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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.
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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-
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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-
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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.


