




3B t o B
    

The worst of 
the corona-

virus pandemic 
has, hopefully, 
passed. Most fac-
tories have now 
started working 
again and the 
sector is reacting 
after the neces-
sary lockdown 

that has involved the whole world, albe-
it with different timings. It is obvious that 
there will be repercussions on the caravan-
ning industry from this situation. Many po-
tential buyers of campers and caravans are 
dealing with hard economic issues which 
mean they may no longer have the finan-
cial resources to buy an RV, but there is also 

a hopeful, common message circulating in 
magazines and media in Europe, USA and 
Australia, which says: “RV Vacations Are 
The Safest Way To Travel This Summer”. 
And if the Wall Street Journal also writes 
this, we shall all believe it!

We waited as long as possible before going 
to press with this issue of AboutcampBtoB, 
as we wanted to have a clear vision of what 
will be happening in September. In reality, as 
of today (26 May 2020), there are still many 
doubts about who will or will not partici-
pate at the next Caravan Salon Düsseldorf 
which has announced new dates (from 5 to 
13 September with 4 September as Press 
and Trade Visitor Day). To date, the Erwin 
Hymer Group, Concorde, Pössl and Lippert 
Components have announced they will not 

participate. But we expect that this list will 
continue to grow.

We are sure that Messe Düsseldorf will im-
plement the necessary safety measures and, 
as always, we will be at the Caravan Salon to 
document the news and meet the key play-
ers in the sector. Some shows, like the IAA 
Commercial Vehicles 2020 in September, 
have already been cancelled, but others like 
the METSTRADE 2020 in Amsterdam (17-19 
November) are still going on. Nobody is able 
to predict whether there will be a satisfac-
tory number of visitors or if non-European 
visitors will be able to easily travel to Europe. 
But nothing ventured, nothing gained!

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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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: 
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Messe Düsseldorf and the “Caravaning Industrie Verband” association 
(CIVD) both view the future with optimism and they are looking forward 
to being permitted to hold Caravan Salon 2020. This trade fair revolving 
around mobile vacationing will take place from 4 to 13 September, invit-
ing all visitors to find out about the wide variety of mobile leisure. “We 
are firmly convinced that Caravan Salon can generate key impulses for 
the entire industry and that it is indispensable 
to offer companies a stage again to re-boot 
the economy. It is important for us to stress 
once again that the safety and health of our 
visitors, exhibitors and employees is always our 
top priority. We will put the required hygiene 
and safety requirements in place in a compre-
hensive and responsible manner,” says Car-
avan Salon Director Stefan Koschke. In close 
exchange with the Ministry for Health and 
Economics of the North Rhine-Westphalian 
government a viable health concept is currently being developed that 
makes it possible to hold trade fairs within the present frameworks and 
standards. The necessary hygiene and infection protection standards will 
be complied with across the entire fairgrounds and inside the exhibition 
halls. Describing the key cornerstones, Stefan Koschke says: “By adapting 
layout plans in all areas of the exhibition centre we are making it possible 
to keep the mandatory minimum distance of 1.5 m everywhere. All hy-
giene measures will be stepped up, there will be hand sanitising dispens-
ers made available for stand staff and visitors at all hall entrances and 
stands, to name but one precaution. Only several persons at a time, who 
are not subject to contact restrictions, will be permitted inside vehicles – 

Caravan Salon Düsseldorf rescheduled: 4−13 September 2020
on top of this, wearing face coverings is mandatory. With this move we 
are putting the measures into practice that are accepted and followed by 
large parts of the population as things stand now.” The spread of people 
inside the halls and compliance with minimum distancing measures, he 
adds, will be ensured and enforced with the help of existing video sys-
tems and an increased deployment of staff. Additionally, the maximum 

number of visitors admitted will be limited to 
20,000 per day. “We can guarantee this top 
limit by exclusively offering online tickets in ad-
vance for each day. This will also ensure visitors 
are registered by name,” says Koschke. Cara-
van Salon is of particular relevance as a trend 
barometer for the industry especially in these 
unusual times. “We can offer a very wide di-
versity of products across all categories in our 
halls. What is particularly important this year is 
that Caravan Salon showcases the novel items 

and innovations of the coming 2021 generation of vehicles which can 
be compared directly with each other by interested visitors. Visitors can 
look forward to a great line-up of brands, models and vehicle layouts. It 
is, of course, regrettable that some companies will not be joining the fray 
but this is obviously their own individual decision,” says Michael Degen, 
Executive Director at Messe Düsseldorf. Not least the profile of visitors 
puts those responsible in a positive mood. Since in excess of 90% of 
visitors of the previous Caravan Salon came from Germany and the BeN-
eLux countries, the distances to travel for this target group are relatively 
short. Likewise, the end of the travel warning announced by the German 
Government for 31 countries is a positive signal, stresses Degen.   
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News

Adverse trading conditions 
caused by the coronavirus 
pandemic have negatively af-
fected the first quarter 2020 
results for Dometic with a 10 
% decrease in net sales to 
SEK 4,199 m (compared to 
SEK 4,650 m for the same 

period in 2019), of which -14 percent was organic growth. Operating 
profit before depreciation and amortization (EBITDA) for the quarter 
was SEK 597 m (818), representing a margin of 14.2% (17.6%). Oper-
ating profit (EBIT) before items affecting comparability for the quarter 
was SEK 421 m (618), representing a margin of 10.0% (13.3%). Items 
affecting comparability for the quarter were SEK -32 m (-), of which 
SEK -23 m related to restructuring costs in the quarter from the glob-
al restructuring program. Operating profit (EBIT) for the quarter was 
SEK 389 m (618), representing a margin of 9.3% (13.3%). Dometic’s 
President and CEO, Juan Vargues, commented: “During the first quar-
ter of 2020, the world faced an extreme and unparalleled situation 

Dometic reports 10% decrease 
in net sales in first quarter 2020 results

with the spread of the corona pandemic (Covid-19). We have taken 
robust action to adjust our operations in factories and offices around 
the world to adapt to the current situation. We are reducing our cost 
base, adjusting the entire business and have implemented layoffs, fur-
loughs and temporary work reductions across the organization. The 
first quarter was negatively affected by the rapid changes in the trading 
environment. We were able to effectively manage supply chain disrup-
tions in China, but the close-down of entire markets in Europe and in 
the US in March had a negative impact on demand. Total growth for 
the quarter was -10 percent and estimated net sales impact due to 
Covid-19 was around SEK -400 million. During the first quarter, we 
continued to deliver on our strategy. The innovation index continues 
to improve and reached 18 percent, compared with 14 percent the 
same quarter last year. We are continuing to implement activities under 
our global restructuring program. So far, 14 locations and around 500 
employees have been affected. Implementing this program remains a 
priority and we intend to accelerate the execution going forward. Due 
to the current uncertainties, we proactively negotiated an amended 
financing agreement with our bank group.”

LCI Industries has reported an 11 percent 
increase in sales revenues to $659.7 million 
in its first quarter results for 2020 compared 
to the same period last year. The increase in 
year-over-year net sales for the first quarter 
of 2020 reflects acquisitions and organ-
ic growth across LCI’s adjacent industries 
OEM, aftermarket and international markets, 
partially offset by the impact of custom-
er shutdowns in response to the spread of 
COVID-19. Net sales from acquisitions con-
tributed $99.5 million in the first quarter of 
2020. Commenting on these results, Jason 
Lippert, LCI Industries’ President and Chief 
Executive Officer said: “We delivered an 11 
percent increase in revenues during the first 

LCI Industries reports 11% increase in revenues in first quarter of 2020
quarter of 2020, despite the about-face in 
demand that occurred late in the quarter. 
As we began the year, RV retail sales trend-
ed positively, largely outperforming industry 
expectations. In addition, our diversification 
strategy continued to bear fruit as we saw 
strong growth across our adjacent markets, 
aftermarket, and international businesses. 
As the world changed before our eyes, we 
took the crucial steps to protect the health 
and safety of our team members and im-
plement cost management initiatives in an 
effort to help mitigate long-term impacts to 
the business. The long-term fundamentals of 
our business are strong. Summer travel plans 
are being significantly altered for most con-

Trigano announces first half-year results and outlook for rest of 2020
Trigano has announced sales of € 1,163.4M 
in the first half-year 2019/2020, up 2.3 % 
compared to the first half of previous financial 
year (+ 1.9% at constant scope). Consolidated 
current operating profit for the first half-year 
reached € 89.3M and represents 7.7 percent 
of sales (8.8 % in 2018/2019). First half-year 
results were affected by an unfavourable sales 
mix in terms of margin, by a level of produc-
tivity below expectations in the factories that 
were refitted a few months ago, as well as 
by an increase in warranty costs. The finan-
cial result (€ -4.0M) benefited from an adjust-
ment of the minority debt amounting € 3.1M. 
Considering a corporate tax expense of € 
22.4M and the positive contribution of equity 
affiliates (€ 2.1M), the net consolidated prof-
it reached € 65.7M (€ 72.0M in 2018/2019) 
and represents € 3.41 per share. The level of 
investments is stable compared to the first half 
of the previous financial year (€ 20.1M com-
pared to € 19.9M in 2018/2019). In addition, 

Trigano acquired a factory previously rented 
in Poggibonsi (Tuscany) for € 9M, generating 
annual rental savings of around € 1M. During 
this half-year, Trigano again strengthened its 
financial structure: net debt, traditionally at its 
peak at the end of February, reached € 78.0M 
(€ 174.3M on 2019/02/28), i.e. 8.4% of con-
solidated shareholders’ equity (21.6% on 
2019/02/28). The application of IFRS 16 had 
the effect of increasing financial debt by € 17.1 
million as of February 29, 2020 (rental debts). 
Trigano has been affected since mid-March by 
sanitary measures intended to curb the spread 
of the Covid-19 virus. Trigano implemented an 
action programme to manage this crisis. Trig-
ano achieved sales of € 603.4M in the second 
quarter of 2019/2020, up 7.3% at constant 
scope and exchange rates. The European lei-
sure vehicle markets continued to grow in the 
first half of the year with the exception of the 
Scandinavian and British markets. Activity in 
the second quarter was marked by the total 

or partial resolution of problems of vehicles 
type-approval, chassis availability and refitting 
of certain plants encountered in the previous 
months.  Sales of motorhomes (+ 10.6%) re-
turned to a high pace of growth, while those 
of caravans (-3.2%) were slightly down com-
pared to the previous year. Trigano says its fi-
nancial strength is also a fundamental asset 
in this crisis period. Indeed, motorhomes are 
experiencing a significant expansion in the im-
portant markets and the fences corresponding 
to taxes based on CO2 emissions have been 
completely removed in United Kingdom and 
should be largely lifted in Sweden. 

sumers as air travel, cruise ships, and hotels 
are likely going to be less popular, at least 
in the near term. As a result, the outdoor 
recreational products business is expected to 
accelerate.”
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Thor Industries has announced net sales of 
$2 Billion, improved gross profit margin and a 
higher backlog for the second quarter of Fiscal 
2020. Net sales for the second quarter were 
$2.0 billion, an increase of $712.6 million, or 
55.2 %, compared to the prior year. Second 
quarter results include an increase of $74.5 
million in North American RV sales and the 
addition of $637.1 million in net sales from 
Erwin Hymer Group (“EHG”). Gross profit 
margin for the second quarter was 12.8 per-
cent. Independent dealer inventory levels of 
Thor products in North America decreased 
by 16.5% to approximately 115,200 units 
as of January 31, 2020, from approximately 
137,900 units as of January 31, 2019. North 
American Towable RV sales were $983.9 mil-
lion for the second quarter of fiscal 2020, 
compared to second-quarter sales of $881.6 
million in the prior-year period, an increase 
of 11.6%. North American Towable RV gross 
profit margin rose 240 basis points to 13.3% 
in the fiscal second quarter. North American 
Towable RV income before tax was $53.4 mil-
lion, compared to $34.1 million in the second 
quarter last year, an improvement of 56.9%. 
North American Towable RV backlog at Janu-
ary 31, 2020 was $948.1 million, an increase 
of approximately $136.0 million, or 16.8%, 
from the January 31, 2019 level of $812.0 
million. North American Motorized RV sales 
were $343.7 million for the second quarter, 
compared to $371.5 million in the prior-year 

Thor announces net sales of $2 billion
period. This decrease of 7.5% in 
motorized RV sales was primarily 
driven by lower unit volumes and 
a shift in product mix towards low-
er-priced products. North American 
Motorized RV income before tax 
for the second quarter decreased 
to $14.9 million from $17.2 million 
a year ago, mainly due to the re-
duced sales levels. North American 
Motorized RV backlog at January 
31, 2020 increased approximate-
ly $144.5 million, or 22.6%, to 
$784.4 million from $639.9 million a year ear-
lier. European RV sales were $637.1 million for 
the second quarter, following EHG’s historical 
trend of sequentially improving net sales from 
the first to the second quarter. European RV 
gross profit was $79.5 million, or 12.5% of 
net sales, in the fiscal second quarter. Euro-
pean RV income before tax was $4.7 million. 
European RV backlog was $1.14 billion as of 
January 31, 2020, reflecting current levels of 
demand within the European market. “Our 
second-quarter financial results for the North 
American Towable RV segment include impair-
ment charges related to two pending strategic 
divestitures. These pending divestitures, which 
are expected to be completed prior to July 
31, 2020, resulted in non-cash impairment 
charges totaling $10.1 million, or $0.15 per 
diluted share,” said Colleen Zuhl, Thor’s Senior 
Vice President and Chief Financial Officer. Bob 

Martin, President and CEO of Thor Industries, 
commented, “During the second quarter, we 
took a significant step forward in realizing 
additional value from the integration of EHG 
with the announcement of the formation of 
our new subsidiary, Hymer USA. Over time, 
this new subsidiary will produce a full lineup 
of Hymer-branded RVs utilizing European style 
and design that will be built in facilities incor-
porating the best of German manufacturing 
practices, automation and control standards. 
Initial dealer feedback has been excellent, and 
we believe there is great market potential 
in North America for this high-quality, Euro-
pean-inspired RV product line.” Bob Martin 
noted, “We are hopeful that the virus will be 
contained very quickly and that its impact on 
individuals will be minimized. In the mean-
time, in addition to monitoring the situation, 
we have put in place various action items...”
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News

According to the Thule Group annual report 
for 2019, strong growth in its business cat-
egories of Active with Kids and RV Products 
in the Europe & ROW regions was the larg-
est factor behind its 8.5 percent increased 
sales (corresponding to a currency-adjust-
ed growth of 3.9 percent). Thule Group is 
an international Group with sales of SEK 
7,038m in 140 countries. It is a market lead-
er in several product categories, such as roof 
racks, rooftop cargo carriers and bike racks 
for vehicles, as well as in certain child-re-
lated products, such as bicycle trailers. It is 
also a leader in the European market for our 
niche categories for RVs and caravans. Thule 
Group’s core brand Thule grew more than 
six percent during the year and accounted 
for 83 percent of sales at year end. It con-
tinued to broaden the brand in terms of 
product offering during the year and also 
strengthened brand communications. The 
largest Thule product category, Sport&Car-
go Carriers, posted stable growth of one 
percent in local currency during the year. 
The new sub-category of rooftop tents, 
which was added through the acquisition of 
Tepui Outdoors in the end of 2018, grew 
quickly in the North American market and 
these products will be sold under the Thule 
brand starting in the first quarter of 2020. In 
December 2019, Thule also carried out a mi-
nor, supplementary acquisition through the 
purchase of North America’s leading manu-
facturer of roof mounted fishing rod vaults. 

Thule Group annual report 2019 
thanks strong growth in RV products

The global coronavirus crisis adversely im-
pacted the Q1 2020 results for Groupe PSA 
with consolidated worldwide sales down by 
29 percent and revenue down by 15.6 per-
cent (€ 2.797 billion) to € 15.2 billion. Rev-
enue  for its automotive division totalled € 
11,934 million, down by 15.7 percent com-
pared to Q1 2019. The positive impact of 
product mix (+5.3 percent), price (+0.5 per-
cent) as well as other effects (+3.5 percent) 
and sales to partners (+0.1 percent) partially 
offset the sharp decrease of volumes and 
country mix (-24.6 percent) and the negative 

Groupe PSA Q1 2020 revenue down 15.6% and sales down 29%
impact of exchange rates (-0.5 percent). With 
a total of 627,000 cars sold, Q1 2020 con-
solidated worldwide sales were down, im-
pacted by the Covid-19 crisis. Total inventory, 
including independent dealers and import-
ers, stood at 715,000 vehicles at 31 March 
2020 and decreased by 1,000 units from 31 
March 2019. Faurecia revenue  was down at 
€ 3,739 million. Market outlook: in 2020, the 
Group now anticipates a decrease of the au-
tomotive market by 25 percent in Europe, 10 
percent in China, 25 percent in Latin America 
and 20 percent in Russia.

The acquisitions expand Thule’s growing 
product portfolio with a focus on an 
active lifestyle in the outdoors and ad-
venture camping segment. RV Products 
delivered another year of very strong 
growth of 13 percent. This was helped 
by the European RV market, which per-
formed better than expected, with mar-
ket growth of around eight percent. A 
strong product portfolio focused on the 
quickly growing category of smaller RVs 
for younger users and new products, 
such as the innovative bike rack Thule 
VeloSlide, combined with a high level of 
service to major customers, contributed 
to growth that far exceeded the market’s. 
In RV Products, Thule is focusing on the 
European market, which accounts for 95 
percent of sales in this category. It is a 
market leader in terms of awnings and 
bike racks for motorhomes and caravans 
in the European market, which again 
posted very strong growth of eight per-
cent during the year. The German market 
was also very positive, with growth of 
more than 10 percent, while the market 
declined in Sweden and the UK, and was 
only slightly positive in southern Europe. 
The trend with the greatest impact on 
the industry is the sale of smaller moto-
rhomes. Thule says that a new genera-
tion of young consumers appreciates the 
sense of freedom that a holiday in an RV 
can offer, and in parallel, the growing 
demographic of people aged 50+ wish 
to continue living an active and sporty 
life. As this sector is also impacted by ac-
cess to financing for such a large capital 
purchase as a motorhome or caravan, 
and our products are essentially mount-
ed in connection with their purchase, RV 
Products is the most sensitive product 
category to the economic cycle. The un-
derlying annual growth in the European 
market is estimated at five percent, on 
average, for the next five years.

The UK motorhome industry is celebrat-
ing the news that in the UK Govern-
ment’s budget announced today, it has 
reduced the annual Vehicle Excise Duty 
(VED) for most newly registered moto-
rhomes sold from 12 March 2020. Last 
year, the Government had increased 
the VED rates on new motorhomes sold 
from 1st September 2019 by up to 705 
percent to bring them inline with rates 
for luxury cars with a similar value and 
emissions.
The National Caravan Council, the trade 
body representing the UK caravan indus-
try, mounted a #fairmotorhometax cam-
paign to lobby Government to abolish 
this tax increase.
Commenting on this news, James Turner, 
Managing Director of the Swift Group, 
said: “This is an incredibly important re-
sult for our industry. It will without doubt 
resonate with our loyal customers, which 
in turn will give all businesses within the 
entire supply chain the opportunity and 
the confidence they need.”

UK victory! 
Motorhome road tax 
increase revoked
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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

NIGHT MODE

VENT POSITION

TURBO MODE

3-STAR FREEZER

SLIM150DRW70A
YOU DECIDE. 
ANY TEMPERATURE, 
ANY TIME.

FRIDGE +4°C

FREEZER -18°C

FREEZER -18

THE ONLY ONE,
THE ALL IN ONE

MADE IN ITALY - DESIGN AND QUALITY

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:  
 fi x securely drawers either fl ush or proud of your furniture;
 improve air circulation and cooling effi  ciency.

Goodbye Pierluigi
On Friday 1 May 2020, Pierluigi Alinari 
passed away, aged 85. This was a very sad 
news for those who have had the pleasure 
of interviewing and meeting him since 1996. 
He was one of the few remaining entrepre-
neurs who founded a RV manufacturer in 
Europe and who still guided their fortunes, 
although, more recently, he had gradually 
abandoned his duties due to the precarious 
state of health.
As the founder of the PLA company, Pierlui-
gi Alinari leaves an unbridgeable void for all 
the people who have had the opportunity to 
work alongside him at all levels throughout 
his life. His countless professional, political 
and social activities, which have seen him 
be a protagonist in the Val d’Elsa, as well as 
throughout Europe.
It was bad luck for Pierluigi Alinari to pass 
away during the COVID-19 emergency. As 
a testimony of his friendship and esteem 
from the whole sector, many friends, cus-
tomers, suppliers, collaborators would have 
liked to be able to attended his funeral in 
the splendid setting of the medieval town of 
San Gimignano, home of Pierluigi. We are 
sure it would also have been been attended 
by competitors of the past who have always 
feared the entrepreneur and respected this 
man from Tuscany.

He started his career in the caravanning in-
dustry as a supplier of spare parts for Roller 
in 1970. Ten years after he tookover Car-
avans International successfully relaunching 
the brand internationally. In 1999 he con-
tributed to the start of the Mc Louis brand 
(Louis as Luigi) and some years after, he 
became vice-president of SEA S.p.A, build-
ing up brands like Dream and Joint, and 
taking care of the Mobilvetta business 
unit.
In 2010, when he was 75 years old, 
he founded P.L.A. to meet the needs 
of a renovated and evolving cara-
vanning market four years 
after he purchased 
Giottiline, merging the 
brand into the P.L.A. 
Group. In 2016, P.L.A 
became part of the 
Rapido group.
Aboutcamp BtoB last 
met him two years 
ago. The interview 
has been pub-
lished on the issue 
n. 19 and it is also 
online at this link:

www.aboutcampbtob.eu/pierluigi-al i-
nari-pla/

We would like to send sincere condolenc-
es to his wife Graziella from all the editorial 
staff at AboutcampBtoB.
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REV Group appoints new CEO
Sullivan is leaving his role as CEO and as a 
member of the Board of Directors and being 
replaced by Rodney N. Rushing, effective 
March 23, 2020. Mr Rushing will assume 
day-to-day strategic and operational leader-
ship of the Company and will also join REV 
Group’s board of directors. Prior to joining 
REV Group, Rod Rushing was President, 
Building Solutions North America at John-
son Controls Inc. (JCI), a $9 billion revenue 
business with 30,000 employees. Over the 
course of 30 years with JCI, Rod Rushing has 
demonstrated results-oriented leadership in 
leading both product and service business-
es within the JCI portfolio. His experience 
spans sales and distribution management, 
engineering, product development, oper-

ations and M&A, and more than 20 years 
of P&L management. He has held multiple 
executive-level leadership positions, focused 
on delivering results for customers and cre-
ating shareholder value.
“The Board is confident we’ve selected 
the ideal next leader of REV Group in Rod. 
He has a proven track record of delivering 
high-quality performance through orga-
nizational development, financial acuity, 
commercial excellence, and operational dis-
cipline. We were impressed with Rod as a 
leader, his strategic approach to managing 
business drivers, and his ability to align re-
sources to achieve results and deliver share-
holder value,” said Paul Bamatter, Chairman 
of the Board.

The REV Group, Inc., a manufacturer of spe-
cialty vehicles, has announced that Timothy 

News

Thetford ‘jumps the curve’ with 
game changing sanitation system

Aimed initially at motorhomes, the new system is revolution-
ary in that it combines fresh, grey and black water tanks into 
one integrated system. Thetford claims these can go one week 
between servicing, helped by recirculation of grey water. 

The clever bit is that the need to take a black water cassette to 
a dedicated discharge point is eliminated. All waste water can 
be discharged to a standard motorhome service point, provid-
ed that it is connected to the general sewage infrastructure. 

According to Thetford the result is more convenience, more 
hygiene and more freedom. The first OEM to deploy the sys-
tem is Bürstner, where it will appear in their 2021 Elegance 
motorhome. Others are expected to follow. A detailed re-
port will appear in the August edition of Aboutcamp BtoB 
magazine.

(Terry Owen)

The organizers of the IAA 
Commercial Vehicles 2020 
cancelled the event and set 
the new show in Munich the 
next year. Munich prevailed 
against six competitors in the 
race for the IAA 2021. The 
IAA Commercial Vehicles is the world’s leading platform for transport, 
logistics and mobility. As a global meeting place for experts and deci-
sion-makers from the entire transport and logistics sector, its strength 
is its international range of both exhibitors and visitors. Direct personal 
contacts are at the heart of the show. “The health risks of the Covid-19 
pandemic and the measures taken to contain it have fundamentally 
changed the backdrop for the IAA Commercial Vehicles” – said the 
official press release – “The Covid-19 pandemic has indeed shown the 
general public very clearly just how essential commercial vehicles are 
for maintaining public food supplies, but it is having an unprecedented 
impact on business in the sector and also the IAA. Many countries have 
travel restrictions that will remain in force for several months to come. 
Large events have been prohibited over the coming months in nearly 
all European countries. Given the situation with the corona pandemic, 
face-to-face meetings can no longer be held at a trade fair and par-
ticularly at the IAA. Against this background, the VDA has decided to 
cancel the IAA Commercial Vehicles 2020 that was to be held in Han-
nover from September 24 to 30. It was a difficult decision to make. Yet 
in view of the overall situation in Europe and around the world, we do 
not see any possibility of holding the IAA this year in its familiar form 
as a platform for exhibitors and visitors”. Otherwise the METSTRADE 
Show, the world’s largest trade exhibition of marine equipment, ma-
terials and systems, confirmed that it will be held as planned from 17-

19 November 2020. “RAI 
Amsterdam is committed to 
delivering a successful MET-
STRADE 2020 and acknowl-
edges that health and safety 
is integral to this objective”- 

said the last METSTRADE newsletter – “RAI will ensure that it has a 
high-quality health and safety policy in place which is appropriate for 
the prevailing advice in November. A comprehensive list of measures 
that we take will be communicated in due course”. Updates on precau-
tions and measures in place at RAI Amsterdam can be found at https://
www.metstrade.com/exhibitions/metstrade-show/corona-virus

IAA Hannover cancelled, 
METSTRADE Amsterdam confirmed

Thetford used a webinar on 26th May to launch its new smart 
sanitation system, iNDUS, to the world’s RV press. The original 
plan had been for journalists to attend their Etten-Leur HQ in 
person, but Covid 19 restrictions put paid to that.
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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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Hymer GmbH & Co. KG has appointed Hans-Georg 
Rauh as its new Technical Director (Vice President of Op-
erations) to replace Jochen Hein, who is now the Tech-
nical Director of the newly established THOR subsidiary 
“Hymer USA”. In close collaboration with Christian 
Bauer and Jörg Mayer, Hans-Georg Rauh will coordinate 
the business activities of the premium manufacturer of 
leisure vehicles at the Bad Waldsee site and is responsi-
ble for the Development and Design, Quality and Sup-
ply Chain Management, as well as the Production and 
Human Resources departments. Just like his predeces-
sor, Hans-Georg Rauh will report to Jan Francke, COO 
of the Erwin Hymer Group. By appointing Hans-Georg 
Rauh, who has over 20 years of experience in the fields 
of product development, project management, lean 

management and lean production 
in the automotive supply industry, 
Hymer is further strengthening its 
in-house industrial expertise. From 
1995 to 2012, Hans-Georg Rauh 
held the position of Vice Presi-
dent R&D/Program Management 
at W.E.T. Automotive Systems AG. 
He then spent three years work-
ing as the Chief Technology Officer 
at B.O.S. GmbH & Co. KG. Since 
2016, the automotive engineering 
graduate has focused on leadership, 
lean management and agile prod-
uct development in his position as 

a business consultant and management coach, before 
taking on a managerial role at Hymer GmbH & Co. 
KG. Commenting on his new role, Hans-Georg Rauh 
said: “The development of new and existing product 
concepts with huge benefits for the customer and a 
simultaneous focus on increasing productivity through 
standardisation using modular systems will be central 
to the future direction of the company. I’m looking for-
ward to building on what has already been achieved in 
countless innovative projects, and to have a significant 
impact on shaping Hymer’s business activities myself.”
Jan Francke, COO of the Erwin Hymer Group said: “By 
appointing Hans-Georg Rauh, we’ve been able to add a 
real expert to Hymer’s leadership team. He has a wealth 
of knowledge and expertise from the automotive in-
dustry and a keen intuition for the issues of the future. 
We’re certain that we’ve found the right successor for 
Jochen Hein in him. At the same time, we thank Jochen 
Hein for all of his hard work at Hymer GmbH & Co. KG 
and are delighted that we’ve been able to appoint him 
as the Vice President of Operations & Managing Direc-
tor of the new US site.”
At the headquarters in Bristol, Indiana, USA, Hein will 
be responsible for the Development, Quality, Supply 
Chain Management and Production departments of 
the THOR subsidiary “Hymer USA” in future. During 
his seven years as the Technical Director at Hymer, Jo-
chen Hein made an enormous amount of progress in 
the field of operational excellence in particular, thereby 
making a significant contribution towards increasing 
the production capacity at the Bad Waldsee site. In 
addition to developing production of the company’s 
own chassis, his achievements also include introduc-
ing a modular production system, the restructuring of 
the plant, as well as increasing the collaboration with 
Mercedes-Benz Vans.

Change in management 
at Hymer GmbH

Hans-Georg Rauh

News

Thomas Neubert has transferred from leading the Marketing and PR department 
at Hobby to take over product management responsible for the strategic orien-
tation of the brand’s product portfolio of caravans, motorhomes and van conver-
sions. With 24 years of experience at Hobby (12 of them leading the marketing 
and PR), Thomas Neubert, 45, is an expert on the brand and will continue to 
refine the profile of the brand in the product categories caravan, motorhome and 
van. Product management reports directly to the board of management and is re-
sponsible for clearly positioning products for relevant target groups and markets.
“Thomas Neubert has played a significant role over the last two years in Hobby’s 
brand orientation and is therefore ideally qualified for the new position”, said 
Hobby Managing Director Bernd Löher. Following the new appointment, Manag-
ing Director Holger Schulz will take on the direct management of the Marketing 
and PR department.
Hobby employs over 1,200 people in its Fockbek caravan plant near Rendsburg 
in Schleswig-Holstein, Germany, which is one of the largest production sites for 
caravan and motorhome construction in Europe. In 2018, around 12,000 cara-
vans and 2,000 motorhomes left this plant and generated annual sales of EUR 
275 million. Hobby occupies a strong 
position in this sector with a 22.3 per-
cent market share across Germany in 
the caravan sector. The export share of 
Hobby caravans is 46 percent. Sales are 
handled by over 350 authorized dealers 
and permanent agents or importers in 
all major European markets. In addition 
to the hobby caravan factory, the group 
also includes: Fendt-Caravan GmbH in 
Mertingen (Bavaria), Rendsburg hot-dip 
galvanizing plant in Rendsburg, Form-
light GmbH, Warburg (NRW).

Thomas Neubert takes over product 
management role at Hobby

Off-road camper and caravan manufacturer, TRACK TRAILER, has acquired two 
other Australian brands, Trakmaster and Pioneer. The deal was jointly announced 
by Gerard Waldron (director TRACK) and Wayne Gason (MD Gason industries) 
and transfers all the intellectual property for both the design/manufacture and 
marketing of both brands to TRACK. Under the agreement, TRACK’s ‘OUTBACK 
HQ’ showroom and service centre will provide ongoing service and parts for both 
brands and warranty services on behalf of Gason for all Gason manufactured 
products. Wayne Gason, MD of Gason Industries commented: “As a board we 
have assessed it over the past year and being a family-owned business of 75 years 
in October – we felt we wanted to come back to our core business in Ararat. 
We just felt Track was that right business, they are family-owned, building high 
quality products like Trakmaster and Pioneer and we just see this as the best fit 
in Australia to take these products forward and develop them into the future.” 
Gerard Waldron, director of TRACK said: “The Australian RV industry was already 
on notice 12 months ago that the federal RVSA legislation would bring light 
trailers into a similar compliance scheme to that existing for cars and trucks. The 
challenges of this and the slow economy were already drivers of industry consol-
idation. TRACK recognised this and was already seeking opportunities to expand 
its offering. The opportunity to acquire these two highly regarded brands with 
compatible design and production systems seemed ideal.” 

“New Trakmaster and 
Pioneer models will be 
released in 2021, but 
in the meantime OUT-
BACK HQ has stock of 
2020 models available 
for immediate sale.”

Australian RV manufacturer, Track Trailer, 
acquires Trakmaster and Pioneer
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For the second time, the TOP Job Awards have 
named Truma as one of the top employers 
among German small and medium-sized en-
terprises (SME). The jury for the awards was 
particularly impressed by Truma’s management 
and feedback culture, employee development, 
ideas management, as well as creating a strong 
feeling of togetherness and employee benefits. 
The highly respected award is based on a com-
prehensive employee survey, organised by the 
zeag GmbH Centre for Employer Attractiveness 
and the University of Sankt Gallen. Truma’s Uta 
Neuner, Chief Human Relations Officer, and Har-
ald Popp, Personnel Development Manager, ac-
cepted the award from TOP Job patron, Sigmar 
Gabriel in Berlin. “We are extremely proud that 
our employees value us as an attractive employer 
and to have received the prize for a second time”, 
explains Uta Neuner.

Truma wins award as a top 
employer for second time

Hymer has won its first award in 
the annual Automotive Brand 
Contest held by the German De-
sign Council with its VisionVenture 
concept which received the high-
est accolade of “Best of Best”. 
The Hymer VisionVenture concept 
vehicle impressed the jury in the 
“Concepts” category with its out-
standing product design. This is al-
ready the second award that it has 
won this year – following the Eu-
ropean Innovation Award. The Au-

tomotive Brand Contest is one of the most important competitions in the industry for 
brand communication and design. Hymer’s VisionVenture concept vehicle impressed 
the jury with its extraordinary and innovative interior and exterior design. “In terms of 
design, self-sufficiency and lightweight construction, we have broken new ground with 
our concept vehicle and have shown what motorhoming might look like in the near 
future. Receiving the Automotive Brand Award has once again confirmed that we have 
our finger on the pulse when it comes to our visions,” says Christian Bauer, President 
of Hymer GmbH & Co. KG. With 3D-printing, infrared-reflective paint, roof and rear 
patio with BBQ and a pneumatic pop-top roof, Hymer developed the VisionVenture 
in collaboration with BASF. It combines the pioneering spirit and innovation of Hymer 
with more than 20 innovative materials from BASF in order to offer a forward-looking 
response to current and future industry trends. The distinct front design has created a 
new motorhome category all of its own, and the resilient and temperature-regulating 
paintwork in striking dark green is also eye-catching. With the designers from Studio 
SYN, Hymer has created a brand new interior design with a seating area next to the 
generous panoramic window, a tailgate that can be converted into a patio, and the 
kitchen that is integrated into a striking stepped structure. The steps lead up to the roof 
of the VisionVenture, where there is a “bedroom” and private roof terrace.

Hymer VisionVenture wins highest accolade 
in Automotive Brand Contest 2020
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To manage future demand in the European RV/marine/automotive 
markets, Dometic has opened a new 13m tall European Distribution 
Center in Emsdetten, Germany with space for 18,250 pallets. The 
new 14,000 m² site is an expansion of Dometic’s existing Distribution 
Center in the same region to meet future demands and technical 
requirements while providing a healthier and safer work environment 
for the employees. The two facilities, at Gutenbergstraße and at Hol-
lefeldstraße, now provide a total of 51,000 m² of warehouse space. 
Sustainability was taken into account for the architecture of the new 
building. The new hall is fitted with power-efficient LED lightning and 
the heating is modern and efficient. The roof was covered with solar 
panels for a greener power supply. Peter Kruk, President of EMEA at 
Dometic said: “We’re building an infrastructure for the future. This 
modern facility will help us grow with better efficiency and we are 
now well-equipped for the transformation of the industry. I also feel 
good about being able to provide a great working environment for 
our business development in the region.”

With this extend-
ed storage capaci-
ty, Dometic is well 
positioned to sup-
port the growth in 
both OEM and AM 
markets handling 
a broad range of 
products like cool-
ing boxes, rear-view 
cameras, and pro-
fessional workshop 
equipment, as well 

as the distribution of awnings and air conditioning systems. Dometic 
plans to start up the extended central warehouse to its full extent 
early this year. The site will be able to manage orders worth €400 
million every year.

Dometic opens new European 
Distribution Centre

News

Tecnoform is celebrating its 55th anniversary. It has played an 
important role the evolution of the RV Industry over the last 55 
years as a pioneer in the production of furnishing components 
and has actively contributed to some of the most important in-
novations for its customers in the global caravan industry. Fed-
erico Kerkoc, and his wife Luciana, founded Tecnoform in 1965. 
It is still a family business today and the board of directors has 
always been composed of family members. The Kerkoc family 
has been in charge for 55 years with determination and passion 
in line with the values of Federico, a very intuitive person with 
the ability to speak many languages. After his passing, one of his 
sons – Roberto Kerkoc – was the CEO from 2005 to 2017, until 
he passed away suddenly. Since then, Renzo Kerkoc, the family 
engineer, assumed the role of CEO at Tecnoform, sharing the 
strategic guidelines with his younger brother Andrea. Today, Tec-
noform is recognised as a global market leader with the capabili-
ty to influence the market with new ideas, competitiveness, high 
quality and industrialised processes. Tecnoform’s biggest strength 
lies in the production of high quality and customised solutions, 
with the elegant made-in-Italy style. Customers and suppliers are 
regarded as partners in a co-development approach that con-
tributes to the achievement of the Tecnoform Mission: exceed-
ing and driving customer expectations in a win-win relationship. 
Moreover, Tecnoform is committed to reducing its environmental 
impact by utilizing renewable and sustainable materials. For ex-
ample, on the roof of its plant in Bologna there is a solar plant 
that produces 2.2 MWh of electricity, allowing Tecnoform to be 
practically self-sufficient for electrical energy. A new manage-
ment and control system is currently being implemented at Tec-
noform focusing on quality, environmental impacts, health and 
safety. The aim is to optimise the management of the company 
to make it more effective and sustainable. Tecnoform believes 
that the heart and soul of the company are its 160 employees 
who work with passion and expertise. Together, the team have 
the capacity to carry out the most demanding customer requests 
by using their complimentary skills. Young engineers, architects, 
vision planners, developers and technicians represent the future 
of Tecnoform. The team are working on challenging objectives 
around process and product innovations, such as weight reduc-
tion technologies, cost reduction and control of the productive 
process remotely (Industry 4.0).

Tecnoform celebrates 55th Anniversary

Terry Owen, who has been a regu-
lar contributor to Aboutcamp BtoB 
magazine since 2016, has been 
elected as the new life president of 
the Caravan Writers’ Guild (CWG) in 
the UK. Terry is perhaps best known 
for his technical articles where he 
strives to make difficult subjects 
understandable whilst maintaining 
a high level of accuracy. The appointment was made by the Guild’s 
Committee at a meeting to decide who should replace the former 
Life President, Tony Bradford, who died in April after many years’ 

poor health. He was elected as the 
Guild formed in 1982. The CWG is 
a thriving organisation with some 
80+ journalist members who oper-
ate across all media from print to 
the internet. It was formed with 
the aim of promoting better com-
munication and understanding 
between the industry and a (some-
times critical) press. The Guild also 
aims to promote high standards in 
journalism and organises relevant 
training courses for its members 
each year. These are complimented 

Terry Owen elected life president 
of UK Caravan Writers’ Guild

by industry visits, press familiarisation tours and networking events. 
Apart from member subscriptions, funding is provided by some 33 
industry sponsors including manufacturers, suppliers, insurance com-
panies and others. Terry said “It is indeed a great honour and privilege 
to be elected to this prestigious position, especially following in the 
footsteps of such a distinguished man as Tony Bradford. I hope that 
my many years’ experience serving on the CWG Committee will stand 
me in good stead for this role and I thank the Committee for putting 
their faith in me.”
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While the directives worked from a health-
care perspective – Canada quickly flattened 
its infection curve, with most regions peaking 
by late April – the economic impact has been 
enormous. By late April the federal govern-
ment had committed nearly C$300 billion 
in support of Canadian businesses and an-
nounced first steps toward to re-opening the 
economy, leaving RV manufacturers, dealers 
and parts and accessory manufacturers with 
hope, but an unclear path forward. “The sav-
ing grace in all of this is that the reasons for 
consumers to buy an RV haven’t changed, 
they’ve only grown stronger,” says Canadi-
an RV Association (CRVA) president, Shane 
Devenish. “The buyers have been confined to 
their homes for the last couple of months, so 
we expect that when restrictions are relaxed 
many people will want to get away and be 
outside. I don’t think they’ll have much appe-
tite for taking a flight or going on a cruise in 

Market report Canada

With a stable domestic market and a healthy export business built upon multiple free trade agreements, 
the Canadian RV industry has been a global bright spot. As the country emerges from the Covid-19 
pandemic, manufacturers there look to grow even stronger.

Focus on the 
Canadian RV market

Words Craig Ritchie

It was all going so well. Sales were solid, 
RV shows were well attended, interest 
rates remained low and the cost of fuel 

was minimal. The currency exchange against 
the US dollar had settled into a sweet spot 
for both import and export trade and, most 
importantly, consumer interest in going RV-
ing was growing exponentially. By the end 
of February 2020, the Canadian RV industry 
was flying high. Then not even two weeks 
later it all came crashing to a halt as the 
country went into Covid-19 lockdown. 

By mid-March Canada’s handful of isolated 
coronavirus infections had exploded to the 
point where most of the country was under 
a state of emergency, with new travel restric-
tions, aggressive social distancing measures 
and all non-essential businesses closed by 
government order. 

the near future, so it’s quite possible we will 
see a bit of a sales surge later in the year.”

Shane Devenish
President of Canadian RV Association (CRVA)
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Population:  35.8 million 

Median age: 41.1 yrs (M), 43.7 yrs (F)

Population density: 3.41 persons per sq. km.  
Approximately 90% of the population  
concentrated within 160 km of the US border

Labour force: 18.89 million 

Unemployment rate: 6.3 % 

Jobs in RV Industry: 66,000

Official languages: English, French

GDP: €1,625 trillion 

GDP per capita: €44,350

GDP Growth: + 3.0% 

Inflation rate: 1.6 % 

Currency: Canadian dollar ($CAD)

Imports: over €405.1 billion 

Exports: over €338.0 billion 

Canada by the numbers (2019 data)

The domestic RV market

The RV industry is big business in Canada, averaging approxi-
mately C$3.4 billion in retail sales each year. Post-purchase ex-
penditures contribute another $1.7 billion or so to the Canadian 
economy, in the form of value-add costs like insurance, storage 
and fees. Tourism spending associated with the use of RVs ex-
ceeds $3.3 billion each year, with Canadians taking an average 
of 8.8 million trips per year according to the Recreational Vehicle 
Dealers Association of Canada (RVDA Canada). The organisa-
tion’s 2018 Economic Impact Of The Canadian RV Industry pegs 
total consumer spending on RVing at over $6.1 billion every year, 
generating $1.9 billion in tax revenue, $4.2 billion in labour in-
come and supporting more than 66,000 jobs.

In spite of lower wholesale shipments over the past 18 months, 
RV retail sales in Canada have remained brisk. “Over the last 
two quarters of 2018 and through all of 2019 dealerships were 
busy clearing their lots, there was just too much inventory in the 
pipeline,” says Devenish. “That’s the reason manufacturers were 
shipping less product. People see the shipments were down by 
32 percent and think oh, that doesn’t sound very good, but in 
reality the dealers were selling a lot of product and doing quite 
well, and right across Canada.”

Prior to the arrival of the coronavirus pandemic, retail sales in 
Canada had been very good indeed. The consensus among deal-
ers suggests that while sales coming into March of this year re-
mained slightly behind 2019 numbers, they were clearly gaining 
pace. “January was a little bit soft and I think part of that was 
weather-related, as we had a number of major RV shows in dif-
ferent parts of the country that were impacted by winter storms,” 
says RVDA Canada president, Eleonore Hamm. “But the rest of 

Free trade agreements: Australia, Brunei, 
Chile, Columbia, Costa Rica, EU, Honduras, 

Iceland, Israel, Japan, Jordan, Liechtenstein, 
Malaysia, Mexico, New Zealand, Norway, 

Panama, Peru, Singapore, South Korea, 
Switzerland, Ukraine, United States, 

Vietnam. 

Free trade agreements pending: Argentina, 
Brazil, Dominican Republic, El Salvador, 
Guatemala, India, Morocco, Nicaragua, 

Paraguay, Turkey, Uruguay.

Major RV shows: Toronto, Vancouver, 
Montreal, Edmonton, Calgary, Winnipeg, 

Halifax, Ottawa

Notes:

• Globalized economy, among top 10 
trading nations on earth

• Second largest country in the world with 
an area of 9,984,670 sq. km

• 5.7 million Canadians go camping each 
year and contribute CAD$4.7 billion (€3.05 

billion) to Canada’s economy

the shows did really well – 
at least until we came to 
March, when things got 
scary and they started to 
be cancelled. The Canadi-
an RV industry had ended 
the 2019 season down 
13.1 percent compared 
to the previous year, but 
the dealers were optimis-
tic that 2020 was going 
to be a rebound year and 
they were going to move a 
lot of inventory. Everything 
was certainly pointing that 
way, sales were clearly picking up.”

Increasingly, those sales were being made to first-time buyers. 
According to RVDA Canada and CRVA data, an estimated 2.1 
million Canadian households – or around 15 percent of the na-
tional total – already own an RV. New buyers to the market are, 
in many cases, new to RV camping altogether. “It’s not just the 
baby boomers any more, millennials now represent one of the 
largest buying segments in Canada,” says Hamm. “And they’re 
not using the RV just to go camping. They use it to go fishing, 
or rock climbing, or to attend concerts or do other activities just 
for the day. The industry’s consumer messaging has been about 
enjoying experiences, and these buyers have extended the defi-
nition of that.”

What is particularly surprising with so many first-time buyers in 

Sources: Statistics Canada, CIA World Fact Book, Canadian Camping & RV Council

Eleonore Hamm
President of RVDA Canada
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the mix is that Canadian RV sales through 
March have been trending upward not only 
in unit numbers, but in dollars as well with 
a clear increase in average retail prices. 
Where first-time buyers have historical-
ly purchased entry-level units, that is not 
the case anymore as young families place a 
premium on upscale features and in partic-
ular, electronic amenities. 

That said, baby boomers remain the larg-
est consumer group overall, with most 
now putting a premium on comfort and 
high-end finishes. “We were seeing very 
strong sales all across Canada and in the 
US prior to the arrival of Covid-19,” says 
Keith Donkin, president of Kelowna, British 
Columbia-based truck camper and travel 
trailer manufacturer Northern Lite. “Most 
of our buyers are still the baby boomers 
who want high-end everything, and that 
has been reflected in our sales. But I’m sure 
we’ll see more millennials moving forward 
because they also place a high value on 
quality and premium amenities.”

Donkin notes that while the truck camp-
er market has continued to grow steadily 
across Canada, Northern Lite has recently 
expanded its product line with a re-launch 
of a travel trailer product – seen as being 
more appealing to young families with chil-
dren, and offering greater comfort to ag-
ing boomers. The first SKU to be offered 

Market report Canada

will be its new-from-the-wheels-up Boreal 
23FB. Featuring an edgy, futuristic design, 
the 23-foot fibreglass travel trailer sleeps 
four and features the latest in high-tech 
appointments, including a pair of 100-watt 
solar panels. “We’ve had a lot of interest 
in the trailer line from both dealers and 
consumers,” he says. “It’s been in develop-
ment for the last year-and-a-half and is a 
one-piece, four-season travel trailer which 
is absolutely seamless, which is an indus-
try first. We anticipate they should begin 
arriving on our dealer lots by late summer.”

Roger Faulkner
President of General Coach

The manufacture of RVs in Can-
ada represents at least $470 mil-
lion in economic impact each year 
according to RVDA Canada and 
the CRVA, with 80 percent of the 
product exported to foreign buy-
ers – the vast majority of them lo-
cated in the US. 

The great irony is that in the face of that massive export business, approximately 95 percent 
of the RVs sold at retail in Canada are imported from manufacturers based in the US. “Cana-
da has a strong manufacturer base for Class B motorhomes, truck campers and park models, 
in particular,” explains RVDA Canada’s Eleonore Hamm. “But travel trailers and fifth wheels 
are still the largest segment of the industry, and there are very few domestic manufacturers in 
Canada producing those. So the product we’re exporting is quite different from the product 
that we import.”

Beyond the varied product mix, there is also the matter of dealer proximity. Canada’s vast 
geography and comparatively sparse population have typically seen domestic manufacturers 
do well in their own region, but face steeper competition in more distant markets where they 
come head-to-head with US-based competitors that may actually be located physically closer 
to local dealerships, in spite of being situated on the other side of an international border. In 
some cases, simple proximity allows an American manufacturer to better serve dealers in a 
given region than a Canadian builder can. This curious arrangement stems from the near-total 
integration of the Canadian and US economies following more than 30 years of free trade.

Canada has enjoyed free trade agreements with the US since the implementation of the 
Canada-US Free Trade Agreement in 1987. This accord was expanded to include Mexico in 
1994 with the signing of the North America Free Trade Agreement, and replaced again with 
the new US-Mexico-Canada Agreement in March of this year. While lost in the tsunami of 
Covid-19 news coverage as it happened, the ratification of this latest trade agreement by 
Canada marked an important step for the RV industry, by providing investors with greater fis-
cal clarity and manufacturers with much-needed stability in both their supply and distribution 
channels moving forward – including a measure of tariff relief.

Thanks to decades of free trade, supply chains and distribution chains in North America are 
today fully integrated, a situation that results in many parts and accessories crossing the 
border multiple times before they’re finally sold to an end-user. Bauxite mined in Canada, 
for example, is often refined by smelters located in the US, which may in turn sell the raw 
aluminium plates back to an RV builder in Canada. In many cases, the RV manufacturer then 
uses that raw aluminium in a camper, which is subsequently sold to a dealer in the US. This 
extensive cross-border movement of material has become commonplace, making the impor-
tance of a free-trade agreements absolutely paramount. Adding further material shipments 
to and from Mexico only underscores how complex North American supply and distribution 
chains have become.

Besides the US and Mexico, Canada enjoys free trade agreements with 22 other nations and 
now, with the EU through the Comprehensive Economic and Trade Agreement (CETA) signed 
in 2014. The country’s open trade policy has greatly benefitted Canadian manufacturers, 
who leverage a favourable exchange rate against the US dollar in order to enjoy a unique 
competitive advantage – the ability to sell their products worldwide on the basis of both 
quality and price at the same time.

Free trade

Also launching a new travel trailer line this 
year is Hensall, Ontario-based trailer man-
ufacturer General Coach. President Roger 
Faulkner believes that the large-scale mar-
ket consolidation taking place among US 
trailer manufacturers has created opportu-
nities for more nimble Canadian builders, 
which can generate rewarding profits with 
products built in more modest volumes. 
“As a manufacturer you have to find an 
empty room,” he says. “There’s no sense 
in trying to go head-on against huge com-
petitors that have massive resources, and 

© gorving.ca
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General Coach Canada

Established in 1950, General Coach Canada is 
a family-owned manufacturer of premium park 
models, with an all-new travel trailer line debut-
ing this year. With more than 220 employees, 
General Coach is among Canada’s largest RV 
manufacturers. The company also builds trailers 
for commercial applications, with a focus on the 
motion picture industry.

Canadian RV manufacturers
• General Coach Canada
• Northern Lite
• Roadtrek
• Pleasure-Way
• ProLite

• Safari Condo
• KampaRoo Campers
• Leisure Travel Vans
• Off Grid Trailers
• Bigfoot Industries
• Northland RV
• Taylor Coach
• Trillium RV
• Lees-ure Lite
• West Coast Leisure Homes
• Prevost
• New West RV
• Escape Trailer Industries
• Kottage RV

Northern Lite Mfg.

One of North America’s most popular fibre-
glass truck camper brands, Northern Lite faced 
disaster in February 2014 when its Kelowna, 
British Columbia production facility burned to 
the ground taking most of the molds with it. 
Just over one year later the company resumed 
production in an all-new building, and for 
2020 is launching an all-new travel trailer line.

Roadtrek Inc.

Roadtrek remains the most-recognised 
Class B motorhome in North America 
in spite of a bumpy recent history that 
saw the iconic brand acquired last year 
by Groupe Rapido. Now operating as 
Roadtrek Inc., the brand builds five 
Class B models on the Dodge Ram 
ProMaster and Mercedes-Benz Sprint-
er platforms with firm expansion plans 
in the works.

Pleasure-Way Industries

Founded in 1985 when company owner Merv 
Rumpel couldn’t find a Class B motorhome that 
he liked, Pleasure-Way RV has grown to become 
one of North America’s premier Class B motor-
home manufacturers. More than 150 employees 
build eight different models on the Dodge Ram 
ProMaster, Ford Transit and Mercedes-benz Sprint-
er platforms.

Roulottes Prolite

Launched in 2000, Quebec-based Roulottes 
Prolite manufactures 14 models of light-
weight travel trailers ranging from the 227 
kg Suite for small cars to the 1,678 kg Ex-
treme – including an all-new 12V model that 
sleeps three people and runs on batteries and 
solar panels alone. The company has further 
expanded into motorized product with its all-
new Evolution Class B motorhome.

Roulottes Prolite 12V 
exterior and  interior

Pleasure-Way Plateau TS exterior and interior

General Coach 
Citation Reward 

exterior and interior

Roadtrek Zion 
exterior and 
interior

Northern Lite 10-2EX LE exterior and interior
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Market report Canada

The P&A sector

It isn’t just RV manufacturers that benefit 
from Canada’s passion for free trade. Cana-
dian parts and accessory manufacturers also 
thrive on the improved market access which 
the country’s numerous free trade agreements 
provide. “The Canadian domestic market is 
obviously important for us, it’s our home, but 
it is also somewhat limited as a result of our 
small population. It is literally 1/10 the size of 
the US market, for example,” says Mitul Chan-

drani, marketing manager for Vancouver-area 
electrical equipment manufacturer Xantrex. 
“The US has 10 times the population of Can-
ada, so the potential of that market is obvi-
ously huge. As a result our export business is 
extremely, extremely important.” 

As a leading manufacturer of inverters, bat-
tery chargers, inverter/chargers, lithium-ion 
batteries and solar charging solutions, Xantrex 

enjoys strong business both as an OEM to 
major RV brands, and as a key supplier to the 
aftermarket. With campers becoming increas-
ingly sophisticated and demands for stable 
electrical power increasing constantly, Xantrex 
has found itself in demand among RV builders 
who want to offer every modern convenience 
in their latest models, as well as current RV 
owners looking to update their existing unit. 

While the company has dominated the invert-
er/charger market for years with a significant 
market share, it has more recently seen new 
opportunities through a product expansion 
strategy based upon lithium-ion battery sys-
tems and solar charging units. Used in con-
junction with an appropriate inverter/charger, 
the battery and solar technology allows end 
users to eliminate the need for a gas or diesel 
generator altogether, and run their heat pump 
or air conditioner all night long in complete si-
lence. “The RV industry has been very open to 
embracing this new technology,” says Chan-
drani. “Nobody wants to listen to the genera-
tor all night, and that’s a big reason why large 
US RV manufacturers like Coachmen, Mid-
west and Winnebago now offer lithium-ion in 
some of their models.”

Mitul Chandrani
Marketing Manager 
of Xantrex

Xantrex 
SolarMax 
165W-220W

Xantrex building Vancouver

trying to beat them at their own game. You 
won’t win. So we’re building products that 
no one else is even looking at.”

The company’s new Citation Reward trailer 
line is described as “a very high-end, very 
expensive smaller trailer” that will appeal 
equally to affluent baby boomers and up-
wardly-mobile millennials. “We were just 
about to launch it into the market when 
the Covid-19 pandemic hit,” says Faulkner. 
“So for now we’re holding it back until 
things improve, but we’re absolutely going 
forward as soon as we can. We have 10 
dealers in Canada at this point and we’re 
looking forward to bringing this to mar-
ket.”

A return to manufacturing travel trailers is 
a natural progression for General Coach, 
says Faulkner. Celebrating its 70th anniver-
sary this year, the company is best known 
for its park model units, although the firm 
has also gained extensive experience over 
the past 15 years crafting custom trailers 
for the motion picture industry in Canada, 
the US and Europe. “The theatrical trailers 
provide a place where the cast and produc-
tion crews can prepare for a shoot, or go 
between takes to unwind and relax,” he 
says. “The movie industry has been grow-
ing exponentially, and it’s been a good 
business for us. We have an experienced 
team applying the knowledge they’ve 
gained serving that market to our new Ci-
tation Reward line, and we’re looking for-
ward to the official launch later this year.”
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Caframo Taku Fan

Another Canadian manufacturer benefit-
ting from free trade agreements allowing it 
to maximise its export potential is Wiarton, 
Ontario-based Caframo Ltd. The company, 
which is celebrating its 65th anniversary this 
year, manufactures a wide range of fans, 
heaters, defoggers and air circulators for use 
in RVs, boats and residential applications, 
with sales in more than 60 countries world-
wide. “The export business for RV products 
is much larger than our domestic Canadian 
market,” says Tracey Elkerton, Caframo’s di-
rector of business development, consumer 
products. “Australia and New Zealand is our 
largest export market, while the US is quite 
significant and Europe is growing. We’ve re-
cently seen particularly strong growth in the 
UK, Germany, Italy, France, the Netherlands 
and Sweden.”

While no one seems to have a clear line of sight on a return to more 
normal market conditions as the Covid-19 pandemic evolves, a num-
ber of manufacturers and dealers in the Canadian RV industry feel 
that the market should recover fairly quickly once current lockdowns 
and stay-at-home orders are lifted. The coronavirus crisis hit Canada 
in mid-March, just as most parts of the country were only beginning 
to emerge from a long, hard winter. In reality, most Canadians hav-
en’t been confined indoors since March, but since last October while 
shivering through a traditional Canadian winter. Their sense of cabin 
fever is real. 

“There are a lot of people who really can’t wait to get outside 
and feel the sun on their skin and enjoy the fresh air after such a 
long winter, and now this,” observes CRVA’s Shane Devenish. “I 
think we’re all hoping that happens soon. The season for com-
mercial campgrounds in Canada is only four or five months long, 
they don’t have a lot of time to earn their annual income. We’re 
hoping to see them open by June, because if this lockdown lasts 
a whole lot longer then a lot of them will be left in a very difficult 
position financially. Once people get the green light to go outside 
and campgrounds get approval to open, then I think we will see 
a lot of pent-up demand and the industry should become a very 
active place. Everyone has their fingers crossed.”

Looking ahead

While Caframo has maintained a European 
warehouse operation for several years, the 
company further committed to developing 
its business there in January this year with 
the launch of Caframo Europe BV. Based in 
Amsterdam, the new venture makes it easier 
for European customers to purchase from the 
company by eliminating the administrative 
overhead associated with importing goods 
into Europe. “We’re still using our warehouse 
as our fulfillment center,” says Elkerton. “The 
difference is that now our customers are able 
to buy locally because we have a VAT num-
ber. In that sense we have become more of 
a domestic vendor partner. It simplifies the 
whole process for our customers and will al-
low us to get product to them even faster 
than before.”

Caframo main offices
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Face to face with Bernd Wuschack

In Aulendorf, Germany, at the headquarters of Carthago, we met 
with CEO Bernd Wuschack. He explained how the key to success 
of one of the very few independent European groups is to be the 
“best in class” in all the market segments where it is present.

Carthago and Malibu: two 
brands, the same philosophy

Words Paolo Galvani - photo Enrico Bona

In recent years, the number of recreation-
al vehicle manufacturers being acquired 
by other brands has accelerated sharply. 

The result is that there are basically now only 
few groups that have remained independent 

in Europe. One of these is the German 
brand Carthago, which has focused 
solely on producing motorhomes and 
has long been experiencing double-dig-

it growth. Today, the company has two 
production plants, one in Germany and 

one in Slovenia, and also operates under 
the Malibu brand, created first to satisfy the 
demand in the campervan segment before 
expanding into the coachbuilt and integral 
sectors. In each market segment, the goal 

is to have a “best 

in class” offer. With this philosophy, the 
Carthago group has achieved success and is 
preparing to expand its presence in new mar-
kets with the Malibu brand. The company 
was founded in 1979 by Karl-Heinz Schuler, 
who started by offering tailor-made outfits 
for vans. Today Carthago is still an owner-run 
company and employs around 1,400 people. 
By comparison, to give an idea of the speed 
that Carthago is growing, in 2016 there were 
900 employees. At the Aulendorf headquar-
ters, where the Carthago City complex is lo-
cated (R&D, production, sales, and service), 
we met Bernd Wuschack, Carthago CEO.

Aboutcamp BtoB: In a market that has 
changed radically within a few years, 
Carthago has remained completely inde-
pendent. How have you done this?
Bernd Wuschack: I think the most import-
ant element is having an owner who lives this 
business daily. He does it with passion and he 
is still directly involved in the company. The 
second point is linked to the fact that we are 
focused on a particular market segment, the 
one called “premium”, and we try in each 
of our product families to be the “best in 
class”. This allows us to devote ourselves 
completely to the development of high-
end products, avoiding distractions. We 
are market leaders in integrals with a 
range that starts at €85,000 and this 

is our core business. I think it is very 
important to focus so clearly on one 

segment.

Aboutcamp BtoB: What do 
you think about the con-

centration of the market? 
Do you think being in-

dependent is an ad-
vantage or could it 

become a problem 
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in the medium term?
Bernd Wuschack: There are two sides of the 
coin. On the one hand, maintaining this po-
sitioning allows us to focus on the detailed 
development process; on the other hand, we 
obviously run the risk of being a smaller com-
pany surrounded by giants, and this entails 
some disadvantages, for example in purchas-
ing power. However, we are convinced that 
maintaining this premium positioning allows 
us to grasp all the potential more than larger 
groups that operate in each market segment 
can do. This is where our strength is.

Aboutcamp BtoB: Carthago is concen-
trated in the upper part of the market, 
but despite this you have nine product 
lines. How do you differentiate them?
Bernd Wuschack: We are specialists. Car-
thago is the only manufacturer to offer the 
same internal layout on three different chas-
sis. Our customers can choose between Fiat, 
Mercedes or Iveco, the latter available with 
one or two axles. Thanks to this, we can 
reach a large number of customers: we offer 
them many choices. Each of them has their 
own tastes and expectations, and we are 
able to satisfy them perfectly.

Aboutcamp BtoB: Speaking about en-
gines, how do you see the future of die-
sel? Do you think there are alternatives?
Bernd Wuschack: The biggest problem right 
now is the confusion. In my opinion there is 
currently no alternative to diesel in our mar-

ket. Electricity is not the solution as on one 
hand there are waiting times for recharging 
and on the other hand the distances usually 
covered by a motorhome are too big. In addi-
tion, there is the issue of the space occupied 
by this technology on the frame. All these 
things, in my opinion, lead to the conclusion 
that there are no alternatives in the coming 
years. There is a lot of buzz about electric, 
with a company that even claims to have a 
product of this type ready, but the reality is 
that it is only a show solution. It is okay to 
talk about it, but it generates confusion. For 
our customers, this theme is almost non-ex-
istent: sometimes we talk about the electric 
Ducato, but when range limits and costs 
emerge, they always choose diesel without 
any doubts. And we also have to consider 
that the latest Euro 6 regulations has reduced 
pollution by 93 percent.

Aboutcamp BtoB: What are the charac-
teristics that distinguish your entry level 
product from the rest of the range? Are 
they just differences in chassis or also in 
materials and/or production processes?
Bernd Wuschack: In all our product families, 
from the smallest to the largest, we adopt the 
same philosophy, which we call “DNA Car-
thago”. There is no difference. We obviously 

have smaller vehicles, such as the c-compact-
line series, which satisfies the need to remain 
under 3.5 tonnes for those customers who 
do not have a license for heavier vehicles. In 
all cases, however, we use the same mate-
rials and the same construction techniques. 
And that’s why we can’t go below a certain 
price level. To make cheaper motorhomes, 
we would have to question the philosophy 
behind our brand, and we absolutely don’t 
want to.

Aboutcamp BtoB: Let’s talk about num-
bers. How do you view the fact that the 
German market continues to grow de-
spite the economy slowdown?
Bernd Wuschack: I think there are different 
reasons. One is certainly linked to the nor-
mal demographic development. The average 
age of our customers is quite high. These are 
people who have finished their career, are 
now retired and have money available. The 
second element is related to how these peo-
ple prefer to spend their money. Given that 
the interest paid by the banks is zero, and 
that there are very few alternatives to obtain 
an adequate remuneration, they choose to 
invest in something rewarding, something 
that is in front of their door to be able to say 
“Here is where my money is!”. In the end, it 
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Face to face with Bernd Wuschack

is an important motivation, which guarantees 
total independence when taking a holiday. 
Today traveling in Europe is, for political and 
commercial reasons, a very popular choice.

Aboutcamp BtoB: What are your main 
markets and where do you expect to 
grow more?
Bernd Wuschack: Germany is our domes-
tic market, but we are also doing well in the 
Scandinavian countries where the industry 
has slowed down a bit, but where the pas-
sion is still very strong. We also expect to 
grow in markets where the spending capac-
ity is on average lower: there are customers 
with good spending power even there, and 
we just have to convince them to choose us. 
In general, we see good development in the 
lower segments of the market and I think this 
will end up creating our customers of tomor-
row when they look for more comfort in their 
vehicle.

Aboutcamp BtoB: On average, the com-
petition level has risen, and technical 
solutions that were once your own as-
sets are now being used by many other 
companies. How do you plan to differen-
tiate yourself?
Bernd Wuschack: First of all, we want to stay 
focused on the product quality. Any change 
must lead to superior quality. We could pro-
duce cheaper Carthago, but we don’t want 
to. Our goal is to maintain or improve the 
levels that we have achieved both in mate-
rials and in assembly. The second aspect is 
that we want to stay as close as possible to 
our customers, listening to their requests and 
always trying to offer them the best possi-
ble user experience. This is why we focus on 
the details, as opposed to more generalist 
competitors who don’t. This is an important 
advantage for us. After all, having R&D ex-
clusively within Carthago means being able 
to freely create solutions, products and user 
experiences. The result is that Carthago is dif-
ferent, Carthago has personality. Karl-Heinz 
Schuler, our founder, likes to say that Car-
thago products have a soul and therefore are 
not comparable with others: they have a par-
ticular personality, they are very “emotional”.

Aboutcamp BtoB: How many vehicles 
did you build in 2019 and how many do 
you plan to produce in the future?
Bernd Wuschack: In total, for the Carthago 
and Malibu brands we have built around 

5,500 vehicles. Within the next three years, 
our goal is to build 7,500. We have some 
ideas on how to do it. One of the first steps 
will be to announce a new generation of 
Malibu motorhomes for the next season.

Aboutcamp BtoB: You are not present 
in all European countries, or at least not 
with the complete range of vehicles. 
What development plans do you have?
Bernd Wuschack: Our main goal is to cover 
the entire market, but this depends on our 
production capacity, which has so far been 
limited. We have two plants and a few bot-
tlenecks. We have not been able to grow pro-
duction hand in hand with market demands 
and this has led us to make the decision to 
expand our production and sales capacity. 
The next step will be to offer our Malibu mo-
torhomes on the Italian market.

Aboutcamp BtoB: A few years ago this 
brand was separated, enriching it with 
products other than campervans. Why 
did you make this choice?
Bernd Wuschack: Of course, our goal is to 
grow, but in order to do this it is essential 
that this path is healthy and sustainable. This 
was one of the most important consider-
ations we took to arrive at this decision. But 
if you look at the dawn of our business, you 
see how Malibu was the beginning of our 
history: today it is only a new business, but 
not a new brand. The basic idea is that in the 
premium segment, we can continue to grow, 
but only in small steps. In the over €85,000 
integral area we already have a 35 percent 
market share. Having decided that Carthago 
should remain focused in this segment, we 
have made the Malibu brand independent. 
We can thus take advantage of all Carthago 
synergies and know-how by positioning the 
products on a lower price level - from seven 
to 10,000 Euros less - while maintaining the 
same approach and the same build quali-
ty. The second important reason is that the 
camper van market is growing very fast, and 

our story started right there. In the end, we 
have two brands that share the same philos-
ophy: to be the best in their category.

Aboutcamp BtoB: What do you think will 
be the impact of the Covid-19 pandem-
ic on the European RV market and what 
can be the possible scenarios from now 
until a vaccine is made available?
Bernd Wuschack: Despite the certainly huge 
impact of this crisis, we are still expecting a 
positive future development. The crucial 
question is, of course, how long it takes for 
the market to recover and, if possible, to 
return to a “normal” level. For the German 
market we assume a so-called “V” scenario: 
this means that after a steep decline and a 
very short dry spell, we will soon be uphill 
and into recovery – that’s exactly the situation 
that we see right now after the reopening of 
the dealer places. For the European export 
markets, we expect a different development 
and see more of a “U” scenario. Means the 
bottom after the decline will be more pro-
nounced until the increase occurs again. 
Nevertheless, at the end of both scenarios, 
we are expecting a positive market poten-
tial for our vacation form and our industry. 
Furthermore we assume that the “individual 
vacation” will be even more trendy instead of 
mass tourism.
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 PRODUCTS AND SOLUTIONS ALONGSIDE PRODUCERS

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.

tecnoform.com

80% of energy consumed in the process derives from renewables 

#stayatmotorhome

Far from you. . .
Close t o you !
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Focus on Japan - part 2

RV manufacturing
in the Land of the Rising Sun 

Words and photos: Antonio Mazzucchelli and Bartek Radzimski

As covered in our March issue, the Japanese RV Market is experiencing favorable internal and ex-
ternal stimulus, and this can be seen in the continued growth of the skills and complexities of its 
manufacturers.

Since our February visit to the Japan 
Camping Car Show 2020 and the March 
article, our world experienced the incred-

ible impact of the COVID19 Pandemic. Also 
in Japan, our RVing Industry continues to be 
challenged by its effects and we try to deduct 
how our business and daily lives will change 
going forward. At the time of this writing, in 
a positive step to recovery, the government 
decided to lift the state of emergency for 39 
of the country’s 47 prefectures, keeping the 
shutdown for Tokyo and Osaka till end of May.  
Although, the writers of this article will refrain 
from commenting about how the pandemic 
was handled in Japan; one thing can be said 
for sure; it was as typical, somehow unique-
ly Japanese. The same can be said about the 
RVing Sector in Japan. Although the last ma-
jor show turned out to be the JCCS 2020, as 
the government never imposed mandatory 

shutdowns; only recommendations, much 
of the RVing Industry continued to partially 
function. For many the saving grace has been, 
again, uniquely Japanese. With the RV market 
working on “production to order,” most had 
anywhere from 8 to 12 months of firm orders 
when the crisis started. Additionally, 50% end 
user cash deposits helped with operational 
topics like cash flow.  Base vehicle and mate-
rial shortages have been felt, however, long 
material supply lead-times from abroad are 
an unexpected blessing.  With governmental 
offices remaining partially open, vehicle reg-
istrations and deliveries, though challenging, 
have been possible. Thanks to this, having 
confirmed with several manufactures, order 
cancelations remain amazingly low, at about 
1-2%. This is not to say that the sector is im-
mune to COVID19. The lack of shows since 
March has hit the hardest and the effects may 

still manifest themselves in the near future. 
Many manufactures by imposing suggested 
safety precautions managed to keep dealer-
ships open. Also, finding various innovative 
methods like remote sales via video kept 
customer interest up; but has not replaced 
the shows. With the Olympics delayed and 
vaccines in the distant future, like elsewhere, 
there are many questions as to how RVing 
will look “with” and “post” Corona. Most 
are keeping a positive outlook and with the 
main population centers scheduled to come 
out of the shutdown in June, preparations are 
ongoing to recover sales. Meanwhile, through 
it all, the manufacturing has stayed busy while 
being strained and challenged. With these 
next interviews we get a look into on how 
two key Japanese manufactures are handling 
design, production and the outlook towards 
the future. 
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Vantech
Interview at Vantech Co., Ltd. 
with Mr. Akimoto, 
Executive Sales Director 
at Yamagata Factory.

In our March issue, we interviewed Mr. 
Akimoto, the Executive Sales Director of 

Vantech, one of Japan’s oldest RV Manufac-
tures.  For this article, we headed to the city 
of Yamagata which, located in the prefec-
ture of the same name, is one of the largest 
cities of the Tohoku Region. Thanks to the 
warm reception, we could well understand 
how this manufacturer is  producing it’s ve-
hicles. 

Aboutcamp BtoB: Could you give our 
readers a reminder about your product 
Line-up and best sellers? Also, about 
yearly production figures and future 
growth prospects?
Mr. Akimoto: During our company’s 30-
year history, we have always focused on 
manufacturing camping cars focused on 
families.  This has meant that our product 
has always resembled what most would 
consider a camping car fitting 4-5 person 
family use.  In addition, as RVing is still a 
relatively new activity in Japan, our strategy 
has been to offer vehicles with high equip-
ment rate as standard. At the moment, our 
best sellers are in the Cab Conversion cat-
egory; the ZIL and the Corde models; both 
based on a 1.25 ton truck Toyota Camroad 
base vehicle and approximately 5m in size.  
Also, both having full size camping car shell 
as the living area.
Vantech is produced about 400 vehicles in 
2019. We were on track to surpass these 
figures in this year, however, with the var-
ious challenges associated with the Corona 
Pandemic, it is difficult to predict how this 
year will turn out.

Aboutcamp BtoB: Could you give us a 
brief description of how you are dealing 
with the Corona Pandemic?
Mr. Akimoto: As a complete lockdown was 
never implemented in Japan, we have been 
able to produce, register and hand over 

Focus on Japan - part 2

vehicles throughout the first part of this 
year.  As we typically have approximately 6 
months of pre-orders in our books, this has 
kept our production busy. We have taken 
the government recommended steps inside 
our plant to assure employee safety already 
from the March, so we have not had any 
staff effected. The biggest challenge lays in 
the near future as many of our components 
are sourced from Europe and the suppliers 
there have been on shutdown. This will start 
to affect our component stock situation. 

Going forward, as all RV shows in Japan 
have been cancelled since March; our fu-
ture orders are of course down.  We know 
that the demand for RVs is strong in Japan; 
therefore, we hope to come out of this pan-
demic soon.   

Aboutcamp BtoB: Moving on to the pro-
duction process, could you give us and 
overview?
Mr. Akimoto: Yes, Vantech has two pro-
duction sites; one in Thailand and one 

Mr. Akimoto
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here in Yamagata in the Tohoku Region.  In 
Thailand we carry out the labor-intensive 
production of the FRP shell and it’s interior.  
All of our furniture is also produced and as-
sembled there. The completed FRP shells are 
then shipped to Yamagata in 40’ containers; 
two shells in each container.  It takes about 
3 weeks for the product to arrive here and 
once here, the mating to the base vehicle, 
electrical work, some component installa-
tion and customer specific options are as-
sembled here.  

Aboutcamp BtoB: How many square 
meters is your HQ and factory at the 
moment? How many employees?
Mr. Akimoto: Our HQ is located nearby To-
kyo and including office and warehouse we 
have 1,400 m². In Thailand, our factory has 
4,300 m² and here at the Yamagata Plant, 
we have 13,200m² including the produc-
tion and warehouse. We employees about 
180 employees total with approximately 50 
white collar and the rest blue collar workers. 

Aboutcamp BtoB: How do you see this 
capacity grow in the next 3-5 years?
Mr. Akimoto: Of course, this will depend 
on how the market rebounds post-Corona, 
however, recently our focus has been on re-
ducing the production lead-time and elim-
inating bottlenecks in production.  This is 
very important as most of our production is 
not to-stock; rather to-order. Currently, our 
lead-time is approximately 6 months and 
we would like to bring this down to at least 

3.5 months. Decreasing this time frame will 
allow us to deliver vehicles to customers 
quicker, giving us an advantage over com-
petition.

Aboutcamp BtoB: Talking about the 
products, how often do they renew 
your models?
Mr. Akimoto: It depends on the popularity 
of the vehicle, but approximately between 
5 years. We often match the major model 
updates to coincide with the base vehicle 

updates and carry out minor changes in-be-
tween. As for the shell, we don’t update the 
shape of the shell so often, actually we are 
now considering the next timing of the shell 
update.

Aboutcamp BtoB: How’s the warranty? 
What is the market standard and how is 
your company addressing this?
Mr. Akimoto: We are quite confident in our 
design and production quality; therefore, 
we offer something that is rather unique in 
the Japanese RV Market, at two-year war-
ranty on our vehicles and components. Of 
course, we are quite confident that our ve-
hicles will offer many years of trouble-free 
service to our end-customers.
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Focus on Japan - part 2

Nuts RV
Interview with Mr. Araki, CEO of Nuts RV Co., Ltd. at Nuts RV’s 
Kita-Kyushu Factory

Having featured in our last issue an exten-
sive introduction into Japan’s largest RV 

Manufacturer, Nuts RV Co., Ltd., this time we 
visited their main production facility located in 
Kita-Kyushu, the most northern city of Japan’s 
third largest island. Mr. Araki, CEO of Nuts RV, 
gave us an insightful tour of their vehicle and 
panel production facilities and explained the 
next targets in their rapid growth plan.  

Aboutcamp BtoB: Could you give our 
readers a reminder about your product 
line-up and best sellers? Also, about year-
ly production figures and future growth 
prospects?
Mr. Araki: Our company’s product range 
includes models in the Bus Conversion to 
Kei-Camper segments, therefore, we cover 
all segments relevant in the Japanese Market.  
We pride ourselves with making the first fully 
color coordinated and functional aluminum 
body camping car in Japan. Our best seller 
is the Cab-Conversion model called CREA 
(meaning CREATE in Italian). Our production 
in 2020 will be 1,000 units and we aim to 
grow to 3,600 in the next 5 years. 

Aboutcamp BtoB: About the vehicle line-
up, how often does your company renew 
the model offering? Could you explain 

minor and full model change? 
Mr. Araki: For the vehicles in our model 
range, we announce new models every 1-3 
years. Minor changes in specification and 
appearance are happening every year. A full 
model change will involve changing the base 
molds with a completely new skeleton and 
major design changes adopted for the body 
and frame. This kind of full model change 
usually occurs every 6-8 years.

Aboutcamp BtoB: How much flexibility 
does the end-user have when ordering 
the vehicle and how is that managed in 
the production?
Mr. Araki: Usually, the customer will be asked 
to select from the lineup, however, we accom-
modate some customization, especially in our 
high-end models. We also have experience in 
special vehicles where we can handle small 
lots.  To give you an example, at the moment 
we are involved in designing and manufac-
turing TV Broadcast, Mobile Surveillance and 
Fire Department Mobile Command vehicles. 
Although this is not our main focus, our phi-
losophy is aimed at meeting the demands of 
our customers as best as we can.

Aboutcamp BtoB: Could you explain how 
your team balances challenging design 

vs. production feasibility? 
Mr. Araki: As is true today, we 
are implementing the PDCA 
cycle. I don’t know what the 
difficult design is, but if it suits 
the needs of our customers, if 
there are a lot of demands, we 
will work without problems. 
I think that the problem here 
is the cost, but we do not cost 
much because we are in-house 
from design to development 

to construction. The time from designing to 
manufacturing one vehicle can be completed 
in about 6 months at the earliest, and the de-
velopment cost is about labor cost and mate-
rial cost.
It takes a while to mass produce.

Aboutcamp BtoB: Could you give us and 
overview of your company’s production 
concept, facilities and process? 
Mr. Araki: Our aim is making cars that fit the 
Japanese market needs.  We have to take into 
consideration the fact that Japan, a developed 
country, has no roots in car-based tourism, 
roads are narrow, there are four relevant sea-
sons for travel and demand for customer ser-
vice is very high. More precisely, vehicle width 
has to be under 2,100 mm to fit the narrow 
Japanese roads and due to parking lot size, 5 
m vehicle length is ideal. The highly popular 
habit of taking daily baths is unparalleled with 
other countries but solved with endless num-
ber of hot springs; eliminating the need for 
such amenities in the RV. Diversity in culinary 
menus create region-specific foods and dishes, 
consequently eating out is part of the charm 
of domestic travel.  With this and LPG difficult 
to refill, elaborate kitchens are not practical. 
One challenge that continues is the increas-
ing demand for electricity caused by lack of 
LPG and rising demand for AC.  In summer, 
temperature can exceed 40°C, so we typically 
install three lead-acid batteries to operate the 
AC roughly 5 to 6 hours. We have also patent-
ed “Evolite” System which is addresses several 
solutions in battery usage and management. 
Our vehicle design reflects such market real-
ities and requirements. Looking from abroad, 
our vehicles may appear compact in size, but 
they actually meet the requirements of our 
market.

Aboutcamp BtoB: Could you explain the 
product and vehicle production flow in 
your production process? 
Mr. Araki: Our manufacturing is made up 
of two key processes divided between three 
factories.  In addition to our Kita-Kyushu fac-
tory, we also have a factory in Dalian, China 
and Cebu, Philippines. At those factories, we 
produce the living space of the camper.  Af-

Mr. Araki
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Watch our Japan RV Experience on YouTube

ter the shells and furniture are completed, 
we ship them to Japan. Here we combine the 
shells with the base vehicle and complete the 
equipment installation. About 5 years ago, 
we decided to switch our shell from a mono-
coque shell to panel based one. We are the 
only manufacturer doing this in Japan, and we 
continue to improve our process. A recent in-
vestment into further automation of our pan-
el manufacturing allows us to produce panels 
with higher speed and quality. At the mo-
ment, we are still stabilizing the technology, so 
the equipment is located in Japan; however, 
we plan to transfer the panel manufacturing 
to our foreign factories in the near future. 

Aboutcamp BtoB: What is the back-
ground of locating the main factory in 
Kita-Kyushu? 
Mr. Araki: Our company was founded here, 
so it is natural that the main factory is also 
here. Kita-Kyushu, although not so well 
known internationally, is often referred to 
as the “Gateway to Asia.” This area actual-
ly offers a great work/life balance.  Being a 
manufacturing hub, there are many oppor-
tunities for companies like ours to receive 
government subsidies. Talent pool is also 
there thanks to nearby manufactures like 
Toto, Yasukawa Electric, Zenrin and First Traf-
fic.  Being moderately rural, quality of life is 
quite high while rent, labor cost, etc. are rea-
sonable. Lastly, with easy bullet train access 
and Tokyo 2 hours by plane and many direct 
flights to Asia, I really think that our factory 

has a great strategic location.  

Aboutcamp BtoB: How many square me-
ters are your HQ and factories at the mo-
ment? How many people does your com-
pany employ?
Mr. Araki: Our headquarter sand factory is 
14,000 m2 including office, production and 
warehouse areas.  We employ about 160 em-
ployees and 60 are white collar while 100 are 
factory related blue collar workers. 

Aboutcamp BtoB: How do you see these 
numbers grow in the next 3-5 years? Do 
you see the main growth in your foreign 
or domestic factories?
Mr. Araki: My prediction is that the market 
will grow steadily without any negative effects 
of Corona Virus. As for Nuts RV, we aim to 
increase production capacities 3.5 times over 
the next 5 years.  The main challenge in reach-
ing this goal will be the further development 
of the domestic RV market and its infrastruc-
ture. As for Nuts RV’s growth overseas, we 
have had offers from about 20 companies 
that participated in exhibitions in China, how-
ever, I am still looking for a partner there.  Our 
factory in the Philippines will expand in South-
east Asia, but I expect that it will play a bigger 
role in special vehicle manufacturing rather 
than campers.  We are actually currently plan-
ning a relocation and large investments there.

Aboutcamp BtoB: What are your biggest 
challenges with regards to the production 

at the moment? 
Mr. Araki: Nuts RV is currently building up 
our experience in mass production and this 
is a big challenge.  We continue to learn as 
we grow and have hired several advisor and 
employees who formerly worked for Toyota. 
Additionally, finding and retaining talent is 
a common challenge for most companies in 
Japan these days and our resources have re-
cently been challenged further by the Corona 
Virus. Lastly, we continue to strive to improve 
on material management, supply chain man-
agement and overall financial management in 
these challenging times. 

Aboutcamp BtoB: What do you see as 
your company’s next important produc-
tion related milestone? 
Mr. Araki: We have several milestones not 
only related to production. In terms of HR, the 
next milestone will be further human resource 
development and taking steps to make Nuts 
RV an attractive employer. This will help us at-
tract new and motivated talent. We are also 
putting a significant effort into creating stan-
dardized processes, as well as, creating manu-
als for various aspects of our operation. These 
two steps will help us in our main challenge 
which is aimed at significantly increasing our 
production capacity. Our 5-year plan is 1,000 
units in 2020, 2,000 units in 2023, and finally 
3,600 units in 2025. Lastly, we are also taking 
steps to further develop the end-user market 
also. Further developing the RVing culture will 
be a benefit for the entire industry. 
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Report Melbourne - Supershow

Not just your typical Caravan Show: 
the Victorian Caravan, Camping & 
Touring Supershow is the largest 

caravan and camping exhibition in Austra-
lia, with over 250 exhibitors spread over a 
total of 51,650 sqm of exhibitor space. This 
year’s Supershow commenced on Thursday 
22nd February and welcomed a total of 
45,726 visitors over the 5 days. Due to re-
cent restrictions, the big RV event was the 
last major Australian Caravan Show open 
to the public for the 2020 show season to 
date.
The Victorian Supershow was again an 
event not to miss, as this show is getting 
bigger and better every year with a broad 
variety of education, entertainment, and 
innovation for all experience levels of trav-
ellers. Visiting the immense show, you will 
see a remarkably diversified crowd, in-

cluding Millennials preparing for their first 
trip, young families looking for their new 
family van, experienced travellers like the 
Grey Nomads and everything in between. 
One of the focus groups for the Victorian 
Supershow is the novice traveller. Caravan 
Industry Victoria Chief Executive Officer Rob 
Lucas explains: “The Victorian Supershow is 
the best place for a novice to come, because 
in one place any and all questions that you 
might have will be answered. Whether it 
is with our Industry Expert - it might be a 
technical matter - or you are looking for a 
Caravan, Pop Top or Motorhome: Any type 
of product is here, plus all the accessories.” 
The Supershow gives consumers the oppor-
tunity to come, compare, explore and plan 
their next Australian adventure. Most im-
portant: it is a fun day out for every member 
of the family.

Just before Covid-19 hit the Australian market, Caravan Industry Victoria opened the doors to their 
66th Victorian Caravan, Camper & Touring Supershow. And what a show it was!

A one-of-a-kind show 
and even more unique this year

Education & Entertainment in one place
Over the last years, the Caravan Industry 
Victoria added a lifestyle element to all their 
industry shows, resulting in a more festive 
vibe. Walking around the Melbourne Show-
grounds, you will come across a number of 
live acts, kids activities, opportunities to win 
prizes and interactive demonstrations. Cen-
tre of these activities is the BMPRO Camp-
ground; the ultimate place to recharge 
during a full day of walking and exploring.
These lifestyle and entertainment elements 
go hand in hand with another major objec-
tive for the Victorian Supershow: Education. 
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Rob Lucas said; “When towing a vehicle there are several fac-
tors consumers need to be aware of, and although a lot of 
this information will come from the manufacturers or dealers, 
consumers don’t know what they don’t know. It is our job 
as an Association to help educate consumers to ensure they 
have the safest holiday possible”. Educational demonstrations 
by a team of Industry Experts include towing, weights, travel-
ling with pets, reptile awareness and more, all with the goal 
to help keep the consumer safe while travelling Australia.

Exhibitor regulation
Another point of difference for the Victorian Supershow is the 
stringent regulations around businesses who may exhibit. Rob 
Lucas – Chief Executive Officer of Caravan Industry Victoria: 
“We understand and value the trust the consumers put to our 
shows, and so our caravan and RV exhibitors must go through 
our stringent business audits to qualify to become a member 
of the Association, and then when a member they have the 
ability to apply to exhibit. This means when consumers come 
to the Victorian Caravan, Camping & Touring Supershow or, 
one of our other three others throughout the year, consum-
ers know they are dealing with a reputable manufacturer or 
dealer; a business who aims to deliver best practices. It allows 
consumers to rest assured planning their next adventure is 
done right- that they are in good hands with our members”.
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Report Melbourne - Supershow

Free entry for all CFA and MFB Firies
Before the Covid-19 crisis hit globally, Austra-
lia had another major battle to fight: bushfires. 
Record-breaking temperatures and months of 
severe drought resulted in a devastating bush-
fire season last summer, which had a major ef-
fect on local communities and the RV industry. 
The hard work and dedication of all firefight-
ers and volunteers has not gone unnoticed 
by the Victorian population during the crisis 
and therefore the Caravan Industry Victoria 
expressed their gratitude by offering free Su-
pershow entree to all CFA and MFB Firefight-
ers. CEO Rob Lucas: “Offering free entry for 
all firefighters is a small thank you, one that 
allows us as an Association, on behalf of our 
members to reach the firefighters directly. 
The State’s firefighters have spent weeks and 
months protecting our homes and assets 
across the state, and all deserve to have a day 
out, and maybe even plan their next adven-
ture and getaway”.
Now that the fire season is behind us and 
Covid-19 restrictions are starting to be eased, 
it is a priority for Australians to support local 
communities and economies. Multiple na-
tion-wide initiatives have been rolled out over 
the last months, including Keep on Camping, 
Camp at Home Heroes and the latest We are 
Open campaign. 

Event partner Truma   
Celebrating 70 years in manufacturing, Tru-
ma is excited to be the major sponsor for the 
2020 Victorian Caravan, Camping & Touring 
Supershow. Aboutcamp BtoB spoke to Paul 
Widdis, General Manager of Leisure-Tec, part 
of Truma Group in Australia.
Aboutcamp BtoB: What makes the Mel-
bourne show different from other shows?
Paul Widdis: The Truma Victorian Caravan, 
Camping & Touring Supershow is one of the 
prestige shows of the year. It starts off the 
show calendar being held in February every 
year, so most manufacturers leverage this 
opportunity to launch their new products. 
It also brings much attention to the industry 
from various media, most notable in 2020 live 

Facts & Figures
Victorian Caravan, Camping & Touring 
Supershow 2020

Dates: Thursday 20th - Monday 24th 
February 2020

Length: 5 days

Location: Melbourne Showgrounds, 
Ascot Vale 

Visitors: 45.726

Number of exhibitors: 258
• 76 Caravan & RV
• 22 Camper Trailer
• 12 Motorhome & 5th wheeler
• 110 RV Accessories
• 33 Tourism
• 3 4x4
• 2 Car Manufacturers

national Television broadcasts. It also is a very 
interactive show with so much to see and do 
(especially for the kids).
Aboutcamp BtoB: What are some of the 
reasons you became a naming partner for 
the Melbourne show?  
Paul Widdis: Simply, brand exposure, and 
what better way to get out there than part-
nering with the premier show of the year! It is 
a great partnership. We feel that this is a great 
opportunity and fit for the Truma brand. Tru-
ma’s core values Reliability, Customer Service 
and Quality are closely shared by the Caravan 
Industry Association Victoria; and together 
our partnership will continue to support the 
industry to grow bigger and stronger.
Other sponsors for this year’s Victorian Cara-
van, Camping & Touring Supershow are AL-
KO, Dometic, G&S Chassis, BMPRO and Mat-
thew Steers. 

Victorian RV Industry
It is not a coincidence that the largest Aus-
tralian industry show is located in Melbourne 
Victoria, considering 90% of the Australian 
Caravans are built in Victoria. The state’s in-
dustry contributed more than $2.1 billion to 
Victoria’s economy in 2019 and employed 
almost 6,600 Victorians in caravan manufac-
turing, retail, repair and servicing. Therefore 
Victoria is considered the home of caravan 
manufacturing in Australia.
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Into the future of the 
Australian caravan industry

The Victorian Caravan, Camping & Tour-
ing Supershow in Melbourne Australia 

has always been the home of innovation. 
This year’s Supershow welcomed back the 
groundbreaking AL-KO Innovation Hub, the 
number one place to visit when you want to 
know all about the latest and greatest in the 
Australian caravan industry. The AL-KO Inno-
vation Hub was officially and spectacularly 
opened by 3AW MC David Mann, followed 
by a tour through all nine fascinating innova-
tions. Over hundred press and industry invi-
tees were present to witness the 2020 Victo-
rian Caravan, Camping & Touring Supershow 
officially opening their doors.
A total of nine companies showcased their 
latest innovations to the public during the 

AL-KO Hybrid Power Chassis & Enduro X

Hybrid Power Chassis
The hybrid concept, developed jointly with Huber Automotive AG, is 
based on the variable AL-KO lightweight chassis, which as a system 
carrier enables modular use of the battery packs and electric drive 
components and at the same time offers the best possible battery 
conservation. A major advantage of the hybrid concept is it can 
match the long range of a diesel-powered motorhome or even ex-
ceed it (booster function). For long-distance journeys, the vehicle’s 
internal combustion engine can be used without restriction. Addition-
al practical benefits: Through recuperation and energy storage, the 
system can also supply energy to such electrical systems and devices 
as interior lighting, refrigerators, heating and air conditioning systems 
or entertainment options, and serve as a self-sufficiency buffer for, for 
example, a stop on the road at night.

2020 Victorian Caravan, 
Camping & Touring Super-
show, including Innovation 
Hub naming partner AL-KO. 
Brad Hooper, Marketing 
Manager at AL-KO Australia 
explains: “As a market lead-
er we want to do our part to 
encourage innovation & new ideas for the 
benefit of the whole RV industry including 
consumers. AL-KO’s vision in Australia & 
New Zealand is to be the leading innovator 
and provider of towing & RV solutions, and 
sponsoring the Innovation Hub allows us to 
communicate this vision.” 
Being located inside the recently opened 
RACV Victoria Pavilion, the AL-KO Innovation 

Hub drew even more visitors 
than last year. Team BMPRO 
explains why the AL-KO Inno-
vation Hub is important: “In-
novation Hub brings the most 
recent developments of the 
Australian RV manufacturing 
under one roof so the visitors 

can understand at a glance what’s happen-
ing at the forefront of the industry. They see 
the trends to more comfortable, safe, smart, 
and off-grid capable RVing, and they see the 
potential of Australian RV manufacturing. 
For those who are planning to buy a caravan 
in the near future, the AL-KO Innovation Hub 
gives guidance on what features they may 
want to pay attention to”.

Enduro X
Developed in Melbourne, the AL-KO Enduro X is the next generation 
in independent suspension technology for Australian caravans and 
camper trailers. It is designed, manufactured and rigorously tested for 
extreme off-road conditions.

Lightweight construction is front & centre, through the introduction 
of a new clamshell suspension arm. This innovative concept exclusive 
to AL-KO reduces weight whilst maintaining the strength needed for 
the harsh Australian conditions. The lower unsprung weight delivers 
handling and performance benefits, whilst automotive grade black 
eCoat helps ensure rust and chip resistance.

Extending the AL-KO philosophy of ‘Quality for Life’ to Enduro, an 
extreme off-road testing program
was conducted at the Anglesea Automotive Research Centre prior to 
release, with tests simulating
over 150,000km of real world towing.

The benefits of the Enduro X include:
• Lightweight suspension
• Enhanced Performance and Handling
• Forged Bolt-on stub
• Fitted With AL-KO Premium Heavy Duty Shock Absorbers
• Automotive grade black eCoat finish
• Electric or disc brake compatibility
• Coil spring or air suspension options
• Australian Made 4x4 coil springs
• Maintenance Free Bushes

Bruder EXP
One of the highlights at the AL-KO Innovation Hub and the crowd’s 
favourite was Queensland based Bruder Expeditions, who partici-
pated at a Caravan Show in Australia for the first time. Bruder Expe-
dition trailers are 100% Australian made, designed and owned, and 
are available globally. The story of the two brothers goes way back, 
when their parents took the two young boys on 4x4 and caravan-
ning trips around Australia.
Bruder Expedition trailers are unlike any other off-road caravan or 
camper. They feature the Bruder designed suspension system which 
has 12inches of adjustable suspension travel - allowing Bruder trail-
ers to camp on almost any undulating or sloping terrain. Not only 
does this design provide excellent on-road dynamics, it allows Brud-

er trailers to be towed over harsh, undulating terrain and through 
extreme climates like no other off-road camper, something Austra-
lians love.
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Report Melbourne - Supershow

BMPRO SmartConnect
For the second year in a row, BMPRO released 
a brand new product during the AL-KO Innova-
tion Hub at the Victorian Supershow: BMPRO 
SmartConnect. The SmartConnect range of 
Bluetooth sensors is integrated with smart RV 
control and monitoring systems such as JHub 

Australian RV Accessories 
GG750 Awning
Showcased at the 2020 AL-KO Innovation 
Hub, Australian RV Accessories released the 
new Girard GG750 12volt Awning into the 
Australian market. This hi tech 12v automated 
awning has a built-in wind sensor meaning it 
will automatically close once the wind hits a 
certain level. Developed by Girard Systems in 
the USA, this awning will give every consumer 
peace of mind while being away from the RV.

Jayco
In 2019, Jayco owners were the first in the 
world to experience a new level of luxury 
caravanning with the introduction of the per-
sonal virtual assistant Amazon Alexa in all Jay-
co Silverlines. Voice commands ranged from 
“Alexa, play songs by my favourite artist” 
and “Alexa, check today’s weather forecast” 
through to “Alexa, change my TV channel”.
For 2020 Jayco is once more increasing the 
comfort level this voice command system is of-
fering, by adding the functions of the Slideout 
and Awning - again a world’s premier.
The Amazon Alexa virtual assistant is now able 
to control all below applications - by just using 
your voice:
• Control slide out - new for 2020
• Open and close awning - new for 2020
• Set timers or reminders
• Turn the air conditioning on or off
• While listening to music in Amazon Music
• Turn the volume on your tv up or down
• Get traffic information
• Turn lights on or off

Xtend Outdoors Inflatable Annexe
Xtend Outdoors proudly presented their fully Inflatable Annexe, incorporating a number 
of unique features including a 2-year warranty. This annexe was designed for quick and 
easy setup and weighs only 24kgs, which helps to reduce further weight limitation on the 
caravan compared to more traditional canvas annexes. Featuring a sunroof along the front 
edge of the annexe ceiling allowing for more natural sunlight to enter, this annexe also 
features inflatable arches and cross ribs which are double protected in a zip up cover and 
are quick and easy to 
inflate with a manual 
hand pump.
Each of 4 windows 
and 2 doors sport 3 
layers which include 
a fine mesh, a privacy 
panel and detachable 
clear plastic which can 
be raised or lowered, 
so you can custom-
ise your space as re-
quired.

OzXCorp DCX PowerSystem
The story of Australian technology start-up 
OzXCorp is unique and authentic, making it 
a story to be told. Andrew Huett, co-found-
er and avid caravanner, grew up in North 
East Victoria, on a remote farm completely 
off-grid, utilizing solar, wind, water and fall 
back as required. As a keen outdoors, cara-
vanning and camping enthusiast, Andrew has 
travelled more than 70,000km around Aus-
tralia. He quickly identified significant gaps 
where technology, specifically vehicle-minded 
solutions, could resolve the shortcomings of 
convenience, drivability and safety. Nowadays 
OzXcorp is on the forefront when it comes to 
the electrification of RV’s.
After demonstrating their full electric caravan 

technology during last year’s Innovation Hub, 
OzXCorp was back this year with a number 
of next generation innovations that will most 
likely change the RV industry.

DCX PowerSystem
The DCX platform is a complete turnkey 
power platform from solar panels, inverter 
and battery, holistically designed for any trail-
er-based application where the actual battery, 
like vehicles, is mounted within the trailer 
chassis. This is fundamental in keeping stat-
ic weight as-low-as-possible whilst ensuring 
your living space is not impeded by tech. This 
solution comes in both a 14.3kW/hr @ 120kg 
and a soon to be released 7.1kW/hr @ 70kg.

and Odyssey. As a world first in adaptability 
of RV Monitoring and Control, SmartCon-
nect allows the RV’s system to be expand-
ed and adjusted to customer’s needs over 
time. The Bluetooth sensors can be in-
stalled at OEM manufacturing stage, at the 
dealership as an optional feature, or added 
later as an aftermarket offering.
SmartConnect software is already pre-load-
ed into the 2020 BMPRO systems and can 
be simply activated at any stage from man-
ufacturing through to aftermarket.

Current sensors include:
• SmartPressure measures temperature 

and pressure in RVs tyres
• SmartTemp enables the temperature 

monitoring of areas such as internal, 
bedroom, fridge

• SmartSense enables the highly accurate 
measurement of remaining LPG levels in 
gas bottles

Multiple sensors can be monitored via a sin-
gle app, while SmartSense is also available 
with the separate BMPRO SmartSense app.
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Fact sheet - RV market in Australia
Registrations 

In 2019, a total of 711,386 Recreational Vehicles were registered nationwide, which is again an increase of 5% compared to 2018 and 
the highest it has been in Australia historically. RV registrations have outpaced total vehicle registrations with a growth figure that was 
2.5 times larger than the registrations of total vehicles (1.7%). (ABS, Motor Vehicle Census, 2019)

Recreational Vehicles Manufactured in Australia since 2009

Year 2011 2012 2013 2014 2015 2016 2017 2018 2019

Registrations 474,776 502,025 528,780 556,684 586,585 615,301 647,337 679,416 711,386

Manufacturing 

After 2018 being the best year in Australian RV manufacturing in the 
last 39 years, 2019 shows a slight decline. A total of 21,465 RVs were 
manufactured in Australia in 2019. 94% of the manufactured RV’s are 
towable, with 66% of these being caravans. This preference for towables 
has remained consistent over the past decade. (NEM Australasia, 2020)

RV Imports 

A total of 10,400 RV’s have been imported into Australia in the last 12 
months. The vast majority is imported from China and Hong Kong. Im-
port numbers have been down the first three months of 2020, primarily 
because of Covid19. (ABS, 2020)

Visitors + nights 

Over 14 Million individual caravan/camping trips were taken in the past 
12 months with a total of 60 Million nights spent caravan and camping 
around Australia, an increase of 10% compared to last year. The indus-
try is estimated to have contributed over $20 billion worth of economic 
value to the Australian economy. (Tourism Research Australia, 2020)

Number of parks & sites 

Australia is home to approximately 1600 Caravan Parks. 
The number of sites - including powered, unpowered and 
cabins - is estimated at a total of 200,000 sites around the 
country.

Dometic Dust Reduction System
Dust getting into the RV has always been a big 
issue in Australia, as off-road caravanning is im-
mensely popular Down Under. Being one of the 
global market leaders for Caravan & Motorhome 
appliances, it is no surprise that Dometic’s Dust Re-
duction System offers a solution for this problem. 
Through its clever design, the Dometic Dust Reduc-
tion System minimises the amount of dust, harmful 
airborne particles and pollens that can enter your 
caravan. The unit is fitted to the roof of the caravan 
and operates while the vehicle is in motion. 

MyCOOLMAN Power Pack - Truma e-Kit
Leisure-Tec launched two new products at the AL-KO Innovation Hub; 
The myCOOLMAN Power Pack and the Truma e-Kit.

The myCOOLMAN Power Pack is the industry’s first and only mag-
netic portable ‘Power Pack’ - a lithium-ion battery that mounts seam-
lessly to the side of the myCOOLMAN range of refrigerators/freezers 
and can power the fridge/freezer for up to 18 hours! It now means 
that there is a lightweight portable solution for customers to take 
fresh food, drinks and even ice cream on their travels away from their 
leisure vehicle.

The Truma e-Kit is used as an additional appliance that is installed 
in conjunction with the popular Truma VarioHeat, the E-Kit provides 
another 1800 W of heating power. There are two individual heating 
coils that operate in the e-Kit and can be used independently for 900 

The benefits:
• Significantly reduces the amount of dust, 

harmful airborne particles and pollens en-
tering the RV

• Filters out dust particles below 10 microns
• Dust filters can be easily replaced from in-

side the RV
• Reduces cleaning time after RV trips
• Modern design, including stylish airflow grille
• Non-powered operation requires no open-

ing or closing of vents

W of heating, or together for the full 1800 W of heating power. You 
can also operate the VarioHeat and the E-Kit with electricity, gas or a 
mix of both to suit your needs.
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Report Melbourne - Supershow

Aboutcamp BtoB: How was the market 
before the Covid-19 emergency?
Stuart Lamont: Australia has a proud and 
strong local caravan manufacturing sector. In 
the past 12 months, a total of 21,500 rec-
reational vehicles were manufactured, rep-
resenting the tenth consecutive year of pro-
duction exceeding 20,000 units. There are 
around 711,000 registered RVs in Australia 
and the caravan and camping lifestyle is deep 
rooted in the Australian psyche. Tourism Re-
search Australia figures for 2019 visitation 
for caravan and camping showed that it was 
more popular than ever – reaching a record 
high of 14 million overnight trips.
Typically, residents in the southern parts of 
the country take trips over the Christmas 
and New Years periods, extending the whole 
way through January over School Holidays 
and into the Easter period, after which trav-
ellers tend to head north into Queensland, 
Northern Territory and Western Australia as 
the seasons turn. This is particularly popular 
among retirees and families who have taken 
extended time off work or school to do the 
“big lap” of Australia. Sadly, the impact of 
bushfires in some very popular summer desti-
nations in the south and along the east coast 
was devastating and then the COVID-19 cri-
sis followed which brought any travel plans 
to a complete halt. 

Aboutcamp BtoB: How much do you 
think this Covid-19 emergency will affect 
the RV Industry in Australia?
Stuart Lamont: Manufacturers have under-
standably needed to review their workspaces 
to align with social distancing guidelines and 
increase hygiene practices for their workforce 
which may impact on efficiencies for a while. 
Interestingly, we are hearing that caravan 
and camping retailers and dealers are finding 
an uptake in sales, as people are using this 
downtime to service product to be ready to 
hit the road when restrictions ease. Despite 
having a strong local manufacturing industry, 
a global crisis of this scale does impact the 
international supply chain, so local manufac-
turers are having to get smart about where to 
source their components, and how far ahead 
to order. Caravan Shows have also been 
postponed for a while which has changed 
the way the many dealers interact with their 
customers this year. That’s not to say that 
demand will subside, while disposable in-
come for some customers will be impacted, 

In conversation 
with Stuart Lamont

welfare and wage subsidies have been a big 
focus of the Australian government to soften 
the blow of this to households so they can 
continue to spend and that businesses can 
quickly pick back up once the risk is reduced.

Aboutcamp BtoB: And what about the 
Campsite and RV Park industry?
Stuart Lamont: Thanks to the proactive work 
of our government, restrictions are now able 
to begin being eased in Australia, with some 
states already allowing travellers to get back 
on the road. It is anticipated that without 
the option to go overseas or on a cruise for 
a while, domestic tourism will flourish and is 
the key focus for those wanting to book a 
trip. This plays really well into the hands of 
caravan park operators, as the experience 
they offer is very much what people are likely 
to be after – a place where they can spend 
time with loved ones in amongst nature with 
their own equipment or a self-contained 
cabin away from the cities or suburbs. This 
isn’t to say that the last few months have not 
been incredibly difficult for operators, how-
ever they are resilient and there is light at the 
end of the tunnel for many.

Aboutcamp BtoB: What has been the 
role of the Caravan Industry Association 
of Australia during the Covid-19 crisis?
Stuart Lamont: Thankfully, Australia has 
managed to achieve an enviable position 
with relation to the battle against COVID-19.  
Initially the association was heavily focused 
on ensuring that industry businesses had 
the right information on what they need-
ed to do, with customers, staff and with 
the government support programs.  Now 
that restrictions are beginning to ease it is 
all about market stimulation and ensuring 
that caravan and camping is front of mind 
for anyone wanting to take a holiday. This 
comes hand in hand with lobbying the gov-
ernment to ensure that they understand the 
economic benefit that our industry provides 
in regional Australia and that it is a safe way 
to travel. Tourism Australia which usually pro-
motes Australia to the international market 
has recently taken a domestic focus, and we 
are working closely with them to ensure that 
caravan and camping experience is front of 
mind. This is in conjunction to a number of 
social media campaigns with our strong dig-
ital audience of around 800,000 Australians 
and industry partnerships.

Before Covid-19 hit Australia, the country and RV industry 
had another battle to fight: devastating bushfires. We spoke 
with Stuart Lamont, CEO of the Caravan Industry Association 
of Australia about the market, impact of Covid-19 and the 
role the Caravan Industry Association of Australia has during 
these challenging times.

www.caravanindustry.com.au



39B t o B
    

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.

Sandwich panel 
for caravan floors

Sandwich panel 
pvc frame

Sandwich panel  
Styrofoam 
aluminium

Caravan 
door

Caravan trapdoor

Mobile home 
sidewall

Caravan panel

FOR PASSIONsince 2003Sandwich Panels

Sandwich panel 
fiberglass 
Styrofoam 
Veka frame

Caravan 
sidewall
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C ompany news Truma

Leisure-Tec Australia is part of the Truma Group and delivers in-
novation to the RV and lifestyle industry in Australia, specialising 
in providing more comfort to customers on the move. Distrib-

uting three brands – Truma, myCOOLMAN & Milenco – Leisure-Tec’s 
products are not only on the front line of innovation, they also enrich 
the lives of their customers, encouraging them to get more out of life 
and make living life off the beaten track a reality with all of the com-
forts of home. Each of Leisure-Tec’s brands service different market 
segments, yet they still manage to cross over in many areas to comple-
ment each other in a holistic leisure vehicle setup. 
The latest release from Leisure-Tec and Truma is the Aventa compact 
plus, a brand-new design straight from Truma Germany’s R&D team. 
The Truma Aventa is designed to fill a gap in the rooftop air-condition-
ing market, by bringing a smaller, lighter, quieter and more compact 
appliance to the market. This enables recreational vehicle manufactur-
ers to have greater flexibility with their designs, providing them more 
space for roof top for solar panels, antennas and skylights while still 
being able to provide the customer with a premium and high quality 

Leisure-Tec and Truma’s partnership started in July 2018. It will see the Truma 
brand continue to grow its ever-increasing global market reach and bring 
‘more comfort on the move’ to more travellers looking for quality products.  

Strong partnership 
to conquer the down under

air-conditioning solution for their vehicle.
Together Leisure-Tec & Truma have continued to grow in both the 
Australian and New Zealand marketplaces. With a profound focus 
on R&D, connectivity, and innovation both companies are supporting 
Australian and New Zealand recreational vehicle manufacturers with 
unparalleled support in both technical and sales & marketing capacity. 
Paul Widdis General Manager of Leisure-Tec Australia said: “having 
such a terrific partnership with Truma in Germany enables us to better 
support our Aussie manufacturers, we work closely with many manu-
facturers to ensure that not only the Truma product is installed to the 
highest standard, but also to work with them in understanding the 
customers changing needs, in turn this allows us to work together to 
develop new products and solutions to meet the needs of both the 
manufacturer and customer”.
Keeping one eye firmly on the future and the other on offering ex-
ceptional service and support to local manufacturers and end cus-
tomers has been the key to success with Leisure-Tec. William Thiel 
Leisure-Tec’s Technical Director said “it is amazing how far a bit of 

Paul Widdis
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additional support to our manufacturers can go. We do not want our 
brands experience to stop once we have sold a product, we want to 
continue to understand the needs of our manufacturers, by working 
closely together to learn how they use our products in their vehicles, 
understanding their installation techniques and the everchanging 
need of the end consumer. Not only does this help us develop new 
products and solutions to better support the manufacture but it also 
fosters growth for both the manufacture and our products, which at 
the end of the day is the ultimate goal.”

Off-road above all
Leisure-Tec’s partnership with Truma has opened the door to many 
new product development opportunities. The Australian and the Eu-
ropean market are quite different not only in terms of customer needs 
but also the terrain in which they travel. The Australian market is quite 
heavily focused on the off-road market, meaning manufacturers need 
to look for solutions suited to high impact, fine dust/dirt ingress and 
constant vibration. Both Leisure-Tec and Truma’s R&D teams work in 
collaboration with many Australian manufacturers to research and 
collect data on Australian conditions and usage and then use that 
data to develop industry leading products specifically for the Austra-
lian market. A terrific example of this is the Truma VarioHeat, Combi 
4E, 4E & D6 as well as the AquaGo, they have all been tested endures 
the ‘Arizona Test Dust’ (ISO 12103-1) and passed with flying colours, 
so that fine red Aussie dirt really doesn’t stand a chance at making it’s 
way into the vehicle.

COVID-19
COVID-19 has taken the world by surprise and crippled a lot of 
industries however the leisure vehicle market in Australia has been 
very fortunate at weathering the storm. While Leisure-Tec has seen 
many of its manufacturers reduce their working weeks to 3-4 days, 
they have made the decision to remain open and continue servic-
ing the industry - of course under strict hygiene regulations as em-
ployees’ health has priority. With Australian domestic travel tipped 
to ramp up in the wake of COVID-19 fears of travelling abroad, 
Australian travellers are said to already be looking at local options 
for holidaying and adventuring. “We forecast that many Australians 
will go out and enjoy caravan and camping within the country as 
restrictions start to ease” commented Mr Widdis. Looking towards 
the future of the RV industry in Australia is a very exciting prospect, 
“the future is growing to have more and more of an off-road focus; 
from camper trailers to campervans and even custom built utility 
vehicles, it is sensational to see that more and more Aussies want to 
explore the Australian outdoors” Mr Widdis told Aboutcamp.

The future challenges
When asked about the biggest challenges that Leisure-Tec will have to 
meet in the next few years Mr Thiel said “technology of course! Tech-
nology moves at such a rapid pace in ever aspect of our lives it is only 
a natural progression to see technology being adapted to the leisure 
market. Together Leisure-Tec’s, Truma’s, myCOOLMAN & Milenco’s 
R&D teams continue to work together to challenge the ‘norm’ of how 
technology can and is used in the leisure industry”. Mr Thiel continued 
by saying that connectivity is a large part of peoples everyday lives now 
– and that Truma’s CP plus is a brilliant example of how your leisure 
vehicles different appliances (heating, cooling and hot water) could 
all be controlled and run seamlessly off one single digital interface. 
Leisure-Tec only plans to continue growing its business and that may 
mean adding new product categories beyond what they already stock. 
Mr Widdis said “We have an experienced, enthusiastic and innovative 
R&D team who are always looking for new opportunities and catego-
ries to help enhance the way Australians camp, caravan and travel and 

ContactsIn partnership with

Truma AquaGo 
Instant, Constant and Endless hot water

Truma has developed a new generation of instant water heaters 
that are perfectly balanced to enhance comfort. The main dif-

ference between the tankless Truma AquaGo and traditional boil-
er tank water heaters is that the innovative AquaGo uses hybrid 
technology, which results in instant and endless hot water without 
fluctuating temperatures. Customers whose vehicles are equipped 
with the new Truma AquaGo water heater will have a comfortable 
water temperature while enjoying an unlimited supply of hot water 
without the risk of scalding.

The benefits of Truma AquaGo:
• Instant hot water – no more wasting cold water
• Hybrid technology with constant temperature – no scalding
• Most powerful and efficient instant water heater on the market
• Endless hot water even at high flow rates
• All-season use: can be used when it is freezing outside
• Intuitive operation like at home
 
The Easy Drain Lever offers easy maintenance, making it possible 
to drain the system without using any tools. The integrated water 
diverter eliminates water stains on the vehicle exterior. A reusable 
filter cartridge reduces scale particulates. Thanks to microproces-
sor-controlled stepless burner management, Truma AquaGo water 
heater always delivers a constant water temperature, even at high 
and low flow rates and varying inlet water temperatures. 

The Truma AquaGo utilises hybrid technology with a patent pend-
ing temperature stabiliser. Users can adjust temperatures like at 
home: when showering, a constant hot water temperature is main-
tained even after the water is turned off, then back on again – no 
more scalding.

review these opportunities regularly”. Leisure-Tec and Truma under-
lined their Australian partnership for the future by signing a three year 
sponsorship contract with the biggest RV show in Australia; the Victo-
rian Caravan, Camping & Touring Supershow. Celebrating 70 years in 
manufacturing, Truma is excited to be the principal sponsor and nam-
ing partner for this year’s Supershow which took place February 2020.
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The acquisition of Italian motorhome manufacturers by foreign groups means that today in Italy 
there is only one independent manufacturer in series production. Its name is Wingamm: it is a small, 
family-owned company which boasts over forty years of history and experience and makes campers 
and motorhomes distinguished by its unique fibreglass monocoque bodyshell.

The last independent Italian

Words: Andrea Cattaneo

WingammFocus on

“Our company was born in the 1970s,” - explains Wingamm’s 
commercial and marketing manager, Lorena Turri - “my par-
ents entered the RV sector producing furniture kits for Alfaca-

sa, a caravan manufacturer who, later, disappeared. From 1977 to 
1982 they worked independently and established the Turri&Boari 
Company which transformed vans normally used for work into 
campers in a few minutes with the insertion of furnishing ele-
ments, so they became holiday vehicles.”
A real turning point for the business was in 1982 when the Win-
gamm brand was born and the Oasi camper with a fibreglass 
monocoque body was launched. It was an innovative project, and 
is still the basis of the Wingamm model range today. 
Since then, the Oasi range has had various developments, both in 
the design of its bodywork and the creation of various alternative 
layouts. 
In the 1990s, the Ibis range was added, based on Volkswagen 
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Transporter, which opened the doors 
of the German market to Wingamm. 
More recently, other compact mod-
els, such as the Brownie and City-
Suite, and the Rookie caravan were 
added.

Monocoque: 
a particular technique
Wingamm’s unique monobloc (one-
piece) fibreglass body is made by 
sandwich layering two fibreglass 
sheets with a central core in poly-
urethane foam. This gives it high im-
pact resistance, long-term durability, 
and the option to produce rounded 
shapes. Over the years, there have 
been some technical evolutions and 
refinements, which have led to the 
excellent, high-quality currently 
available.
“From 1982 to 2010 we made the original monocoque,” continues 
Lorena Turri, “with updates mostly related to the restyling of the 
Fiat Ducato base vehicle. Since about that time, we have made 
some significant investments to deliver important upgrades. This 
started with a test in the Truma climatic chamber in 2008, which 
highlighted several thermal bridges, so we completely revised the 
project to eliminate all metal elements. Other improvements in-
cluded having the load compartments now molded in fibreglass, 
instead of inserting them by cutting the monocoque at certain 
points. The doors to all storage compartments and entrance door 
no longer have metal frames and are 100 percent fibreglass, with 
their frames now integrated into the bodyshell mold.”
The technique for the production of the fibreglass monocoque 
bodyshell is still semi-handmade. It would require a significant in-
vestment in additional equipment and molds (of the monocoque 
and many details), to achieve a more fluid and standardized pro-
duction process with a reduction in manpower hours.
“Our construction system gives excellent results,” explains Lorena 
Turri, “but it requires high investment in molds and considerable 
prototyping costs. In addition to the initial investment, the pro-
cesses are also very expensive. The production process of a sand-
wich panel camper is substantially the same for a €50,000 vehicle 
as it is for a €100,000 vehicle, with the assembly of the furniture 
and systems done before fixing the walls to the vehicle; instead, at 
Wingamm, we create the monocoque shell first and then we must 
make everything go through the entrance door. If it typically takes 
less than 50 hours to produce a regular, sandwich panel camp-
er, we need 150 hours to produce a Wingamm with its unique 
monocoque body. The last challenge we have set ourselves, how-
ever, and which we are constantly working on, is the use of more 
eco-sustainable and recyclable materials.”

Wingamm Oasi 540

Below and on the rigth:
Wingamm Oasi 600, 1982

Furniture
• Made of first choice poplar plywood, laminated HPL 

coating (high resistance to usury and steam, easy to clean)

• Bathroom furniture in fibreglass and HPL laminate

• No metal screws - fixed by industrial, structural sealant

• Minimalist design, clean lines, light colours, ergonomically 
designed

• Longitudinal folding double bed (patented) 

• with 350kg capacity

Small campers, excellent design
Most Wingamm customers are mainly looking for a compact, con-
venient and comfortable vehicle on the road that can also be parked 
easily. The main target customer are couples over 50 who travel a 
lot but do not always go to camping sites as they prefer aires, rest 
areas or rustic farmhouses. They are experienced motorhome own-
ers looking for particular destinations.
“Our customers choose a Wingamm model primarily for its com-
pactness,” says Lorena Turri, “but our clientele is looking for more 
than a campervan. Today, in Europe, there is a down-sizing trend 
back to smaller dimensions which is why campervans have become 
so successful, however we have a different proposition to a camp-
ervan, one that although it is more expensive, it is also better insu-
lated with greater habitability and a real front door. Our customers 
are more sophisticated people who technically well-informed when 
they are ready to make their purchase. They are also customers who 



44 B t o B
    

WingammFocus on

Wingamm Rookie 3.5

Wingamm Oasi 540

Fibreglass monocoque
• Self-supporting monobloc structure

• Sandwich layering of fibreglass sheets (external 3 mm, 
passenger side 2 mm), with internal core in polyurethane 
foam (25 mm), no wooden frame. Sandwich floor (50 mm, 
fiberglass sheets and internal polyurethane) fixed to the 
monocoque body with fibreglass lamination

• High durability over time

• 15 year water ingress guarantee

• High degree of impact resistance (in case of road accidents, 
hail ...)

• Excellent thermal insulation, reduced thermal bridges

• Sculpted, rounded, dynamic body shapes

Acoustic comfort
Good levels of acoustic comfort, thanks to:

• Monocoque, one piece without joints and metal screws

• No metal profiles, strips and added decorative elements

• Furniture is glued to the walls (using structural sealant), not screwed to 
the body panels

Wingamm City-Suite

Internal fiberglass sheet:
thickness of 2 mm

Polyurethane foam insulating 
panel: 25 mm thick

Fiberglass outer sheet:
thickness of 3 mm
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Wingamm Oasi 
drop-down bed

Doors
• Molded fibreglass, rounded shapes

• No metal frames

• No external sealants (because they 
turn black)

• No visible hinges: internal concealed 
hinges T.H.I.R.D. (Total Hidden Rotation 
Device)

• Original Fiat Ducato door handle

• Centralized locking of doors and cab 
doors with the engine key

Garage X-Trafit 
System: monobloc fi-

breglass capsule (high 
resistance to damage, 
practical, waterproof 

and easy to clean), 
that covers the floor 

and inner walls of the 
garage, and is insulat-

ed and heated

have good taste and are paying attention to 
design.” 
“Until 2010, we were mainly focused on 
quality in the company, but then we under-
stood that design is also fundamental too, 
and we have drawn many lessons from the 
trends that have emerged at the Salone del 
Mobile in Milan. For example, externally, 
the body has changed a lot over time, from 
the square lines of the 1980s to the softer 
shapes introduced in 1994 (along with the 
update of the Ducato cabin), then in 2006, 
for the next restyling of the Ducato, we in-
troduced more dynamic lines.”
Wingamm is based in Settimo di Pescantina, 
a few kilometres from the beautiful city of 
Verona. Built in 2003, its headquarters in-
clude administrative offices and an elegant 
showroom. The production site is nearby, 
in Arbizzano. The monocoque molding and 
painting are carried out outside the compa-
ny, while the rest of the production process 
happens at Wingamm with its own carpen-
try to create the internal furniture, plus a 
design and prototyping department. The 
founder of Wingamm, Leopoldo Turri, still 
owns the company, assisted by his son Mar-
co (product manager), and his daughters, 
Erica (purchasing and administration) and 
Lorena (sales and marketing manager).
“Wingamm production is currently around 
140 vehicles per year,” says Lorena Turri, 
“but we have the capacity to exceed 200 
units, if required; before the 2009 crisis, we 
were producing 230 vehicles per year, with 
an important proportion (around 100) be-
ing sold to the home market in Italy. Today, 
the market in Italy has shrunk a lot, but in 
2020 we have started to strengthen both 
the sales network and the communications 
strategy. We currently do a lot of business 
in Germany and Switzerland, but France is 
also important. During the past two sea-
sons, we have made progress in Sweden 
and the UK. As for our caravans, we do 
particularly well with them in Belgium and 
we also export them to Australia and South 
Korea. We now have over 20 sales and ser-
vice centres in Europe.”

Lorena Turri
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Crosscamp Life is the new 4.95 metre 
long van based on the Opel Zafira Life. 
Its flexible concept allows unlimited 

use as a car - thanks to a height of just 1.99 
metres – which means Crosscamp drivers 
can use most multi-storey car parks or un-
derground car parks. Crosscamp is the Erwin 
Hymer Group’s youngest brand for compact 
camper vans. The millennials are increasingly 
discovering camping as a form of vacation - 
but do it in a different form than traditional 
campers. The trend called “de-touristifica-
tion” means that the individual wants to be 
perceived as a traveller and not as a tourist. 
Joachim Reich, Head of Sales at Crosscamp, 
explains: “Young people in urban areas in 
particular have a need for vehicles that can 
cover all areas of life.” The Crosscamp Life 
offers a wide range of standard equipment, 

Crosscamp Life: a fully equipped camper with four beds - and a reliable companion in urban mobility.

Opel for
Crosscamp

including two-zone automatic air condition-
ing with fresh air system for the rear row of 
seats, as well as a cruise control system and 
speed limiter. With optional high beam assis-
tant, fatigue warning, lane assistant, traffic 
sign assistant with intelligent speed 
control, front collision warning and 
emergency brake assistant, the 
Crosscamp Life offers a wide range 
of modern assistance systems. As 
standard, the Crosscamp Life has 
the well-known 1.5-litre four-cylin-
der diesel engine with 88 kW (120 
hp) under the bonnet. The three 
optionally available 2.0-litre units 
provide even more power and 
comfort: with 90 kW (122 hp) and 
an eight-speed automatic trans-
mission, with 110 kW (150 hp) and 

a manual six-speed gearbox or with 130 kW 
(177 hp) and an eight-speed automatic trans-
mission. The adaptive traction system “Intel-
liGrip” with five driving modes and winter 
tyres is also available.

Product news Groupe PSA

Peugeot for Stylevan
The Stylevan Origin models are, above all, intended 
for an audience of campers who intend to use their 
van intensively.

The Origin collection models have been produced for 40 years 
by the brand’s historic site in Burgundy, Auxerre, in France. In 
2017, Stylevan joined the French group Rapido. The brand is 

therefore focusing on in-depth work on insulating the cabin in BioFIB 
(hemp wool / cotton / linen) as well as the main floor. Also, the robust-
ness of plywood furniture contributes to the overall durability of the 
layout. Each piece of equipment is carefully selected with the objective 
being to have solid functionality and reliability. Today, the brand offers 
four models on the Peugeot Expert: the Boreal IV (4 seats), the Boreal 

Stylevan Equinox II
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ContactsIn partnership with

As an iconic offer, the SpaceTourer is 
the ideal support for many activities 
in this compact and convivial version. 

Its name refers to the fans’ attachment to the 
brand, whose DNA it perpetuates: a graph-
ic shape, full of character, and a promise 
of mobility in absolute comfort, true to the 
Citroën Advanced Comfort® programme. 
SpaceTourer The Citroënist Concept is a ve-
hicle designed and equipped for leisure, an 
object for escapism with extended capaci-
ty to transport a very fashionable bicycle 
made with the expertise of Citroën part-
ner, Martone. Compact externally (length: 
4.95m, width: 1.92m, height: 1.99m), The 
Citroënist Concept is easy to handle and 
switches effortlessly from everyday life to 
leisure pursuits. This concept motorhome 
derivative also offers a driving space incor-

SpaceTourer The Citroënist: a versatile and connected van concept.

porating the qualities of the production 
model: its comfort, its generous on-board 
space, as well as the latest driving aids and 
connectivity technologies, including colour 
head-up display. On the basis of the con-
version made by Pössl, the leading Europe-
an converter of vans into camper vans, the 
SpaceTourer has been converted into a true 
motorhome. It can take up to four people 
on an adventure, with two seats in the front 
and two in the back, installed in rows two 
and three on the right-hand side. Its pop-
up roof incorporates a large mosquito net, a 
perforated canvas and a concealed berth. To 
strengthen its identity, the SpaceTourer The 
Citroënist Concept sports an elegant Black 
and White colour scheme, with occasional 
touches of the Martone red. It can utilise 
its high ground clearance and all-wheel 

The Citroënist

drive, made by Automobiles Dangel, while 
preserving the comfort, road-holding and 
performance of the SpaceTourer. Its BlueHDi 
150 S&S BVM6 engine ensures power and 
versatility at all times.

V (5 seats), the Austral IV (4 seats) and the Equinox II (2 seats). The 
new Stylevan Boreal V is available on the Peugeot Expert L2H1 (4.95m 
long) and L3H1 (5.35m long). Main features of this model are that the 
bench seat converts into a bed very, giving real flexibility in the use of 
the van, plus a beautiful kitchen with a large 60L refrigerator (rare on 
five-seater vans). The new Stylevan Equinox II on the Peugeot Expert 

L3H1 (5.35m long) is the perfect van for couples to have expeditions. 
This model offers a permanent bed on wooden slats measuring 1.20m 
wide and 1.82m long thanks to the Stylevan’s lateral extensions which 
slightly widen the bodywork. Its sanitary facilities (a fixed WC and in-
door / outdoor shower) are ideal for being able to be independent of 
campsites.

Stylevan Boreal Stylevan Boreal

Stylevan 
Equinox II
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One 
Source. 
Unlimited 
Solutions.

Face to face with Dietmar Höglmeier

Dietmar Höglmeier has been in the printing industry for 30 years and in the caravanning industry for 
20 years. As Key Account Manager, he has built up the national and international caravanning sector at 
Schattdecor. Aboutcamp BtoB met Dietmar Höglmeier for an interview.

Words Peter Hirtschulz

The German company Schattdecor has been on the market for 35 
years. During this time, the company developed from a printer to 
a surface specialist.

Aboutcamp BtoB: Mr. Höglmeier, how many years has Schattde-
cor been active in the caravanning area and how much does this 
sector burden the group’s sales?
Dietmar Höglmeier: Schattdecor has been represented on the Europe-
an caravanning market for more than ten years. Gradually, the range of 
offerings has also been made available to customers in the North Amer-
ican and Chinese markets. And we also supply the Australian market. 
Sales of the finished surfaces (finish film and impregnated melamine 
films) amounted to around 730 million square meters in 2019. This in-
cludes Schattdecor products used in the caravanning area.

Aboutcamp BtoB: What are Schattdecor’s flagship products for 
the caravanning sector?
Dietmar Höglmeier: We can find flagship products for the caravan-
ning sector in the finishfoil product portfolio in form of our postfoil and 
smartfoil. Our effect surfaces are particularly successful, thanks to a nat-
ural matt / gloss look and an authentic feeling. The trend aims currently 

also towards super-matt plain surfaces with an anti-fingerprint effect.

Aboutcamp BtoB: Speaking of smartfoil, what are the decor 
trends for this season?
Dietmar Höglmeier: Bright, natural-coloured wood designs with syn-
chronous, haptic, as well as optical surface effects. These are combined 
with super matt plain colours and nature-related fantasy designs. How-
ever, dark, expressive woods such as walnut, chestnut or exotic-looking 
designs also find their place - mostly in the high-end vehicles of the 
premium classes.

Aboutcamp BtoB: How have decorations changed in the past ten 
years: is the caravanning sector also following the trends in the 
furniture world? Are there colours or motifs that have particular-
ly shaped this development?
Dietmar Höglmeier: The caravanning industry is certainly following 
the trends in the furniture industry and there are also some synergies 
to be observed, but mostly in a very different look. If e.g. wood designs 
with a rustic look in the world of furniture are trendy, such designs are 
used much more calmly in the world of caravanning. In terms of colour, 
however, such trends are often adopted. The intention is to feel more 

New design trends:
Catania Oak

New design trends:
Wisla Pine

New design trends:
Rochefort Walnut

New design trends:
Noce Mediterraneo

Caravan Kitchen Tambora Narbonne
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like at home and that’s what it should be: “va-
cations in your own (mobile)home”.

Aboutcamp BtoB: „SEE, TOUCH, FEEL.” 
Can you explain your slogan a bit more 
detailed?
Dietmar Höglmeier: Due to a first-class 
print quality and an extremely authentic re-
production of nature, we have earned the 
name and rank of the world leader in decor 
printing. In addition, Schattdecor has contin-
uously expanded its product portfolio in more 
than 35 years. Always with the focus on our 
customers. Our goal is to create practical and 
need-based solutions. Today these consist of 
wood, stone and fantasy decors for housing, 
living and working and a variety of different 
products in the area of refined surfaces. We 
are no longer just a decor printer; we also of-
fer impregnated surfaces and foils for our cus-
tomers with wood-based materials and in the 
furniture industry. We can influence the look 
that corresponds to the design of our modern 
film technology in the area of finished surfaces 
- from a synchronous pore structure in matt 
/ gloss technology with a veneer-like surface 
to a super matt surface with anti-fingerprint 
effect. Today optics and haptics are important 
- both in symbiosis make it hardly distinguish-
able: the fake from the original and according-
ly for a particularly valuable surface. To answer 
your question: Depending on the area of ap-
plication, needs and specifications, you can say 
that a new shape of reality is emerging. We 
feel what we see by touching it. Depending 
on the design, a corresponding 3D character 
can also be achieved solely through the print 
image. If you can feel this 3D character, the 
almost real character is perfect.

Aboutcamp BtoB: What does the customer 
have to understand by “digital visions”?
Dietmar Höglmeier: With our „digital vi-
sions“-decors we make use of all the advan-
tages of digital printing. From an enormous 
colour brilliance to a special multi-colour, high 
resolution and regardless of the motif. This 
way our customers can take advantage of new 
possibilities in terms of technology and design.

Aboutcamp BtoB: How have materials 
and technologies changed over time and 

what are the next developments?
Dietmar Höglmeier: Requirements are 
changing. Our task is to adapt our product 
portfolio accordingly and to develop new sur-
face solutions and decors. Our product portfo-
lio clearly reflects the continously changing de-
mand for new materials and technologies. For 
example, digital printing opens up new possi-
bilities for us, since we are no longer bound to 
the classic parameters of gravure printing. This 
affects also the caravanning area. As described 
at the beginning, we observe times, trends, 
and customer needs. Similar to many other 
areas (furniture / flooring), there is a trend to-
wards a haptic that matches the look - for even 
more natural and real character. There is also a 
technical advantage: finish foils with a haptic 
structure visually conceal any unevenness in 
the plywood base. In addition to the haptics, 
super matt surfaces are also in demand, which 
do not only have a particularly natural look, 
but are also matt due to their anti-fingerprint 
effect. Schattdecor is optimally positioned 
with the products „smartfoil nature“ and „Uni 
MAT+“.

Aboutcamp BtoB: Is the caravanning sec-
tor traditional or does it accept new solu-
tions? Are there brands that take more 
risks in innovation than others?
Dietmar Höglmeier: I would like to describe 
it like this, there are certainly brands in the in-
dustry that go the traditional way and being 
successful because they simply embody this 
for their customers and there are companies 
that offer both. Last but not least, you have 
to accept innovations and to observe the 
natural generation change with associated 
flavours. This was also demonstrated at last 
year’s Caravan Salon in Düsseldorf, where 
very modern interiors were shown and sold. 
I do not want to mention certain brands 
here, because each brand stands for its own 
clientele. We serve our customers according 
to their requirements with a broad segment 
that has also grown over the years to special 
surface properties.

Aboutcamp BtoB: There is a saying „you 
cannot re-invent the wheel“. How does 
Schattdecor differ from the competition?
Dietmar Höglmeier: Schattdecor has devel-
oped into a surface specialist in recent years. 
We supply all our customers with a complete 
package from design and trend advices at the 
beginning of a project. And further we com-
plete our service with printed, lacquered or im-
pregnated substrates (paper or thermoplastic) 
through to a technical support during the pro-
duction process. Thus, we are decor printers 
on the one hand, but on the other hand we 
are also able to advise our customers along the 
entire value chain.

Aboutcamp BtoB: Is there an intelligent 
solution that has not yet been implement-
ed by the market and would instead im-
prove the current solutions?
Dietmar Höglmeier: I think these will be 
more technical innovations. We are responsi-
ble for the optical well-being in the caravan-
ning sector.

ContactsIn partnership with

The founder‘s (Mr. Walter Schatt in 1985) 
target was to establish simple but flexible 
printing services aiming for superior qual-
ity. Performing sucessfully, Schattdecor 
meanwhile supplies the world’s leading 
wood-based material- and furniture-in-
dustries for 35 years with printed decora-
tive paper, melamine films and finish foils. 
This way, the family-owned company and 
its subsidiaries processed around 2.3 bil-
lion square meters of paper worldwide. 
With over 2.500 employees, the group of 
companies generated sales of around 750 
million euros p.a. at a total of 18 interna-
tional locations.
Through continuous expansion of its 
product range, Schattdecor has devel-
oped from a decor printing company to 
an innovative surface specialist. With 
many years of experience being a special-
ist and design expert, the world market 
leader created innovative printed, impreg-
nated and finished surfaces. Schattdecor 
designs wood-, stone-, uni- or fantasy-de-
cors for modern areas of life far beyond 
simple living space. When it comes to sur-
face development, the company focuses 
primarily on current market requirements 
but it is at the same time able to tailor the 
decor production to any specific customer 
needs. The “Made by Schattdecor” seal 
of approval stands for a consistently high 
and internationally uniform level of supe-
rior quality.
For further information: 
www.schattdecor.com

Company Profile

Aboutcamp BtoB: Why are you valued so 
very much by your customers?
Dietmar Höglmeier: I think in the first place 
it is the trust in our quality product, our per-
sonal reliability and our very good service. And 
specifically, a very good and personal network 
certainly contributes to our overall success in 
the world of caravanning.

Aboutcamp BtoB: Schattdecor is a family 
company. How can you resist the Interna-
tional acquisition activities?
Dietmar Höglmeier: Schattdecor is the last 
remaining family company in the printing in-
dustry and nothing will change about that.

Dietmar 
Höglmeier
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Discovering Maxxair, the company that 
has become a major supplier to RV 
manufacturers and the aftersales market 
in North America. More recently, its 
fans have also been available on 
the European aftermarket 
and are now being offered to 
OEM sector as well..

Max fun with Maxxfan, 
the best-selling product 
worldwide

Words John Rawlings

Maxxair has specialised in ventilation 
products for every type of leisure 
(and commercial) vehicle (RVs, car-

avans, campervans and motorhomes) since 
1988. During this time, it has developed a 
successful range of 12v rooflight fans, cov-
ers for roof vents and replacement shrouds 
for air conditioning units. These are now 
being used on more than two million RVs.
Its covers have been developed to fit over 
roof vents so they can be left open in all 
weathers to prevent rain entering, even 
when travelling, while still providing ventila-
tion. Maxxair’s range of fans help airflow in 
or out of the interior.

Acquisition
When Maxxair was acquired by Airxcel in 
2012, it was still only supplying the after-
market in North America, but had an ambi-
tion to supply OEMs as well. The acquisition 
provided the investment and expertise it 
needed to develop new products and fulfil 
this objective for the Maxxair brand. Maxx-
air’s sales to OEMs now exceed those to the 

aftermarket sector in North America and it 
now wants to repeat this success in Europe. 
Airxcel may be a new name for European 
OEMs, but it was founded in North Ameri-
ca in 1991 and is a leading supplier to the 
RV industry and manufacturer of gas appli-
ances and ventilation systems (e.g. heating, 
cooling, ventilation, cooking, window cov-
ering, side wall and roofing materials).
Rather than entering a new market sector 
or region from scratch, Airxcel’s growth 
strategy has always been to acquire mar-
ket-leading brands with synergies to its 
existing portfolio and then develop them 
beyond their existing potential. The Airxcel 
portfolio now includes: Aqua-Hot, Maxxair, 
United Shade, Coleman Mach, Suburban, 
Vixen Composites, Dicor Products and CAN.
In 2019, Airxcel acquired the Italian kitch-
en appliance manufacturer, CAN S.r.l. This 
was Airxcel’s first step in its plans to expand 
into Europe and give it a strategic foothold 
in the European market with a well-estab-
lished brand, management, distribution and 
customer support network. 

Former director of CAN, Paolo Moresco, is 
Managing Director of AirxEU, with full re-
sponsibility for pricing and everything asso-
ciated with managing the European market. 
He brings a wealth of experience of the car-
avan and marine industries.
Maxxair ventilation fans and rooflights are 
part of a range of products AirxEU is now 
offering OEMs in Europe. 
Paolo Moresco commented: “We have had 
a flurry of activity to get everything up and 
running. It’s been full steam ahead, and 
we’re starting to get more interest and 
enquiries from OEMS and the aftermarket 
sector.”
AirxEU is based in northern Italy, where it 
has offices, a warehouse and a manufactur-
ing facility currently producing CAN cook-
ing tops. It has the capacity to add future 
product lines, such as Airxcel’s Aqua-Hot 
heating and hot water systems which are 
currently being developed to suit European 
caravans, campers, motorhomes and other 
vehicles. 

Maxxair in Europe
There are three Maxxair products that have 
been enhanced specifically for the European 
market: the Maxxfan Deluxe and Maxxfan 
Dome Plus fans, plus the Maxxair Skymaxx 
LX rooflight. 
AirxEU has already met OEMs and after-
market suppliers in Europe and has Maxx-
air products being tested by various man-
ufacturers. Unfortunately, these tests have 
mostly been put on hold temporarily while 
caravan and motorhome manufacturing has 
stopped across Europe due to the restric-
tions imposed by the coronavirus pandemic.
The Maxxfan Deluxe works via a 12v fan and 

Product news Airxcel

Maxxair Maxxfan Dome
inside view Open Closed

Maxxair 
Maxxfan Deluxe
open and closed
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Facilities: 
8 across North America, Europe 
and Asia.

Sr Mgmt. Team:
• Jeff Rutherford, President and CEO
• Debi Jones, Chief Financial Officer
• Paolo Moresco, Managing Director, 

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 development, market 
expansion and strategic acquisitions. The 
Airxcel RV Group provides industry-lead-
ing products in recreational vehicle 
heating, cooling, ventilation, cooking, 
window covering, side wall and roof-
ing materials under the brands: Aqua-
Hot, CAN, Coleman-Mach, Dicor, Unit-
ed Shade, Vixen Composites, Maxxair, 
MCD, and Suburban. 

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 employees are based in 
eight facilities across the U.S. Europe, 
and Asia, and design, manufacture and 
distribute products all over the world. 
Airxcel is majority owned by the global 
private equity firm, L Catterton. Learn 
more about these trusted brands at 
www.Airxcel.com.

About Airxcel

thermostat so it can either bring in fresh air 
or remove warm, moist or stale air from the 
interior. Its built-in rain cover means it can 
be left open at all times. It fits a roof open-
ing of 36 x 35 to 40 x 40cm and weighs 
6kg, is available with a black or white lid, 
and opens manually or by an electric remote 
control.
Piar Adams, Vice President of marketing 
and sales at Airxcel Inc, commented: “The 
Maxxfan Deluxe is unique in the European 
market. It has been developed to be a sim-
ple but effective way to circulate air inside 
the vehicle (even when the cover is closed), 
so is perfect for when it is left unattended, if 
pets are left inside during warmer weather, 
or when it is travelling.” 
For maximum air circulation, two Maxxfan 
Deluxe rooflights can be fitted – one to 
bring air into the vehicle, and the other to 
take air out at the other end of the vehicle. 
The Maxxfan Dome and Dome Plus are 
compact 12v extractor fans designed to be 
fitted to roofs or sidewalls with a locking lid 
and single handed, push button operation. 
The Dome Plus adds white LED lighting.
The Maxxair Skymaxx LX is a large (700mm 
x 500mm) tinted rooflight to let in lots of 
light and give a great view to the sky above. 
It can be opened in four positions and has 
an integrated flyscreen and blind. It has pas-
sive ventilation and is also available as an LX 
Plus model with LED lighting. It is suitable 
for 23mm to 60mm roof thicknesses.

Aftersales
To give OEMs and end users the reassurance 
of an aftersales service, AirxEU is utilising 
the existing CAN network of repairers.

Looking ahead
AirxEU is pleased that the OEMs in Europe 
were able to resume caravan and moto-
rhome production while complying with 
new social distancing measures. It is also 
confident that, despite the disruption to 
production and testing, more and more 
Airxcel product brands will soon be fitted.

More to come
AirxEU has other Airxcel products already 
in the pipeline in addition to CAN kitchen 
cooker units and Maxxair ventilation units. 
These are being modified for the European 
market and, for efficient distribution, will 
be produced at AirxEU’s facility in northern 
Italy.

Airxcel family of brands for the RV industry

Maxxair Skymaxx

Piar Adams
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Alot of people in Europe believe the 
perfect holiday is at the campsite. 
Whether in France, Italy, Spain or 

Germany, the caravan becomes the new 
home when camping. And so it has to be 
comfortable and secure. Of course the mo-
torhome also has to look good, because 
a holidaymaker’s temporary home should 

Driving into the sunset, flexible and carefree: when summer is coming and holidays are calling, then 
it’s time to pack your bags, prepare the RV and then the camping trip can begin. This is what life 
will return to after the Corona pandemic. Making an RV comfortable is all about the equipment 
and workmanship. This is why the composite manufacturer LAMILUX is continuing to supply RVs 
manufacturers with its products during the crisis. 

With the 
right equipment, 

an RV can become 
a home

Words Giorgio Carpi

have some visual appeal too. The LAMILUX 
HG 4000 provides that special look. The 
smooth surface gives the shell of the car-
avan an attractive appearance. In addition, 
the composite material also has a practical 
benefit: sealed with a gelcoat layer, this 
makes the motorhome weather and UV re-
sistant. 

Product news Lamilux

Since the sun and good weather are not 
always on the agenda when camping, the 
roof and walls of the caravan should be 
made of high-quality material. What use is 
a roof over a camper’s head, if the first hail 
puts dents into it? The LAMILUX X-treme for 
roof and side walls proves its worth in such 
extreme situations. This particularly robust 
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Company Profile

LAMILUX Composites GmbH has been 
producing fibre-reinforced polymers 
for around 70 years. The medium-sized 
company is the leading European pro-
ducer thanks to its technologically ad-
vanced continuous production process, 
large manufacturing capacities and 
wide product range. LAMILUX supplies 
customers around the globe in a wide 
range of sectors, such as the building in-
dustry, the automotive and recreational 
vehicle sectors, refrigerated store room 
and cell construction, and many other 
industrial sectors. In 2019, LAMILUX 
and its some 1,200 employees achieved 
a turnover of 305 million euros. The 
family-managed company is based in 
Rehau, Bavaria.

Company Profile

composite, with its high fiber content in 
the material, ensures optimum impact resis-
tance and stability. In addition, the glass-fi-
bre reinforced composite has the advantage 
of being particularly light therefore ensuring 
low fuel consumption.
If the weather turns bad during a camping 
trip, then the caravan must not only be a 
safe, but also a comfortable retreat. The 
beautiful, bright interior design creates a 
nicer atmosphere and with LAMIfoamtex 
there are no limits to the wishes of the 
holidaymakers. The composite material is 
based on a fibre-reinforced plastic, whereby 
the soft touch can be adapted according to 
your preferences for different areas. In addi-
tion, the three-dimensional structure of the 
material has a positive effect on the interi-
or acoustics: voices sound softer and more 
pleasant, outside noises are insulated and 
the space feels as cosy as your living room.
So come rain or shine, you can have a re-
laxed holiday in your caravan. However, 
floor laminates will wear over time due to 
moisture, heat or dirt. The processed wood 
will swell up at some point from water and 
can strip away the flooring. The composite 
floor by LAMILUX is the smart solution to 
such problems in caravans. Here, the PVC 
top layer is incorporated directly into the 
composite and is permanently bonded with 

the carrier material. The direct bond be-
tween the PVC and the fibre-reinforced car-
rier material by LAMILUX also eliminates the 
need for the additional layer of glue, which 
also reduces weight and streamlines pro-
duction. Caravans equipped with LAMILUX 
products are transformed into a cosy holiday 
home ensuring a worry-free camping trip.

ContactsIn partnership with

LAMILUX HG 4000
LAMILUX HG 4000 combines the advantages of fibre-glass-rein-
forced composites with the appearance of aluminium. The result is 
a smooth, high-gloss surface meeting the exacting requirements 
of visual appearance. The surface is sealed with a gelcoat layer, 
providing excellent resistance to ultra-violet light and weather-
ing. If required the product can also be supplied with a matt 
surface finish. 
Despite this gelcoat the material can be supplied in sheets or 
coils as required by the customer. It comes in thicknesses be-
tween 1.5 mm and 4.0 mm and widths of up to 3.2 m. These 
attributes make it ideal for the external surfaces of RV’s.

LAMILUX X-treme
The reinforcing glass or carbon fibres in 
this material are positioned in a uniaxial, 
biaxial, triaxial or multi-directional arrange-
ment, depending on needs. This alignment 
process determines how strong the ma-
terial is, making it perfect for any set of 
requirements. The product is designed to 
absorb any load and tension forces acting 
on any sandwich panels of which it may 
be a part. When used for extensive surfac-
es such as side walls, roofs and flooring, 
the whole structure develops resistance to 
torsion. The X-treme product range can be 
manufactured in widths up to three metres 
while the length of sheets or rolls are tai-
lored to customer requirements.

LAMIfoamtex
A customisable soft-touch surface that provides functional surfaces 
and elegant interior design. It is a triple-layered composite material 
that can be customised according to the customer’s wishes and 
product requirements. It offers great savings potential in terms 
of both weight and cost for vehicle manufacturers.
The carrier is made of a layer of fibreglass-reinforced plastic. 
The soft core above it consists of a customisable foam layer 
that can be between 2 mm and 8 mm high. The desired 
hardness or softness of the finished material and the re-
quired level of sound insulation are the determining factors 
in terms of choosing the foam’s thickness and density. The 
topmost layer is visible to the user and is a custom dec-
orative layer that can be made out of synthetic leather, 
fabric, velour or fleece. This top-quality, soft-touch sur-
face guarantees the highest level of functionality while 
simultaneously offering a high standard of design.
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Winner 
Takes All

Words Craig Ritchie

Above: Curt Group president, Roch Lambert

On the left: CURT BetterWeigh, the portable vehicle 
and trailer weight scale powered 

by TowSense™ technology and 
equipped with Bluetooth, provides 
safer towing and easier setup.

C ompany news Lippert Components

Truck accessory and towing products 
manufacturer Curt Group couldn’t be happier 
about its December 2019 acquisition by Lippert 
Components Inc. The win-win transaction has 
made each party stronger, enabling Curt Group 
to power future growth with an aggressive 
market expansion strategy. 

On the heels of its US$340m acqui-
sition by Lippert Components Inc 
(LCI) in December 2019, Eau Claire, 

Wisconsin-based truck accessory and tow-
ing products manufacturer Curt Group has 
found itself facing an unprecedented op-
portunity to leapfrog its competitors in the 
North American RV market while simultane-
ously laying the foundation for a lucrative 
export business.
The acquisition appears to represent the 
quintessential “win-win” scenario, with 
both parties emerging from the deal in a 
far stronger position than they enjoyed go-
ing in. LCI gains an important strategic fit 
to its ongoing expansion and diversification 
strategy, one which effectively doubles the 
scope of its aftermarket business by add-
ing a complementary portfolio of high-end 
towing and truck accessory products to its 
existing product catalogue. Each of the Curt 
Group brands – Curt towing products, Aries 
and Luverne truck accessories, UWS truck 
boxes and Retrac accessories for heavy-duty 
trucks – bring their own established custom-
er bases, robust distribution networks, inno-
vative product technologies and impressive 
engineering and R&D capabilities to market 
sectors where LCI had not previously been a 
dominant player. 
On the flip side of the coin, the acquisition 
brings Curt Group significant new muscle 
behind its already strong brands, through 
a newfound ability to leverage LCI’s vast fi-
nancial and logistical resources. “On the dis-
tribution side Curt didn’t have an especially 
strong presence in the RV sector per-se. LCI 
opened that door wide for us,” says Curt 
Group president, Roch Lambert. “We have 
now developed joint programs to make it 
more attractive for companies who want to 
do more business with the LCI-Curt com-
bined company. We’re very confident now 

that those relationships are going to lever-
age significant benefits on the revenue side 
for us. And that goes for both the RV dealer 
channel, as well as the OE relationship busi-
ness.”

A Springboard For Growth
Lambert notes that the LCI acquisition has 
benefitted Curt Group in multitude ways 
beyond improved access to market. It has 
also allowed the company to achieve con-
siderable cost savings, including significant 
reductions in freight fees and raw materi-
al expenses. “We’ve realised savings in the 
hundreds of thousands of dollars, if not mil-
lions already,” he says. But the real benefit 
to the acquisition lies in the company’s abil-

ity to leverage its new synergies, and power 
Curt Group’s future growth with an aggres-
sive market expansion strategy. 
One aspect of that strategy is an enhanced 
e-commerce initiative based around a ship-
to-store framework, allowing a customer 
to purchase product from the Curt website 
and have it shipped directly to themselves 
or to their local installer. While the idea had 
been in development for some time, its im-
plementation – with a June 1 launch date – 
has been expedited by the global Covid-19 
pandemic. “We have a warehouse footprint 
that allows us to be very, very effective in 
delivering products to the consumers direct-
ly,” says Lambert. “Obviously with what’s 
happening with Covid-19, it comes as no 
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surprise that the e-commerce side of the 
business continues to grow at a significant 
clip. We’re obviously very excited about 
that, and we’re interested to see what other 
opportunities might arise for us and our net-
work as we move further along that path.”
The ability to leverage substantial cost sav-
ings and increased access to market benefits 
Curt Group on two parallel levels – enabling 
it to achieve greater penetration in its North 
American domestic market, while support-
ing its international expansion plans as the 
company embarks on the first steps toward 
the development of export trade. 
Lambert notes that Curt Group presently 
earns the vast majority of its revenues – be-
tween 90% and 95% – within the domestic 
North American market, with Canada repre-
senting about 12% of that total plus some 
additional sales in Mexico. One key aspect 
of its acquisition by LCI is an opportunity for 
the firm to leverage synergies between LCI 
and itself as a means of building its inter-
national business. “We’re building a pres-
ence in Australia, and a big portion of that 
opportunity is based upon the relationships 
that LCI already have in place,” says Lam-
bert. “This definitely opens doors for us to 
expand our horizons in terms of the total 
customer base.”
Australia represents a particularly attractive 
market for Curt, since product to be sold 
there requires minimal modification from ex-
isting SKUs already being produced in North 
America. “Our Spectrum brake controller 
was adjusted and modified slightly for the 
Australian market, and we’re developing 
an adjusted version of the Echo product 
because they have different sockets on the 
vehicles than those used in North America,” 
explains Lambert. “Right now we have prob-
ably 25 to 30 products that we’re offering in 
Australia, with most of them coming from 
the innovation side of our business, such 
as our BetterWeigh, RockerBall or Rebellion 
products. We’re not entering that market 
trying to compete on price, we’re going 
there with products that are truly unique, 
and that bring incremental benefits to the 

end-users. And that makes our value prop-
osition attractive for the distribution base 
that we’re building in Australia.” 

The Long-Term View
As opportunities abound in the wake of its 
acquisition, one of the greatest challenges 
facing Curt Group as it moves ahead will 
be managing its growth aspirations against 
its resources and production capacity. At-
tractive opportunities developing within its 
North American home market, coupled with 
the business potential of its Australian ini-
tiative, will require any further growth pro-
grams to be carefully managed with an eye 
to ensuring long-term, sustain-
able success. Even so, planning 
for future growth continues. 
“We’ll have to look at the base 
that LCI has already established 
in western Europe, with their 
manufacturing presence there 
and their growing presence in 
terms of distribution,” says 
Lambert. “For the products 
that we produce and the spe-
cific segments that we serve, the 
key markets are North America, 
Australia and western Europe.” 
Entry into the Asian market would be pre-
mature for Curt Group at this time, Lam-
bert says, as the market is still in its initial 
stages of development. He notes that while 
the company has some business interests in 
Thailand and a few other, smaller markets, 
for now Curt Group will closely monitor 
developments in the region for indications 
that the time for entry has arrived. “China is 
of course a significant market that will hap-
pen at some point in time, but that point 
hasn’t arrived just yet,” he says. “Our plan 
is to pursue those opportunities, providing 
we have the requisite resources in place. 
But the reality is that we’re in a very good 
place right now, and it’s going to take a cer-
tain amount of time to properly tap into the 
opportunities we’ve already identified and 
prioritised, never mind additional opportu-
nities that will likely present themselves in 

the months and years ahead.”
Lambert’s positive outlook is supported by 
the company’s progress since the LCI acqui-
sition was completed in December. This year 
started strong, with solid growth through 
January and February before the arrival of 
the Covid-19 pandemic in March put the 
brakes on business activity worldwide. Yet 
in spite of that, Lambert notes the company 
is still trending above 2019’s sales figures. 
“Human beings have a phenomenal ability 
to forget bad things,” he says. “As econo-
mies begin to re-open, people want to re-
turn to their normal lives. We all want to 
be outside, and to enjoy wonderful experi-
ences with our families. Exactly when that 
will happen remains to be seen. But we’re 
all looking forward to it.”

In partnership with

CURT Rebellion XD, adjustable cushion hitch ball mount: it 
provides more control, confidence and a more comfortable 
ride, all while protecting your towing system from jerking, 
jarring, rattling and trailer sway.

CURT Rockerball 2” cushion hitch trailer ball provides 
improved comfort and enhanced control while towing; an 

integrated cushion isolator allows to turn a standard ball 
mount into a cushion hitch with anti-rattle capabilities.

The CURT Echo 
mobile trailer 

brake controller  
is the first of its 

kind, providing an entirely 
new towing experience.
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LCI RV Europe operates as part of a mod-
ern, dynamic group. It is making chang-

es and exploiting synergies from exchang-
ing its technologies from one side of the 
Atlantic to the other, and also developing 
and producing products specifically for the 
European market. Beyond consolidating its 
production, what projects is the European 
division of LCI putting in place? We asked 
Luigi Gozzi, Director of Engineering of LCI 
RV Europe.

C ompany news Lippert Components

Ready 
for a new 
revolution

Words Andrea Cattaneo

LCI RV Europe has established 
itself on the market thanks 
to products that have 
revolutionized the way of 
producing and using RVs: now 
it is ready to take another step 
forward with some proposals 
that look to the future.

“Our products have quickly established 
themselves because they have been able to 
revolutionize the RV sector,” explains Go-
zzi. “Now we have to go a step further and 
create innovations for our well established 
products. This is a challenge, and not an 
easy goal to achieve, but a group like ours 
has the expertise to do so. For example, 
think of Lippert’s lifting beds; they mainly 
use belts and are one of the flagship prod-
ucts of LCI Europe, but we wanted to make 
further improvements to the product. We 
worked hard and managed to lower its 
weight, introduce new, more efficient and 
compact motors and also reduce the overall 
dimensions. We also focused heavily on its 
ease of assembly by the manufacturers on 
the production line. We are now preparing 
to launch our ‘2.0 bed’ on the market: it is 
not a simple restyling, but a new product 
that comes from the redesigning the well 
known characteristics of the Lippert bed,” 
Gozzi added.

Solutions for the van market
Weight reduction is a priority for the de-
sign of all new products. LCI RV Europe 
has always been very strong at offering 
lightweight solutions and is expanding its 
range of space saving solutions and space 
on demand. Obviously, LCI RV Europe is 
also thinking about the van market that 
is increasingly popular on the European 

market: elevating roofs projects are being 
tested, with patents already filed for some 
innovative solutions. 
Another of its best-selling products that LCI 
Europe is developing a new solution of for 
the van sector is its removable step. The fo-
cus on saving weight is essential, but there 
will also a focus on innovativion and auto-
motive-type solutions; considerable impor-
tance will be given to its design, to better 
integrate the step into the vehicle profile.

The RV of the future
Looking at the medium to long term future 
of the market, LCI RV Europe is working in 
collaboration with several Italian universi-
ties on a truly visionary project.

“We are imagining the RV of the future,” 
- says Luigi Gozzi, “where technology will 
spread throughout the vehicle. We are 
talking about an IoT (Internet of Things) 
applied to many areas of the camper: not 
only how the components are part of the 
IoT, but also the occupants as well. It is an 
extremely holistic project that will also in-
clude devices wearable by the users. Strong 
attention was paid to the areas of wellbe-
ing and health as those who choose a tour-
ing holiday must feel comfortable and able 
to travel safely: that’s why the system con-
stantly monitors some vital parameters and 
biometers to ensure that while travelling 

Luigi Gozzi
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and away in remote places, the occupants 
experience a quiet and peaceful holiday,” 
he continued.
The project involves placing sensors and 
actuators throughout the RV so that it 
becomes a sort of artificial intelligence 
ecosystem. In the motorhome, low ener-
gy consumption systems can be created, 
and non-invasive systems that guarantee 
an excellent travel and holiday experience 
for any type of user, from young people to 
retirees.
“We are thinking of a system that will 
make the experience of using of the vehi-
cle rewarding for people who have differ-
ent skills for the journey,” - explains Luigi 
Gozzi. “The motorhome’s interior must 
become a source of wellbeing, safety, so-
ciability and a sensitive and stimulating 
environment that adapts to the needs of 
the occupants. We want to provide a sys-
tem that also allows important data to be 
managed by vehicle manufacturers, such 
as making it possible to carry out a series 
of activities, including predictive mainte-
nance. Customized cloud computing pack-
ages, specific to the type of user, can be 
created to provide diversified information 
and services to young and old users alike, 
and those who use the camper in summer 
or winter. There will be many services of-
fered that will benefit both the user and 
the manufacturer,” explained Gozzi.

FEMTO Engineering srl, an Italian company that joined the American Lippert Compo-
nents Group in June 2019, started producing VIS FE in February, a splash guard visor 

made of PET G with a wearable support and a curved and transparent shield. INAIL, the 
Italian Institute for Insurance against Accidents at Work, received 1700 design applica-
tions and approved only 62 products, which included the VIS FE. The wearable support is 
designed to be worn on the head, with soft elements made of polyester foam to provide 
the best comfort to the user, and is adjustable so it can be worn comfortably by men 
or women. The splash guard is made of 0.8 mm PET G sheet suitable for sterilization 
and washing with soaps and disinfectants, such as alcohol and ethylene oxide, as this 
material is characterized by high chemical resistance. The shield is then interchangeable 
by removing the two fixing rivets.
“At the beginning of the coronavirus pandemic, we were contacted by the Tuscany Re-
gion because there was a need for protective visors for the healthcare personnel involved 
in the care of Covid-19 patients,” says Giuseppe Amato, General Manager of Femto 
Engineering. “The reaction of the whole group work was immediate and within a few 
days we validated a prototype and built the pilot equipment to start production,” added 
Giuseppe Amato. 
Production started in a week and the first request was for over 50,000 items for Tuscan 
healthcare facilities.
“VIS FE had an initial extraordinary validation by INAIL,” said Lorenzo Manni, commercial 
director of LCI Italy srl, “but subsequently it was certified according to UNI EN 166: 2001. 
We are working to activate different distribution channels for this product, such as in 
pharmacies,” he added.

Face Shields made by LCI Italy

Lippert Components announced that it will 
opt out of attending the 2020 Caravan 

Salon Trade Fair in Dusseldorf, Germany, as 
well as all other European trade shows, due 
to the COVID-19 Pandemic. The decision to 
forgo trade shows also applies to LCI’s new-
est acquisition, Polyplastic, the leading acryl-
ic window supplier to the European caravan 
industry. 
Michele Checcucci, CEO of RV Europe and 
Jan Peter Veeneman, CEO of Polyplastic is-
sued the following statement: 

Lippert Components opts out of remaining 2020 trade shows 
in Europe; will create virtual product showcase

“This was a very tough decision that LCI had 
to make, but in the end, it was a unanimous 
decision between our North American and 
European headquarters to forgo the rest of 
this year’s trade show events. We are putting 
the health of our team members first, and 
with the ongoing pandemic and all of its un-
certainties, it simply doesn’t make sense to 
take unneeded health risks at this time.”
The LCI RV Europe team has instead decid-
ed to build a virtual product showcase where 
they can give online tours to customers, media 
representatives, and consumers alike through 

live, virtual presentations. The opening of this 
showroom has yet to be determined. 
“We are excited to offer our customers the 
opportunity to connect with LCI whenever it 
is convenient for them,” said Checcucci. “The 
new virtual product showcase will allow our 
customers to see exciting new products at the 
exact point they become available; there is no 
need to wait for an annual show. The virtual 
showroom is something that we have always 
wanted to do, but now the COVID-19 Pan-
demic has forced the issue. We are excited to 
service our customers in a whole new way.”
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If motorhome manufacturers or dealers want to offer their customers more safety, convenience and 
comfort, the AL-KO HY4 Hydraulic Levelling System with hydraulic steady legs (and other features) is a 
perfect option and now also includes a new weighing function to help avoid poor weight distribution 
or dangerous overloading.

AL-KO innovation 
for motorhome 
convenience and safety

Words John Rawlings

Product news AL-KO

The main objective of the AL-KO 
HY4 Hydraulic Levelling System is 
to make it possible to level a moto-

rhome in about a minute, simply by press-
ing a button on a control unit fitted in the 
cab, or by using an app on a smartphone. 

The levelling can be achieved by an auto-
matic function, or manually, as each cor-
ner steady can be controlled individually. 
It really couldn’t be easier to use, and can 
also be transferred to another vehicle if the 
owner decides to change motorhomes.
It is powered from the vehicle’s 12v battery 
and uses hydraulic jacks mounted directly 
to the chassis in each corner of the vehicle 
(up to 2,000kg per jack and a maximum 
vehicle weight of 6,000kg).
Fitting the HY4 system is designed to be 
straightforward. It does not require any hy-
draulic components to be fitted inside the 

vehicle, so there is no compromise on the 
interior design or storage space. The net 
weight of the unit is 69kg, depending on 
the size of the vehicle it’s fitted to.
It is possible to fit the HY4 system to any 
vehicle with an AL-KO chassis, including 
motorhomes and vans on the Fiat Ducato, 
Citroen Jumper or Peugeot Boxer chassis 
plus the new Mercedes-Benz Sprinter.
AL-KO is a Mercedes-Benz Van Partner and 
after working together for several months 
has obtained its important ‘certificate of 
non-objection’ for installing the HY4 sys-
tem to the new Sprinter. This included 
sharing CAD data and considering crash 
simulation calculations to confirm the best 
position for its installation. The Certificate 
of non-objection will ensure it is installed 
correctly for any motorhomes based on the 
Sprinter VS30 with the SLC and AMC chas-
sis, or the original frame. 
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Sleep, tilt and weighing functions
The HY4 Hydraulic Levelling System also 
has other important benefits for safety and 
convenience, such as sleep, tilt and weigh-
ing functions.
For extra safety, the new weighing func-
tion, which can be retrofitted to an existing 
AL-KO HY4 levelling system, helps to en-
sure the motorhome is loaded appropriate-
ly and not overloaded, so it doesn’t exceed 
the vehicle’s maximum permitted weight, 
and also make it safer to drive. 
It works by calculating both the motor-
home’s gross weight and the load on the 
front and rear axles. The results are shown 
in the AL-KO 2LINK app, which is available 
(free of charge) for any smartphone, and 
requires the AL-KO 2LINK box with Blue-
tooth interface to be installed. Using the 
app makes it much easier for the motor-
home user to monitor (and comply) with 
axle load limits and distribute any load 
more evenly.
For those that may prefer to sleep with 
their head slightly higher than their feet, 
the HY4 has a ‘sleep setting’ which can be 
programmed to the desired setting.
The adjustability of the hydraulic jacks also 

enables a ‘kneeling setting’ where the mo-
torhome can be tilted to one side to make 
it easier to empty fresh and waste water 
tanks.

Assured quality and support
For over 85 years, AL-KO has designed and 
produced vehicle technology products for 
motorhomes, caravans, commercial ve-
hicles and commercial trailers. For leisure 
vehicles, the proven technology of AL-KO 
products, with its focus on reliability and 
creating extra comfort and convenience, 
ensure holidays are positive from start to 
finish. This expertise and highest standards 
of quality and safety have made AL-KO a 
valued partner of the motorhome (and car-
avan) industry across the globe.
Since 2016, the AL-KO Vehicle Technolo-
gy has been part of the DexKo Group, the 
world’s leading manufacturer of axles and 
chassis components in the lightweight seg-
ments. It is proud to successfully continue 
its focus on its brand promise of quality, 
safety and comfort for its products and ser-
vices.

AL-KO Vehicle Technology Group
Founded in 1931, the AL-KO Vehicle 
Technology is now a global technolo-
gy company with sites in Europe, South 
America, Asia and Australia. As a sup-
plier of high quality chassis components 
for trailers, leisure vehicles and light com-
mercial vehicles, AL-KO is synonymous 
with ergonomic and functional excel-
lence, superb comfort as well as innova-
tions to enhance road safety. The compa-
ny specialises in sophisticated innovation 
processes and has received many awards 
for this. AL-KO Vehicle Technology Group 
is a wholly owned subsidiary of DexKo 
Global Inc., a portfolio company of KPS 
Capital Partners, LP. 

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 expe-
rience in trailer and caravan components. 
DexKo Global was founded at the end of 
2015 through the combination of Dexter 
and AL-KO Vehicle Technology. With its 
headquarters in Novi, Michigan, the com-
pany employs more than 5,000 associates 
with 42 production facilities and 22 distri-
bution centers. DexKo Global has a turn-
over of more than US$ 1.5 billion.

Company Profile

ContactsIn partnership with

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.

To operate the system, 
you choose between levelling or weighing.
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your own body waste. It saves quantities of water and we don’t need 
to visit emptying stations at short intervals.” 
They also like Cinderella’s Norwegian heritage. 
“Cinderella is designed and made in Norway, which means a lot to 
us – not only because supporting Norwegian design is important, but 
it’s also nice to have service and communication close.”

Living life off-grid means all solutions need to be easy and 
practical
“Many shake their heads when we talk about our dream project, but 
for us, it represents freedom. The freedom to live a simple life, to 
be spontaneous and, most importantly, to have time for each other. 
We’ve spent hundreds of hours doing research,” Niklas explains, “we 

With an expedition vehicle, currently under construction, 
the Villabø family plans to embark on a year-long journey 
through Canada and Alaska in 2021 with the Cinderella 
incineration toilet on board.

The Villabø family 
adventures with Cinderella 
on board

Text: Trude B-J Margel, Private photos Niklas Villabø

The Villabø’s consist of Niklas, wife Maren and little Saga (3). 
They are a closely-knit family determined to live each day to the 
fullest after Niklas had a serious bout with cancer and Maren’s 

mother recently passed away, victim to the same disease.

“Life is short, it’s just a car, do it!”
Based on life experiences, and the desire to show their daughter just 
how wonderful the world is, Niklas and Maren have started their 
dream project, building their dream vehicle, with Maren’s mother’s 
words driving them onwards. 
“We’ve learned that life can be short, so we’ve decided to take con-
trol and live the way we believe is right, not the way society expects 
us to,” Niklas and Maren explain. “We want our little girl to grow 
up adventurous, learning through special, real-life encounters with 
nature and meeting people with other expectations than our own.” 

Cinderella on board
The family have owned several caravan models before deciding to 
build their own and one item was at the top of the list: it had to have 
a Cinderella incineration toilet on board. Why? 
“Simply because we can be off-grid for at least a week at a time and 
no other toilets can offer this,” Maren tells us. “The waste is clean 
ash, leaving a minimal organic footprint. That the toilet is water-free 
and can incinerate up to 70 times with an 11 kg propane gas contain-
er, is something much more alluring than all the other toilet systems 
available on the market.”
“And it’s just a dream and a luxury to not have to empty or compost 

Product news Cinderella
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“Since our Cinderella Incineration Toilets can be in-
stalled practically anywhere and are made to withstand 
large temperature ranges, we accepted the challenge 
from this adventurous family with our model designed 
for caravans and motorhomes” explains Henk van der 
Heide, head of Cinderella Eco Group’s European office. 
“We have a lot in common, loving the outdoors and 
the freedom to live an unencumbered life as we do. 
We look forward to following the Villabø’s on their trip 
through Canada and Alaska next year and to sharing 
their stories.” 

Henk van der Heide
head of Cinderella Eco Group’s European office

want to be able to live, eat, shower and enjoy 
ourselves off-grid in temperatures of -30 to 
+30 degrees, and our toilet has to meet our 
demands.” 
The family bought a 1991 model MAN 8.150 
FAE 4x4 truck that had been used in the  
Danish armed forces. Since then, work has 
been done to create their new home as 
practically as possible. Should they sudden-
ly find themselves stranded in the depths of 
the Alaskan wilderness, they hope that any 
necessary repairs can be done by themselves. 

The floor plan consists of:
• 3 fixed beds to avoid rearranging the inte-

rior for sleeping
• A large battery pack with multiple charging 

options, such as solar cells, alternator, gen-
erator, shore power, etc.

• A custom made, large water tank with an 
advanced filtration system in order to ex-
tract water from all possible fresh water 
sources

• Good insulation and heating system to be 
comfortable in harsh winter conditions

• A proper oven: to avoid having to fry all 
food and being able to bake

• Large refrigeration and freezing facilities
• Enough space to socialize: “so we won’t 

go stir-crazy when the weather is bad and 

we need to spend time indoors,” Maren 
says

• Shower and toilet: “a good bathroom and 
toilet are necessary in order to maintain 
good hygiene when you are physically  
active,” Niklas adds

• A big diesel tank.

A year’s worth of adventures
Maren and Niklas have been granted a year’s 
leave from their jobs with an open travel plan 
so they can be as free and spontaneous as 
possible. Their vehicle will be sent to Halifax 
by boat from Hamburg in April 2021 and the 
family will fly over on May 1st, spending the 
first three weeks driving to Vancouver via  
Yellowstone National Park, the Niagara Falls 
and anywhere else that takes their fancy.
“Our interests are hiking, skiing, snowboard-
ing, surfing, mountain biking, free diving, 
camping and just being out in nature. We’ll 
probably spend June and July in the Vancou-
ver / British Columbia area of Canada moun-
tain biking and hiking before heading up to 
Alaska in August and September,” Niklas 
explains. “Our bucket list includes Denali 
National Park, seeing the bears and other 
wildlife, going fishing and panning for gold 
in the Klondike, Yukon.”
Another dream is to surf a tidal wave at  

ContactsIn partnership with

Turnagain Arm, Anchorage. With only one 
wave a day, you must wait until the following 
day to try again, if you miss it. 
“It would be magical to catch that wave with 
Saga on the front of the SUP!”, says Niklas, 
“and after surfing, another dream would be 
to celebrate Christmas in Whistler, Canada.”

We don’t want our adventure to be about 
driving the truck, but to live out of it!
“One year goes by fast and we hope to expe-
rience our dreams stress-free. Being together 
as a family is what’s most important to us, 
and we want to show and teach Saga things 
she might not experience back home.” 
The family knows it will be impossible to see 
everything during their year-long adventure. 
They will try to keep the bucket list short to 
encourage spontaneity and to be able to 
“just let things happen”. Enjoying each desti-
nation, meeting new friends and making the 
most of each experience is what their adven-
ture is all about.

Cinderella Eco Group, producers of the 
market leading Cinderella Incineration 
Toilets, launched their first toilets in 1999. 
“Since then,” the company writes on their 
website, “we have nearly 80.000 installa-
tions spread throughout the Nordic region, 
Europe, Australia and North America. 
Our toilets consist of models for cottages 
and leisure homes, caravans and mobile 
homes, as well as solutions for industry 
and emergency relief organizations.” 
Learn more at www.cinderellaeco.com
For further information: 
ces.europe@cinderellaeco.com

Company Profile
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Clima e-Van 7400H model is recommended as 
it is capable of reaching 7,200 BTU / 2.10 kW 
(6,800 / 2.00 during heating) and to treat 370 
cubic meters of air per hour. In this case, there 
is an absorption of 4.0 Ampère (18 starting) 
and a power of 920 Watt. However, despite 
the different characteristics, the two models 
share exactly the same compact dimensions.
The compact dimensions of these two air 
conditioners are a key feature as they are the 
smallest on the market today. In fact, the out-
door unit measures only 71 cm long, 61 cm 
wide and 23.2 cm high. 
Compared to other products with similar 
technical characteristics, these are more than 
25 cm shorter in length and a few cms less 
wide: these are values that can make 
the difference between the 
possibility of an instal-
lation at the most 

C ompany news Teleco

In a camper van, the installation 
of an air conditioning unit on 
the roof is not always easy due 
to the limited space. The Teleco 
Group has responded to this 
issue with its Clima e-Van series.

Size 
matters

Words Paolo Galvani

Air conditioning on recreational vehi-
cles can be a complicated issue, with 
products that are often the result of a 

series of compromises between size, power, 
consumption, aesthetics and cost. 
Over the years, a certain degree of standard-
ization has been reached, with monobloc 
roof-mounted units with very similar char-
acteristics. In this context, being innovative 
becomes a real challenge. The Teleco Group, 
thanks to its long experience in the air condi-
tioning industry, has accepted this challenge 
and the result is the creation of a product line 
that today has no real competition.
Starting from the assumption that the market 
is increasingly orientating itself in favour of 
the so-called “camper vans”, the problem to 
be addressed lies mostly with the size of the 
air conditioning devices. The amount of roof 
space on these vehicles is much more limited 
than that on low-profiles, over-cabs or motor-
homes. And the number of roof lights, anten-
nas, solar panels and roof racks on a camper 
van reduces the space available.
From here, the Teleco Group kicked off its re-
search and development department with the 
aim of designing a unit that was not only par-
ticularly efficient, but also very compact. Thus, 
it launched the Clima e-Van range, now avail-
able in two models, both with heat pump, but 
differ in power and therefore cooling capacity.
The smallest Clima e-Van 5400H has a capac-
ity of 5,800 BTU / 1.7 kW (5,600 / 1.65 in the 
heating phase), a current absorption of 2.6 
Ampère (15 when starting for no more than 
100 milliseconds) and a power of 600 Watts. 
This allows it to be used without any prob-
lem in any camping or rest area, even in those 
where the electric hook-up has limited power 
available. Despite this, the 5400H maintains 
an air flow rate of 270 cubic meters per hour, 
making it an ideal product for vehicles up to 
six metres in length.
For larger camper vans, such as the 636 cm 
Ducato / Jumper / Boxer, the installation of the 

suitable point or not. The weight is around 30 
kg. 
To install the Clima e-Van, the classic 40x40 
cm hole usually used for rooflights must be 
used (or created). If necessary, the opening 
can be limited to only 36 cm x 36 cm.
In addition to carefully designing the external 
part of the air conditioning unit, Teleco Group 
has done an equally important job on the 
diffuser. With the limited space available on 
camper van roofs, it may mean that the inter-
nal part of the unit will not allow the opening 
of some wall units. Further research was car-
ried out: one about the design, to make what 
is in all respects a piece of furniture look as 
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pleasant as possible, and the other about the 
technical aspects, to save every possible milli-
metre and obtain useful space. The use of 3D 
printing for the prototyping phase has proved 
indispensable to keep development times 
within acceptable limits. The result is a diffus-
er that does not exceed 4.2 cm in height, a 
couple less than other products in the same 
category.
“We have done a great job to contain the 
dimensions of the new air conditioners and 
we have not compromised on performance,” 
explains Vincenzo Mazza, technical manag-
er of Teleco Group. “Several tests have been 
conducted in a climatic chamber both on our 
products and on those of the competition and 
I can say without fear of being contradicted 
that in terms of performance this is a product 
that has no competitors”.
On a commercial level, the Teleco Group 
made a surprising decision to offer the new 
products at the same price as those already 
in the price list, namely the Silent 5400H and 
7400H models. In this way, the installer can 
freely choose which product to offer to the 
customer, according to the space available on 
the vehicle. For the same price, it makes sense 
to focus on the Silent versions when the di-
mensions allow, given that compared to the 
Clima e-Van they offer some advantages in 
the air flow rate, with respectively 350 and 
420 cubic meters per hour.
An important aspect concerns the environ-
mental impact of the gas used to charge the 
cooling system. The Clima e-Van systems use 
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Teleco Clima e-Van - rear view

Technical specifications Clima e-Van 5400H Clima e-Van 7400H

Refrigerating yield 5.800 BTU / 1,7 kW 7.200 BTU / 2,1 kW

Heater 5.600 BTU / 1,65 kW 6.800 BTU / 2 kW

Ventilation speeds 3 + auto 3 + auto

Power supply 230 V - 50 Hz 230 V - 50 Hz

Average absorbed current 2,6 A   /  4,0 A   / 

Starting current 15 A (100 ms) 18 A (100 ms)

Absorbed power 600 W   /  920 W   / 

Required generator 2200 W 2200 W

Maximum air flow rate 270 m3/h 370 m3/h

Weight 30 kg 31 kg

Dimensions 71x61,9x23,2 cm 71x61,9x23,2 cm

Air diffuser height 4,2 cm 4,2 cm

R32 refrigerant, which has the lowest Global 
Warming Potential (GWP equal to 675) cur-
rently registered on air conditioners for mo-
bile vehicles, reducing the environmental pol-
lution power by 70 percent compared to the 
gases used previously. 
“We are in the middle of a path that will lead 
us to the use of refrigerants with a GWP val-
ue of 1, without any environmental impact,” 
explains Mazza. “There are already refriger-
ants capable of reaching that value, but they 
are covered by expensive patents and require 
specific compressors, which are not compati-
ble with the needs of an air conditioner for a 
recreational vehicle. It will still take some time, 
but we will get there.”
Teleco Group’s Clima e-Van models are excel-
lent from a technological point of view, but 
they do not forget functionality and ease of 
use, essential for any tourist who loves out-
door holidays. A practical remote control, 
which in this version has improved useability, 
even by those who are less inclined towards 
technology, which allows you to set the de-
sired temperature and automatic operation, 
letting the system decide whether to refresh 
or heat the air. In case the remote control is 
lost, the unit can still operate in fully automat-
ic mode with a comfort temperature preset at 
24 degrees.
Finally, for maintenance there are a few basic 
operations to be carried-out by the customer 
and proven operations for workshop profes-
sionals. The former can be limited to cleaning 
the filters contained in the diffuser with soap 

and water once every 6/12 months (depend-
ing on the dustiness of the environment in 
which the unit has operated and the manage-
ment of the batteries of the remote control, 
which should be removed during long periods 
of not being used), while the installers will 
work with well-known components.
Compared to the products already in the cat-
alogue, the Teleco Group has maintained the 
same basic scheme, providing greater protec-
tion to the electronic board. The refrigeration 
system is obviously sealed, but the valves for 
refilling have been maintained in order to fa-
cilitate any restoration interventions. In the 
end, whether you are an end user or a quali-
fied installer, the Teleco Group air conditioners 
of the e-Van series will meet your needs.

Vincenzo Mazza

Teleco Clima e-Van - inside view
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C ompany news Bartolacci Design

Expanding the range and the option of creating customized products are essential to revamping 
the production and opening to new markets. The work of the new sales manager fits into this 
greater picture.

A bright 
future

Words Andrea Cattaneo

New goals and a new workforce distin-
guish the growth phase of Bartolac-
ci design. The relocation to the new 

headquarters in early 2019 was a fundamen-
tal step in the ongoing development plan and 
the number of employees was increased due 
to the increase in production. Key figures in 

the renovation process are Niccolò Buccianti, 
Sales & Technical Manager coming from the 
camper sector, and Lorenzo Maggini, who 
comes from the lighting industry. After a time 
spent working as an external consultant, at 
the beginning of 2020 Maggini joined Barto-
lacci Design with the role of Sales & Market-
ing Manager. Maggini boasts 25 years of ex-
perience in the lighting sector, having worked 
as a sales manager and managing director 
in global top-level companies such as Fon-
tanaArte, Targetti and Martinelli Luce, some 
of which involved in the business of technical 
lighting while others in designer lighting. In 
his previous roles, Maggini worked in close 
contact not only with customers but also with 
technical planners, architects, and designers.
“The company has a consolidated activity, 
thanks to nearly 20 years of experience”, 
explains Andrea Bartolacci, owner of Barto-
lacci Design, “so that when we decided to 
approve the new growth strategy, we did 
on solid grounds and through a clear-cut 
and meticulous gradual process. We reorga-
nized our production with the purchase of 
a new shed and the installation of modern 
machinery, and then moved on to boosting 

our human resources. In essence, Bartolacci 
Design decided to plan its growth after hav-
ing arranged all the tools necessary to achieve 
growth. In 2018, Niccolò Buccianti joined us 
with the responsibility of overseeing the com-
pany’s sales from a technical point of view 
through customer relations and the fine-tun-
ing of the various source of technical support, 
like worksheets for planners and certification 
forms. Lorenzo Maggini joined us next and 
we began to work on expanding the product 

Flex line



65B t o B
    

For some years now, in addition to lighting 
products, Bartolacci Design has introduced 
several articles made in PMMA (Plexiglass) 
designed for the camper industry. These are 
decorative items, accessories of various kind 
for the bathroom, kitchen and night area of 
campers: shelves, object containers, mirrors, 
decorative elements, often integrated into 
the lighting system by exploiting the natural 

PMMA against Covid-19

range, from the ceiling lights to projectors, 
from guide lights to built-in elements. Today 
we have switched to a product customization 
phase. At first, we gave customers the option 
of modifying products while maintaining the 
standard element and changing the color, fin-
ish, type of glass… Then we proposed a full-
scale customization of the lighting elements, 
developing the product together with the 
customer”.

Optimal lighting for improved sales
Bartolacci Design has a design team and a 
production department that allow it to work 
side-by-side with the customer in defining 
new products made to measure. The client 
makes the request, the project is then devel-
oped, in-process checks are performed, and 
a perfectly operational prototype is manu-
factured, based on which technical improve-
ments and aesthetic changes can be made. 
The company’s design and production made 
in Italy are qualifying elements recognized by 
its customers, both in terms of the product’s 
quality and in terms of the design. The new 
product catalogue prepared under the su-
pervision of Lorenzo Maggini clearly shows 
how the company, while maintaining its core 
business in the RV compartment, is seeking to 
expand into the markets of other industries, 

ability of plexiglass to act as a light vector. 
The opportunity to work with PMMA led the 
company, right in the middle of the Covid-19 
emergency, to manufacture partition walls to 
be used in offices and sales outlets. These are 
simple panels but also extremely useful, cre-
ating a sort of shield that helps to separate 
operators from the public, or the employees 
of a company, in order to avoid the risk of 
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Bartolacci Design was founded in 2005 
as a LED lighting specialist in the rec-
reational vehicle sector. The company 
grew rapidly but progressively: Andrea 
Bartolacci, the owner, focuses greatly on 
product and service quality.  The LEDs 
are supplied by leading international 
companies and the criteria for selection 
are extremely exacting. “We make the 
difference between LEDs and LEDs” is 
the company’s slogan, precisely because 
of the great attention that it dedicates 
to looking for ever more advanced tech-
nologies and quality control systems. 
Bartolacci Design lighting systems are 
fitted on vehicles from the most import-
ant recreational vehicle manufacturers 
in Europe today, including the Rapido, 
Trigano VDL, Pilote and Hymer groups. 
In 2016 the company added, to its 
range of spotlights, roof lights, outside 
lights and lighting integrated with alu-
minium, an additional line of plexiglass 
accessories which, in combination with 
the LED lighting, generate original plays 
of light.

Company Profile

contagion from Covid-19. They are used in 
offices, cafeterias, stores, at cashiers and 
public office helpdesks.

both similar as in the sector of special vehicles 
(ambulances, civil service vehicles) and more 
distant.
“In the next few months, we will be intro-
ducing new products on the market. Light-
ing is no longer a secondary element in the 
camper’s overall definition”, claims Lorenzo 
Maggini, Sales & Marketing Manager of Bar-
tolacci Design. “If you install the right light-
ing elements in the driver’s cab, you increase 
the likelihood of selling the vehicle. Bartolacci 
Design has a two-fold strategy: boosting the 
technical element and improving the aesthet-
ics when the product is in open view. We are 
fine-tuning our marketing plan to boost the 
European market and expand into new ones: 
Oceania and Asia, with special focus on Japan 
and then Northern America. Once we have 
accessed a new market, we will move on to 
the next one through a balanced growth pro-
cess. The market is vibrant and growing. We 
are convinced that vacationing in campers 
will have good opportunities to develop in the 
post-Covid-19 emergency. We are looking to 
the future, investing to make the most of this 
unexpected opportunity for growth”.
The business of Bartolacci Design has there-
fore experienced a shift, with a gradual but 
relentless progression. Step after step, mak-
ing the right decisions at the right time, the 
company increased its overall trustworthi-
ness, both in terms of quality and deliveries. 
And that is essential for a company that aims 
to be competitive on a global scale.

HT spot line

Outdoor lamps

Plexi line

Plexi line
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one robust organisation, they now provide 
a specialist ‘one-stop shop’ for the RV in-
dustry - a global company with local exper-
tise in all markets. 
While leveraging their combined network 
of R&D labs, H.B. Fuller has been able to 
develop a strong portfolio with a full spec-
trum of adhesive solutions. The company 
also promotes a close collaboration with 
OEMs to help them produce improved RVs 
that truly meet the demands of being used 
in any climate around the world.

Hotmelt and Reactive Hotmelt
Every adhesive and sealant solution has its 
specific application. It is often the custom-
er’s needs and circumstances that define 

C ompany news H.B. Fuller - Kömmerling

By collaborating with customers 
across the global RV industry, H.B. 
Fuller has developed solutions for 

nearly every part of the RV manufactur-
ing process, including panel lamination of 
sidewalls, floors, roofs and furniture pro-
duction. 
Founded over 100 years ago, H.B. Fuller 
has supplied the RV industry for 30 years 
across Europe, USA, and Australia and, 
most recently, China. In 2017, H.B. Fuller, 
the worldwide adhesive supplier, expand-
ed its expertise in the RV sector with the 
acquisition of Kömmerling, a well-known 
brand which had also served the global RV 
industry for many years mainly focused on 
assembly bonding and sealing. Acting as 

H.B. Fuller | KÖMMERLING offers a ‘one-stop solution’ for every adhesive, sealant and other specialist 
chemical technology that RV manufacturers, among others, need to use to help them improve 
manufacturing processes, RV durability and performance, and, ultimately, the consumer experience 
when using them anywhere in the world.

Global expertise 
with local knowledge

Words John Rawlings



67B t o B
    

Company profile

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

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

H.B. Fuller Kömmerling 

the adhesive technology finally recommended. 
A popular adhesive in many industries, including furniture and 
laminated sandwich panels for the RV segment is the hotmelt 
technology - a fast adhesive solution with immediate position tack 
that does not require any further fixation of the parts. 
In principle, it is necessary to differentiate between thermoplastic 
hotmelt and reactive hotmelt. Thermoplastic hotmelt is a non-re-
active adhesive that becomes liquid at high temperatures above 
130°C to make it easy to apply and stick parts together quickly. 
However, for items such as sandwich panels and furniture for areas 
exposed to high temperatures, like kitchens, there would be the 
risk of low resistance to heat. For these situations, the reactive hot-
melt is more resistant to high temperatures and, therefore, more 
durable.
The working principle of reactive hotmelt is similar to the ther-
moplastic hotmelt explained above, as it is also applied once it 
has been heated and melted but it uses an additional chemical 
reaction to build a strong connection that cannot be opened again 
once it is cross-linked. This is quite a popular choice for sandwich 
panel construction for RV OEMs in North America, whereas Eu-
ropean manufacturers mainly prefer to use liquid moisture cure 
products, such as H.B. Fuller’s Icema™ R 145 grades.
The H.B. Fuller Rakol® and Rapidex® reactive hotmelt products 
are used for flat lamination processes to create safe, durable, high 
quality furniture, flooring, doors and window products. 
For the process of edge banding in RV furniture production, there 
are both thermoplastic and reactive hotmelt products with heat 
resistance ranging from 75°C to 140°C in use. 
Throughout its history, H.B. Fuller has built upon its strong knowl-
edge by continuous innovation. Its scientists are always searching 
for new technologies that can help improve a customer’s opera-
tions, product applications and finished goods.

Global markets
RV OEMs using hotmelt adhesive from H.B. Fuller include well-
known brands across the global RV market as well as independent 
single producers, in major markets like the USA, Germany, France, 
Italy, UK and Slovenia. As part of its growth strategy, H.B. Fuller is 
now also better positioned to meet the increasing demand from 
the Australian and upcoming Chinese RV markets. 

Continuous development
With more than 6,000 employees, 72 productions sites and 38 
technology centres globally, H.B. Fuller has the power of a tru-
ly global adhesive provider with local expertise in each market it 
serves, and is continually undertaking huge amounts of R&D all 
over the world.
The three dedicated teams that specialize in the RV industry for the 
Americas, Europe and Asia Pacific regions benefit from being part 
of a global support capability and add customer value by deeply 
understanding local challenges, priorities and processes inside out. 
The company has a wide distribution network serving manufac-
turers of all sizes and ensures the same level of expertise in every 
corner of the globe.

Collaboration is a key principle for H.B. Fuller, by forging close 
partnerships with customers in the main European RV industry 
players or small manufacturers, OEMs and other allied suppliers, 
being involved with new products from the very beginning, and 
delivering innovative, technical know-how.

ContactsIn partnership with
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C ompany news Soltherm

Solera-Thermoform Group S.p.A. is a well known thermoforming specialist in Europe with almost 50 
years experience on the RV segment.

High-end

Words Giorgio Carpi

More and more esternal and internal plastic components in 
any caravan and motorhome are made today of thermo-
formed plastic. Bumpers, front and rear walls, spoilers, 

frames, light supports, shower trays and many others, are strong-
ly influencing the vehicle design and its unique identification on 
the market. This is the reason why  RV producers take care on the 
selection of their main suppliers for these important components. 
One of the most qualified thermoformer in Europe is the italian Sol-
era-Thermoform Group S.p.A, which operates from two thermo-
forming divisions located in Veneto and Tuscany regions. 

The Solera-Thermoform Group
Since the beginning of the seventies Solera and Thermoform, origi-
nally working as competitors and later together, after their merging 
in 2009 under the brand Solera-Thermoform Group,   

have specialised in the manufacturing of high quality thermoform  
components for vehicles. Today Solera-Thermoform Group is a pre-
mium partner for the major RV Groups like Trigano, Rapido and 
Hymer, but even for the biggest international agricultural machine 
producers like CNHI and AGCO, for industrial and commercial ve-
hicles brands like Iveco, FCA and more recently also for e-vehicles 
producers, with the committment to costantly improve the quality 
level of their plastic components. 
Solera-Thermoform Group owns now one of the most advanced 
and modern thermoforming machinery park in Europe. With over 
20 single and twin sheet hi-tech termoforming machines sized for 
plates up to 4000x2500x800 mm, twenty 5-axes cnc-trimming ro-
bots and three automated bonding centers, Solera-Thermoform 
Group grants to its partners a powerful production capacity main-
taining flexibility also in case of small production batches.  

“The severe selection of reliable partners  for 
industrial tools and plastic plates contributes 
to strengthen the entire supply chain” ex-
plains Mr Riccardo Palatresi, Managing Di-
rector of Solera-Thermoform Group. The 

thermoforming technology

The new 4000x2500x900 mm 
thermoforming plant
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Solera Materie Plastiche Srl (founded in 1966) and Thermoform SpA (founded in 
1976), joined in 2009 to become a leading thermoforming company in Europe. The 
Soltherm brand was born in 2018 from Solera-Thermoform Group SpA.

Soltherm brand products are produced in the Italian factories in Torreglia (Padua, 
Veneto) and Fucecchio (Florence, Tuscany), where 170 people work. The total pro-
duction area is 25,000 square meters, the turnover is 26 million euros.

Facts and figures

constant investments in the staff trainings, 
in the machinery monitoring in the frame-
work of the Industry 4.0 scenario and the 
introduction of  3D scanners to  ensure the 
correspondence between defined dimen-
sions, tolerances and final product, con-
tribute  to further improve the quality level 
of each component, achieving and often 
crossing the customers’ requirements. Sol-
era-Thermoform Group offers today a full 
support to its customers, beginning from 
3D design through CAD/CAM tools up to 
the prototype construction and further on 
preassemblied components delivered in 
dedicated logistic solutions. 
The longlasting experience in the thermo-
plastic materials developed inside the two 
Solera-Thermoform plants runs all process-
es within a framework of quality manage-
ment according to EN ISO 9001:2015, IATF 
16949:2016, DIN 6701-2 and more recently 
to WCM (World Class Manufacturing). 
The technique of thermoforming is well 
established and well known to the man-
ufacturers of caravans and motorhomes,  
nevertheless there is still place for a further 
innovation step, expecially with regards to 
the increasing demand for green vehicles in 
harmony with the current European Stan-
dards. RV producers ready to go for more 

‘green’ have now the possibility to replace 
their tradictional fiberglass elements like  
motorhome overcabs with high resistant  
thermoforming twin-sheet  walls, granting 
excellent structural stability with thermal 
isolation from one side and improving the 
percentage of full recyclable plastic materials 
in each vehicle from the other side. Critical 
components like motorhomes bumpers and 
spoilers or even caravan side frames may 
benefit from this technology. On such a new 
development Solera-Thermoform Group is 
studying new solutions with its customers 
to approach the market with winning ideas.

ContactsIn partnership with

The twin-sheet machinery hosts two al-
uminium moulds that immediately af-
ter the thermoforming come together 
joining the plastic plates while they are 
still hot.  The final result is a double wall 
body, that can be further reworked from 
a CNC trimming robot and completed 
inseriting electrical cables, screws, hing-
es, metallic flanges.

Twin-sheet process

A twin-sheet 
panel section
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C ompany news Vetroresina

The new manufacturing lines have reached peak capacity by now, enabling the production of 120 
meters of reels with an improved quality of the laminates. And now they are thinking of transferring 
this technology also to other departments. The company is 100% operational, despite the Covid-19 
emergency.

Goal achieved: 
  it’s time to reboot

Words Andrea Cattaneo

Already operational for the past few months, the new pro-
duction wing of Vetroresina Spa is reaping several benefits in 
terms of quality and quantities. And if on one hand it’s true 

that the Covid-19 emergency has forced business to halt in the camp-
er industry, it is likewise true that the recovery can kick-off with mo-
mentum. So much so that the positive results achieved with the new 
manufacturing lines could act as a stimulus towards technological 
innovation throughout the company. 
“Since April 2019 we have started production of the new industrial 
shed”, Simone Colombarini, President of Vetroresina SpA, tells us, 
“and we thus have been able to capitalize on the three years spent 
between design and preparation. The new wing hosts four produc-
tion lines, each 120 meters long, where we use a technology with 
a higher level of automation, thanks to the installation of new ma-
chinery for the distribution of the fiberglass and gelcoat. We have 
succeeded in cutting down on waste and in overall improving the 
product to the company’s advantage”.
Thanks to the new production lines we manufacture fiberglass lam-
inates in 120-meter reels, while the standard production previously 
was 60 reels. The increase in length is an added benefit for the cus-
tomer because it helps cut down on scraps in the cutting phase of 
boards used for the construction of vehicle walls, roofs, and floors. 
With the new machinery, Vetroresina Spa was able to further improve 

the laminates, which have standardized thicknesses and better di-
mensional tolerances. The manufacturing process is automated and 
no longer manual as it was hitherto: digitally controlled machines 
take care of applying the resin and gelcoat, allowing the accurate 
and uniform distribution of the material. We were also able to install 
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Founded in 1968, Vetroresina S.p.A. produces 
glass fibre-reinforced polyester resin laminates. 
The company’s great operating capacity results 
from thorough research in the composite ma-
terials sector linked to the study and continu-
ous improvement of processing techniques. To 
maintain and increase the level of production, 
Vetroresina S.p.A. has planned substantial 
investments and thanks to the contribution 
of advanced technologies, as well as close 
collaboration with universities and experts in 

Company Profile

a machine that allows us to check the quality 
before applying the protective coating.
Vetroresina Spa, therefore, reaffirms its sta-
tus as one of the biggest manufacturers of 
fiberglass laminates worldwide. Thanks to 
the new lines, the manufacturing plant can 
now produce more than 6 million square me-
ters of boards per year, with an increase of 
about 20%.
“The excellent results achieved”, claims Sim-
one Colombarini, “have convinced us to ex-
tend this technology also to other parts of 
the manufacturing plant where we still work 
using traditional technology. We would like 
to build a new production wing, in order to 
have 8 new manufacturing lines by the end 
of the year. In this department, we will be 
applying the new technology but will not 
reach 120 meters of reels, stopping at 60. 
Except for the waste reduction, we will have 
the same improvements witnessed with the 
recently activated production lines”.

the sector, it has been able to apprehend the 
changes in and new requirements of the mar-
ket. A high level of technology together with 
particular attention to aesthetics and materials 
have given rise to product diversification, ex-
tending their range and fields of application. 
Vetroresina S.p.A. has a production capacity 
of 6 million m2 / year. The main production 
site in Italy covers an area of 65,000 square 
meters, of which 36,000 are covered, and em-
ploys 140 people. In June 2000, Vetroresina 

Handling the Covid-19 emergency
Like all businesses, Italian and foreign too, 
Vetroresina Spa has had to deal with the 
Covid-19 emergency. Offices and production 
departments remained closed only for a few 
days; the regulatory provisions introduced by 
the Italian Government have allows a man-
ufacturing business like Vetroresina Spa to 
continue its production by adopting certain 
precautionary measures.
“We have started to apply the measures in 
order to lower the risks of contagion even 
before the Government decided to issue a 
regulatory ordinance that would clarify the 
situation”, says Simone Colombarini, Presi-
dent of  Vetroresina Spa, “and were thus able 
to continue to work, except for a period of 
10 days of complete production shutdown. 
In the offices and in the production depart-
ments, we organized work in shifts in order 
to limit the presence of employees together 
in one area at the same time and imposed 
social distancing safety distances. We have 
been handling goods loading and unloading 
while privileging safety, hence carriers have 
realized that they are not facing any added 
risk. In essence, we have put into practice all 
those measures that ensure a high level of 
quality and quantity even in the midst of the 
emergency. We didn’t leave any client behind 
and are currently working at 100% of our 
production capacity, so as to guarantee time-
ly supplies to the various constructors even in 
the present difficult situation. It’s not easy to 
make forecasts for the European camper in-
dustry but there is no doubt in my mind that 
this year, new vehicle registrations will experi-
ence a drop. It’s inevitable, but the downturn 
will be followed by a recovery during which 
we may experience surges in demand even 

S.p.A. opened a factory in Brazil, in the mu-
nicipality of São Paulo, from which it can meet 
the needs of the South American market, and 
since May 2008 the company has boasted a 
new production site in the USA from which 
it can dedicate itself to managing the North 
American market. Around 50 people work in 
the American branches.

ContactsIn partnership with

Vetroresina Spa is developing materials 
and technologies to reduce the weight of 
the fiberglass boards. We made the an-
nouncement already two years ago and 
meanwhile continued our research.
“We went ahead with the studies”, says 
Simone Colombarini, President of Vet-
roresina SpA, “in collaboration with one 
of our partners, a major fiberglass man-
ufacturer. The weight reduction goal is 
within our reach and we may be ready for 
the market in just a few months. We’ve 
created some prototypes, which we sent 
for testing to some of our customers. 
Depending on the type of application, 
we may achieve variable weight savings 
ranging from 8% for laminates for walls 
to 15% for laminates for floors. This while 
still preserving the product’s original me-
chanical characteristics”.

Mass reduction

higher than before. This healthcare emergen-
cy has deeply affected the population, so I 
imagine an initial phase in which planning a 
vacation will not be a priority for most people, 
but after which campers will be seen as one 
of the safest means for enjoying a holiday”.
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Product news Filippi 1971

F ilippi 1971 has always been keen on 
introducing new concepts and mate-
rials in the RV sector, but in recent 

years the Italian company has really man-
aged to amaze the professionals for its abil-
ity to offer innovative products alongside 
the traditional and well established produc-
tion of laminated panels. In this moment of 
medical emergency, Filippi 1971 confirms 
his resourcefulness and solid know-how, 
launching a series of products on the mar-
ket designed to make environments safer, 
and RVs are no exeption.

The Research and Development division 
of Filippi 1971 implemented the already 
well-known VittEr® product making it 
compliant with ISO 22197/2011: the new 
VittEr®+ offers a 99.9% reduction of the 
bacterial load of the surface. The normal 
VittEr® is already a high-performance fur-

Thanks to the multiannual experience matured in the application of different types of surfaces for the 
furnishing of RVs, Filippi 1971 launches a range of products that guarantee a 99,9% reduction of the 
bacterial load, as a concrete response to the Covid-19 emergency.

Safe surfaces

Words Andrea Cattaneo

nishing material suitable for food contact: 
it is a formaldehyde-free compact lami-
nate, scratch-resistant, fire-retardant and 
water-resistant, perfect for the construc-
tion of kitchen tops, chopping boards and 
bathroom surfaces. Its high mechanical re-
sistance allows the creation of solid slabs 
with reduced thickness, while from an aes-
thetic point of view it can be customized 
from the core to the surface color. VittEr®+ 
is an enhanced version of the company’s 
signature product that helps make environ-
ments healthy.
Filippi 1971, however, has extended the 
range of surfaces with antibacterial prop-
erties  also to wood-base laminated panels: 
HPLs and finish papers with antibacterial 
properties are now offered for the furniture 
of motorhomes and caravans.

“Once the emergency phase is over, – says 

Filippi 1971 
has introduced antibacterial versions 

of its most used surfaces

Kitchen top 
can now be 
made with 
antibacterial 
surfaces
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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

ContactsIn partnership with

Francesca Filippi, marketing manager of 
Filippi 1971 – the RVs will perhaps be one 
of the few ways to spend safe holidays, 
with limited contagion risks. To meet the 
manufacturers’ needs, we have introduced 
a line of products with antibacterial surfac-
es. We want to offer valid solutions to the 
RV sector, thinking of both vehicles meant 
for the sales and intensive use for rental”.

Customizable dividers
Being active in a wider and wider bunch of 
sectors, Filippi 1971 has converted a pro-
duction department to meet the needs of 
those who must work in times of Covid-19. 
Thanks to the antibacterial properties of 
VittEr®+ and the laminate and finish paper 
surfaces, even combined with plexiglass 
elements, Filippi 1971 can offer safe solu-
tions for RVs but also for various types of 
work environments: hospitals and medical 
areas, offices, as well as catering and trade 
activities.

“We are launching on the market a range 
of products that comes to the aid of the 
managers of various commercial and pro-

How will the RV sector manage and overcome the emergency 
phase? We heard Francesca Filippi’s opinion (we collected her 
opinion before going to press, in early May).

“At the moment, in Europe, there is great uncertainty in the RV 
sector, – says Francesca Filippi, marketing manager at Filippi 1971 
– there are manufacturers who would like to continue with the 
2019-2020 ranges, while others would rather introduce new, im-
proved models. As per the fairs, as of today we still don’t know 
whether the Düsseldorf fair, as the most international exhibition 
in the industry, will take place or not and what will happen to the 
other national fairs. There may also be the quarantine problem: 

Managing the Covid-19 emergency

duction activities, – explains Ivo Bolis, sales 
manager of Filippi 1971 – for example we 
have created a series of dividers to space 
people to avoid contagion risk in pub-
lic areas. Managers of restaurants, hotels 
and shops have already contacted us, but 
also motorhome manufacturers did, in or-
der to get some to solutions to be used in 
their companies, to distance employees in 
the offices to guarantee workplace safety. 
Filippi 1971 can boast extreme production 
flexibility, therefore we can also produce 
minimum quantities. We can customize 
the products upon customer request, both 
in the dimensions and the surface decora-
tion”.

VittEr®+ comes in many core and surface 
color options, and finish papers and lam-
inates have endless combinations. Filippi 
1971 can play with its digital printing and 
joinery to customize separators for offices 
and restaurants, from the simplest to more   
elegant and sophisticated ones, also de-
signed by renonwed designers. Compared 
to the standard versions, the new antibac-
terial products come at a small extra cost.

will the operators around Europe need to move much earlier than 
the show dates? Or will the fairs be only for national companies 
and operators? Of course this situation makes us think about alter-
native ways of presenting our materials and solutions. One could 
think of the main fair in Düsseldorf every two years, with the pre-
sentation of the real news, and annual fairs in a reduced version, 
to exhibit and sell vehicles. In my opinion, a biennial fair would 
be an advantage for the RV industry: manufacturers and suppliers 
would have more time to work on real product news. Until now, 
companies have never had time to stop and think and plan some-
thiing new because they were forced to run the restyling of their 
ranges in a short time”.

Filippi 1971 has developed a range of design dividers using its digital printing
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In the March edition of this magazine we looked at various power generation options open 
to RV designers. In this article we focus on the battery technology that will drive the hybrid solutions 
for our RV’s. We also consider options for those solutions and the bus technology propelling them. 
Finally, we reflect on the emerging hydrogen economy, which has the potential to be 
a complete game changer for our industry. 

Focus on RV power technology

Everything
you would like to know
about onboard storage systems

Words Terry Owen

Battery technology

Lithium-sulphur batteries
Lithium-sulphur batteries use a sulphur-carbon anode instead 
of carbon alone and have energy densities of the order of 500 
watt-hours per kilogram (W·h/kg). This is significantly better 
than lithium ion types, which are in the range of 150–250 W·h/
kg. The problem, until now at least, has been poor cycle life 
and self-discharge, with active material being lost from cath-
ode to the anode. 
Recently, according to The Engineer Magazine, a team of inter-
national researchers led by Monash University’s Department of 
Mechanical and Aerospace Engineering in Melbourne, Austra-
lia, have filed a patent for a lithium sulphur battery with a long 
cycle life that is simple and low-cost to manufacture, using wa-
ter-based processes. This means a big reduction in hazardous 
waste. Testing in cars and solar grids is to take place in Australia 
throughout 2020.

In an ideal world the perfect battery would be fully rechargeable 
in minutes and hold a similar amount of power to a tankful of 

gasoline or diesel. The question is – how far are we from this goal 
and will we ever get there?
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Batteries from sand
Referred to by some as ‘sand batteries’, lithium-silicon batteries use silicon-carbon com-
posite anodes instead of carbon. Silicon can store a lot more lithium than graphite as 
the cell discharges. This means that more lithium can be deployed, resulting in more 
energy density. So – why don’t all lithium batteries use this technology? The problem 
is that, during the charge/discharge process, silicon expands by more than three times 
when it reacts with lithium, before shrinking back again. The overall effect is to cause 
the anode to disintegrate. 
This problem is being tackled by combining silicon with silicon dioxide (effectively sand) 
coated with carbon. In 2016 Elon Musk revealed that Tesla’s lithium ion cells are built 
that way although to date, amounts of silicon have been minimal. 
Now, Californian company Sila Nanotechnologies Inc., is producing silicon-dominant 
anode products that can drop into existing battery manufacturing processes, replacing 
graphite entirely. It promises an increase in energy density of 40% along with a 20-40% 
improvement in battery life.
Initial deployment will be in consumer devices such as smartphones and watches with 
larger applications coming later. Costs are expected to be similar to exiting with reduc-
tions as economies of scale trip in. 

Solid state lithium
All commercial lithium batteries use a liquid 
or polymer gel electrolyte. This is the medi-
um through which the ions pass between the 
electrodes when charging and discharging.  In 
a solid-state battery, the liquid or polymer is 
replaced by a solid compound.  The idea is not 
new but, up to now, poor conductivity of the 
solid compounds used has restricted develop-
ment to small, specialist applications such as 
pacemakers, RFID and wearable devices.
However, research is now producing solid 
state materials with ionic conductivities close 
to those of liquid electrolytes.  The advantages 
are huge. Firstly, unlike liquid electrolytes, sol-
id-state electrolytes are non-flammable when 
heated. This makes the technology extremely 
safe. Another bonus is reduced self-discharge, 
which means a longer shelf life. 
Secondly, solid-state electrolytes, can be made 
to have high capacitances and withstand high 
voltages. This results in batteries with a higher 
power-to-weight ratio, making them ideal for 
RV use. Despite these advances, it is likely to 
be a few years yet before such batteries have 
a significant impact on our market.

Batteries from seawater
With a long history of innovation in material 
science, IBM Research unveiled a new battery 
chemistry at the end of 2019. It uses three 
proprietary materials that have never before 
been recorded as being combined in a bat-
tery. Apparently, these materials are able to 
be extracted from seawater so eliminating the 
need for mining or other intrusive sourcing 
techniques. The bottom line is that the tech-
nology could eliminate the need for heavy 
metals such as cobalt and nickel, so helping 
to provide long term sustainability in battery 
production.
Currently cobalt is often found in the cath-
odes of lithium ion batteries where it helps 
with thermal stability and energy density. 
Nickel is widely used in battery production, 
being found in NiCd and NiMh devices. 
IBM is naturally being somewhat coy about 
the exact details of its invention but it seems 

Graphene batteries 
and supercapacitors
As well as the potential to help improve so-
lar panels, mentioned in our previous article, 
graphene also has the potential to improve 
battery performance. So far developments 
have focused on faster charging and dis-
charging without overheating. This is done by 
covering the anode and cathode with a single 
layer of graphene rather than redesigning the 
whole battery. Typically, a cell phone battery 
can charge fully in just 20 minutes, compared 
to 90 minutes with conventional technology.  
Samsung is also working on a version that will 
enable a 45% increase in capacity. Initially, 
development was held back by the extremely 
high cost of graphene, but this has now re-
duced significantly so, eventually, we can ex-
pect to see many more graphene enhanced 
products (not just batteries). In the meantime, 
the first products to benefit are likely to be 
small devices such as smartphones, hearing 
aids and the portable charger shown here. 
Graphene also has the potential to make su-
percapacitors. These store charge directly 
without the need for a chemical reaction. As 
a result, they can be charged and discharged 
extremely quickly. This makes them perfect for 
applications such as regenerative braking.  

that lithium is used as the anode materi-
al and is combined with a safe electrolyte 
with a high flash point and a cathode that is 
completely free of cobalt and nickel. 
Advantages claimed include lower cost, 
faster charging, high power and energy 
densities, 90%+ energy efficiency and low 
flammability. IBM is now working with oth-
ers to move the technology from explorato-
ry research to commercial development. 
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Asymmetric temperature 
modulation (ATM)
One of the problems associated with extreme 
fast charging of lithium ion batteries is that 
metallic lithium can become plated on the 
anode, severely reducing battery life. Re-
searchers from Pennsylvania State University 
have found that heating a cell to 60°C before 
charging eliminates the problem. However, 
the time needs to be limited to about 10 min-
utes to prevent cell degradation. Discharge 
is then at a much cooler temperature, hence 
the term ATM. 
Heating has been demonstrated using a nick-
el structure that preheats in less than 30 sec-
onds. The technology is said to be scalable 
because the cells are based on industrially 
available components. Using this technology, 
it should be possible to add a 200-mile range 
to a battery in just 10 minutes. 

Dual technology solutions

Lithium ion batteries have one big Achilles heel and that is charging below 0°C can result 
in permanent damage. Lead acid batteries on the other hand have no such problem but, 

in other areas they don’t perform as well as lithium. The question then arises as to why not 
combine these two technologies to give a seamless performance in battery behaviour. 
With this in mind, engineers at Hymer cooperated with German off-grid energy solution com-
pany BOS, to produce the Hymer Smart Battery. Launched in 2018, it works by combining 
the lead acid battery with a special lithium battery in such a way that the lithium battery does 
most of the work. 
This is done by ensuring that the lead battery is charged first with any excess energy going to 
the lithium battery second. When power is consumed, the lithium battery is discharged first, 
significantly increasing the lifespan of the lead battery.
Hymer says the effect is to increase both the capacity and performance of the lead acid bat-
tery, whilst simultaneously tripling the efficiency. More details can be found in issue 21 of 
Aboutcamp BtoB.

Hybrid solutions

With so many exciting developments in both power sources and 
battery technology, the challenge is to find the best ways of com-

bining these into hybrid solutions offering a high degree of indepen-
dence for the RV.

Specialist manufacturers such as CBE, Mastervolt, NDS, Nordelettron-
ica, Sargent, Victron Energy and Votronic each produce a wide range 
of products to fulfil this need. 
Some also offer bespoke design services to enable vehicle builders to 
get the best from their products. Here is a bespoke system from CBE, 
as fitted to a motorhome. There are two battery chargers, various 
isolation relays, a solar charge controller along with 12- and 230-volt 
fused distribution panels.

Mastervolt’s Combimaster range of prod-
ucts offer pure sine wave inverter power 
and multi-chemistry battery charging. They 
also have automatic AC transfer switching 
between generator or mains and inverter 
output, ensuring a constant power supply. 
Models up to 2600 watts continuous power 
are available. 
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Victron Energy goes a step further 
with this all-in-one solar power 
solution. The EasySolar-II GX com-
bines a MPPT Solar Charge Con-
troller with an inverter/charger and 
control hub, in one enclosure. The 
product is said to be easy to install, 
with a minimum of wiring. It’s rated 
at 2400 watts continuous power at 
25°C.  
The unit also features connectivity 
for Victron’s GX products. These 
provide comprehensive monitoring 
of various parameters whilst oper-
ating as the communication-centre 
of the installation. Monitoring can 
be carried out locally or remotely 
via a smartphone. The GX-device 
also provides remote firmware up-
dates and allows inverter/charger settings to be changed remotely.

NDS’s offering includes advanced battery charging from the vehicle’s 
alternator. Its Powerservice modules make the best use of the alter-
nator power, through charging curves designed for service batteries 
of any kind of lead-acid technology. They are compatible with Euro 
6 engines and can provide up to 40 amp-hours of charge for each 
hour of travel. Some models also accept solar and grid power sources.
Nordelettronica presents a wide range of battery chargers along with 
advanced bus systems and control panels. 
Sargent prides itself on offering total design and service support for 
its wide range of products. These include power supply 
and distribution devices, advanced bus systems, 
level measuring, alarm systems, wiring har-
nesses, centralised management and 
remote control.                                                     
Votronic also proffers a wide range 
of electrical and electronic kit. This 
includes chargers, voltage transform-
ers, solar systems, level measurement 
technology, measuring devices and dis-
plays, peripheral units and accessories. 

Bus communication and control systems

Bus communication and control systems were first developed by 
Robert Bosch GmbH in the 1980’s for use in automobiles. Their big 

advantage is a drastic reduction in the amount of wiring required to 
control and monitor the many components inside an automobile.

Advanced electronics is used to send and receive signals down wires 
connecting various components together. Each component can de-
code the signal and react just to those destined for it. In recent years 
the falling cost of electronics has meant that bus systems have been 
making their way into caravans and motorhomes.
There are two basic types of technology in use - CAN bus (short for 
Controller Area Network) and LIN bus (short for Local Interconnect 
Network).
In essence CAN bus allows major components to communicate seam-
lessly with one another via a single pair of control wires. The wires 
are routed round, visiting each one in turn, a bit like a bus calling at 
different stops. A microprocessor on each component connects to the 
control wires via a dedicated CAN controller. These controllers form 
a series of nodes on the network with protocols determining how 
they communicate. For example, an urgent signal to activate the ABS 
system will override other signals.
For all its virtues, CAN bus is relatively complex and may be consid-
ered overkill for the habitation components inside our caravans and 
motorhomes. 

Bus technology is helping to cut the amount of wiring needed by RV’s. 
This is Adria’s factory in Slovenia

LIN bus is much simpler, needing only one control wire. It works by 
sending signals from a master controller to a maximum of 16 slave 
units (one on each component being controlled). The signals wake 
up one slave at a time which then communicates with the master to 
produce the desired effect, such as switching on a heater. Once com-
plete the master can then communicate with other slaves as required. 
This simplicity makes it cheaper than CAN bus whilst still being well 
suited to applications that do not need the level of sophistication that 
CAN bus has to offer. 
That’s why, in 2011, Europe’s Caravanning Industry Association, the 
CIVD, adopted the principals of the less complex LIN bus system for its 
CI-BUS (short for Caravan Industry) standard. This defines a common 
platform for creating, maintaining and servicing a uniform data bus 
system in the caravanning sector.
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Centralised control panels are much easier using bus technology. 
This one is from CBE

The CI-BUS standard is now widely adopted throughout Europe. In-
deed some 67 CIVD members on four continents have signed the 
CI-BUS cooperation agreement. This underscores the industry’s trend 
towards increasing digitalisation.
As a result, on many RV’s, items such as heating and air conditioning 
can already be operated quite easily via a laptop, tablet or smart-
phone. This can help to provide both increased comfort and improved 
energy efficiency.
The CIVD says “Innovations such as the CI-BUS contribute to the fu-
ture viability of the caravanning industry and continue to offer enor-
mous innovation potential.”

Here, Alde heating is one of many functions, being controlled from 
a central panel designed for The Swift Group by Sargent Ltd.

As more components become equipped with a CI-BUS interface so 
increasing levels of sophistication will become possible. Of course, 
much depends on how many functions each individual OEM decides 
to route to the interface, but the potential is there. 
 We have already seen an explosion of attractive control panels at the 
heart of some RV’s. As well as sending out control signals these panels 
are able to receive feedback on things such as temperatures, levels 
and voltages. Also signals sent down the bus wire from one item can 
be used by others as needed. For example, a tank level sensor could 
be used to switch a pump off when the tank gets low.

Emerging hydrogen economy

Since the industrial revolution we have relied heavily on atmosphere-polluting fossil fuels to provide the energy we need for our power-hungry 
lifestyles. More recently, the use of renewables such wind and solar power, has helped to keep emissions in check but the global trend is still 

upwards. 

Now, further help is on the way in the form of hydrogen, the most 
abundant element in the universe. Technological developments are 
nudging this green fuel towards a much greater presence in our lives. 
Its environmentally friendly nature, coupled with high energy density, 
efficiency and good technological flexibility mean it holds great prom-
ise as an energy carrier.
When hydrogen is burned in air, the only by-product is 
water. There are no harmful emissions and no green-
house gases. Of course, hydrogen still has to be man-
ufactured and this process can generate pollution. In 
an ideal world, all hydrogen would be produced by the 
electrolysis of water using electricity from renewable 
sources. Currently this is not the case and the vast ma-
jority of the world’s hydrogen is produced by the steam 
reformation of methane (CH4). The problem is that the 
process requires heat and produces CO2 emissions.

CH4 + H2O > CO + 3H2      CO + H2O > CO2 + H2 

It might therefore seem futile to consider hydrogen 
as a sensible fuel but, the CO2 can be captured and 
stored and there are some advantages to using hydro-
gen.  For example, hydrogen has the highest energy 
density for its weight of any fuel (about three times 
that of gasoline) although, when stored as a highly 
compressed gas in strong cylinders, this is offset some-
what. 
However, alternative means of storage, such as those 
based on material-based technology, are being devel-
oped. These store hydrogen through a process known 
as adsorption and are characterised by high storage 
densities whilst requiring relatively little by way of a 
supporting infrastructure. A wide range of adsorption 
materials is being researched. 

Hydrogen comes into its own when used to power fuel cell electric 
vehicles (FCEVs).  That’s because a fuel cell driving an electric motor is 
two to three times more efficient than an internal combustion engine 
running on gasoline. What’s more, unlike battery powered vehicles, 
hydrogen types can be refuelled in about five minutes and have a 
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Hydrogen at the end of 2019 and MASTER Z.E. Hydrogen in 2020. It 
claims these models have up to three times more range than 100% 
electric vehicles with a charging time of only 5 to 10 minutes. Toy-
ota, Hyundai and Honda also produce FCEVs for selected markets, 
although take up is limited by the availability of refuelling stations.
The key to really unlocking the hydrogen economy will be the produc-
tion of hydrogen cheaply enough to compete with that produced by 
steam reformation of natural gas, but without the carbon emissions 
associated with it. To this end various technologies are in develop-
ment that aim to achieve that objective. 
In the meantime, the hydrogen roll out is set to be relatively slow, 
although many countries are pressing ahead regardless.  Experience 
is showing that, as hydrogen fuel stations are installed so FCEVs will 
follow.  Germany, for example, via its H2 mobility initiative, is plan-
ning for 400 charging stations by 2025 and estimates they will serve 
650,000 FCEVs. 
Japan too, is planning for a hydrogen fuelled future, spurred on by 
the Fukushima incident in 2011. It is planning for 900 refuelling sta-
tions by 2030. China, meanwhile is planning for 300 charging sta-
tions by 2025.
In the US, as you might expect, California is leading the way. It already 
has some 6,300 FCEVs and 39 fuel stations. The latter figure is set to 
increase to 200 by 2025.

Conclusion

With so much global focus on the impact of climate change 
there is a clear need to reduce emissions and our reliance on 

fossil fuels. The Covid 19 pandemic, with its resulting drop in global 
emissions, is already resulting in calls for greener ways to return to 
normality.
There is no doubt that a key component of clean energy is elec-
tricity, especially if it can be generated from renewable resources. 
Today the race is on to produce ever greener RV’s and some notable 
achievements are already in the bag. 

range similar to gasoline powered vehicles. 
Of course, it’s perfectly possible to use 
hydrogen to power internal combustion 
engines (as demonstrated by BMW’s Hy-
drogen 7 limited production car, built from 
2005 to 2007) but the arrangement is 
much less efficient and produces some tail-
pipe emissions. 
In 2018 Mercedes demonstrated its F-Cell 
Concept Sprinter van at the Caravan Salon 
in Dusseldorf. This has a 147-kW motor and 
a range of 500 km. (More details can be 
found in issue 21 of Aboutcamp BtoB.)
In October 2019 Groupe Renault an-
nounced the launch of the KANGOO Z.E. 

Last year we reported on the launch of the Iridium E Mobil – argu-
ably the world’s first all-electric motorhome to go on sale to the 
public. We also reported that two New Zealand hire companies 
(Tourism Holdings Ltd and Jucy Rentals Ltd.), had begun to offer 
fully electric motorhomes and campers for holiday hire.  
Now, the increasing take up of hydrogen power means the day of 
the hydrogen powered RV may not be too far off. With fast refuel-
ling, an excellent range, independence from the electricity grid, and 
zero emissions, it will be a complete game changer.
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Today’s motorhomes are not 
the same as they used to be: 
if we compare the products 
of the 2020 season with those 
from 2005, or even 2010, we 
can realize there has been an 
important evolution.

Dossier The evolution of RV design

How have campers 
changed?

Words Andrea Cattaneo

We often underestimate the extent of 
the changes that have taken place 
in the camper sector over the years, 

but if we compare the products of the past 
we can see the changes that have taken place. 
Today’s campers are not the same as those of 
a few years ago, and it is not necessary to 
go back as far as the 1990s to highlight the 
changes. 
We have tried to take a brief look at the histor-
ical evolution that has occurred from, roughly, 
2005 to today using some prominent models 
as examples. Changes have not only occurred 
in building methods and plant engineering 
(including electrical systems), but also in the 
type of product, especially certain sectors of 
the market; for example, think of the decline 
in the bulky overcab beds and the evolution 
of camper vans, as well as the rise in semi-in-
tegrated models with drop-down beds. We’re 
going to start with five very different models 
from five different brands: we will continue 
our analysis in the next issue.

Yesterday and today

Mobilvetta 
Euroyacht 2005

Mobilvetta 
K-Yacht 

Tekno Design 2020
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Mobilvetta 
motorhomes

Mobilvetta has always tried to link its image to good design and Ital-
ian style: from the Euroyacht of the early millennium to the current 

K-Yachts TeknoLine and TeknoDesign, there have been several changes 
and in the middle there are the experiences of that jewel that was the 
Nazca, presented at the end of 2004, and the first K-Yacht in 2009.

Frame: from the standard version of the Fiat Ducato chassis, they 
moved on to the special, lighter version and the AL-KO chassis was of-
fered an alternative.

Construction: from polystyrene walls and fir frame, they moved on to 
the extruded polystyrene panels with closed cells (water proof) and a 
plastic frame. There has always been a double floor on its new moto-
rhomes.

Above and below:

Mobilvetta K-Yacht 2020

Cabin: previously, the cabin was manually layered fiberglass and 
had two doors, which consequently impacted on the weight and 
interior space. Now there is only one door and a combination of 
fiberglass front and sandwich panels have been adopted.

Exterior design: they tried to eliminate visible screws as much 
as possible. The rear has evolved, working on a three dimensional 
design. The new curved connections between the roof and sides 
create a very pleasant visual effect. Mirrors: from standard door 
mirrors to bus-type ones.

Interior design and construction of the furniture: where pos-
sible, the plywood panels have been replaced with honeycomb 
panels. The design system has changed to have better quality and 
reduce assembly errors. Washroom: they went from the thermo-
formed ABS to the use of special materials. Other useful solutions 
have been used for the kitchen, such as acrylic stone with inte-
grated basin.

Electrical system and internal lighting: the electrical system is 
now much more complex than 15 years ago due to the increase 
in the number of lights; today a mixed system is used (90% tradi-
tional and 10% Lin bus) which allows numerous light points with 
low impact on production. They have gone from halogen lights to 
LED lights, and from direct to indirect lighting.

Mobilvetta Euroyacht 2005

Mobilvetta K-Yacht 2010

Mobilvetta K-Yacht 90 Tekno Line 2020
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Laika Ecovip

Dossier The evolution of RV design

In the 1990s, with the launch of the Ecovip series, Laika consol-
idated its presence in the major European markets. For various 

reasons, the Ecovip range, which is central to the Laika offer, has 
undergone various evolutions, such as: a need to control weights 
in the face of continual increases in size; the desire to create ev-
er-larger loading compartments and less need for beds. The name 
Ecovip has remained, but much has changed.

Frame: in 2004-05 the Ecovip motorhomes and semi-integrated 
were based on a Fiat cab with AL-KO chassis. Today, all produc-
tion is still based on the Fiat but with a special chassis, while on 
semi-integrated Ecovips a hot-dip galvanized subframe increases 
strength.

Construction: the sandwich panels replaced the wooden frames 
that were used before; now they are made of polyurethane. 
Today, the wall-roof joint is padded inside and the insulation is 
greater thanks to the use of extruded polystyrene foam (XPS). The 
wall covering remains in aluminum but fibreglass is now used for 
the roof and underbody. 

Casings: for weight reasons they have moved from 
aluminum to ABS. Until 2019, ABS was also used in 
the external casings of the front of the motorhomes, 
in the domes of the profiles up to 2017 and in the 
rear casings. Now, some of these components, such 
as the front of the domes, have returned to fibre-
glass. 

Floor: they went from a double floor through to a 
double technical floor, to increase the habitable vol-
ume. Today the floor is not resting on the frame, but 
suspended on special crosspieces to be in line with 
the cab.

Range: in 2005, the range consisted of five coach-
built, two semi-integrated, and six motorhomes. 
Today, the range offers 10 semi-integrated and five 
motorhomes. 

Lengths: today there are models that reach 7.5 me-
tres long, with the dynamic external design (includ-
ing the Ducato cabin) hiding the generous dimen-
sions. In 2005 the 733 cm H730 looked like a giant!

Layout: in the early 2000s, all the coach-built mod-
els had a classic dinette - the semi-dinette did not 

Laika Ecovip H 2005

Laika Ecovip 2020

Laika Ecovip 2020
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Laika Ecovip 2004

Laika Ecovip 2010

arrive until 2006, but already in 2005 some face-to-face liv-
ing rooms were in fashion on some semi-integrated models. 

Drop-down bed on semi-integrated: today the use of 
this type of bed is widespread, but before 2009 it was not 
adopted. 

Rear beds: today under the twin beds there are practical 
garages, and the central bed has replaced the longitudinal 
one, while the transverse bed above a garage still exhists on 
those that must be under seven meters long.

Exterior design: the rear wall was flat, on two dimensions, 
but since 2006 we have worked on depth to give it more 
and more of a three-dimensional look. In the past, the ex-
ternal graphics were reduced to a minimum, they were lim-
ited to the Laika logo, while now we try to give impetus to 
the vehicles with graphics that continue the sensation of 
movement given by the cabin.

Motorhome exterior: the old Ecovip H series had futuristic 
shapes and used taylor-made components (such as doors), 
solutions that were subsequently abandoned to respond better to the 
needs of the European market. 

Windscreen: they have significantly increased, by at least 30 percent. 

Rear-view mirrors: previously those from the Iveco Daily were used, 
but since 2010 there have been bus-type mirrors descending from 
above.

Semi-integrated exterior: the height has increased to incorporate 

the drop-down bed and ensure there is a sufficient headroom under-
neath. The domes have also changed because the big overcab sunroof 
is now preferred.

Doors: the Laika-made fibreglass entrance door was introduced in 
1995 and was fitted on some models until 2018. Externally-produced 
doors have now been adopted. The same applies to the cabin doors of 
the Ecovip motorhomes, but it should be noted that in 2005 all motor-

homes had two doors, but now the general preference in Europe is 
towards a single door on the driver’s side as this makes the best use 
of all available wall space for storage on the passenger side.

Interior design and furniture construction. 
Floor: transition from dark linoleum to one with a wood effect. 
Furniture: in 2005 the furniture had more classical shapes, wooden 
elements were also used, but there were also many pre-printed plas-
tic elements. Today, due to the weight penalty, solid wood has a very 
limited use and so the plastic elements more prominent. The open 
shelves under the wall unit have completely gone. 
Cushions: the sofas are now more ergonomic with high comfort 
padding, the beds use slatted bases and memory foam or cold foam 
mattresses. 
Washroom: before it was fitted almost entirely in thermoformed, 
but today the thermoformed is used only for the shower. An at-
tempt was made to use every single stowage space. 
Kitchen: over the years, the wall units have undergone multiple 
changes from angular to softer forms, from the use of shutters to 
doors.
Interior lighting: halogen lights have been abandoned, to make 
way for LED lights, even dimmable, with multiple controls. Great 
attention has been paid to ambient lighting.

Laika Ecovip R 2005

Laika Ecovip 2004
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Knaus 
BoxStar
2020 is an important anniversary for the 

Knaus Boxstar: thanks to this model, 15 
years ago, Knaus entered the campervan 
market with increasingly positive results. 
Sales of last season’s model testify that in 
Europe the Knaus-Tabbert Group has be-
come more and more of a market leader in 
this segment, thanks also to the introduction 
of its Weinsberg ranges. Much has changed 
from the first Boxstar to today’s model and 
the company no longer talks about camper-
vans derived from vans, but has coined the 
concept of CUV (Caravanning Utility Vehicle) 
to identify more comfortable vehicles with an 
automotive feel and able to satisfy multiple needs.

Isolation: the vehicle is now winter proofed (maximum reduction 
of thermal bridges and water pipes protected from frost), where-
as, in the past, it was not perfectly suitable for winter holidays 
(with insulation only in the recesses and floor, without additional 
frost protection.

Knaus BoxStar 2019

Knaus BoxStar 2006

Knaus BoxStar 2019

Knaus BoxStar 2009

Load balance: today the vehicle is more balanced on the road: the heavy 
components (battery and fresh water tank) are positioned above the rear 
axle and the grey water tank is also close to the rear axle. The water tank 
is integrated into the side wall to save space.

Furniture construction: today, the furniture has a full body construction 
with ‘gusset’ technology, and wardrobes and drawers have a soft closure. 
In the past, most of the furniture was not a full body, there was no dow-
el technology and the doors were closed with a Pushlock. In addition, 
today’s Boxstar is equipped with an excellent suspended table without a 
support leg.

Windows: today they have an integrated 
chassis, which was not the case in the past.

Interior lighting: this has been improved 
over the years and switched to the latest LED 
technology.

Comfort and space: the study of materials 
and ergonomics have increased the comfort 
inside the vehicle. Washrooms and kitchens 
have changed a lot. In addition, new layouts 
have been introduced and there is a wide 
range of rear and front beds (also drop-
down).

Accessories: previously, it was not possible 
to have air conditioning on the roof, or TV 
and satellite systems.

Dossier The evolution of RV design
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www.lamspa.it 

LAM SpA
Via Guido Rossa, 4 -41057 Spilamberto (MO) - Italy
Tel. +39 059 784392 - Fax +39 059 7474210
welcome@lamspa.it

Roller blinds available in 
different customizable 
versions and dimensions.

Northstar RV Pump, fresh water 
diaphragm pump with internal 
bypass, thermal protection and 
no rapid cycling.

EQUIPMENTS 
4 YOUR OWN 

PROTECTION.

OUTDOOR&DOMESTIC 
SOLUTIONS

With our experience 
of more than 60 
years, gained within 
the hatches and roller 
blinds sector, we can 
offer new solutions 
for the individual 
protection for outdoor 
and indoor living.

TC4 Roller blind Pump

for HOMEfor VAN

Multipurpose air purifier, 
suitable to all the ceilings.

Purifier
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Here and on the left: Roller Team Granduca 2007

Roller Team 
Granduca
The new Granduca, introduced in 

September 2019 changed a lot com-
pared to the previous 2018 model, but if 
we look at the model from fifteen years 
ago we really notice huge differences. 
Today, the Granduca is one of very few 
mid-level European vehicles with a true 
double floor. The construction system of 
sandwich panels reflects the changes put 
in place several years ago by Trigano Spa.

Frame: today, the special version of the Fiat Duca-
to chassis is used which is lighter than the standard ver-
sion.

Construction: in the past, EPS and multilayer with fir frame 
were used to make sandwich panels, whereas today extruded 
polystyrene with closed cells (water proof) and fibreglass are 
used with a plastic frame. 
Lowline roof: it is now in ABS, while the old version was made 
of heavy fibreglass. 
Junction profiles: they were once screwed while today they 
are glued (as screws were a possible cause of water ingress).

Floor: even without using an AL-KO frame, a double floor is 
now created (190 mm cavity). Heated tanks are installed inside 
the two floors and there is room for stowage compartments.

Doors: the dimensions of the door have grown and now there 
is a window and a centralized double locking point has been 
introduced. The electric step has been replaced by an integrated 
step to reduce vehicle weights. 

Garage doors: they have gone from opening with a gull-wing 
to the side opening.

Exterior design: the big overcab sunroof has been introduced. 
The strips had many visible screws, over time they have shrunk for 
aesthetic reasons. 

Evolution in the use of external graphics: decals fill the side more 
and add a visual continuity between the different external compo-
nents in order to harmonize them. Another evolution involved the 
rear walls, they went from very simple with few decorative elements 
to much more decorative.

Above and below: 
Roller Team Granduca 2020

Layout: production has moved entirely to semi-integrated models 
with a drop-down bed, a solution that fifteen years ago did not exist. 
For the living area, the popularity for the face-to-face dinette has 
been growing in the last few years. The transverse rear bed above 
the garage has almost disappeared to make room for the numerous 
versions of the central island and twin beds. 

Bathroom: previously the shower was integrated into the toilet com-

Dossier The evolution of RV design
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Roller Team Granduca 267 TL 2020

Below and on the right: Roller Team Granduca 2010

partment, now washrooms with a separate shower have been intro-
duced.

Interior design and furniture construction: the trend has been to 
increase the visible thicknesses and honeycomb panels are used to 
ensure lightness. Wood has been abandoned to use ultra-bright and 
matt solid colours with particular finishes and greater colour contrasts 
to give depth and movement to the environment. The table has also 
evolved: they have gone from tables applied to the side to island ta-
bles. This has also changed the way we treat the table leg which has 
become a piece of furniture. 

Washroom: we went from the exclusive use of thermoformed ABS 
to the use of special materials such as ocritech, acrylic stone, fenix, 
both for sinks and for decorative panels, as well as lighting effects 
and special accessories. 

Accessories: from the silver finish to chrome, but also finishes that 
are in trend with the furniture sector, like shiny gunmetal and bronze 
effects. For the handles of the wall cabinets, they have gone from us-
ing mini pushlocks to handles of large dimensions with an integrated 
locking system.

Electrical system and internal lighting: the electrical system is 
much more complex than 15 years ago due to the increase in the 
number of lights. They have changed from halogen lights to LED 
lighting. Diffuse lights and indirect lighting, reflected light and stage 
effects have been introduced. The light modules are integrated into 
the furniture structures.

Heating: the efficiency of the system has been improved thanks to 
tests done in a climatic chamber. Today the heating control is almost 
always digital for the temperature setting.

Roller Team Granduca 2020

Roller Team Granduca 2020

Roller Team Granduca 2020: double floor
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Concorde 
Charisma
For several years, the Charisma has been one of 

the most prestigious motorhomes on the Euro-
pean market. The current model of the Charisma is 
the evolution of the third generation born in 2012, 
when it had an “honorable mention” at the “Car-
avanning Design Award” for particularly well-exe-
cuted detail solutions and for amazing panoramic 
roof-window. The shell is at the highest levels: very 
thick sandwich panels, made with external/internal 
aluminium plates and RTM thermal insulation, and 
double floors with a 470 mm cavity.

Chassis and construction: with the change from Cha-
risma I to Charisma II the cab platform was introduced. 
This allowed the stepless transition to all living areas and 
was the innovation par excellence at that time.

Range and layout: in the beginning, the Charisma in-
cluded standardized models, today only motorhomes. 
Once upon a time, in the rear of the passenger compart-
ment there were also living rooms and bathrooms, today we have large 
bedrooms and large bathrooms as a separation between the living and 
sleeping areas. In 2005, there were still longitudinal and transverse 
beds, today for the most part there are island and twin beds used.

Interior design and furniture construction: the interior design has 
changed a lot from linear and total wood furniture to curved wall units 
with interesting colour contrasts.

Plant design and accessories: over the years, the demand for com-
fort and self-sufficiency has increased more and more. Inverters for 
mains voltage are used. “BirdView” systems, “Active Air” and many 
assistance systems have been added in recent years.

Here and above: Concorde Charisma 2020

Here and below: Concorde Charisma 2010

Concorde Charisma 2005

Concorde Charisma 2005
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