguti is the European market leader in 
seating systems for recreational vehicles. 
It also offers dinette benches, seatbelt 
frames, swivel plates, supports and more. 
At its Langenargen headquarters on Lake 
Constance (Bodensee) in southern Germa-
ny, we met Sebastian Janssen, who after a 
career of over 17 years in Toyota, has now 
been managing director of Aguti since last 
year. He shares with us some strategies and 

No production “inhouse”
Today Aguti employs 43 people, nine of which 
are engaged in R&D. Turnover is around €45 
million. Aguti supplies approximately 50,000 
front seats per annum, which accounts for 
just over half of the revenues. The other half 
is done with belt frames, swivels, adaptations 
and so on. These high numbers with such a 
low number of employees is only possible be-
cause of the following concept. The compa-
ny’s core activities are design, development, 
prototyping, purchasing, logistics, sales and 
marketing, but not production: “We don’t 
have production lines in-house”, says Jans-
sen, “but instead we have about 12 core con-

Sebastian 
Janssen
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tracted partners. This means we can always 
design our product according to customer’s 
needs, rather than needing to be limited by 
existing machinery or our own production fa-
cilities. There is no need to design the prod-
uct in a particular way to load our machinery 
or to load our production capacity. We can 
always select the best possible manufactur-
ing technology from our production partner 
portfolio. If one partner doesn’t have a par-
ticular technology we need, we can choose 
another one of them.”
The decision to outsource production was 
made in the early days of Aguti. “Andreas 
Grieger assembled the first Aguti products 
himself with a couple of employees in a very 
basic environment,” Janssen continues. “He 
found out that he was spending most of the 
time only in production with repeatable pro-
cesses rather than developing new products 
for his customers. Therefore, he made soon 
the decision that it was better to get produc-
tion partners on board and to focus his ener-
gy and his design and development passion 
into the creation of new products.”
This philosophy also allows Aguti to have 
great flexibility and speed-
up its product develop-
ment process so it can fol-
low customer needs which 
usually vary continuously 
and are based on relatively 
small volumes, but with a 
significant number of vari-
ants. Aguti is considered as 
one partner for all aspects, 
from the initial idea, with 

all the necessary briefings, to design, devel-
opment, prototyping, testing and homologa-
tion.

The importance of quality
Despite having its production externally, 
quality control on the final product remains 
an important Aguti focus. “Apart from com-
mercial conditions, we select our partners by 
making initial audits,” claims Janssen. “We 
have a specific supplier management system 
and our Purchase & Logistics department 
controls these partners together with our 
Quality Engineers who analyse claims and 
any product issues. We take regularly sam-
ples out of production which are re-tested by 
us. All of our partners have their own quality 
management systems but they are connect-
ed to us, so we have a good integration with 
our system”. 
This re-testing is strongly supported by the 
company’s own static testing rig. In 2012, 
Aguti invested in this testing facility that 
accelerates projects and enhances flexibility 
during design work – at the same time, the 
rig is used for re-testing of serial products. 

“We test products according to 
European Regulations and cus-
tomer specific requirements,” 
says Janssen. “We need to do 
this to optimize our products. 
Having our own test bench helps 
us to keep the development 
times short”. 

One million kilometres 
per year
Another Aguti specialty is its 
own logistics. “What we do in-
ternally is nowadays a bit exot-
ic,” confirms Janssen. “We sat-
isfy approximately two third of 
our logistics demand with our 
own trucks which are constantly 
circulating between our differ-
ent production partners and our 
customers. This is to meet the 
demand and flexibility our cus-
tomers ask for,” Janssen contin-
ued. Aguti has today five trucks 
which cover about one million 
kilometres per year to meet the 
demand in the most efficient 
way. It is like a milk-run and it is 

Aguti’s expertise is about the importance 
of ergonomic and healthy sitting and 
adapting to the individual needs of their 
customers. In order to meet this quality 
standard, Aguti supplies from Germany 
and attaches great importance to close 
cooperation with its clients. In-house 
designers and a powerful development 
department are researching innovative 
products and functional solutions day 
after day. This allows Aguti to react quickly 
and makes it a flexible and reliable partner 
in all areas where individual products are 
needed. Aguti seats are allrounders in 
terms of comfort, safety and ergonomics. 
Tailored specifically to the needs of 
motorhome travelers, they meet both, 
travelling and living requirements. The 
anatomically optimised contact surfaces 
for legs and back guarantee a healthy and 
body-supported sitting. There is hardly a 
seat manufacturer that has such a large 
selection of specifically designed variants 
of upholsteries. Furthermore, a variety of 
turnable and non-turnable adaptations 
and seat substructures allows convenient 
installation in all common vehicle types.

Company profile

optimized in terms of distance from custom-
ers and/or component suppliers. 
The integration with AL-KO Vehicle Technol-
ogy is the latest element that completes the 
strategy of the German company. “I believe 
this was a very good move for Aguti, because 
we are now part of a global company with a 
lot of vehicle know-how and a stable financial 
background,” states Janssen. “We have ac-
cess to further resources, if we require them, 
but we do our business here in the same way 
we did successfully in the past. Since we do a 
very special and customer focused business, 
this was a precondition from both sides for 
the deal between Andreas Grieger and AL-
KO Vehicle Technology”.
The two companies were competitors for 
seatbelt frames in the past but now they are 
able to find an optimized approach for both 
companies. It’s important to minimize variants 
and product lines to improve competitiveness 
for our customers. The synergies available will 
create a big chance for making even better 
products. But this is just a part of the oppor-
tunities emerging by the agreement. “A lot of 
motorhomes are built on AL-KO sub frames 
and we need to adapt our seats to fit on 
those, so this will help us to improve exchange 
of information and deliver a hand in hand ap-
proach for our clients,” claims Janssen. “AL-
KO has a very wide area of engineering and 
development tools, so - if needed - we can 
easily get support from their R&D”. The idea is 
that Aguti in Langenargen will be the Centre 
of excellence for seating within the group.

ContactsIn partnership with

Andreas 
Grieger

An exhibition of seats 
inside the Aguti headquarters
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Building a weigh function into a levelling system seems an obvious move. The tricky bit is getting 
it to work accurately, especially when you want it to weigh individual axles. AL-KO has risen to the 
challenge and added weighing to its HY4 levelling system.

AL-KO’s HY4 levelling system 
gains weight control

Words Terry Owen

Product news AL-KO

Hydraulic levelling systems have 
been around for some time but 
when AL-KO launched its HY4 sys-

tem in 2018 it broke the mould. Previously 
all systems had a centralised 

pump and control with 
hydraulic lines running 
up and down the chassis. 

The HY4 system is 
different in that 
each lifting unit 
is self-contained 
with its own 
pump and reser-

voir. This means there are no 
components to fit inside 
the vehicle and so no re-

strictions on load space.

Now AL-KO has broken the mould again by 
incorporating a weighing function with re-
mote control from any smartphone. Initially 
the HY4 could only be controlled from a re-
mote wired handset but from October 2019, 

Each lifting leg is self-
contained with its own 

pump and reservoir

AL-KO’s 2LINK 
box provides the 

connectivity between the 
smartphone and HY4 system (and 

other functions where fitted)

The HY4 is also suitable for the Ducato/Boxer/Jumper range of base vehicles
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with the help of AL-KO’s 2LINK box and a 
Bluetooth connection, smartphone con-
trol became possible. The four high-quality 
pressure sensors of the lifting units provide 
the driver with information about the total 
weight of the vehicle and the respective axle 
loads - for both 2- and 3-axle vehicles. The 
weighing function is also available for exist-
ing systems as an upgrade.
To ensure that the readings are correct, the 
system is first calibrated during installation. 
In this way it is possible to compensate for 
the fact that the jacking points may be away 
from the axle itself. Readings can be shown 
either in kilograms (kg) or pounds (lbs). This 
makes it very easy to comply with respective 
weight limits and to prevent the overloading 
of a given axle or the vehicle as a whole. The 
entire weighing process is fully automatic. It 
takes just three minutes to deploy the legs, 
weigh the vehicle and retract the legs again. 
In addition to providing weight information 
the HY4 excels at levelling the vehicle and 
making it stable, especially on soft ground. 
By means of a built-in inclination sensor the 
system will first inform you if it is possible 
to level the vehicle on the terrain on which 
it is standing. Clearly labelled buttons allow 
you to have the option of controlling pairs 
of supports individually and using the slope 
levelling manually or automatically. Levelling 
is accurate to the millimetre and is complet-
ed within a minute.
The system also offers two freely program-
mable functions to tilt the vehicle in a partic-
ular direction. This can come in very handy 
for tank emptying or for those who prefer to 

sleep with their bed at a particular angle. An 
emergency function allows for lowering the 
vehicle in the event of a flat battery or sim-
ilar. Other useful features are an integrated 
immobilizer and an anti-theft device as well 
a protective device that does not allow chil-
dren to activate the system easily.
Whilst the modular nature of the HY4 might 
add a little to the cost it simplifies servic-
ing and it makes it very easy to transfer the 
system from one vehicle to another. What’s 
more the HY4 can be fitted directly to all 
vehicles with an AL-KO chassis, as well as 
for Fiat X250/290 motorhomes and vans on 
a Ducato, Jumper or Boxer chassis (Coming 
soon: Mercedes Sprinter VS30 AMC/SLC 
and later Original chassis).
The HY4 hydraulic level system is approved 
for motorhomes up to 6 tons and can be in-
stalled by trained and certified AL-KO deal-
ers – or at an AL-KO customer center.
Short of finding a public weighbridge there 
can be no easier way to check your vehicle 
weight and axle loadings than with AL-KO’s 
HY4 system. The importance of this cannot 
be understated as, in most countries it is il-
legal to drive an overloaded vehicle and the 
insurance may be invalidated. Apart from 
any fine, drivers caught with overloaded ve-
hicles are normally made to reduce the load 
to within limits before proceeding. This can 
be very inconvenient if no second vehicle is 
available to assist.

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

ALOIS KOBER GMBH
Founded in 1931, AL-KO Vehicle Tech-
nology is now a global technology com-
pany with sites in Europe, South Ameri-
ca, Asia and Australia. A supplier of high 
quality chassis components for trailers, 
leisure vehicles and light commercial ve-
hicles, AL-KO is synonymous with ergo-
nomic and functional excellence, superb 
comfort as well as innovations to en-
hance road safety. The company special-
ises in sophisticated innovation processes 
and has received many awards for this. 
ALOIS KOBER GMBH is a wholly owned 
subsidiary of DexKo Global Inc., a portfo-
lio company of KPS Capital Partners, LP.

Company Profile
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To operate the system, you 
choose between levelling 

or weighing. 

The levelling screen 
(centre) also contains the 
functions for night time 

tilting and tank emptying. 

The weighing screen 
(right) shows the weight 

on each axle and the total 
weight of the vehicle, 

with each value displayed 
against its limit for easy 

checking.

Pump and reservoir
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When we think of a motorhome, 
our focus goes immediately to the 
structure of the cell, the internal 

layout, the range of accessories and the me-
chanical frame. A recreational vehicle though, 
is made of many hidden elements that are 
crucial in determining its quality and perfor-
mance. Even though they can’t be seen, they 
are essential to everyday life and their quality 
is important to meet the end user’s require-
ments and to ensure the product’s durability. 
In Italy, there’s a company that processes elec-

One of the less visible but most important elements of recreational 
vehicles is the harness wiring, the production of which is especially 
complex to manage. Meeting everyone’s needs in this field is the 
Italian company Nordelettronica.

The RV’s nervous system

Words Paolo Galvani

C ompany news Nordelettronica

tric and electronic components to offer man-
ufacturers and installers top-range solutions. 
Over the past 40 years or so, Nordelettronica 
at Albina di Gaiarine, located in the province 
of Treviso, has been manufacturing battery 
chargers, control panels, harness wiring and 
other accessories. The wiring is among the 
less obvious elements inside a motorhome 
but also one of the most important, much like 
the “boosters” (DC/DC converters) are. The 
introduction of new mechanical bases, fea-
turing smart alternators, necessarily calls for 

The new automated warehouse
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Nordelettronica has been op-
erating in Romania since 2004 
and recently acquired full 
ownership of the subsidiary 
SC Nordelectronica East.
Thanks to this acquisition, the 
Italian company increased its 
production surface by 700 
square meters.
The growth of the market 
and the outstanding results 
achieved have led the compa-
ny to further expand its facil-
ities in Arad, adding another 
700 square meters to the 
pre-existing floor plan of the 
production hall (2,000 square 
meters) that are dedicated ex-
clusively to the manufacture 
of electronic boards.

More space in Romania

the use of components that are capable of 
drawing energy from an alternator designed 
to cut down fuel consumption and convert it 
into energy (that can also be used to recharge 
the service batteries, and to power the refrig-
erator while on the road). The introduction of 
DC/DC converters is therefore a growing mar-
ket segment and Nordelettronica has the right 
answer for its customers. In fact, it recently 
launched the NE 325 model, which comes 
available with two different power outputs: 
25 and 40 Ampère. Besides being installed as 
part of the vehicle’s original equipment, this 
device can also be added on as an optional.

Harness wiring
The Italian company continues to invest also 
in harness wiring. A peculiar feature of the 
motorhome’s nervous system is that for the 
most part, it is assembled as a “spider”, i.e. 
a single prewired system geared with all the 
shunts needed for the electrical connection 
of the various devices. This is a complex 
and intricate solution that weighs about 20 
kilograms (45 pounds) on average and that 
needs to be meticulously designed from the 
very first stages of the vehicle concept. Nor-
mally, this task is handled directly by the mo-
torhome’s manufacturer with our assistance.  

Nordelettronica then takes care of all the op-
erating specifications that go into the produc-
tion of the wiring itself. 
Production takes place at the company’s 
business unit located in Arad, Romania. The 
harness wiring industry is highly complex be-
cause compared to other products, the quan-
tities involved for each variant are very small. 
Whereas it isn’t unusual to receive hundreds 
or thousands of orders for a battery charger 
or a control panel, when it comes to the wir-
ing, each product needs to be adapted to 
each individual version of the vehicle. The 
presence in a manufacturer’s catalogue of the 
same motorhome with different layouts and 
internal set-ups produces the need for just as 
many wiring system variants. And since, for 
instance, a lot less motorhomes with a French 
bed are sold than ones with twin beds, it be-
comes clear that the quantities involved can 
range from a few units to several dozens. 
Practically speaking, we’re still talking about 
customized productions made to order. One 
of Nordelettronica’s great strengths is that it 
can meet the customer’s demands in a very 
short time span, introducing changes if nec-
essary, even during the manufacturing pro-
cess. 
And while work is under way to complete 

Nordelettronica, established in Italy 
in 1978, has always been focused on 
electronic equipment for the RV sec-
tor: from battery chargers for camp-
er vans and low-voltage distribution 
module to electrical wiring and control 
panels. Outside of the caravanning 
sector, Nordelettronica makes wound 
components for industrial electronics, 
like switching and power transform-
ers. Production has also focused on 
the industrial cleaning sector (floor 
cleaning machines). Study, design and 
manufacturing activities are performed 
in-house. This means considerable flex-
ibility and solutions targeted to the cus-
tomers’ real needs. Having been re-or-
ganised in 2011 with the introduction 
of new partners, Nordelettronica has 
gained new momentum and the turn-
over has gone from 5.5 to 11 million 
Euro over the past seven years. Direct 
exports represent 30% of sales, with 
70% of products sold to Italian compa-
nies, which in turn export at least half 
of their production. The production site 
in Arad, Romania, managed by the sub-
sidiary SC Nordelectronica East srl, was 
added to the Treviso (Italy) site.

Company Profile
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The NE325 DC / DC converter

the expansion of the manufacturing plant in 
Arad (see the box above), in Treviso the com-
pany has simultaneously adopted a modern 
automated warehouse. The new system ac-
celerates and simplifies the management of 
components in a department that can count 
a range of about 6,000 different items. The 
R&D Division, instead, is continuously work-
ing on the development of new products. At 
the upcoming Caravan Salon in Düsseldorf, 
Nordelettronica is planning to premiere a new 
battery charger with an impressive 40 Ampère 
of power output that has been designed and 
optimized for use with lithium batteries.
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Purple Line is a British company with an ethos (and track record) of designing innovative products for 
the recreational vehicle market, and a mission to continue its success with further global expansion. 
AboutcampBtoB spoke to Purple Line to find out more about the company’s products and its growth plans.

Design and innovation take 
Purple Line to global success

Words John Rawlings

C ompany news Purple Line

As a result, so far, Purple Line has created three distinctive product 
ranges: the awarding winning Opus folding camper, Full Stop secu-
rity products and Quattro caravan movers - a range of accessories to 
make leisure vehicles easier to move, lift, level and secure
With a central design hub located in Suffolk in the UK, Purple Line has 
head offices and products available in the USA, Australia and South 
Africa, and is seeking new partnerships to continue its growth. Group 
company sales in 2020 are anticipated to be $30,000,000. 

OPUS folding campers
The OPUS folding camper is a perfect example of how Purple Line has 
looked at a market and used its experience and design and engineer-
ing skills to innovate and create something better.
When the original model was launched in 2013, the unique, mod-
ern design and style of the OPUS camper instantly made it stand out 
from the crowd, win international design awards, and achieve media 
coverage plus successful collaborations with brands such as Nissan. 
Its compact size, choice of body colours, luxury specification and light 
800kg MIRO weight are designed to appeal to an audience that want 
to love the freedom to just pack up and go, but with more comfort 
than a tent, and without the hassle and size of anything as large as 

Mark Hubert, Jonathan Harrison 
and Brett Skingle (left to right)

Purple Line’s mission has been to take the stress out of going 
on a holiday by looking at ways to improve and innovate to 
create products that make it easier for people to enjoy their 

time away. 
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a caravan. 
As you’d expect, it is designed to be simple 
to use, with a low profile to make it easy to 
tow (and store) and the latest AIR technology 
makes it quick to set-up in 90 seconds once 
on site. It also has the load capacity to carry 
bikes.
“Here at OPUS we are proud of our inven-
tion, innovation, development and continued 
improvement to bring the folding camper 
market into the 21st century,” said Brett Sk-
ingle, Brand Leader at OPUS.
Purple Line has subsequently developed 
other variants of the OPUS to suit different 
markets around the world and to integrate 
new technology, all with Whole European 
Vehicle Type Approval. For example the AIR 
OPUS All-Road replaced the original poled 
version in 2017, and last year it launched a 
more rugged Off-Road model for tougher 
terrain. It has successfully established a UK 
dealer network, and is presently expanding 
into Europe. 
“OPUS is the world’s best mobile glamping 
solution – providing a versatile unit for ad-
venture, which is totally unique and innova-
tive,” said Brett Skingle. 

QUATTRO caravan movers
Purple Line is launching a new Quattro car-
avan mover range for 2020. This has been 
developed using feedback from focus groups 
who said they wanted a mover that was eas-
ier to use, more powerful, lighter and easy 
to fit.
“Such is our desire for perfection that we de-
layed the launch of our Quattro brand by 12 
months until we were all satisfied we were 
certain we had created the perfect range of 

movers,” said Mark Hu-
bert, Quattro Mover Busi-
ness Development Man-
ager at Purple Line.
The objective for the 
new range was to create 
the most powerful but 

efficient caravan movers, and to give the 
customer a better experience. To achieve 
this, Purple Line has created an ergonomic, 
Smart handset which is more intuitive to use 
thanks to a unique roller-ball design giving 
variable speed control and 360 degrees of 
fluid movement for precision manoeuvring. 
Another innovation is a self-diagnostic on-
screen display so users can quickly overcome 
any issues.
“Our focus groups have confirmed our belief 
in the new Quattro system, with 95 percent 
reporting that they preferred our system to 
others available,” said Mark Hubert.
“A simple solution would have been to just to 
increase the motor size, however we realised 
that the single roller system could only trans-
fer so much torque before the roller starts to 
slip and damage the tyre. So we redesigned 
the roller and on our Diamond and Rhodium 
models we use a unique twin roller which de-
livers more torque and traction to the wheel 
without slippage,” added Mark Hubert.
There are four Quattro models available (Tita-
nium, Platinum, Rhodium and Diamond) with 
a choice of manual or automatic engage-
ment and suitable for all weights of caravans. 
In the UK, prices range from £699 to £1,199. 
All models have a market leading seven year 
warranty.

FULL STOP security products
Once again, ease of use is a key element of 
the design of all Purple Line’s Full Stop securi-
ty products. All products in the range are de-
signed to provide maximum protection and 
the market leading products are fully tested 
by independent experts, Kiwa SCM. These 
are sold direct to consumers via a strong re-
tailer network under the Purple Line brand, 
and also to several large OEMs as a bespoke 
product range.
The Full Stop security product range in-
cludes a selection of hero products such as 
the Nemesis wheel lock range. Partner with 
a Saracen hitch lock (for a variety of hitch 
types) to provide a complete caravan secu-
rity solution. The Full Stop range is approved 
by major insurance providers and offers end 
consumers discounts on annual premiums. 
Kiwa SCM Testing is extremely rigorous and 
includes additional European testing criteria 
such as resistance to corrosion, heat and 
freezing.
New for 2020, the Nemesis Plus wheel lock 

Since it was founded in 2002, Purple Line 
has grown consistently, steadily increased 
the size of it premises, and its number of 
employees, and product lines.
“We are extremely proud of our current 
products and incredibly excited about 
our future developments,” said Jonathan 
Harrison, Purple Line founder and man-
aging director.
“We would not do our products justice 
if we did not support them with a first 
class service, so we are also proud that 
our customer service is rated ‘excellent’ 
by Trustpilot,” added Jonathan Harrison.
But Purple Line does not rest on its lau-
rels. It will continue to focus on design, 
innovation and improvement, and has an 
ambitious growth strategy for the next 
five years. This includes strengthening its 
presence in the UK, Europe, US and Aus-
tralia, along with opening new markets 
in Asia and seeking new partnerships.

www.purpleline.co.uk

Company vision

ContactsIn partnership with

is being introduced in response to demand 
from motorhome and campervan owners 
who appreciated the ease of fitting and secu-
rity of the Nemesis Ultra wheel lock available 
for caravans.
“We are sure the Nemesis Plus will be as pop-
ular if not more so than the Nemesis Ultra,” 
said Mark Hubert.
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To improve safety on board campers, 
CTA presents the new Isofix fastening systems 
suitable for R14-certified safety belt structures, 
but which also come equipped with new 
R17- and R25-certified headrests.

Safe 
and easy

Words Andrea Cattaneo

in terms of comfort and safety on board. 
And that is also the direction that Isofix fas-
tening systems for children’s safety belts have 
taken, by providing a solution for fastening 
the child seat to the rear sofa of the camp-
er that is practical, fast and safe. A special 
feature of CTA’s Isofix is the option of selling 
it as an aftermarket solution. If appropriately 
configured by the manufacturer, the system, 
besides the possibility of installing it as an 
original equipment item, can also be installed 
on vehicles post-production. It therefore can 
be included in the list of optional accessories 
and sold as an aftermarket solution. The Iso-
fix system by CTA is compatible with all the 
safety belt structures of the company’s line 

Product news CTA

ISOFIX

TESTED
Tested according 
to R14 directive

SUPER-LIGHT!

ISOFIX

TESTED
Tested according 
to R14 directive

SUPER-LIGHT!

ISOFIX

TESTED
Tested according 
to R14 directive

SUPER-LIGHT!

Introducing the 
new structures 
compatible with 

Isofix fastening sys-
tems and which are 
R14-certified. With 
the Isofix fastening 
system, Italian com-

pany CTA continues to upgrade its flagship 
product, the safety belt fastening structure. 
To refer to it as a product is somewhat of an 
understatement though, because CTA offers 
a broad range of safety belt solutions that 
will aptly meet the needs of any manufac-
turer. The European market is increasingly 
veering towards automobile solutions, both 

of child seat solutions, besides all those mar-
keted by other manufacturers. The system is 
modular, incredibly flexible, simple to install 
and ultra-light.

“It’s a system developed to fit our line of safe-
ty belts,” says Dario Bellezze, CTA’s Managing 
Director, “and can be installed as an original 
equipment item, but for the manufactur-
er and end user, what makes it particularly 
interesting is the possibility of purchasing it 
as an optional accessory. It’s a modular and 
light system that is easy to use. It adapts to 
universal- and semi-universal-type I-size child 
seats. The seat is fastened in three points: the 
two Isofix connectors and a third point that 
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Underfloor 
plate

ContactsIn partnership with

A leader of the European recreational ve-
hicle components market and boasting 
more than 40 years of experience, CTA 
designs and builds innovative solutions 
with the aim of improving safety and the 
comfort perceived inside the vehicle. The 
range of products includes: structures 
for safety belts, swivel plates for seats, 
TV/tablet brackets, ladders and luggage 
racks, comfort accessories for seats, all 
strictly Made in Italy. Some of the undis-
puted strengths of CTA branded prod-
ucts include versatility, reliability and light 
weight. CTA was the first manufacturer 
of anchoring structures for safety belts 
weighing just 12.5 kg, a generous 40% 
less than the lightest models available on 
the market. Today, it boasts an extensive 
range of structures which weigh just 8.5 
kg for specific types of vehicles. These 
results were achieved thanks to ongoing 
investment in R&D, in the selection of 
innovative high-strength materials with 
increasingly low weights, and their use 
in the design of high-performance solu-
tions, that are easy to install and simple 
to use. Quality, experience, creativity and 
staying constantly up-to-date, combined 
with passion and industry-specific skills 
allow CTA to partner with major Euro-
pean Original Equipment Manufacturers, 
with whom it devises customised projects 
that take into account all construction re-
quirements, and provides technical sup-
port throughout every step of the devel-
opment and launch of the product.

Company Profile

can be either the support leg or the upper 
belt. It’s an extremely flexible system that 
improves safety on board and the camper’s 
overall accessibility”.

New headrests
Another trendy item lately is the headrest: a 
special metal element can be built into the 
structure’s core unit, adjusting it to fit the 
headrest. This added feature has been ap-
proved by certifying organisation TUV, with 
adaptability to several headrest shapes and 
a variety of fastening systems. Headrests 
fastened to the safety belt structure can be 
R17-certified, with a vast range of head-
rest shapes available. For the models that 
are R25-certified, instead, the headrest is 
fastened to the wall behind the sofa. This 
solution offers a choice from three headrest 
models.  
The safety belt structures to which the Isofix 
connectors can be fastened and the head-
rests are designed and approved for their 
assembly on the chasses of Fiat Ducato and 

Renault Master vans but are also compatible 
with other mechanical vehicle frames. The 
company’s products can be installed both 
on frames equipped with a driver’s cab and 
on van bodies. As OE items, the safety belt 
structures are currently supplied to a variety 
of manufacturers around Europe that belong 
to the Trigano Groupe and Erwin Hymer 
Group. Originally intended for the European 
market, the structures can also be sold on 
other markets where Fiat Ducato vans are 
manufactured and exported.
With the introduction of these new prod-
ucts, CTA reaffirms its leadership in Europe 
in the field of safety belt structures intend-
ed for RVs. For more than 30 years now, the 
company based in Rome has time and again 
proven its commitment in this particular mar-
ket segment and can therefore boast consid-
erable experience not just as an OEM, but 
also when it comes to filing the paperwork 
to obtain product certifications. The range 
of safety belt fastening solutions has been 
recently modified with a focus on increasing 

their lightness. As is well-known, saving on 
weight, even just by a few hundred grams, is 
essential in the European market to keep up 
with the competition. In order to make the 
structures lighter, high-durability last gener-
ation metals are used, but the initial design 
and type of machining, which relies on spe-
cial cutting, bending and soldering methods, 
are just as important.

Great variety 
of choice for structures, 
all homologated 
in R-14

Isofix anchorages + 3rd point 
(choice between 
support leg and 
upper belt)

Headrests 
homologated in R-17
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viewing a wide range of customers. We alway succeed in presenting 
new ideas. Last year we came out with the new Lamicolor collec-
tion, but in the past six months we introduced another 20 decora-
tions. The search for new decorations and new surfaces is highly 
demanding, both financially and in terms of human resources”. 
Several people are involved in this process: Pierre Cibrario is a key 
figure, with 20 years of experience in the field and a profound 
knowledge of the market, but the Company’s partnerships with var-
ious agents and printmakers are also important. Not to mention 
the important role of the production manager, who helps find the 
right mix between the decoration and surface structure. The options 
available are indeed many, given that it is possible to mix more 300 
types of colors, 20 different finishes and 5 board sizes.

Caravan Collection
At this time of year, as always since 1998, the Caravan Collection 
was presented, a selection of decorations for the RV sector. It’s a cat-
alogue that is especially cherished by customers, because it show-
cases all the new trends, which contribute to restyling and revamp-
ing the camper’s and caravan’s driver’s cab.
“Nowadays the tendency in the RV sector is to follow the trend of 
home furniture,” explains Roberto Gandino, Managing Director of 
Lamicolor. “The solution we suggest to kitchen manufacturers, for 
example, is often what the RV manufacturer also wants. That wasn’t 

C ompany news Lamicolor

A big company that knows how to show attention even to the smaller problems of its individual 
customers, Lamicolor recently presented the Caravan Collection 2020, which includes a brand-new 
product, the PLUS+, available in more than 300 versions.

New 2020 Collection
with a 

Words Andrea Cattaneo

In order to be a continual benchmark in the furnishing industry, it 
is necessary to guarantee a high level of quality and to interpret 
the market trends, anticipating new fads. Which is what Lami-

color has been doing for the past 50 years, upgrading the manufac-
turing processes and refurbishing its catalogue. Lamicolor now plays 
a key role in the industry by supplying laminates to companies that 
develop furnishing systems for RVs, while nonetheless also selling its 
products to some manufacturers. The Company regularly presents 
the Lamicolor collection dedicated to all its customers, as well as 
each year proposing a specific selection of products reserved for the 
RV sector, the Caravan Collection.

Lamicolor 2019-2022
The Lamicolor Collection 2019-2022 offers new decorations, new 
colors and new graphics. It’s a broad collection that caters to oper-
ators from the most disparate industries and that also directly influ-
ences the RV sector.
“Our goal was to try to make the collection younger,” says Pierre 
Cibrario, Sales Manager of Lamicolor, “getting rid of some the more 
outdated decorations and adding new ones that aptly capture the 
latest trends in design. Analyzing trends requires hard work and 
forms the basis for our production. We identify the latest trends in 
the world of furnishing and design more in general, closely moni-
toring the various industries, attending various trade fairs and inter-
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the case a few years ago. That’s precisely the 
reason why, though, it is necessary to make 
a selection, or we would otherwise have to 
offer hundreds of decorations. We carry out 
a careful screening process in order to offer 
modern and fashionable laminates to the 
RV sector. Matt finishes, stone and metal 
tints are currently much in vogue in Europe. 
Polished finishes are always a success and 
there are more and more extra-polished 
solutions”.
Camper and caravan manufacturers often 
create new furnishing solutions based on 

Lamicolor’s proposals. Simply put, Lamicol-
or is a trend-setter in the RV world. But the 
Company is also ready to meet the specific 
requirements coming from the RV sector. 
Lamicolor is by no means a small company, 
but it still manages to closely follow the cus-
tomer and to provide a personalized service, 
ensuring flexibility and execution speed. 
Lamicolor by now has a well-established 
presence in Europe and Australia but is also 
establishing promising connections in the 
North American market thanks to partner-
ships with prestigious Italian players.

ContactsIn partnership with

An Italian company with a 50-year 
history, Lamicolor works in the field of 
producing laminates for the furnishing 
sector. The key product is Lamco HPL, 
produced through high-pressure, 
high-temperature pressing. More than 
1.5 million laminate panels come 
off Lamicolor production lines each 
year. The factory, located in lower 
Piedmont, can count on an area of 
27,000 m², 15,000 of which is covered. 
130 employees work there and the 
company’s turnover exceeds 28 million 
euros. The RV sector represents an 
important percentage of activity and 
involves the supply of laminates for 
furnishing (see the table and kitchen 
tops) to the biggest carpenters working 
in supply to European groups, joined by 
collaboration with Australian companies. 
The first product collection for the 
sector dates to 1998: since then, specific 
ranges of laminates for the sector are 
created every year. Lamicolor production 
is guaranteed by various European and 
international certifications, including 
FSC and PEFC with reference to the use 
of products sourced from sustainably 
managed forests.

This year the Caravan Collection includes 
a new product, the PLUS+. It’s not a new 
decoration but a new type of laminate with 
superior quality. It is manufactured using 
an innovative technology, it’s post form-
ing and comes available in all formats and 
thicknesses. But more importantly, it also 
can be purchased in a huge range of col-
ors: more than 300 to pick from for the 
customer. PLUS+ is an ultra matt smudge-
proof laminate with superior resistance to 

The new product

scratches and remarkable elasticity. “De-
veloping PLUS+ has required a significant 
investment in terms of time and resourc-
es,” says Pierre Cibrario, Sales Manager of 
Lamicolor, “but we are proud of the result 
we’ve achieved. In collaboration with our 
new supplier, we’ve succeeded in achieving 
high product elasticity, adapting our inno-
vative technology to the practical demands 
of the market. But the real innovation, in 
my opinion, is the impressively wide range 

of colors: more than 300. PLUS+ is also 
suitable to furnish campers and caravans: 
matt and smudge-proof, durable and easy 
to clean, it is indicated both for horizontal 
and vertical elements. It is a stylish solution 
also for table and kitchen tops, as well as 
for shower walls and several other appli-
cations. We also include a detailed safety 
data sheet that helps customers compare 
the characteristics of PLUS+ with those of 
other standard laminates”.

On the right:
Pierre Cibrario
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The increasing electrification of RV’s is focusing attention on the various ways of producing onboard 
power, especially when off-grid. In this first part of a two-part feature article we look at basic ways 
of generating such power and for the second, in June, we’ll look at hybrid solutions and 
storage systems. 

Focus on RV’s onboard power production

Onboard power options 
for designers

Words Terry Owen
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Solar panels

History
It seems like photovoltaic or solar panels 
have been around since the year dot, and in 
a way, they have. The effect was first discov-
ered by French physicist Alexandre Becquerel 
in 1839 but it was 1883 before the first so-
lar cell appeared. Commercialisation did not 
begin until the 1950’s when Bell Labs in the 
US produced the first practical solar panels 
for powering electronics. Unlike previous 
examples that used selenium on a thin layer 
of gold, these employed silicon technology. 
This allowed efficiencies to climb from a fairly 
impractical 1% to 4%. The resulting panels 
quickly found use in spacecraft but were 
hugely expensive.

Today
Today most solar panels are either made by 
this method or the more expensive method of 
growing individual silicon crystals in an inert 
atmosphere such as argon. This is achieved 
by melting very pure silicon and seeding it 
to produce a continuous single crystal. Such 
crystals have superior electrical performance 
because of the lack of grain boundaries that 
form when many smaller fragments have 
been melted together. 
The very high purity of these monocrystalline 
cells allows them to reach efficiencies of 15-
20%. This compares to 13-16% for polycrys-
talline cells. 
The two types of panel are easy to tell apart. 
Monocrystalline cells have a distinctive 
square shape with rounded corners. This 
results from the round shape of the crystal 
being cut down to allow a higher packing 

Driven by the space race, efficiencies slowly 
improved and costs reduced but it was not 
until the 1970’s that the Exxon corporation 
designed a solar cell that was cheap enough 
to produce to allow wide scale commerciali-
sation to begin. 
The first solar powered calculators appeared 
in the late 1970’s but it would be another 10 
years or so before solar power became prac-
tical for use in RV’s. In 1982 the Kyocera Cor-
poration developed a method of mass-pro-
ducing solar cells by casting polysilicon and 
cutting it into thin wafers. This was the cata-
lyst for the explosion in solar power that we 
have witnessed ever since.

Monocrystalline cells

density. Polycrystalline cells have more of a 
continuous surface that appears to be com-
posed of metal flakes.
For many years crystalline solar panels had to 
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Special coatings to 
enhance performance

be made extremely rigid to preserve 
their delicate structure. This re-
sulted in heavy units with frames 
composed of aluminium and 
toughened glass. More recently 
it has become possible to cut these 
crystal wafers into extremely thin slices 
just a few micrometres thick (a human 
hair is typically 100 micrometres thick). 
This allows them the be mounted on a 
lightweight backing material that has some 
flexibility.
A third type of technology in use today is 
that of thin film production. These panels 
are made by depositing one or more layers 
of a photovoltaic material onto a suitable 
substrate. The advantages are that mass pro-
duction is simple and the panels can easily 
be made both flexible and tough, opening 
up a whole new range of possibilities. What’s 
more, high temperatures and shading have 
less of an impact on performance than with 
crystalline cells. The downside is that efficien-

For some years non-re-
flective and self-clean-
ing coatings have 
been available that 
can enhance the 
performance of 
solar cells by 
maximising the 
light that reach-
es them. More 
recently however 
researchers at the US 
National Institute of 
Standards and Technolo-
gy (NIST) have developed a 
nanoscale coating that en-
ables solar cells to capture 
some 20% more sunlight 
than uncoated devices. 
The coating consists of 
thousands of minute glass 
beads, each only one-hundredth the width 
of a human hair. When light hits them, 
it is captured and steered around inside 
in much the same way as sound is in the 
whispering gallery at St Paul’s Cathedral in 
London. Light captured by this nano-reso-
nator coating eventually leaks out and is 
absorbed by the underlying solar cell.
‘Whispering galleries’ for light were first 
invented about ten years ago but their use 
in solar cells is a more recent development.
Coatings can also be used to provide me-
chanical protection, enabling flexible so-
lar panels to be walked on, for example, 
when installed on the roof of an RV. 

Ultra-thin monocrystalline wafers 
allow the panel some flexibility

This panel uses thin film technology making it 
very light and flexible. Performance is boosted 
by Fresnel lenses (lower image) that capture 
and magnify the sun, even at low angles

A polycrystalline panel

cies are not so good at around 10%. Also, 
the service life of such cells is generally not as 
long as with crystalline technology.
Flexible panels can be good for bonding 
directly to the roofs of RV’s. However, such 
panels can get hot in use and heat reduces 
efficiency. For this reason, rigid panels should 
be spaced off their mounting surface by 
20mm or so to allow air to circulate under-
neath. This link between temperature and 

efficiency means that solar panels can work 
quite well in the winter months, even though 
sun is lower in the sky.

The coating on this 
semi rigid panel al-
lows it to be walked 
on and will self-heal 
in warm sunshine
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The future
New technologies are constantly being devel-
oped and so further improvements in efficien-
cy and costs can be expected. For example, an 
American team led by the University of Tole-
do, have produced high efficiency solar cells 
using materials called perovskites. These are 
naturally occurring compounds with a special 
crystalline structure that could be used to re-
place silicon. 
The new design works by combining two 
discrete cells to harness different parts of the 
sun’s spectrum. The effect is to increase the 
power generated. For this reason, such cells 
are referred to as tandem perovskite cells. 
Their efficiency is reported to be around 23%, 
with a reduction in cost promised. The next 
stage is demonstrating that the technology 
can be scaled reliably beyond the boundaries 
of the laboratory. With this in mind, scientists 
from the US and China have already shown 
that perovskite cells can be produced with 
the help of spray technology. This could mean 
that we may soon be able to print them us-
ing printers similar to the inkjet ones we have 
today.
In the meantime, Chinese and other research-
ers claim to have taken a major step forward 
in the development of organic solar cells. 

Graphene

Made from carbon-based materials and plastic 
these promise to be cheaper to produce than 
traditional silicon cells. Until now the technol-
ogy has been held back by efficiencies around 
only half that of silicon, but in April 2018 re-
searchers were able to reach 15%, with a new 
study suggesting that up to 25% is possible.
Another promising area of development is 
graphene.  
This is a form of carbon where the molecules 
form a hexagonal lattice just one molecule 
thick with a carbon atom sitting at each ver-
tex.  It is extremely strong as well as being a 
good conductor of heat and electricity. What’s 
more it’s nearly transparent and very flexible. 
In theory these properties make it ideal for use 
in solar panels although commercialisation is 
still some way off.

Costs
Costs have dropped very signifi-
cantly over the years and led to the 
term ‘Swanson’s law’. This follows 
an article produced in The Econo-
mist in 2012 where Swanson ob-
served that the price of solar PV 
modules tends to drop by 20% 
for every doubling of cumulative 
shipped volume.  
According to Bloomberg, crystal-
line silicon photovoltaic cell prices 
fell from $76.00 per watt in 1977 
to $0.36 per watt in 2014. Since 
then prices have stabilised some-
what but the overall trend remains 
downwards. Swanson’s law might 
yet have a few years to run.
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Fuel cells
After solar panels, fuel cells have to be the next most attractive 
way of producing onboard power that is either emission free or ul-
tra-low emission. Fuel cells combine a fuel (often hydrogen) with an 
oxidising agent (usually oxygen from the air) in an electro-chemical 
cell to produce electricity. Water is a by-product and, depending on 
the fuel, gases such a carbon dioxide may also be produced. Super-
ficially, fuel cells resemble batteries with each having an anode, a 
cathode and an electrolyte to allow ions (carrying electricity) to flow 
internally from one to the other. 
The voltages produced by individual cells are low (typically 0.7 volts) 
so, in order to get usable power, the cells are stacked to provide the 
voltage required.  Classification depends on the type of electrolyte 
used and how long the fuel cell takes to start up. This can be any-
where between a second and about 10 minutes. Fuel cells tend to 
be quiet, or very quiet, in operation, making them ideal in many 
applications, especially those in the RV world. 
The technology was invented as long ago as 1838 although it wasn’t 
until the mid-1930’s with the invention of the hydrogen-oxygen fuel 
cell that commercial use began. In the mid-1960’s this type of cell 
was used to power satellites and space capsules.
Since then fuel cells have established themselves in many other ap-
plications, including the powering of vehicles, boats and submarines 
where they work to charge the batteries. Emitting only water and 
heat allows these vehicles to be classified as having zero emissions. 
Some see hydrogen powered fuel cells as the future for vehicle pro-
pulsion because of the promise of fast refuelling, a decent range and 
zero emissions. However, for such vehicles to become widespread, 
there needs to be a comprehensive hydrogen supply structure sup-
ported by a network of generators powered from renewable re-
sources. For the time being at least, these seem to be some way off. 
So, whilst it’s perfectly feasible that we could soon see a production 
RV powered by a fuel cell linked to batteries, it does seem unlikely.
In 2018 this did not stop Mercedes showcasing their Sprinter F-Cell 
concept vehicle. 

This used a 75 kW fuel cell combined with 9.2 kWh of battery 
storage to power a 147 kW rear drive axle. Three hydrogen tanks 
mounted under the floor gave a 300 km range with a supplementa-
ry tank in the rear providing a further 200 km. 
Hydrogen fuel cells have the advantage of being relatively efficient 
(50-85% electric) depending on the exact technology used. If the 
waste heat can be used the efficiency rises further.
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LPG powered fuel cells

As the name suggests, these use LPG as the 
base fuel. This makes them particularly at-
tractive to the RV world where LPG is readily 
available.  They work by reforming LPG into 
hydrogen at very high temperatures in a sol-
id oxide fuel cell (SOFC). These us a solid 
oxide (most commonly a ceramic material 
called yttria-stabilized zirconia) as an elec-
trolyte. Operating temperatures are typically 
in the region of 800-1000°C.
The hydrogen created is then combined 

Direct methanol fuel cells (DMFC)
DMFC devices use methanol instead of hy-
drogen as the fuel. Methanol is much easier 
to refuel and transport as well as having a 
higher energy density than hydrogen. Basi-
cally, the cells operate by oxidising the liquid 
fuel to carbon dioxide and water. Instead of 
being converted to hydrogen the methanol 
is mixed with water and fed directly to the 
anode of the fuel cell.  
This dilution is necessary to reduce an ef-
fect known as ‘crossover’ where a percent-
age of methanol passes through the anode 
membrane and into the electrolyte without 
reacting. Driven by electro-osmotic forces it 
reaches the cathode where it gives its ener-
gy as heat. The overall effect is a reduction 
in cell voltage and efficiency.  
Although the overall efficiency of this type 
of fuel cell is less than many others, in prac-
tice this is quite acceptable for portable ap-
plications where energy and power density 
are more important than efficiency.
The technology has been pioneered by 
German company EFOY, which produces a 
range of 12-volt fuel cells for use with RV’s 
and other portable applications. It was the 
first company worldwide with commercial 
DMFC (direct methanol fuel cell) products. 
For reliable operation EFOY fuel 
cells need to be fed with 
ultra-pure methanol. 
Currently only EFOY 
supplied fuel is per-
mitted under the 
warranty. Frost pro-
tection is also im-
portant but inbuilt 
circuitry will do this 
automatically pro-
vided the units are 
left fuelled and con-

watts at 12 volts. It was relatively bulky and 
weighed in at 40 kg but nonetheless looked 
ideal for motorhome use. Sadly, it was not 
a commercial success and was withdrawn a 
couple of years later.
Today the baton has been picked up by New 
York based company Watt Fuel Cell, who 
were founded in 2010 to produce environ-
mentally friendly power solutions. Their Im-
perium™ modules (shown above) use SOFC 
technology to produce 500 watts of power 
each from a unit measuring 572 x 318 x 318 
mm and weighing just 21 kg (dry weight). 
Noise is quoted as 45 dBA @ 3ft (approx. 35 
dBA @ 7m).
Costs are kept in check using Watt’s pro-
prietary manufacturing technique which 
creates an entire fuel cell tube using an au-
tomated printing process. These are then 
stacked to produce the power required. The 
company tells us it is working with potential 
OEM’s to enter the market later this year. 
Prices will be announced nearer the time. 

with oxygen from the air to produce elec-
tricity with water and carbon dioxide as by 
products. The high temperatures needed 
mean slow start up times but remove the 
need for special catalysts. Also (in theory at 
least) the waste heat can be recovered and 
use for space or water heating – an attrac-
tive proposition for use in RV’s.
Truma launched its VeGA LPG powered 
fuel cell to an excited press at Dusseldorf in 
2012. It had a maximum out power of 250 

nected to a battery. 
Three models are available producing 80-
210 Ah per day at 12 volts, with weights in 
the range 7.1 to 8.5 kg. These models are 
really aimed at the aftermarket but could 
form part of an ex-works or dealer fitted 

offering. Retail prices range from around 
€2,400 to €4,700 excluding tax.
Industrial models are also available with 
outputs up to 500 watts at 48 volts. EFOY’s 
Jupiter fuel cell uses hydrogen and delivers 
up to 2.5 kW at 48 volts.
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Thermoelectric generators
Thermoelectric generators, sometimes called Seebeck generators, 
convert heat differences directly into electrical energy. The effect was 
first noted by Thomas Seebeck back in 1821 who discovered that 
junctions of dissimilar conductors at different temperatures could 
produce electricity when connected together. 
The effect can be demonstrated using copper and iron. However, to 
work effectively, the materials employed need to have a high electrical 
conductivity combined with a low thermal conductivity. This ensures 
a good current flow whilst maintaining the temperature difference 
between the two sides. Today the materials of choice are semicon-
ductors and research to find the very best is ongoing. Currently com-
pounds containing the element tellurium are showing promise.
The main benefits of thermoelectric generators is that they are ex-
tremely robust and have few, if any moving parts. This has led to their 
use in spacecraft and applications such as lunar rovers. 
Another major plus point is that they can operate very 
quietly or, in some cases, total silence. On the 
other hand, they can be quite expen-
sive and efficiencies are only in the 
range 5-15%. Nevertheless, this has 
not stopped Italian company Mo-
biltech from bringing such devices to 
the RV market and, from Spring 2020, 
to the nautical sector. 
Its two Zeus generator models 
are rated at 80 and 150 watts. 
Designed for underfloor 
mounting to save space, 
they operate extremely 
quietly (32 dBA @ 7m). 
To create the temperature differ-
ence needed for the Seebeck effect, 
Zeus generators use a liquid cooled burner powered 
by vehicle gasoline or diesel. Cooling is provided by a fan-assisted 
radiator, which can be separated for ease of installation. The Zeus 
150 generator unit weighs in at 28.9 kg and its cooling unit 5.9 kg.
Mobiltech says its two Zeus models are currently in production and 

available to RV builders in some Europe-
an countries, while in others both sales 
assistance and collaborations have be-
gun. It has also started a project with a 
primary RV builder to launch a gas-free 
vehicle. Similar projects are underway 

with other RV builders, all related to en-
ergy optimization on board when not con-

nected to a power supply. Mobiltech says its Zeus 
generators are very competitive if related to similar 

products on the market.
Interestingly, if the sources of heat and cooling are removed 

from a thermoelectric generator and a current is applied, heat is 
moved from one junction to the other. The result is that one gets hot 
whilst the other cools. This is something known as the Peltier effect 
after the French physicist Jean Peltier, who discovered the phenome-
non in 1834. It is widely used in cool boxes, being much cheaper and 
lighter than other technologies.

Above: Zeus 150 mounted underneath a 
motorhome. On the left: Zeus 150 ther-

moelectric generator from Mobiltech
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It’s worth noting here the almost universal use of inverter technology 
in modern mains generators, including the ones mentioned here.  Pre-
viously the voltage and frequency produced by generators was a func-
tion of their speed. If the load on the generator increased it could slow 
down with resulting reductions in both output voltage and frequency. 
The trick was to try and give the engine enough fuel to minimise this 
but the effect was to have higher than needed noise and fuel con-
sumption at lower loads. 
Instead of producing AC current at source, inverter generators produce 

(normally) 12 volts DC. This is then fed to inverter elec-
tronics that convert it to a steady 230 volts at 50 Hertz 
(110 volts at 60 Hertz for the US and similar markets). If 
the load increases the generator speeds up to produce 
more DC power but the voltage and frequency remain 
constant. This is obviously much better for any delicate 
loads but also reduces both noise and fuel consumption 
at lower loads.  It can also make it possible to run such 
generators in parallel to cope with high loads. The 12 
volts produced is also very useful for battery charging.
It’s important to check that the output of the inverter is 
a pure sine wave (like true mains power) and not a qua-
si-square wave, to avoid damaging any sensitive equip-
ment. All the mains generators produced by Dometic and 
Teleco use pure sine wave inverter technology. 

Engine driven generators
Engine driven generators have been providing RV’s with power since 
time immemorial and no doubt still have many years to serve. The 
problems have always been noise and weight. Even the quietest of 
units can prove irritating at times.
With this in mind Telair, part of the Teleco group, has been producing 
super quiet generators for onboard installation for more than 20 years. 
The lightest and quietest are those in its recently updated EcoEnergy 
range, which are designed to keep the RV batteries topped up auto-
matically and are powered by LPG. Three models are offered with out-
puts of 20-25 amps at 12 volts. One model is suitable for high altitude 
operation. 

With noise levels 
typically just 51 
dBA @ 7m their 
secret lies in heavy 
insulation and al-
most total encap-
sulation. Weight 
is just 19 kg. LPG 
fuelling reduces 
CO2 emissions by 
about 10% com-
pared to petrol or 
diesel. Consump-
tion is quoted at 

270 grams per hour.
Where mains power is needed Telair’s Energy range offer up to 3.8 
kW with 7m noise levels in the range 58-66 dBA. Fuels include gas-
oline, diesel and LPG. These 
powerful units are naturally 
much heavier, tipping the 
scales at 52-87 kg.
Dometic too offers a range 
of mains generators for 
onboard mounting. Its TEC 
and T series offer power 
in the range 2.5 to 4.5 kW 
with a choice of gasoline or 
diesel fuel. Noise levels are 
in the range 59-62 dBA @ 
7m, weights 44-132 kg.

Telair’s recently updated gas-powered generator

Telair 3.2 kW diesel generator

Dometic 2.6 kW petrol 
generator (minus cover)

Remote control is 
a feature of most 
generators designed 
for onboard mounting
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Wind generators
Of all the options, wind turbines are probably the least attractive for RV designers because of 
the need to deploy them before use and take them down afterwards. Part of this is the need for 
the turbine to be mounted high enough to catch the wind in sufficient quantity to be useful. 
Installations such as the one shown here are not practical for most people. 

Vertical axis turbines can be lighter and simpler but, in the 
author’s experience, are less effective in producing power.
For RV use wind turbines are best seen as an aftermarket 
product aimed at seasonal or long stay pitches. Those wishing 
more information might like to check out the products from 
Marlec Engineering (Rutland), Rulis Electrica (Silentwind), and 
Primuswindpower to name but a few of those on the market.

Conclusions
It’s amazing to think that all the basic technologies of 

power generation described in the article date back to the 
nineteenth century, or much earlier if you count wind power. What has 

changed is the development of modern materials and methods of construction 
that make them so much more practical and cost effective than ever before. It seems clear 

that whether it’s PV cells, fuel cells or thermoelectric devices, there is still significant scope for further 
development. Whilst the humble wind turbine and internal combustion engine have perhaps shown compar-

atively less progress in recent years there have still been important advances in things like noise, weight and emission 
reductions. The dark horse in this race for independent power could well prove to be hydrogen. If enough filling stations can be 

established and the gas produced from renewable resources, it will be very hard to beat. There is no doubt that exciting times lie ahead 
but you can be sure that Aboutcamp BtoB will bring you details as they happen.

Focus on RV’s onboard power production

A tall pole is 
needed to 
ensure this 

wind generator 
catches the 

breeze

A Vertical axis 
wind generator






