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Editor’s note

W

e are pleased to
deliver another
content-rich issue of
AboutcampBtoB to
you. Historically, this
issue is dedicated to
the novelties and innovations that suppliers will be presenting
at the Caravan Salon
in Düsseldorf. We do
not want to miss this tradition, even though
several companies have decided not to participate at Düsseldorf this year. At one hand,
in fact, the Caravan Salon has been able to
redefine itself still create a high level exhibition with many interesting exhibitors from
the OEM’s suppliers side. On the other hand,
even those who do not participate still have
many innovations to present to the market

which they will do so with new tools and
methods, such as virtual exhibitions and digital meetings.
The Covid 19 pandemic has accustomed
everyone to using new and effective online
tools. B2B meetings now taking place more
and more via a screen, as are presentations
to the media, and there some launching the
first virtual fair in this sector: we refer to the
Caravan Industry Victoria in Australia which
is presenting the Victorian Caravan & Camping Virtual Show, of which we are proud
media partners, and you can find out more
about it in this issue.
In recent months, Aboutcamp BtoB, has
also worked to create new communication
opportunities. We have developed a Virtual
Road Show format which we will share more
information about with you soon, and we
are also organizing an international congress

dedicated to innovation in the caravanning
and automotive sectors at the CMT in Stuttgart next year - save the date: 26 January
2021.
Finally, a few notes on the market: the sector is
doing well almost everywhere, the safety and
social distance guaranteed by recreational vehicles has convinced more people to go to the
dealers to make a purchase. This is also thanks
to the many promotional and advertising campaigns launched in a punctual and smart way
all over the world. There were important levels
of registration numbers in May, June and July,
which, according to many of our interviewees,
may not hold in the medium term. We will
have to wait to understand what the full effects of this crisis will be. But it seems that the
sector is aware of this and is gearing up for
the possible backlash. See you at the Caravan
Salon Düsseldorf; we’ll be there.
Antonio Mazzucchelli
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Trigano appoints Stéphane Gigou as Deputy CEO
as start of succession plan to replace François Feuillet
The Trigano Group has announced a succession plan for its CEO François Feuillet
with the appointment of Stéphane Gigou
as Deputy CEO who will, in the near future,
be appointed as President of the Executive
Board and CEO for the whole group.
The positions of François Feuillet, Marie-Hélène, Michel Freiche and Paolo Bicci
on the Executive Board were renewed by
the Supervisory Board on 29 June, 2020.
The Feuillet family holds around 58 percent
of the capital and 71.6 percent of the voting
rights in Trigano, according to the group’s
2019 annual report. The Feuillet family intends to maintain its position as majority
shareholder.
Stéphane Gigou, 48, a French national,
holds an Economics and Commerce degree
from La Sapienza University in Rome, Italy.
He has spent his entire career in the automotive industry, first at Renault and then at
Fiat Chrysler Automobiles. Since 2017, he

has been managing director of Fiat Professional, the Fiat commercial vehicle division
(turnover €5 billion).
When Stéphane Gigou replaces François
Feuillet as President of the Executive Board,
Marie-Hélène and François Feuillet will be
appointed members of the Supervisory
Board. They will be active in the Strategy
and Audit committees of this board.
Trigano specialises in the design, manufacture and sale of leisure vehicles. It is one of
Europe’s leading manufacturers of motor
caravans. Trigano has also developed its
know-how in trailer production, as it is one
of Europe’s two leading manufacturers in
this segment, as well as garden equipment
and camping equipment, its traditional business started in 1935 by Raymond Trigano.
Trigano’s development is based on a combination of acquisitions and organic growth
mainly in the motorhome field, with AUTOSTAR in France in 1998, CARAVANS IN-

François
Feuillet

Stéphane
Gigou

TERNATIONAL and ARCA in Italy in 1999
and 2001, AUTO-TRAIL in England in 1999,
BENIMAR in Spain in 2002, PERIGORD VDL
in France in 2004, EURA MOBIL and KARMANN MOBIL in Germany in 2005, NOTIN
in France in 2012, SEA in Italy in 2013, RIMOR in Italy in 2015, AUTO-SLEEPERS in
United Kingdom and ADRIA in Slovenia in
2017.
Trigano employs 9000 people in 14 countries and recorded sales of €2,328.2 M in
2018/19.

Editorial

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
Editor in Chief: Antonio Mazzucchelli
sector. It’s the most well informed source of B2B information in the caravan industry,
direttore@aboutcamp.eu
with a unique global perspective and an international team of correspondents delivering daily news online at www.AboutcampBtoB.eu, a bi-monthly e-newsletter, and
Editorial team: Renato Antonini - Enrico Bona
a high quality print magazine delivered (free) in Europe, the United States, Australia,
Paolo Galvani - Andrea Cattaneo - John Rawlings
New Zealand, South Africa, Japan, China, Korea, Argentina, Brazil, Chile. The AboutTerry Owen - Giorgio Carpi - Craig Ritchie
camp BtoB magazine is published four times a year with features including exclusive
Peter Hirtschulz - Bartek Radzimski
interviews with senior management from the industry, reviews of the major exhibiIrene Viergever
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.
Graphic layout: Federico Cavina - Gabriel Lopez
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
Fuori Media srl - Sales International
an inbox full of emails, Aboutcamp
direzione@fuorimedia.com
BtoB decided to print a paper magazine so that it gets more noticed,
Giampaolo Adriano - Sales Italy
Would you like to receive the print
read, appreciated and discussed; so,
+39 338 9801370
edition
of
Aboutcamp
BtoB?
we wish you happy reading!
commerciale@aboutcamp.eu
It is free of charge! Subscribe on
www.aboutcampbtob.eu or
scan the QR code

Advertising

Print edition

Web edition
Aboutcamp BtoB is also a website updated daily with news and information dedicated to RV builders and OEM producers. The website is supported by a professional newsletter sent monthly to the
professionals in the RV sector. We also strengthened our presence
on LinkedIn, where we manage the business page of the magazine
but also the group “Caravanning Professional” which allows us to
develop direct and informal relationships with decision-makers in the
RV industry.
On our website is possible to read online the print edition of all
Aboutcamp BtoB issues at:
www.aboutcampbtob.eu/read-the-magazines
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STELLANTIS: the corporate name resulting from the merger of FCA and Groupe PSA
Peugeot S.A. (“Groupe PSA”) and Fiat Chrysler Automobiles N.V.
(“FCA”) announce that the corporate name of the new group will
be STELLANTIS. The STELLANTIS name will be used exclusively at
the Group level, as a Corporate brand. The next step in the process
will be the unveiling of a logo that with the name will become the
corporate brand identity. The names
and the logos of the STELLANTIS
Group’s constituent brands will remain unchanged. Completion of
the 50:50 merger project, as defined in the Combination Agreement
announced on 18 December 2019, is expected to occur in the first
quarter of 2021, subject to customary closing conditions, including
approval by both companies’ shareholders at their respective Extraordinary General Meetings and the satisfaction of antitrust and other regulatory requirements. STELLANTIS is rooted in the Latin verb
“stello” meaning “to brighten with stars”. It draws inspiration from
this new and ambitious alignment of storied automotive brands and

strong company cultures that in coming together are creating one of
the new leaders in the next era of mobility while at the same time
preserving all the exceptional value and the values of its constituent parts. STELLANTIS will combine the scale of a truly global business with an exceptional breadth and depth of talent, knowhow and

resource capable of providing the sustainable mobility solutions for
the coming decades. The name’s Latin origins pay tribute to the rich
history of its founding companies while the evocation of astronomy
captures the true spirit of optimism, energy and renewal driving this
industry-changing merger. The process of identifying the new name
began soon after the Combination Agreement was announced and
the senior management of both companies have been closely involved throughout, supported by Publicis Group.

SAWIKO celebrates 25th
anniversary

Volkswagen Commercial Vehicles appoints
new Chairman of the Board

SAWIKO, the motorhome accessories supplier,
which became part of the AL-KO Vehicle Technology Group in 2011, is celebrating its 25 anniversary this year. The company was founded
in 1995 in Lower Saxony in Germany by three
people who were passionate about camping:
Uwe Samland, Ralf Winter and Guido Kovermann. They specialised in towbars and load
carrier systems and have achieved success by
working 70 hour weeks, including weekends,
offering high quality, innovative products to
OEMs, retailers and consumers. True to the
motto “No pain, no gain”, they began by doing the assembling themselves at the beginning, visiting trade fairs and presenting their
products at campsites. A new chapter in SAWIKO’s history began at the end of 2011 with
AL-KO Vehicle Technology Group taking over
the company. By then, it was already clear that
SAWIKO’s strategy and brand would be continued under AL-KO’s umbrella.
“Through the acquisition of SAWIKO, we have
strengthened our position in the European aftermarket business in a targeted manner and
further expanded our proximity to customers
who purchase our products from a trading
partner,” says Harald Hiller, President & CEO
of the AL-KO Vehicle Technology Group. “Today, the SAWIKO experts in our Group are the
drivers for marketing leisure vehicle accessories
throughout Europe. The latest example is our
Italian subsidiary CBE, which also offers selected solar and energy management products to
end customers.”
The takeover by AL-KO, gave SAWIKO the
opportunity to continue its growth – both economically and in terms of personnel.
The business had matured into a company with
70 employees and a Europe-wide retailer network, as well as its own customer centres with
AL-KO in Germany, the Netherlands, France
and Italy. SAWIKO operates nationwide in the
most important European caravanning markets
and thus ensures optimum customer service.
“It makes us particularly proud that we can op-

Volkswagen Commercial
Vehicles has appointed
Professor Dr Carsten Intra to succeed Dr Thomas
Sedran as Chairman of
the Board of Management from 1 September
2020. Thomas Sedran
will stay with the Volkswagen Group and head
up the management of
commercial vehicle and
engineering assets, reporting directly to Board
of Management member responsible for HR, Gunnar Kilian, who will take over responsibility for the Truck & Bus division on the level of the Group Board of Management. It is
intended that in this role Sedran will coordinate the strategic direction of the Volkswagen Group’s shareholdings on behalf of the Group Board of Management. In addition
to the operational management of the Volkswagen Commercial Vehicles brand, Thomas
Sedran was involved in a key way with negotiating and driving forward the strategic
alliance with Ford. “The ongoing development of the commercial vehicles business in
line with the Global-Champion-Strategy and the strategic further development of the
engineering operation are two of the Volkswagen Group’s key future areas of work,”
said Chairman of the Volkswagen AG Board of Management Dr Herbert Diess.
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timally fulfil the wishes of our customers both
nationally and in Europe. 25 years of SAWIKO
means 25 years of innovation, highest product quality, an excellent price-performance ratio and customer-oriented action. We would
like to take this opportunity
to thank our great workforce,
who made our achievements
possible in the first place. Together, we are firmly convinced
that there are many more successful years ahead of us,” says
Guido Kovermann, Senior Vice
President After Sales and Customer Centre at the AL-KO Vehicle Technology Group.
AL-KO is investing in a new production facility at the SAWIKO
site in Neuenkirchen-Vörden as

a “birthday present”, right on time for the 25th
anniversary. This enables an even more efficient
and high-quality production, which will ultimately benefit the customers. So the SAWIKO
success story continues.

LAMILUX COMPOSITES –
HIGH-TECH MATERIALS FOR THE MARKETS OF THE FUTURE
We produce glass fiber reinforced plastics to make your work easier and make life better for your
customers. We do not just manufacture simple plastic sheets, but multifunctional and designoriented composite plastics - with decorative paper, textiles, PVC or anti-slip coating.

Composite Floor –
the odourless highlight
at your feet

Anti Slip –
the floor that gives you
the desired grip

LAMIfoamtex –
the solution with the soft
touch effect

LAMI Graph –
the stylish
partner

COMMERCIAL VEHICLE INDUSTRY | CARAVAN INDUSTRY | BUS INDUSTRY | CONSTRUCTION INDUSTRY | MEDICINE & HYGIENE | SPORTS INDUSTRY
LAMILUX COMPOSITES
7
B t o B GMBH
Zehstraße 2 | 95111 Rehau, Germany | Phone +49 9283 595-0 | information@lamilux.de | www.lamilux.com
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Concorde and PhoeniX: an exclusive new ‘Luxury Motorhome Days’ event
The Concorde and PhoeniX motorhome brands
are collaborating to host an exclusive new ‘Lux-

ury Motorhome Days’ event from 7 to 14 September 2020 in Aschbach, Germany. There will
be approximately 150 new and used luxury motorhomes on display, including the latest model
introductions from Concorde and PhoeniX. The
used models on show will be a maximum of
five years old. This will be an outdoors exhibition with a limit of 500 VIP visitors per day. In
order to comply with the hygiene rules, visitors
have to register in advance, online, to enter the
event with their personalized VIP ticket on the
specific day. The Luxury Motorhomes Day event
will be open from 10:00 am to 6:00 pm each
day from 7 to 14 September 2020. Catering

is provided during the visiting hours. There is
no entertainment after 6 pm. The dates for this
event have been chosen to coincide with a production shutdown that is required by local production/labour laws. This also means there will
be the maximum amount of space available for
the exhibition while the employee car park is
not being used, with plenty of parking available for visitor’s vehicles or motorhomes. There
is no electric supply available for visitors while
parked at the event, and they are required to
leave the temporary parking spaces after their
visit, so the spaces are available in the evening
for the visitors coming the next day.

MAN Truck & Bus SE reorganises its Executive Board
MAN Truck & Bus SE is reorganising its Executive Board team. Dr. Andreas Tostmann,
currently Brand Director for Production and
Logistics at Volkswagen Passenger Cars, will
take over as Chairman of the Executive Board.
He succeeds Joachim Drees, who is leaving
the Executive Board of MAN Truck & Bus SE
and TRATON SE by mutual agreement on July
15, 2020. In addition, Dr. Martin Rabe, currently Head of Organisation, HR Processes and
IT at MAN Truck & Bus, will succeed Prof. Dr.
Carsten Intra as Executive Board Member for
Human Resources and Human Resources Director. The Supervisory Board thanks Joachim

Drees for his very good work over the past five
years with a product portfolio is very well positioned and successfully placed on the market. In particular, the New Truck Generation
just presented has been very well received by
customers. Dr. Andreas Tostmann is a proven
production expert with many years of experience in the Volkswagen Group. Joachim Drees
has initiated a sustainable change process at
MAN and driven it forward in his five years
as CEO of MAN. The product portfolio was
completely revised and successfully launched
on the market within a short time. His commitment was also thanked for the successful

Andreas
Tostmann

entry into electromobility. Joachim Drees has
thus positioned the company for the future.
In addition, as CEO of MAN, he had a decisive
influence on the IPO of TRATON SE.

MADE IN ITALY - DESIGN AND QUALITY
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SINGLE SPECIAL SECTION STAINLESS STEEL “SELF VENTING”
FITTING FRAME TO:
595
666
fix securely drawers either flush or617 proud of your
furniture;
LED
improve air circulation
and cooling efficiency.

It keeps the fridge door
slightly open to prevent
unpleasant odors
when not in use
-18°C inside a
16-liter 3-star freezer

CARAVAN SALON
Düsseldorf

04.-13.09.2020
VISIT US AT HALL13 - STAND13A88

Thule Group second quarter, shows impact of coronavirus
The coronavirus pandemic had a significant
negative impact on the results for the second quarter, April to June 2020, for the Thule
Group. Net sales for the quarter decreased by
11.6 percent to SEK 2,043m (compared to SEK
2,311 in the same quarter of 2019). Adjusted
for exchange rate fluctuations, sales declined
12.3 percent. Operating income decreased
by 23.0 percent to SEK 430m (558). Adjusted for exchange rate fluctuations, the margin
declined 3.0 percentage points. Net income
was SEK 312m (419). Cash flow from
operating activities totaled SEK 523m
(431). Commenting on the results,
Magnus Welander, CEO and President of Thule Group said: “The second
quarter was exceptional in many respects for Thule Group, primarily due
to the massive lockdowns in our core
markets in Europe and North America due to the corona pandemic. I am
therefore very satisfied that, despite
a decline of 11.6 percent in sales, we
were again able to demonstrate our
ability to manage major production fluctuations while maintaining high margins. In Q2
we delivered an EBIT margin of 21.0 percent
(24.1). In April sales nearly halved year-on-year
due to lock- downs, while in May a number
of countries began to permit active leisure activities. This meant that we in June regained
some of the lost sales from the spring period
and sales in June therefore grew strongly. The
differences between countries and categories

remained extreme, ranging from highly favorable growth to sales that were more than
halved. The large fluctuations between categories, countries and months naturally gave
rise to major operational challenges. Nonetheless, we achieved operating income of SEK
430m (558) for the quarter. In addition, we
generated an improved cash flow compared
with prior year of SEK 523m (431). During the
quarter, sales in the Europe and ROW regions
declined by 12 percent after currency adjust-

ment. Similar to the situation at the end of
the first quarter, performance was weak in
countries with extreme pandemic measures,
such as France, Italy, Spain and the UK, where
sales declined significantly. During the quarter, it was positive to note that the countries
where the social restrictions were successively
eased, immediately displayed a high level of
growth and that some of the sales normally
made during the spring were instead realized

during the early summer period. This confirms
that consumers want to continue living active
lives and appreciate our products.Our large
and growing portfolio of products in the bike
category (bike racks, bicycle trailers and child
bike seats) stood out and performed strongly
in the end of the quarter. In the region Americas, sales declined by 12 percent in the quarter
after currency adjustment. As in Europe, sales
at the end of the quarter were strong, mainly
driven by a very healthy level of demand for
bicycle related products. The growth
in these categories was partly fuelled
by the large increase in bicycle sales
in the US and Canada. Sales in Latin
America, however, were weak for the
entire quarter due to the escalating
pandemic situation in these markets.
We have focused on the health and
safety of our employees since the outbreak of corona. At the same time,
during the extreme fluctuations of the
recent period, we were able to benefit from our production set-up, with
flexible assembly plants and logistics flows.
However, we were unable to fully meet the
significant rise in demand for certain products
at the end of June and beginning of July. We
foresee good opportunities to offset some of
the lost sales from the spring season during
the third quarter and to also continue to ride
the wave of a generally strong bike sector in
the countries that have opened up for travel
and leisure activities.”
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Below: Simone Niccolai
On the left: Ester Bordino

New top management APC and Assocamp
At the 2020 general assemblies of the Associazione Produttori Caravan E Camper (APC –
the Italian association of motorhome and caravan manufacturers) and Assocamp (the Italian
association of RV dealers), Simone Niccolai has
been confirmed as president of APC, while at
Assocamp, Ester Bordino has replaced Vittorio
Dall’Aglio who had chaired the organisation
for almost 20 years and has been appointed
honorary president. Simone Niccolai, the CEO
of Luano Camp, has been president of APC
since February 2017, and prior to that was vice
president of the association from 2014. In his
three years, Niccolai has accompanied APC in
all the most important initiatives, starting with
the Salone del Camper, the most important
sector fair in Italy that has enjoyed increasing
success in recent
years. “First of all,
I am very happy
and proud to have
been
confirmed
president of the
APC and the trust
placed in me,”
said Niccolai. “We
are facing a great
challenge against
this Covid-19 crisis
and the restart will
not be easy. How-
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ever, our sector has already given encouraging
signs, with the first post-lockdown data that
are a good omen: in May, registrations were
on the same levels as in May 2019, while in
June we even had a +50 percent compared to
June last year. From these numbers we understand that the motorhome industry represents
a fundamental and essential engine for the
restarting of tourism and of the whole Italian system,” Simone Niccolai continued. Vittorio Dall’Aglio, who has chaired Assocamp
for almost twenty years, has handed over the
reins to Ester Bordino. “First of all, I want to
emphasize that what has been done is really
thanks to a team that has always rowed in the
same direction, showing great attachment to
the association and great desire to do,” said
Dall’Aglio in his farewell speech, highlighting
the fact that most of the current Board started with him in 2001. “We started with an association that included around 30 percent of
the total sales network and we managed to
bring the current representation to around 90
percent, so as to allow Assocamp to be truly
representative within the sector,” continued
Vittorio Dall’Aglio. During the two decades
that Vittorio Dall’Aglio has chaired Assocamp,
many projects were completed: from the Technical, Communication, Management and Administrative Seminars to the collaboration on
one hand with APC – Caravan and Camper

Manufacturers Association and on the other
with Confedercampeggio – Italian Campers
Confederation. The creation of the Regional
Assocamp was fundamental, as were the videos created “ad hoc” for the pandemic period,
viewed by around 800,000 people and seen
in full by almost 200,000. The task of Ester
Bordino will now be to further strengthen
Assocamp’s initiatives, also in the institutional
sphere. “Someone said that replacing Vittorio
is almost impossible, but I will try to put all the
effort I am capable of,” said the new president.
“We have many programs to carry on, completing those already started and putting new
ones into the pipeline. It is an important challenge that I gladly take, knowing that in any
case there will be two fundamental people at
my side such as Vittorio and Albino,” Ester Bordino added. Vittorio Dall’Aglio will not leave
Assocamp. The shareholders’ meeting has decided to confer him the position of honorary
president. Albino Guatteri has instead been
confirmed to the Association Secretariat.

Danny MacAskill
Bike trial/mountainbike professional and
Eberspächer brand ambassador

“My comfort zone has four wheels – thanks to
a heater from Eberspächer.”
Even an extreme athlete like Danny MacAskill looks forward to pleasant temperatures in his motor home
after a strenuous day of biking. A heater from Eberspächer prevents the weather from dictating his
routes and ensures that he can remain mobile year round. His diesel-operated heater lets him enjoy
the benefits of total independence as well. He can select where to park with full autonomy while saving
gas, space and weight, because he no longer requires any additional gas bottles for heating.

A WORLD OF COMFORT

www.eberspaecher-climate.com
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Bernd Löher is the new MD of Hobby
In February this year, Bernd Löher took on a
new position of responsibility as the Managing Director of Hobby, the north German
manufacturer of leisure vehicles, has had a

turbulent start to his “first 100 days” in exceptional circumstances. The chief priorities
for Bernd Löher (50) included getting to know
employees and understanding Hobby. In addition to the general management of the company, Bernd Löher will focus on managing the
Commercial Division, as well as Production,
Development and Materials Management. A
further Managing Director, Holger Schulz is responsible for Sales, After-sales and Marketing.
The new Managing Director of Hobby, Bernd
Löher said: “When I joined the company, I was
accompanied by Storm Sabine, and then the
coronavirus took over. It couldn’t have been
any more turbulent. But regardless of that, the
first few weeks were incredibly exciting and I
received a very warm welcome from the Hobby family.” ---The industry expert was already

Eberspaecher’s results show revenue increase
The Eberspaecher Group managed to increase
its consolidated revenue by just under eight
percent to €4.966 billion in the last year, according to its latest financial report. “We can
be pleased with our performance last year”,
says Martin Peters, Managing Partner of the
Eberspaecher Group, summarizing the overall results. Peters continues: “We managed
to secure major orders from key clients and
simultaneously successfully expanded our
global production network”. The Group’s
consolidated annual net income of €58 million (previous year: €53 million) underlines the
positive developments.Last year, the company
invested primarily in expanding its production
capacity, including in China, India and Mexico,
and recorded its highest ever level of capital
expenditure (€149 million). “We specifically
invested in our international plants as we are
experiencing global growth in our business areas – with products designed to achieve clean
mobility for the future”, summarizes Peters.
The further internationalization of the Group
is reflected in the proportion of foreign business: almost 80 percent of revenue was generated abroad. The number of employees rose
slightly to an average of 9,928 (+0.7%); 5,422
of them are employed abroad. Expenditure on
research and development remained high at
€160 million. “We cannot yet put an exact figure on the economic consequences for 2020
but can only assume that there will be a significant fall in revenue”. Like all companies in the
supplier industry, Eberspaecher has for weeks
been affected by global production shutdowns and the very slow and cautious restart
by vehicle manufacturers. The sales markets in
Europe and America took a huge hit in March
and practically seized up altogether in April.
The German sites are on short-time work since
April 1, and similar country-specific rules are
being introduced all around the world. “The
German production sites in particular are currently under even greater pressure compared
to other countries. In order not to jeopardize
the entire company during this situation, we
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need to introduce necessary changes more
swiftly than this would be necessary under
normal market conditions”, summarizes Peters. This means, that for example the production plant of fuel operated heaters with about
300 employees in Esslingen, Germany will be
phased out by the beginning of 2022. Progress in the financial year 2020 will depend on
further country-specific developments as well
as the resulting slow economic recovery. The
Chinese sales markets are showing positive initial signs. However, like the entire automotive
industry, the company does not expect a return to pre-crisis revenues and earnings levels
until the medium term.

The Climate Control Systems Division
The Climate Control Systems Division achieved
revenue in 2019 of 506 million euros, which
was slightly higher than the previous year. This
was partly thanks to an increase in revenue
from electrical heaters for passenger cars with
hybrid and electric drives. However, due to
volatile demand, this was below expectations.
Declines were recorded in the Fuel Operated
Heaters Business Unit in the passenger car as
well as commercial vehicles segments. There
was a slight increase in revenue from air-conditioning systems for buses. This was in particular due to new projects in the city bus segment
for the US American and French markets. The
Division expects to see significant growth in
the next few years on account of growing demand amongst customers for e-mobility-related heating and cooling products.

very familiar with his new employer from the
supplier side, enabling him to quickly settle
into his new job. His strategic focus is on the
customer, and issues such as product management and product development will be
reorganised and stepped up. In the long term,
Bernd Löher would like to consolidate Hobby’s position as the European market leader
for caravans and further expand the development of the motorhome division. “We already
cater for all areas of “mobile” travel with our
products. Hobby has a high degree of vertical
integration, and that makes us independent
and flexible should market conditions change.
We have huge potential here in Fockbek, and
I’m delighted to be taking the company to the
next level with such a fantastic team,” says
Bernd Löher.

UK Motorhome and
Caravan Show postponed
The UK’s Motorhome and Caravan Show
2020 has been cancelled this year due to
concerns over the health and wellbeing of
attendees (exhibitor staff and visitors) and
also the financial viability of exhibitors and
the show itself. The event is organised by the
National Caravan Council (the trade body for
the UK caravan industry) and was meant to
take place from 13 to October 2020. Instead,
it has been postponed to 12 to 17 October
2021. All exhibitors and visitors are entitled
to a full refund of any payments for stand
costs and tickets. Motorhome and Caravan
Show in October is a key sales event for
manufacturers who want to confirm orders
so they can plan production over the winter
and into the following year. It’s also popular
with consumers who want to order new caravans or motorhomes for delivery early the
following year. NCC Events Chief Executive,
John Lally says the decision to postpone the
show until 2021 has been “very difficult”.
He added: “We know that the Motorhome
and Caravan Show plays a critically important
role in the achievement of retail sales each
season. To this end, we are focusing on initiatives to help and support the showcasing
of the 2021 new season products.” The UK’s
second show, the Caravan, Camping and
Motorhome Show, also held at the NEC in
Birmingham, is still scheduled to go ahead
from 23 to 28 February, 2021.

Improve the Quality of your RV
with Butyl Coated Foams
Eliminate Cap Sealing by Gasketing to Improve Quality
Features and Benefits:
- Reliable primary seal that eliminates need for cap sealing
- Proven track record in Automotive gasketing for 30+ years
- High tack adhesive allows for single person install
- High grade butyl will not cold or hot flow eliminating unsightly ‘oozing’

Take the right path at the right pace. Contact us today!
www.hbfuller.com | www.eternabond.com

© H.B. Fuller Company, 2020 | EternaBond® is a trademark of H.B. Fuller Company or an affiliated company of H.B. Fuller, and is registered in the European Community, EUA and Canada

Bt o B

13

N

ews

Carefree of Colorado Appoints New President
Carefree of Colorado, a Scott Fetzer Company and leading supplier to the RV, Residential and Marine Industries for nearly 50

years, announces the appointment of Elden
Wood as President. Elden previously held
the position of Vice President of Sales, Service & Marketing at Carefree since 2016,
and in that time successfully grew revenue
in both the domestic and international markets. “His initiative has contributed significantly to the growth and profitability of the
company,” stated Bob McBride, President &
CEO of The Scott Fetzer Company, “Elden is
a superb fit for this role and will continue to
keep Carefree on its present growth track.”
A close relationship with customers led to

The rental portal, erento, acquires RV
hire company, Campanda

Campanda, the caravan and motorhome hire company that has
had over 250,000 customers across 42 countries, has been acquired
by erento, Europe’s largest rental portal. At www.campanda.com
users can search for campervan rental deals around the world, or
offer their own motorhome or caravan to prospective customers. It
works with a large number of commercial vehicle suppliers as well
as private motorhome owners in order to deliver the best possible
choice. It has eight localised websites in English, German, French,
Italian or Spanish. With over 500,000 enquiries each year, erento is
one of the largest rental marketplaces on the internet with around
one million users per month. It is a portfolio company of Russmedia
Equity Partners (RMEP). This is the second acquisition by RMEP in
the last two years after it also acquired the all-in-one rental software
Rentsoft. “Motorhomes are an important part of the erento marketplace and Campanda is a perfect addition to our portfolio.” said
Luka Dremelj, Managing Director, erento. Chris Möller a founder
of erento who also started Campanda in 2013 said: “erento and
Russmedia Equity Partners (“RMEP”) are the perfect partners to take
Campanda to the next level”. Chris Wittlinger, Investment Manager,
Russmedia said: “The acquisition of Campanda is a great example of
RMEP’s’ comprehensive corporate toolbox and how we are able to
support the growth of our portfolio”. With the current coronavirus
pandemic creating uncertainties over health and travel, RMEP says
that spending the summer vacation in a motorhome represents a
tremendous opportunity for growth as travelling in Germany in a
motorhome has now become the safest way to spend a holiday.
“We are very optimistic that the demand for campers will increase
in the coming years,” said Robert Rutkowski, Managing Director
erento. Campanda will remain an independent brand: “Both companies will keep their core business as both companies have a great
market position,” says Luka Dremelj. Russmedia Equity Partners is
the majority owner of erento and is actively investing into profitable
niche marketplaces and SaaS solutions in Europe. RMEP also manages the existing digital portfolio of Russmedia Group, consisting of
19 portals in seven countries.
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his being nominated to the RVIA Board of
Directors where he has helped influence
policy benefiting the RV industry, in addition
to serving on various RVIA committees such
as the International Committee and Trade
Show & Events Committee for more than
10 years. A graduate of Brigham Young
University’s Marriott School of Business and
the Consortium Institute of Management
and Business Administration in Italy, Elden
is married to his wife of 20 years, Rebecca
DeLaMare Wood, with whom they have two
daughters and a son.

Go RVing Reaches 310 Million People
Go RVing’s new ad campaign, Go On A Real Vacation, has
reached nearly 310 million people through social media and radio since launching in early June.
The series of ads serves as a reminder to people of the freedom
that comes with traveling in an RV, driving the consumers to
their nearest RV dealership where they can join the 46 million
Americans planning an RV trip this year. Since launching the paid
social media campaign on June 8, it has garnered 44.9 million
impressions - which does not include Go RVing’s organic social
media which has been running since May 14. The social ads,
running on Facebook and Instagram, have four themes as its
creative base: #RoamOutside, You Need an RV, You Can Control Your Destination, and Your House, Your Rules. Each theme
has multiple variations of vehicles, people, and locations, allowing consumers to find a message that personally resonates with
them. Building on the success of the radio ad - which wrapped
up its run on July 12 - and the ongoing social campaigns, Go
RVing is deep in planning the next wave of the Go On a Real
Vacation campaign, which will include new creative for broadcast, social, search, digital, audio, and print, targeting audiences
seeking domestic vacation options. All of this is despite delays in
production for all media partners due to COVID-19. The second
wave of the campaign includes multiple pieces that are already
in the works. It’s clear the “Go on a Real Vacation” campaign is
making a difference.
Unique visits to GoRVing.com during the first wave of the campaign were up more than 37 percent, with 86 percent being new
visitors to the site. Lead submissions saw an increase of almost
20 percent and dealer and rental searches were up 30 and 44
percent, respectively.
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Dometic reports on second quarter 2020 results
Dometic has issued its report on its “extraordinary” second quarter
2020 results. Juan Vargues President and CEO commented on the
results: “The second quarter was extraordinary in many ways. The
measures that were put in place in the first quarter when the spread
of the COVID-19 started continued also in the second quarter with
adapting our organization to the new conditions and actively working
to ensure that we take Dometic through the pandemic in the best
possible way. After the first half of the quarter with entire countries
closed down, we have seen markets and
businesses gradually opening up faster
than expected since the middle of May.
Our efforts during the past years to build
an even more diversified company with
increased aftermarket focus have proven
to be important during the quarter. Total
net sales growth was -38 percent and estimated net sales impact due to COVID-19
was around SEK -1,9 billion in the quarter. Aftermarket held up better than
OEM despite weeks of store lockdown
and developed strongly in June. Our rapid and decisive actions to
reduce our costs, in combination with structural efficiency measures
implemented previous quarters, helped us to achieve an EBIT margin
before items affecting comparability of 10.9 percent. Included in EBIT
was the positive impact from the release of other non-current liability
related to a potential earn-out regarding the Kampa acquisition of
SEK 98 m. Excluding this, the EBIT margin was 8.0 percent, despite
an impact due to COVID-19 of around SEK -600 million and a gross
tariff impact of SEK -33 million. Accelerating the implementation of
our strategy is key, and we have continued to drive strategic initiatives across the organization. The SKU reduction reached 39 percent
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and the innovation index improved to 18 percent by the end of the
quarter, bringing us closer to our targets of 40 percent and 25 percent respectively. The global restructuring program is making good
progress and during the second quarter additional 3 sites and around
230 employees were affected. Today, it is difficult to predict how the
situation will develop over the coming months. We estimate that net
sales and operating profit will continue to be negatively affected by
the COVID-19 pandemic, although to a much lesser extent than what
we saw during second quarter. We are
confident about the long-term positive
trends in the Mobile Living industry and
the opportunities for acquisitive growth,
and we remain fully committed to deliver
on our strategic direction to take Dometic
to the next level”.
Net sales for the quarter were 3,329 m
(5,329); a decrease of -38 percent, of
which -38 percent was organic growth.
Operating profit before depreciation and
amortization (EBITDA) for the quarter
was SEK 504 m (1,100), representing a margin of 15.1 percent (20.6
percent). Operating profit (EBIT) before items affecting comparability
for the quarter was SEK 361 m (900), representing a margin of 10.9
percent (16.9 percent). Items affecting comparability for the quarter were SEK -61 m (-), of which SEK -61 m related to restructuring
costs for the quarter from the global restructuring program. Operating profit (EBIT) for the quarter was SEK 300 m (900), representing a
margin of 9.0 percent (16.9 percent). Cash flow for the quarter was
SEK 2,031 m (-742). Operating cash flow was SEK 311 m (1,417).
Profit for the quarter was SEK 125 m (562). Earnings per share for the
quarter were SEK 0.42 (1.90).

With forty years of experience
in the caravanning sector,
we are proudly alongside
many RV manufacturers
as OEM suppliers.

Lithium Ion batteries

Generators

Automatic Sat systems

PhoneBoosterVan

Air conditioners

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

www.telecogroup.com
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AVAILABLE FOR: Citroën Jumpy + Space Tourer / Fiat Ducato X250/X290
Ford Transit Custom / Iveco Daily / MB Sprinter / Nissan NV300 / Opel Zafira Life + Vivaro
Peugeot Expert + Traveller / Toyota Pro Ace + Pro Ace Verso / VW T5/T6/T6.1 + Crafter

Individual pivot point
(sym./asym.)

Double ball-bearing
sliding ring (patented)

artin Brandt, CEO of the Erwin Hymer
Group (EHG): “The health of our customers, employees and trade partners is our
top priority – we cannot take this responsibility lightly. In the corona crisis – with its special
requirements for physical distance and hygiene – a casual atmosphere of information,
advice and purchases is no longer a given. However, we regard this as a
fundamental prerequisite for a successful trade fair. For this reason, we
as EHG together with our brands refrain from participating in all trade
fairs planned for 2020. Caravanning stands for flexible and individual
vacations in Germany and all regions of Europe. This will continue to be
the case in the future, especially as our customers are less restricted by
the current situation , thanks to the self – sufficiency of their vehicles.
They automatically keep their distance in their homes on wheels. That’s
why many caravanning fans are likely to be able to enjoy their holidays
this year – even under the current travel restrictions. The current crisis will
further strengthen the trend towards conscious and decelerated travel.
Even if we have to cancel our trade – fair participation this year, we are
already looking forward to presenting our new products and innovations
to a wide audience at trade fairs again next year. The enthusiasm for
caravanning and slow travel – relaxed an d safe travel with motorhomes,
caravans and camper vans – will continue to grow.”

Lippert Components

S
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ichele Checcucci, CEO of RV Europe
and Jan Peter Veeneman, CEO of Polyplastic: “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 uncertainties, it simply doesn’t
make sense to take unneeded health risks at this time. We are excited
to offer our customers the opportunity to connect with LCI whenever
it is convenient for them. 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 Pandemic has forced the issue. We are excited to service
our customers in a whole new way.”

Swivels
for original
seats

Easy to unlock

Who will not participate
in the CSD 2020

M

www.aguti.com

N

téphane Cordeille, CEO of Thetford: “It was very hard for us to make
this decision, but in the end, this turned out to be the most sensible
choice for us. As a supplier, we do not sell at shows, instead we are
fully focused on offering service towards end users, and on interaction
with OEM’s, wholesalers and dealers. We fully trust the measures that
show organisers are taking for the health and safety of visitors and exhibitors. But, at the same time, these measures are likely to make it very
difficult for us to reach any of our goals during our show presence, and
therefore our main purpose to participate is gone. In
the second part of 2020 we will further intensify our
digital communications. We are convinced that this
way we are more than able to update our professional partners and end-users on our latest product developments. The entire Thetford team will
be looking forward to see all our appreciated
business partners in 2021 when we hopefully
can operate normally again.”
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Fiat Professional launches “Ducato on Starred Holidays” media campaign
Fiat Professional is launching a “Ducato on
Starred Holidays” digital and print media campaign to promote that a Ducato-based motorhome is the ideal guarantee of a cool, safe
vacation accessible to all, and the best way
to restart after so many months locked down
at home. The principles of the campaign are
an anthem to wanderlust as a statement of
all the energy and feeling of the restart, that
a Ducato-based motorhome is a protected,
self-sufficient environment, easy to clean and
sanitize, so you can travel safely with family or
friends. These simple concepts are the guiding
principles of the new Fiat Professional campaign, which includes an evocative print media campaign with immediate, eye-catching
vacation images and claims, emphasizing all

the inimitable added value of a vacation in a
motorhome: dining beneath a starlit sky or in a
Michelin-starred restaurant, enjoying your own
‘open bar’ that never closes, choosing to stay a
stone’s throw from the sea, immersing yourself
in nature, truly getting away from it all. Fiat Professional has a dedicated team that can boast
a profound knowledge of the world of
Recreational Vehicles, as ‘certified’ by the
“Fiat Professional for Recreational Vehicles” logo. The brand is also highly specialized in terms of products and services
for motorhome owners, thus ensuring
maximum flexibility and freedom for its
customers. “Leader in Freedom” is a
concept with a precise meaning. “Freedom” is a ‘customer promise’ that Fiat

Professional keeps by ensuring proximity and
solutions to any issues that might come up
during your vacation. For years, Fiat Professional has provided dedicated, multilingual customer service. A website is also available, as are a
Fiat Ducato motorhome Facebook page and a
content-rich Instagram page.

Thor Industries remained profitable with net sales
of $1.68 billion in third quarter of fiscal 2020, despite impact of COVID-19
Thor Industries, Inc. says it remained profitable with net sales of $1.68 billion in its results for the third quarter of fiscal 2020, which
ended April 30, 2020, despite the impact of
COVID-19 during that period. Commenting
on the results, Bob Martin, President and CEO
of Thor Industries said: “Despite this being
one of the most unusual quarters I have ever
experienced, I am pleased to report that we
were profitable and generated positive net
cash from operations. Our financial position
has remained strong as a result of numerous
management-led actions that were executed quickly in conjunction with our
temporary plant shut-downs in midMarch. Our results are the product of
both the highly variable cost structure
we have created and our ability to
quickly align our production and cost
structure to meet fast-changing market conditions. I would like to thank
the team members at Thor Industries
and all of our subsidiaries for their incredible dedication and commitment
to Thor and for their contributions to
our results during this highly uncertain
period.
To be certain, the events of this quarter were
unexpected and difficult, but our experienced
team members and our highly variable cost
model once again proved our ability to quickly navigate through uncertainty and generate
positive financial results.
Today, market indicators in North America are
increasingly positive. Every North American
dealer I have spoken to in the last few weeks
has been very excited about the pace at which
sales are picking up. Many of our dealers are
reporting a significant improvement in sales
from April to May and are excited about the
sales potential for June and beyond. Because
of this improved outlook and the relaxation of
many stay-at-home restrictions, we began to
restart production in the first week of May in
North America. We have been successful in
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safely bringing our people back to work, and
we are ramping-up production in a measured
way in order to keep our team members safe
and product quality high, while also fulfilling
dealer orders as quickly as possible.
In Europe, with over 1,200 dealer-partners
in Germany and across the continent, our
brands have one of the strongest dealer and
service networks, and our long-term outlook
for future growth in retail sales remains positive. More and more people are discovering
RVs as a way to support their lifestyle of independence and individuality, as well as using

the RV as a multi-purpose vehicle to escape
urban life and explore outdoor activities and
nature. While we are optimistic about the
long-term growth of the RV market in Europe,
the outlook for European RV retail sales for
the remainder of the calendar year depends
upon the economic conditions in the countries in which we do business.
Since the end of our third fiscal quarter, our
outlook for the balance of our fiscal year and
the calendar year has markedly improved.
We’re seeing an influx of first-time buyers,
which bodes well for the long-term health
of the RV industry. When the COVID-19 pandemic started, we saw many people start to
work at home. One new trend we are seeing
is an evolution from ‘work at home’ to ‘work
from anywhere’ as RV buyers use their new

RVs as their office wherever they are, or wherever they want to be. Our channel checks tell
us that many of our independent RV dealers
are seeing a significant resurgence in their
sales, and their inventory levels, which were
already down 20% year-over-year, are further
declining. Demand for our products is very
strong. Our flexible business model gives us
the ability to quickly ramp production in a focused way, and we will ramp production with
three primary objectives: the safety of our
team members, the quality of our products,
and the speed of our production, in that order. We remain steadfast in our confidence in the long-term outlook for not
only our business, but the entire RV
industry, and we continue to look forward to a bright future.” said Martin.
COVID-19 and the related governmental mandates implemented to
slow its spread in North America and
Europe had a significant negative impact on the Company’s results of operations for the third quarter of fiscal
2020. Consolidated net sales, gross
profit, North American and European wholesale shipments and retail
sales were all negatively affected during the
quarter. For nearly half of the quarter, retail
consumers were under strict shelter-in-place
requirements in most North American and European locations, limiting their ability to buy
the Company’s products from its independent
dealers. The operations of the Company’s independent dealers were likewise disrupted
as many of them were required to close their
showrooms. Due to these dealer closures,
sales and shipments of products were disrupted in the second half of March and April, two
of the normally strongest sales and shipment
months. Sales and backlog for May, the first
month of our fourth fiscal quarter, improved
on a weekly basis as dealers began to reopen
their dealerships and consumer demand increased.

Vetroresina is always more
green
Since many years Vetroresina Spa is
focused in improving the
environmental sustainability of its
manufacturing process, controlling
and reducing the emissions of
solvents and using in large amount
renewable resources.
In the last couple years, after the
previous installation of a 1250 Kwatt
solar panel plant, Vetroresina has
invested a large amount of money in a
new emission control system that has
just been inaugurated in the new
building, and has bought three new cogenerators in order to reduce the
consumption of conventional fuels.

Recycling project

www.vetroresina.com
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At the end of the year 2018 Vetroresina
has acquired a share of GEES
RECYCLING, a company specialized
in recycling GRP products, using an
innovative patented process.
With this acquisition, Vetroresina’s
target is to reduce to zero its internal
waste and to oﬀer to its customers a
solution to recycle their GRP wastes
and to solve the “end of life” problem
of the vehicles.
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The endless
leading spirit
AboutcampBtoB has
already had the pleasure
of interviewing François
Feuillet, CEO at Trigano
and President of the
ECF (European Caravan
Federation), four years
ago. This time, once
again, it felt like being in
the presence of a highly
experienced entrepreneur
and a connoisseur of
the caravanning sector.
Great power and a strong
personality make Francois
Feuillet highly respected.
We asked him some
questions to let everyone
get to know the man
behind the entrepreneur
more deeply.

Words Antonio Mazzucchelli
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he 72 year old Frenchman has been
managing Trigano since 1981, having previously worked as an auditor
(KPMG), financial director and general manager for the Singer Group and Compagnie
Française du Meuble. He gained control of
Trigano in 1986, went on to list the company
on the Stock Exchange and started a strong
acquisition policy.

maintain my strong bond with Trigano. I will
be on the supervisory board and lead the
strategic committee together with my wife.
Of course, I would also like to be involved
for some development projects for the future but Stephane Gigou, will make the
decisions, except for the strategic aspect, in
which I maintain my role due to my personal
goals as a majority shareholder.

Today, Trigano employs 9,000 people in 14
countries and recorded sales of €2,328.2 M
in 2018/19.

Aboutcamp BtoB: The Trigano Group is
participating in the main caravanning
trade fairs which have been confirmed
for 2020: Düsseldorf, Paris and Parma.
Why, in your opinion, is it important
that even in this particularly difficult
year, our sector must continue to have
these fairs?
François Feuillet: I think it is important to
participate in these fairs because, although
they are expensive, they bring a very important return for our company. In Germany, the
Trigano sales network is not as strong as the
network of our main competitor but we can
rebalance this situation at the Düsseldorf fair,
so it is very important for our dealers and our
sales. With regard to Parma, it is very clear
that without a fair there would be no more
market for motorhomes in Italy as the sales
network is not able to sustain itself without
the fair in Parma where more than 25 percent
of yearly sales are made. Only at the fair in
Parma can people see together all the vehicles from all the manufacturers. The dealers
in Italy are not numerous, far between and
have a fairly limited stock of show models, so
to get a good idea of what’s available people
normally have to travel many kilometres.
A fair is a truly unique event for the public
to see so many vehicles and therefore make
a decision. If customers don’t go to the fair,

The Trigano Group has just announced a
succession plan and has appointed Stéphane
Gigou as Deputy CEO who will, in the near
future, be appointed as President of the Executive Board and CEO for the whole group.
Aboutcamp BtoB: A couple of years
ago, you announced you would retire in
2020. However, few in the industry believed that you would really do it. Has
everything gone as planned?
François Feuillet: Yes, my goal was to leave
operational responsibility in 2020. My idea
was for an efficient succession by finding the
right organization and person. Some time
ago, I realised that in 2017 I had declared
to Le Figaro that I would leave the company
in 2020. Now the time has come. The right
person was needed to reorganize the group
and manage the succession. This process
took time.
Aboutcamp BtoB: And is Stephan Gigou
the right man?
François Feuillet: Stephane Gigou is a man
with a clear vision. I saw him manage Fiat’s
commercial vehicles department with quality. There are close relationships between
Fiat and Trigano and I appreciated his way
of working. He is a young man, 48 years
old, with great ambitions, who has achieved
success with Renault and Fiat and had a
fairly fast career. He is a man with charisma, which is an important quality for those
who manage others. He is a manager with
experience in the automotive industry, distribution through a dealer network, product
development and marketing. He does not
have a great experience in production, but
he understands the process of purchasing.
So it seemed to me that all the qualities that
I was looking for my successor were found in
Stephane Gigou.

they are not able to make decisions and then
the market goes down. And the same happens in France. There is, therefore, a strategic motivation to participate in the main
exhibitions.
Also not attending trade shows to save money is a very short-term vision. I think a company like Trigano should look to the medium
and long term and help, in difficult years,
trade fair organisations, because without
them we would not be as strong as we are.
And last but not least, tradition must be
maintained even in a difficult year, just like
does the cycling Tour de France: despite all
the current difficulties they still try to do it
again this year, because it is a tradition. If our
industry does not maintain tradition we will
lose our culture.
Trigano is able to pay for these fairs, as we
do not need to save money, and we think
that these three fairs have brought, bring
and will bring a good return to Trigano.
Aboutcamp BtoB: Across Europe, and beyond, the media are currently devoting
a great amount of attention to outdoor
holidays. Do you think this promotional
campaign can bring a new audience to
our sector?
François Feuillet: During the lockdown,
in France, I watched TV and observed that
advertising was low and focused on a few
types of products. On the other hand I knew
that people locked in their homes aspired to
freedom, and this freedom could be provided by campers. That was the perfect time
to uphold the traditional values of an RV’s:
freedom, savings and respect for the environment together with a fourth element:
health security.
We created an advertising message using

Aboutcamp BtoB: Although you are
leaving the command of Trigano, you
are keeping a key role. What is in store
in your future? Are you going to dedicate yourself to your free time or will
you continue to follow Trigano closely
and hold institutional roles in the sector?
François Feuillet: Obviously I want to spend
more time traveling with my camper and
working in my wine company that produces
one of the best wines in the world. These
are two activities that I do not spend enough
time on today, but, obviously, I also want to
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financial health.

Trigano VDL

archive footage and in France we launched
an impressive television campaign: more
than 1200 commercials were purchased at a
very low cost. This meant that all the dealers,
who at the time were closed and worrying
about the future, saw things were moving
on that there was a future. On Google, we
immediately found a surge in searches on
the words “caravan”, “motorhome” and
other keywords in the industry. The advertising campaign ran from 22 April to 22 May.
French dealers reopened on 11 May, so were
able to take advantage of the interest generated by our promotional campaign. We also
ran a public relation campaign to obtain full
coverage. We hope to have given the dealers
relief and with an injection of liquidity to enable them to buy the new vehicles from the
2021 ranges.
New customers are coming as we have added a fourth value to our product and we explained it widely. The same goes for other
European countries.

grandchildren. All this can postpone the purchase of a camper. To offset this phenomenon we must try to create a new clientele
and increase interest in this type of leisure.
Otherwise there will be a drop in the market as happened in 2008. The market had
managed to recover the 2008 levels thanks
to Germany which has less problems of solidarity between generations. When the Germans are in difficulty, they spend. When the
French are in difficulty, they save. And the
same goes for the Italians.
Aboutcamp BtoB: How did Trigano react
during the lockdown period? Did you
manage to contain the effects, and how?
François Feuillet: During the closure we
had no choice. Most states decided that
factories and dealers had to close, so it was
not possible to manufacture or deliver. The
idea was to survive and make cash to get out
of the crisis even stronger. At Trigano, we
enjoy excellent financial health so we lived
through this moment with great tranquillity.
We tried to generate cash by collecting the
arrears from dealers across Europe and we
paid our suppliers in due time. We organized
the return of the workers, we negotiated
with the unions and we quickly returned
to production. We have also postponed the
introduction of the 2021 ranges so as not
to disturb the network. In fact, besides the
strict respect of the health of our work force
and their families, our main goal was to help
the network to survive. For Trigano there
were no problems, but there were problems
for some of our dealers who are commercial
businesses that often do not have the same

Aboutcamp BtoB: Will this level of interest in campers be a ‘flash in the pan’
or could there be positive consequences
from the pandemic situation in the medium and long term?
François Feuillet: It is not possible to predict
it, but it is better to take advantage of the
‘flash in the pan’ while it is possible. There
will be an economic crisis, which has not yet
been seen in Europe, but which will be seen.
We cannot lose 12 percent of GDP without having consequences. The purchase of
a camper can be postponed or people can
decide not to buy or replace it. We saw this
in the 2008 financial crisis,
and it is due, across EuAdria Mobil headquarters
rope, to solidarity between
generations. Obviously the
customer who buys a camper does not have financial
problems: they are often
retired, paid off the house
loan and have the availability to buy. But they may be
afraid that their children
will have no future, will lose
their jobs, will not be able
to pay their mortgage or
that there will be no money for the studies of their
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Aboutcamp BtoB: What can a big manufacturer do to formulate ideas capable
for a new market segment, such as the
van, which is easier for a start-up to enter instead?
François Feuillet: The Trigano group has
been producing vans for a long time. We
bought in 2004 a small van manufacturer
that had a production of around 75 vehicles
per year and now manufactures thousands.
We have put in all our van factories an industrial production process which obviously
gives us a huge advantage over manufacturers with smaller volumes. Most small van
manufacturers either went bankrupt or sold
their business to large groups. As a conclusion start-ups are not threats because it
is very difficult for them to obtain the production costs that we have today thanks to
our productivity and our purchasing capacity. The risk and competition is not from the
start-ups but with car manufacturers, such as
Volkswagen and Mercedes, who have products made by them on an industrial level.
Aboutcamp BtoB: What has been the
most difficult professional challenge you
have faced?
François Feuillet: I have been at the helm
of Trigano for 39 years and I never thought
about leaving because difficulties. For example in 2008, when we found ourselves with
too much stock and we had to drastically reduce production capacity to rebuild a favourable financial situation. Or, in the 80’s, when
Trigano was a small, loss-making company.
Indeed, producing tents in France in competition with China or with countries like
Romania was very difficult. We had to shut
down factories and move production elsewhere. Also when we had to face the collapse of the caravan market; when I joined
Trigano in 1981, the French caravan market
was over 90,000 units: today in Europe it is
around 60,000. The market has shrunk dramatically. But life was not always difficult, as
we also had a 14-year growth in registrations
of motorhomes, until 2007.
Aboutcamp BtoB: Is there anything you
haven’t been able to accomplish?
François Feuillet: More or less I have done

François Feuillet in his role of President of ECF
together with Jost Krüger, General Secretary of ECF

everything I wanted.
Aboutcamp BtoB: Have you ever made
any mistakes?
François Feuillet: Yes, often! I have created
companies that I have not been able to operate with satisfaction. I have tried to diversify
but without positive results. But I’ve always
tried to go on. It is said that “errare humanum est, perseverare diabolicum”. I say that
“errare humanum est” but persevere is for
men who have a long-term vision and who
sell quality. Even if you make a mistake you
have to try to go on and very often a solution
is found.
Aboutcamp BtoB: You are very powerful and highly feared. But it seems to us
that, from the companies of the Trigano
group, people leave when they retire,
not before. Is this true?
François Feuillet: True, our employees leave
Trigano when they retire. I know people
who, throughout their career, have worked
only for the Trigano group... for 45 years. I
think Trigano gives employees a project of
work, growth, strength, and the ability to
scale positions. Our employees often have
four or five career advancements. In Trigano,
we often increase wages so that our workers always have fair recognition. After that,
I have big flaws. The most important is that
I always see the negative aspects and when
someone has worked wrongly even for only
five percent of the total done, I always start
the meeting with him underlining that five
percent . I never start by complimenting him.
But I think this approach is appreciated in the
long run.

problems it was a sad period for me because
I believe that Erwin Hymer was the most important man in our sector and a high quality
industrialist. Also with Pierluigi, I have had
an equally incredible and important relationship. Maybe I was sorry that he sold PLA to
the Rapido group instead of Trigano, but he
was already quite old and everyone makes
mistakes. In this sector we have been fortunate to have quality entrepreneurs who have
supported the work over the years. I wish
also wish to mention characters like Hobby’s
Harald Striewsky, another long-time entrepreneur and, obviously Pierre Rousseau the
owner of Rapido. In our industry we were
not financial companies which change shareholders every four years or companies that

operate badly and go bankrupt. Luckily we
were family owned companies managed by
entrepreneurs with a clear vision and sharing
the same values.
Aboutcamp BtoB: What do you value
most in life?
François Feuillet: The value of one’s word.
In my opinion: never lie and when you make
a commitment you have to remember that it
is not just for business, but for life.
Aboutcamp BtoB: You are a very rich
man. Forbes quantifies your assets as
being worth $1.2 billion. At the same
time you are known as a very thrifty
man. How do you spend your money?

Aboutcamp BtoB: Two symbolic figures
in our sector, Erwin Hymer and Pier Luigi
Alinari are no longer with us: what were
your relationships with these two entrepreneurs and what memories do you
have of them?
François Feuillet: I had excellent relationships with these two entrepreneurs. It was
a very honest relationship with Erwin Hymer.
When Hymer had production capacity problems, Trigano became Hymer’s subcontractor:
we produced caravans for them. We always
shared ideas and it was truly an incredible relationship. When Erwin started having health
François Feuillet: I don’t spend
money because, until now, I didn’t
have the time and above all, what I like
doesn’t cost much. My interest in life is
not to satisfy needs, because when you
have satisfied a need you have lost a goal
to pursue. I’ve always done things step by
step. Obviously, I bought some vineyards
to make my wine, but at that time they
were quite cheap. I think that satisfying
one’s needs with a lot of money does not
lead to true happiness.
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Eric Laforge

At the helm of Fiat Professional,
a veteran with thirty years
of experience in FCA
Eric Laforge, with 30 years’ experience at FCA, became the new head of the Fiat Professional Brand
EMEA on 1 July 2020. AboutcampB2B met him at his office at Fiat Mirafiori in Turin to get to know
him better, introduce him to our readers and understand what future strategies he is preparing with
the Fiat Professional for Recreational Vehicles team.
Words and photo Antonio Mazzucchelli
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t is immediately clear that Eric Laforge
knows the Fiat Ducato product, its dynamics and markets very well. He is
French, but speaks excellent Italian, graduated from the ESGF (Ecole Supérieure de
Gestion et Finance à Paris) and joined Fiat
in 1990. Since then, he has covered various
roles and had managerial responsibilities in
numerous European countries.
His first experience with Fiat Professional
brand was in 2009 when he earned the role
of Europe Sales Manager for LCVs. Now, at
the age of 50, he has been called again in
the brand to fill, this time, the role of Head
of EMEA - Fiat Professional, recently left vacant by his predecessor, Stephane Gigou.

Aboutcamp BtoB: With 30 years of experience at Fiat, how are you taking on
this new challenge?
Eric Laforge: I’m excited to be back to Fiat
Professional because, even more than the
passenger car market, here there is a real
contact with our customer, be it a bodybuilder, a user or a fleet customer. In the
light commercial vehicle sector, we often
have to find customized solutions and it is
not uncommon for these to enter our catalogue. Even in the motorhome world, by
listening to our customers, we have been
able to work alongside bodybuilders and
design and develop the Fiat Ducato to
be the best possible mechanical basis for
conversion into motorhomes. I always like
to compare the Fiat Ducato to the Airbus
A320: we have the impression that the aircraft is always the same as the first version
born in 1987, but, in reality, this airplane
has known a constant evolution to only resemble to the original product externally.
The Ducato has also evolved year after year:
in technical characteristics, in the exterior
appearance, and in the engines to always
be the most updated vehicle of the moment
in its sector. If this was not the case, there
would be no justification for the extraordinary market success of Ducato around the
world.

quality of the assistance for the motorhome
customer when they have any contact with
the Fiat Professional network. There are
two networks related to the end customer: the distribution channel of the camper manufacturer and our service network.
Our goal is that the Ducato influences the
customer’s purchasing decisions thanks to
its high-level of technical content and the
quality of its assistance network. We want
to continue to improve the service. We have
already achieved important results, and this
is another distinction from our competitors.
But there are several improvements that
we can still make to the network. We have
truck dealers in our network, a feature that
distinguishes us from other manufacturers
of LCV products. In that sector, industrial
vehicle downtime has an economic impact,
therefore the workshops are equipped
to limit waiting times to a minimum, also
working at night. This experience is an advantage that we can use to improve ourselves, for example by also offering nighttime assistance for the camper sector, and
by having the most organized workshops,
so in any breakdown situation, customers
do not miss even one day of their precious
holidays. I also want to improve customer
loyalty. Today the end customer is loyal to
the manufacturer’s brand, but our goal is
to retain him also to the Ducato brand. The
customer must know that it is an advantage
to choose a motorhome with Ducato mechanics, regardless of the brand that build
the motorhome.
Aboutcamp BtoB: In your opinion, what
are the main differences in terms of
product and strategies between the
LCV segment and the camper sector?
Eric Laforge: There is a lot of difference.

We are comparing a vehicle for working
with one made to go on vacation. The constant is that the end customer expects a
reliable product from us and a simply perfect after-sales service. The expectations
regarding the user experience, however,
are different. The user of a fleet or a professional expects low operating costs. The
RV owner, on the other hand, has on board
an extension of his home: this customer is
looking for maximum comfort and a high
level on-board technology, equal to that
of the passenger car market. The motorhome customer, therefore, pushes us to
make continuous technological innovation
to our vehicle. A successful example is our
9-speed automatic transmission introduced
last year. Without the RV sector we would
not have developed it because for commercial vehicles is not yet a much sought after
technology. Instead, in the RV sector, it is
a success and now 40 percent of Ducato
bases have automatic transmission. This automatic gearbox, as is happening with cars,
will be an indispensable element to keep
the second hand value high at the time of
sale.
Aboutcamp BtoB: The Covid-19 pandemic created some supply problems:
are these all solved?
Eric Laforge: The first concern was bringing workers back without health risks.
On April 27th we had already reopened,
the first factory in Italy. We could reopen,
guaranteeing all the maximum measures
of control and prevention of spreading the

Aboutcamp BtoB: How important is the
camper sector today for Fiat Professional?
Eric Laforge: More than 50 percent of the
Ducatos we produce are destined to the RV
sector: this market is very important for us.
Motorhome manufacturers, as far as deliveries are concerned, will always be at the
top of the list of Fiat Professional’s customers, because we cannot and do not want
to interrupt their production programmes.
A fleet customer or a small craftsman who
buys Ducato can manage the availability of
new vehicles with more versatility. The motorhome industry, however, does not allow
delays.
Aboutcamp BtoB: You have reached the
top at Fiat Professional after 30 years
of experience in the FCA Group: how
important is this heritage and how will
you use it in the new job?
Eric Laforge: I would like to strengthen the

Eric Laforge shows the evolution
in the design of the Fiat Ducato
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virus. We had orders to be processed and
customers with production lines stopped
waiting. We managed to open two weeks
before the rest of Italy. We returned to normal production regimes and processed all
orders. Speeding up the reopening to return to standard production volumes was a
risk at such an uncertain time, but the market proved us right and new orders arrived
immediately, both from the camper industry
and from the commercial segment.
Aboutcamp BtoB: In your opinion, is the
positive sales trend of recreational vehicles destined to last?
Eric Laforge: That’s the question of the
moment. The exhibitions in September will
give us important indicators, especially in
the sales data. It all depends on the extent
of the incoming economic crisis. RV users
may have less money to buy a new vehicle,
entrepreneurs may not be able to invest in
a vehicle or in the fleet due to loss of turnover: these are examples of missed sales.
We are confident, however, that the relaunch of the motorhome as a holiday style,
distanced, spaced and safer, can offset the
effects of the crisis. The feedback from
manufacturers is very positive. In fact, in the
last period, we have registered records in
new orders and this seems the confirmation
of a positive trend for now.
Aboutcamp BtoB: Fiat has chosen to still
exhibit at the September fairs: why?
Eric Laforge: Fiat Professional has always been the market leader and has a
deep-rooted tradition of presence at the
biggest international shows. Unlike some
of our competitors, we also have a historical and regular relationship with many of
our end customers. The fairs are an opportunity for European motorhome owners to deepen knowledge of our products,

meeting and talking
to us. Fairs are an
Eric Laforge appears in the “Fiat Ducato
irreplaceable part of
Camper | Summer 2020 Digital Talk”
our customer care.
video on YouTube
On the B2B front,
our major customers
have also chosen to
be there and we will
be by their side. The
motorhome fairs are
often also held partly outdoors, they are
moments of sale and
not just a showcase,
and they also offer
us important feedback from the end
customer. For these reasons we decided to able to produce environments of extraordibe there.
nary livability.
Aboutcamp BtoB: In 2006, the Ducato
was designed for the most traditional
types of RV: semi-integrated and motorhomes. Today, the European market
focuses more and more on the campervan, so what are the implications of
this for Fiat Professional? Do you need
to change production schemes or strategies?
Eric Laforge: We build vans of any kind for
any use. We have upgraded the factories
to have maximum production capacity but
also, above all, to be able to react quickly to any market trend. The Ducato, in all
its configurations is always the best seller
in its category. Even in the van version, the
Ducato responds perfectly to the needs of
campervan converters. Here, too, we are
ahead of others; for example, just think of
the internal height of the H2 version that
allows you to stand. Ducato, thanks to its
volumes and shapes, offers the most basic
versatile base to set up a van with all comforts. The converters who use Ducato are

Eric Laforge (on the right)
in conversation with
our editor in chief
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Aboutcamp BtoB: There are some vehicle manufacturers who have also started producing campervans: what is Fiat’s
position?
Eric Laforge: We were born to offer the
best on the market in our category. If we
start to create the outfitting of the housing part of the vehicle, we could not be
leaders: there would certainly be someone
better than us. We believe in specialization:
we do base chassis for manufacturers very
well and we let them be in charge of the set
up. Becoming competitors of our customers
is not really our strategy. Instead, we will
continue to evolve Ducato to always be on
top, always appropriate to the expectations
of our customers, and in collaboration with
them, developing it by listening to their
needs.
Aboutcamp BtoB: Diesel or no more
diesel? This debate in the RV sector is
still ongoing: how is Fiat preparing to
face the challenges of the future?
Eric Laforge: In the near future, this question does not yet arise. We will continue
to work on the development of diesel, in
terms of eco compatibility, reduction of
consumption and the increase in comfort
and reliability. At this time, full electric technology cannot yet satisfy the needs of the
motorhome customer. Our e-Ducato will
be for uses other than recreational and will
be the ideal vehicle for short daily journeys
and routines in an urban environment. The
electric mobility, due to the weight of the
batteries, does not go well with the need
for lightness required by the recreational
segment. However, the main issue to be
solved is the reduced autonomy compared
to fossil fuel engines and the time needed
and the network of the charging stations.
No motorhome manufacturer has yet put
this kind of RV propulsion into production,
because it does not have a practical application in the outdoor holiday segment. In
the future, moreover, it is not even said
that electricity is the solution. There will
likely be other technologies available, such
as hydrogen.

FINISHING PANELS:
A NATURAL PASSION.

Visit us at
Hall 13
Stand D04

Fitting NOBILPAN panels offer numerous possibilities in caravans,
campers and mobile homes, not only for the ceilings and walls but
also when furnishing and fitting technical compartments. The perfect
synergy between aesthetics, quality and their lightweight make
NOBILPAN panels a worthwhile and eco-friendly alternative to real wood.
Certified antibacterial finishes are also available.

Nobilpan S.p.A - Via Partigiani d’Italia, 8 - 43058 Sorbolo Mezzani (PR) - Italy - Ph. +39 0521 815974 - Fax +39 0521 816737
info@nobilpan.it / commerciale@nobilpan.it - www.nobilpan.it
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Caravan Salon Düsseldorf

The first masked fair in the West

Over 300 exhibitors will be presented from 4 to 13 September in
10 halls. The use of face masks is compulsory around the complete
fairgrounds and inside the halls, just like the new rules for visiting
retailers, plus all hygiene measures have been adapted to comply
with the new circumstances we are all now living with.

I

n Japan, the face mask is nothing new.
Out of respect for others, many use face
masks so not to spread their germs, especially flu. Now, even Europe (and the rest
of the world) is obliged to also wear them.
Therefore, the Caravan Salon Düsseldorf will
be the first masked fair in Europe. Then, of
course, others will follow.
The Caravan Salon will be open from 4 to 13
September 2020. This time, the first Friday
will not be exclusively for trade and press, as
all visitors will have this extra day this year
to get to know the fascination of mobile leisure. Commenting on this Stefan Koschke,
Director of CARAVAN SALON, said: “In 10
halls and on the outdoor fairgrounds, in
excess of 300 exhibitors will showcase the
trends, innovations and novelties for the
coming season. This year there will a wide
range of manufacturers and brands again
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be a broad spectrum of manufacturers and
brands offering a huge selection of products
across all vehicle categories. Here with us in
Düsseldorf the top launches for the season
will be on show. We are also especially delighted that the new Hall 1 will be integrated
into the visitors’ loop for the first time. Furthermore, the South entrance will be inaugurated to mark the start of our trade fair.”
Well-thought Out Hygiene Concept for a
Trade Fair in Corona Times
Messe Düsseldorf and the Caravaning Industrie Verband (CIVD) as a conceptual sponsor
look with optimism to the 59th edition of
CARAVAN SALON, which will be held in an
extraordinary year. “We have worked out
a viable hygiene concept in close cooperation with the authorities that fulfils all prerequisites for trade fair operations in Coro-

na times. A variety of measures will enable
visitors, exhibitors and members of staff to
maintain the prescribed minimum distance
of 1.5 m across the entire fairgrounds and
inside the halls. Our hygiene and infection
protection standards ensure that the safety
and health of our exhibitors, visitors, partners and members of staff are protected in
the best possible way,” explains Wolfram N.
Diener, CEO of Messe Düsseldorf. The aisle
width was increased and the space allocated
in halls more generously, to mention but two
measures. The use of face masks is compulsory on the complete fairgrounds and inside
the halls, as known from retail, and, on top
of this, all hygiene measures were adapted
to the new circumstances. There will be hand
sanitizer dispensers available for stand staff
and visitors at all hall entrances and stands.
Additionally, the only persons allowed in a

vehicle are those not subject to contact restrictions, e.g. persons from one household.
The distribution of persons across the halls
and the observance of minimum distances
will be surveyed by video systems and an increased number of staff. On top of this, the
maximum number of visitors will be limited
to 20,000 per day – for a total surface area
of more than 200,000 square metres. Tickets
can be ordered exclusively online at www.
caravan-salon.com from 15 July. Also available on the CARAVAN SALON website from
15 July will be reservations for overnight
stays on parking lot P1.
“The interest taken in recreational vehicles,
accessories and services has been enormous
for years and not ceased during the Corona
crisis either. Quite the contrary – we have
seen that the popularity of caravanning as
a form of vacationing is growing, especially in the current situation and is attracting
many new customers,” says Daniel Onggowinarso, General Manager of the Caravaning Industrie Verbandes e.V. (CIVD) and
adds: “Motorhomes and caravans are above
all emotional products. Potential customers
want to see and touch the vehicles before
buying them and this does not work digitally. The persuasive power of real displays
accelerates decision-making processes substantially. We are therefore pleased to be
able to offer exhibitors a stage for their new
products and innovations especially in this

extraordinary situation.”
2020 also scores with greatest variety of
products and innovations galore
Again this year many renowned international manufacturers will be presenting their latest generation of motorhomes and caravans.
“Despite changed conditions we can present
a vast diversity of products making the visit
to the trade fair an interesting experience
again – for both end users, trade visitors and
media representatives alike. CARAVAN SALON will once again prove the best platform
to gain a comprehensive and yet condensed
overview of the market. This applies in particular to newcomers who are now interested in caravanning for the first time and want
to obtain basic and comprehensive information,” says Onggowinarso.
CARAVAN SALON will also serve in 2020 as
the place where the sector launches its technical innovations and product news. One
trend continues to be the connection of various components in the vehicle. Furthermore,
customers want more convenience. Ever
new layouts and furnishing options make it
possible to configure vehicles according to
individual needs and preferences. This also
holds true for the interior design with soft
colour schemes and modern lighting concepts all designed to create a feelgood atmosphere.
In the motorhome segment compact mod-

els are especially popular as they particularly
appeal to younger target groups and caravanning newbies with easy handling, maximum agility and lower entry-level prices. On
a smaller footprint smart and space-saving
storage solutions and furnishing concepts
are of particular importance. Add to this the
wide range of base vehicles now available.
New Hall Structure / Inauguration of
South Entrance
With a view to implementing the hygiene
concept and complying with distancing rules
100%, this year’s CARAVAN SALON will be
held in a new array of halls. For the first time
Hall 1 will be incorporated into the “hall
loop” – on top of this, the South entrance
with its spectacular roof structure will celebrate its debut being inaugurated at the
start of the trade fair in September. Alongside Hall 1, Halls 4, 9 to 12 as well as 16 will
display caravans and motorhomes, vans can
be found in Hall 15 and the premium segment can be marvelled at in Hall 15. The exhibitors of the tourism segment presenting
campsites and motor parks as well as travel
destinations will be featured in Hall 12 next
to the cash & carry segment for camping
accessories. Exhibitors from the “technical
equipment for order” segment can be found
in Hall 13. Visitors can enter and leave the
fairgrounds via four entrances (Nord, Süd,
Ost and the entrance next to Hall 17).

Record new registrations of leisure vehicles in Germany in first half of 2020
According to the latest news from the CIVD
(the Caravanning Industry Association in Germany), new registrations of leisure vehicles
in Germany reached a record level of almost
55,000 vehicles in the first half of the year.
That is around four percent more than in the
first half of 2019. June contributed a large
share to these figures with an increase of almost 50 percent. New registrations of caravans recovered significantly after a corona-related slump, with an increase of 20 percent last
month. New vehicle registrations even shot up
by over 65 percent. Despite the corona pandemic, the caravanning industry in Germany
experienced the best first half of the year in its
history. New registrations of recreational vehicles rose by 3.7 percent compared to the first
half of 2019. A total of 54,439 new vehicles
were registered in the first six months of this
year. In April, the motor vehicle trade had to
temporarily close as a result of the decision of
the federal government and the federal states
to combat the corona pandemic. This led to
a drastic drop in new registrations. With the
relaxation of the corona measures and the reopening of the dealerships, there was a strong
catch-up effect in particular for motorhomes
in May. Since then, there have been many new
customers who are interested in a holiday with
a motorhome or caravan for the first time, as
Daniel Onggowinarso, Managing Director of

the Caravaning Industry Association (CIVD),
reports: “Caravanning is one of the safest
forms of holiday in these times.” From January
to June, a total of 39,627 motorhomes were
newly registered. That is 12.0 percent more
than in the same period last year and a new
all-time record. The new registrations of caravans (14,812 units) are currently still 13.5 percent behind the half-year result 2019. In June,
the caravanning industry had a real run on its
products. A total of 12,726 leisure vehicles
entered the roads for the first time – a new
record for the month of June. This corresponds
to a whopping plus of 49.6 percent compared

to the same month last year. New registrations
of motorhomes increased by an outstanding
65.4 percent. With 9,154 new registrations,
the past month was the best June in the history of this vehicle segment. Caravan registrations rose by a strong 20.0 percent compared
to June 2019 to 3,572 makes. “Our assumption that the catch-up effect on caravans sets
in somewhat later and more slowly has been
confirmed,” explains Onggowinarso. “The
turnaround is done. With the reduction in VAT,
there is an additional incentive to buy a recreational vehicle in the second half of the year.
We are optimistic for the next six months.”
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plan of hall 13 with exhibitors
A Linnepe GmbH
A Linnepe GmbH
A. Müller GmbH
Accusysteme TransWatt GmbH
Airxcel Corp.
Alarm4you - Suritec Armin Albrecht
Alois Kober GmbH
Alois Kober GmbH
Alois Kober GmbH Niederlassung E&P
Alu-Line
Aplast d.o.o.
ASN Autositze Nobis
Baldacci S.R.L.
batterium GmbH
Blase GmbH & Co. KG
Blaufaktor GmbH & Co. KG
Bus-Boxx GmbH & Co. KG
Busbiker Europe BV
BV Metaalwarenfabriek UMEFA B.V.
Camping-Profi GmbH
CAN S.R.L
CAPA trailer protection GmbH
CaravanMoverShop Jorg Mulder
Castagnari S.r.l.
Centrum Dis Ticaret Elektronik Ltd
Changzhou Joel Plastic Co., Ltd.
CKW
Cleves GmbH
CS-Electronic GmbH
CTA
D.g.n. S.r.l.
Denson Europe BV
Die Mass Schneider
Domovo Moving Domotics Ltd.
DriveDressy GmbH
Dynavin GmbH
Dynavin GmbH
Ed. Heckewerth Nachf. GmbH & Co. KG
Emergoplus GmbH
EMKA Beschlagteile GmbH & Co. KG

13 A14
13 A15
13 F18
13 B31
13 D33
13 E01
13 13-03
13 A60
13 A60
13 B77
13 E74
13 F58
13 B43
13 F25
13 C03
13 E65
13 D31
13 F64
13 B03
13 A49
13 D33
13 E37
13 B33
13 D34
13 E07
13 C63
13 F03
13 B37
13 C44
13 C33
13 D73
13 F44
13 D02
13 D38
13 A64
13 13-05
13 F05
13 C31
13 F38
13 F63

HALL 13
F90

F71

F63

E55

E49

E41

Paola Minguzzi
13 C33
Pioneer Electronics Deutschland
13 A44
Plasnor S.A.
13 D21
Plastoform Smarjeta d.o.o.
13 E73
PNK Hitech Co., Ltd.
13 E20
ProVerda AG
13 B58
PsiControl NV
13 C84
Ralf und Christian Schmitz GbR
13 C55
Ranger RV Supplies Pty. Ltd.
13 E63
Ravago Building Solutions Germany GmbH
13 C15
RKB electronic AG
13 B63
Roto d.o.o.
13 C58
RPS Battery Co.,Ltd.
13 D52
Sat & Sound BVBA
13 E43
Satco-Europe GmbH
13 E55
Scalabros Srl
13 E31
Schaumstoffcenter Frank Stephan
13 E21
Scheer GmbH
13 F66
Scopema SARL
13 E49
SFC Energy AG
13 A36
Sguinzi Pietro Spa
13 A07
Shaoxing Anka Auto Parts Co., Ltd
13 D50
SHR-Hydraulik Systemhydraulik Reinhardt
13 C11
Solbio Bvba
13 C10
Solera-Thermoform Group
13 A83
SR Mecatronic srl
13 F37
Ste Mecatek SARL
13 C39
Super B Lithium Power B.V.
13 C21
Surteco GmbH
13 A72
Teleco GmbH
13 A03
ten Haaft GmbH
13 B63
Titan Technology GmbH
13 D41
Toptron Elektronik GmbH & Co.KG
13 A78
Toptron Gastechnik GmbH & Co. KG
13 A78
Totalcool Ltd
13 A61
Vöhringer GmbH & Co. KG
13 A95
va-Q-tec AG
13 D55
VB - Airsuspension B.V.
13 13-02
VB - Airsuspension B.V.
13 A10
Verendus GmbH
13 C51
Victron Energy B.V.
13 C32
Vitrifrigo Srl
13 A88
Voos Oto Aksesuar San. Ve Tic. Ltd. Sti.
13 F43
Votronic Elektronik-Systeme GmbH
13 D03
Wasserschutzplanen miru-tec GbR
13 E41
Weih-tec Robert Buck
13 C73
Winch Industry GmbH
13 13-08
Zadi S.p.a.
13 F11
Zen-rad Sarl
13 C49

F37

F31

E33

F25

F15

F20

F32

E25
E21

E31

F07 F05

F11

F18

E11

E15

F08

E03

E07

F03

F01

E57

F43

13 E33
13 A63
13 C59
13 B84
13 A31
13 A33
13 D49
13 B59
13 A77
13 A32
13 E60
13 B11
13 E59
13 C34
13 D15
13 F42
13 A78
13 F32
13 A55
13 A50
13 F31
13 B83
13 C47
13 A59
13 E25
13 D43
13 B15
13 F08
13 C22
13 D32
13 B56
13 C74
13 B49
13 D11
13 E57
13 E58
13 C60
13 D63
13 C38
13 C01
13 E42
13 C04
13 D04
13 D59
13 F15
13 A73
13 D44
13 D14
13 C25

F38 E37

E01

D65

D63

F58

E59

F49

E43

E63

F55

F42

F65

E73

E90

F59

F44

F66 F64
E92

F.A.P. s.r.l.
Fahrzeugbau Meier GmbH
FASP Automotive Seats Srl
FELA GmbH
Fiamma S.p.A.
Fiamma S.p.A.
Filippi 1971 Srl
Flamefield Ltd.
Freebird Coated Aluminium BV
Freizeit Reisch Inh. Gerhard H. Reisch
Fujian Dachun Electrical Co., Ltd.
Gäng-Case GmbH
GES International Srl
Gimpex Otomotiv San. Tic. AS
Go Outside OG
gruppo sigel italia spa
Heidersdorfer Produktions GmbH
HPP Pro GmbH
Ilse Technik GmbH & Co. KG
Indel B spa
Ingenieurb¸ro CAT M. Zipperer GmbH
Integrated Gas Technologies ApS
ixoo solutions barcelona, Ltd. Co.
JVCKENWOOD Deutschland GmbH
KGM Desarrollos S.l K’Foam Store
KIRRON Light Components GmbH & Co KG
Klaus Hünerkopf Neukirchen
Konrad Baur GmbH
Lapiplast S.r.l.
LAVI SARL
LED-Lichtzentrum Danny Rehbock
Lighteu GmbH
Lilie GmbH & Co. KG
Liontron GmbH
Longkou Yongan Vehicle Window Co.,Ltd
Maucher Formenbau GmbH & Co. KG
Megasat Werke GmbH
Milenco Limited
Morland Newmor Group Ltd
Moscatelli s.r.l.
Multi-Mover Europe BV
Newpowa GmbH
Nobilpan S.p.A.
Ofolux S.r.l.
OKB SP. Z O.O.
Optiplan GmbH
OZ Engineering Incorporation
Palomar SRL
Pandora Trade LLC
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Caravan Salon Düsseldorf

Who
will be
at the
CSD?
Who is participating
in this September’s
exhibitions?

O

n this and the next page we
want to give a voice to the
protagonists of the caravanning
sector in Europe, and asked them
to explain their decision to participate in the Caravan Salon, and consequently also to other national fairs such as
the Salone del Camper di Parma or Salon
des Vehicules de Loisirs, Paris - Le Bourget.

Incidentally, we will be there. As observers,
as reporters, as diehard fans of these beautiful international fairs, which will certainly
be very different from the usual this year,

but perhaps for this reason even more fascinating. Provided that between now and
September COVID does not give us any bad
surprises...

Rapido

N

icolas Rousseau, the CEO of the Rapido Group: “As an RV manufacturer we believe that it is part of our duty to support and
promote our products and its lifestyle. Fairs are a unique opportunity for customers to discover all the new products and developments
of all manufacturers in one place early in the season, often before
these new products arrive in the dealerships. A wide range of products and offers along with early delivery times triggers sales and
set a positive dynamic among all professionals and especially salesmen for the rest of the season. CIVD in Germany, UNIVDL in France
and many other national associations of manufacturers have heavily
invested in TV campaigns and social medias during confinement.
This led so far to a very positive outcome. Dealers have currently a
strong demand from new customers coming in to our market. We

should probably continue
to promote the fact that
our products allow to travel
in security this autumn to
ensure we get enough interests and visitors in these
particular times. We have
been able to setup continuity plans in our factories,
I believe that with enough
resources and with everyone responsibility we will
be able to make it work.”

Carthago

B

ernd Wuschack, CEO of Carthago: “For us
there is no comparable alternative to present
the multitude of new models from Carthago
and Malibu in a spectrum similar to that
at the Caravan Salon Düsseldorf. In addition, the Messe Düsseldorf has developed a practicable protection and
hygiene concept that protects everyone involved (staff and visitors)
and yet impairs sales as little as
possible. So, that’s why we are
confident, despite the circumstances, it will be an exciting,
interesting and successful car-

avan salon. The most important thing is that everyone comes home
healthy. Furthermore, we want to have as many positive sales conversations and deals as possible at the CSD. It is also important to mark
the start of the new model year and to start into the new model year
as positively as possible. Of course, the corona pandemic put an end
to our positive development at the beginning of the year. Some or all
of the markets in Europe have come to a standstill. For the domestic
market, we assume a so-called “V” scenario: means that after a steep
decline and a very short dry spell, the recovery will be over after a
short time. For the export markets, we assess the development somewhat differently and see more of a “U” scenario. Until the rise returns,
the bottom will be more pronounced after the decline. Nevertheless
despite the certainly huge impact of the crisis, we are therefore looking to a positive future development.”
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Hobby-Wohnwagenwerk

H

with the Messe Düsseldorf for more than 20
years and I think it is important that when
you have a decision to make during a crisis
like this you have to evaluate, very intensively, what you are doing and who you are
supporting. Our company decided to support the Caravan Salon in the best way we
can do it right now. We don’t know what
the outcome will be. I don’t know how
many people will be coming. The situation
is changing very quickly, but when the show
starts in September, a company like Hobby
has to be there in some way.”

olger Shulz, CEO of Hobby caravans
and motorhomes: “There have been
a lot of intensive discussions in Germany
about the issue of participating at the Caravan Salon in Düsseldorf, with some very important companies not exhibiting this year.
I respect everybody who has decided not to
go to the show to protect their customers
and their sales staff, but I also respect everybody who is going to the show and is
sticking with the long term relationship we
all have with the Caravan Salon and the
Messe Düsseldorf. We have been partners

Westfalia

M

ike Reuer, CEO of Westfalia: “There is a
reason for many people to go camping
and motorhoming. So we see a strong demand from the German market for Westfalia
vehicles and we want to provide our customers and prospective customers a platform to
make them familiar with our existing products and our new products as well. Also, we
want to provide a platform for our dealers,
who had suffered over the lockdown, to sell
new and stock vehicles into the market. On

top of this, we are certain, that the Hygiene
Concept will be working so we can provide
a safe visit for our customers. Covid-19 has
slowed us down a little bit, due to the factory
closures by FCA, VW and Mercedes, but due
to a good pre-stocking we had no major issues in our overall supply chain, so we could
continue production without interruption or
having to lay off employees. We see, that
there is a strong demand for motorhomes
from consumers.”

Vöhringer

J

ürgen Vöhringer, managing director of Vöhringer GmbH & Co. KG:
“This will be the 13th Caravan Salon for Vöhringer. By nature of
our products, we don’t really have much B2C business at the Salon.
So, it doesn’t bother us much if we won’t have another visitor record
this year. I mean, I may be too long in this industry already, but just
a few years ago everyone was more than happy with the average
160,000-170,000 visitors. An optimistic number. Number for this
year, but in theory not possible. I also trust that the show organizers
will use the next 12-13 weeks to make sure that we will have a different, yet safe and under the circumstances successful Caravan Salon.
We have always considered the Caravan Salon the best platform to
not just present our latest innovations or meet our customers, but
we also felt home at the show and more importantly part of the
caravanning family. Just look where we came from and where we are
now as an industry. We have been through so much together over
the years. We have had great Salons, we have had not so great ones,
but we have always been there. I think despite all the challenges this
year, we want to be available for our customers. We may unfortu-

nately not be able to meet with
all of them this year. When the
countries shut down in March
the whole supply chain slowed
down and came to a stop.
Vehicles couldn’t be sold, production sites were affected on
OE and of course also supplier
side. Back then nobody knew how long it would take for business to
restart again. If I said orders were coming in slower, then that would
be exaggerated. We had to pass on the uncertainty up along our
supply chain as well. Looking back, now about 8 weeks later, I am still
very thankful that things have changed to the better so unexpectedly
soon. We are by far not back at normal, but the sky is clearing up.
I am thankful that my team didn’t despair, but used the past few
weeks well to finally take on internal improvements, which had been
put aside for too long. In light of all the trouble, we managed to make
the best of it and I am proud of the entire team.”

Airxcel

P

aolo Moresco, Managing Director of
Airxcel Europe: “We will participate at
CSD 2020. At this particular time it is important for us to support our industry of
recreational vehicles that offer a safe alternative to escape from our actual situations.
Our industry can offer the only opportunity
for safe vacations and it is correct that we
follow the need despite some challenges.
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For this year’s show we do not expect the
usual international OE customers, instead
we expect more local end customers that
want to know more about our lifestyle and
our products. No doubt that Covid affected our production processes with breaks in
the supply chain; it also required us to make
many changes to ensure the highest level of
safety for all our employees.”
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Daniel
Onggowinarso
about the CSD

In an exclusive interview with Aboutcamp
BtoB, the Managing Director of Germany’s
Caravanning Industry Association (CIVD),
Daniel Onggowinarso, discusses the decision
to continue with the Caravan Salon Düsseldorf 2020.
Words Antonio Mazzucchelli
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Aboutcamp BtoB: So far we have only
heard of those who are not participating in the Caravan Salon Düsseldorf
(CSD) this year. But we will also tell the
point of view of the many companies
that have decided to participate. What
will the 2020 CSD be like?
Daniel Onggowinarso: It is true, the decision to move forward with the show most
certainly polarizes and thus far it may have
been more interesting to focus media coverage on the ones that decided not to participate this year. Nonetheless, plenty of exhibitors have committed to this year’s show
and I therefore very much appreciate your
open-minded approach to not constantly talking about just one side of the story.
One thing is clear, though, the Caravan Salon 2020 will be different. Like in so many
aspects of our lives, the pandemic related
experiences of the past 12 weeks will also
have their impact on the show. However,
rest assured that Messe Düsseldorf, in close
and constant consultation with all relevant
authorities, have developed a sustainable
hygiene and protection concept in the interests of all concerned. For some it may come
as quite a surprise, that these measures may
seem not as harsh as one may have initially
expected. The reason for this is the pragmatic approach of mainly building up on
or simply referring to already enacted pandemic-related general public requirements
announced by the authorities (e.g. for retail
trade, show rooms and restaurants) and
only where necessary supplementing those
by specific arrangements for trade fairs and
the local exhibition centre in Düsseldorf.
Over the past weeks people have matured
in their way of adopting certain precautions
and newly learned behaviours into their daily life. Based on this and given the fact that
more and more restrictions have already
been lifted with more easements to come
soon, I believe that when the gates will finally open on 4 September, visitors and exhibitors will be rewarded with a great show.
Bear in mind, we still have a quarter year to
go! And even though we regret the decision
of individual companies not to participate
this year, the Caravan Salon will still offer a
large variety of products across all categories with no vehicle type missing. You can
be sure that everything will be done to make
the leading caravanning show once again a
great experience.

ter platform than the Caravan Salon to get
a good and compact overview on what the
market has to offer? Yes, the customer journey has become more digital over the years,
but the final steps at least for the time being
require hands-on and multi-sensitive experience. Trade fairs bring brands to life and
they allow for immediate and transparent
comparison of competing products thereby
urging exhibitors to showcase their A-game,
which then again results in a much better
overall presentation and thus customer experience. I anticipate this year’s visitors to be
of the more hard-core type, meaning they
will come with the serious intention of buying a product. Exhibitors should find themselves exposed to a more high-quality crowd
this year.
Aboutcamp BtoB: Given the absence of
some important brands, how will the
space at the Caravan Salon, be redesigned? Have you already decided how?
Daniel Onggowinarso: Messe Düsseldorf
have been very busy adjusting the overall
and hall by hall layout. We are headed for
a great show. Don’t be misled, we won’t
have empty spots in the halls. For one, social distancing requirements call for wider
aisles between stands. In addition, many
of the participating brands have called for
additional space, in some cases significantly
more. Combine these two and you will have
an interesting set-up with foreseen halls at
their maximum capacity.
Aboutcamp BtoB: Non-European visitors are likely to have difficulty reaching Düsseldorf this year. Have you also
thought of alternative solutions to encourage B2B contacts between CSD exhibitors and companies outside Europe?
Daniel Onggowinarso: Honest and short
answer, no we haven’t yet. The fraction
of non-European visitors to the CARAVAN
SALON mainly consists of BtoB visitors. As
I am saying this, travel warnings within the
EU are being lifted. Although we certainly won’t be chasing new records in terms
of overseas visitor numbers this year, we
remain optimistic that for some countries
travel conditions will return to a new normal

by September.
Aboutcamp BtoB: Both the Salone del
Camper in Italy and the Salon de Vehicules de Loisirs in Paris have confirmed they are going ahead this year,
as well also the METS in Amsterdam.
What would you like to say to who has
chosen not to participate?
Daniel Onggowinarso: Even if the Caravan Salon will be different this year in many
aspects, it is and remains the world’s leading
trade show for caravanning. It also remains
the largest platform for presenting innovations to customers and media especially in
times like these during which we are facing
a high degree of demand from all customer
groups but also the press. We must also not
underestimate the strong advantage of the
show being an outstanding platform not
only for B2B, but also very importantly for
B2C sales, with the latter clearly separating
the Caravan Salon from for instance less
successful automobile shows. Finally, and as
mentioned before: Safety first! The Caravan
Salon will only take place because the approved hygiene and protection concept not
only convinced the authorities, but also already a great number of exhibitors.
Aboutcamp BtoB: How will you manage the busiest times of the show with
the largest crowds? Will people have to
make appointments to visit a stand?
Daniel Onggowinarso: There will certainly
be a limit on the number of visitors who are
allowed to enter the exhibition grounds every day. At the moment, Messe Düsseldorf’s
simulation tool determines a maximum of
20,000 visitors per day – service providers
and exhibitors’ staff not included. This shall
be guaranteed by exclusively selling online
tickets in advance for a specific day of attendance. The distribution of persons in the
halls and compliance with the minimum distance is amongst others ensured by means
of intelligent guidance systems, existing video systems and increased staff deployment.
Of course, this scratches just the surface of
the overall concept, which should in detail
better be explained by the experts from
Messe Düsseldorf.

Aboutcamp BtoB: Why is it important
for RV producers and suppliers to participate in the CSD again this year?
Daniel Onggowinarso: Speaking from a
German perspective, the pandemic may
have left a dent in new registrations in
April, but it did not affect customer sentiment at all. More on the contrary, recent
feedback indicates an even higher interest
and demand in caravanning as a safe travel
alternative. Many people who have never
owned a leisure vehicle before or who even
have never fathomed travelling in one all
the sudden are enticed in renting or even
buying one right away. These newbies need
guidance and seek information. What bet-
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Antonio Cellie

Salone del Camper:
it’s the right time
According to the CEO of Fiere di Parma, a partner with APC for organizing the event, we need to
turn the page and invest in a sector that has caught an additional motivation to grow and develop
as a result of this crisis.
Words Paolo Galvani

T

he Salone del Camper 2020 has confirmed it is going ahead and will open
its doors as expected on September
12th, while the Caravan Salon in Düsseldorf
is also still being staged, although it did have
to be postponed by a few days. That means
that the two most important European trade
fairs will be closer together this year, but
both will carry an important message: the
plein air sector is alive.
If current forecasts say that outdoor tourism
will benefit most from this year’s shortened
season, it is essential that the presentation
of everything that’s necessary for this type of
holiday is not lacking. This will lay the foundations for a 2021 season that will have to
be a big success.
Naturally, the management of events of this
size in a difficult period, such as this pandemic, presents very significant challenges.
The safety of personnel and visitors is critical,
while still delivering economic success for
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these events. We musn’t forget the satisfaction of those who will eventually decide to
invest, despite the many question marks that
still linger over the big events.
To understand the approach of what will be
the first major Italian fair to reopen its doors,
we spoke with Antonio Cellie, CEO of Fiere
di Parma, who together with APC - Associazione Produttori Caravan e Camper (the association of caravan and camper manufacturers) - organizes the Salone del Camper.
Aboutcamp BtoB: How are you planning
to be able to safely manage the next
trade fair?
Antonio Cellie: We shared with APC the
decision, after careful consideration, to continue with the Salone del Camper 2020. Well
before a specific protocol was issued for the
trade fair sector, Fiere di Parma defined a series of measures to guarantee the health and
safety of its exhibitors and visitors. We have

therefore inserted all the useful information
on the website of Fiere di Parma, which we
keep constantly updated according to the
latest updates issued by the Authorities.
Aboutcamp BtoB: Does running a Covidfree event require more investment or
more people than usual?
Antonio Cellie: Yes, the pandemic has certainly imposed a lot on the operators of fairs,
such as investments in equipment necessary
for sanitizing the premises, additional sanitation of spaces and objects, plus personal
protective equipment. Fortunately, today everything is slowly coming back under control,
but at the Fiere di Parma we have equipped
ourselves with what has been required in recent months. We have also been planning to
have specific personnel to manage the issues
of distance and hygiene in the pavilions, in
the common service spaces and in large exhibition spaces.

Bt o B
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Aboutcamp BtoB: Will anything change
in the sale of tickets for access to the pavilions? That is: will the purchasing tickets online be encouraged and will it still
be possible to buy the entrance ticket
when arriving?
Antonio Cellie: We already have a good
share of visitors who have, historically, preferred to buy online tickets to the Salone.
However, we will encourage this method via
dedicated web campaigns and interacting
with targeted communications on a large
database built up over the last 11 Salones.
Visitors already in possession of a ticket (preferably purchased online), will pass
through a tunnel located at each entrance.
Everyone will be required to be sprayed with
sanitizing vapors, have their temperature
checked with a thermoscanner, use hand
disinfection and be shown how to correct
wear a mask. A series of cameras at each
entrance will allow numerical monitoring of
the number of visitors.
Aboutcamp BtoB: How do you think it
will be possible to manage adequate
physical distancing in free-flow areas?
Antonio Cellie: Many of our visitors are
family groups, while for others the theme of
distancing is now a habit acquired in many
of the daily activities (supermarket, work,
leisure). In any case, we have arranged, as I
anticipated, special dedicated staff.
Aboutcamp BtoB: What kind of response
do you expect from the audience and operators?
Antonio Cellie: The choice of the main companies in the sector to attend will reward the
Salone del Camper for 2020. I do not hide
the fact that, after a total blockade of the
country of over three months, it is difficult for
some companies to look to the future with
confidence; but this is precisely the time to
turn the page and invest in a sector that has
caught in this crisis an additional motivation
to grow and develop. In fact, many visitors,
including newcomers, ask us for information
on the Salone.
Aboutcamp BtoB: Does an event like the
Salone del Camper - where visitors get
on the vehicles on display to see, try,
touch - require special precautions?
Antonio Cellie: The fair every year stages,
especially thanks to the RV manufacturers,
a show made of over 700 real caravans and
campers, to visit, to compare. It is a very important moment, and it attracts such a large
audience for this extensive representation.
I therefore confirm that the vehicles can be
visited, together with your family, by wearing
a mask and sanitizing your hands. This will be
possible in serenity and with maximum safety, because at the end of each day all vehicle
will be totally sanitized.
Aboutcamp BtoB: Have you planned
something specific for outdoor parking?
At the Salone del Camper a large num-
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ber of recreational vehicles are parked in
those spaces...
Antonio Cellie: In the vehicle parking areas
the legislation does not place any obligations
on us, but we have taken into account to
keep more airy those staying at the show
for several nights, perhaps for professional
needs.
Aboutcamp BtoB: Can you already look
at your 2020 budget in terms of the
number of events missed or guess the
economic impact that this pandemic has
created?
Antonio Cellie: No, I don’t want to dwell
on the past, or on the fairs that have not
taken place, but I prefer to look already at
the intense calendar of 2021. The Salone
del Camper is the first fair that we will open
in 2020.
Aboutcamp BtoB: What is Fiere di Parma
doing to support and help the organizers
in this situation? Have you planned specific tools or initiatives?
Antonio Cellie: We dedicated a welcome
gesture to the dealers, with a dedicated personal card that exclusively conveys a series
of gratuities for during their at the Camper
Show in comfort.

Fiere di Parma
A 400,000 m² exhibition centre at the
center of the great production activity
in Northern and Central Italy: this is the
identity of Fiere di Parma, a reality that
within the Italian exhibition landscape
is a partner for companies who intend
to see their aspirations fulfilled by combining tradition and innovation. Leading
events such as Cibus, which over the
years has supported and valued the Italian food industry worldwide, were born
from the happy combination of trade
fair skills and business ideas; Cibus Tec,
a privileged showcase for mechanics
and food systems; Mercanteinfiera and
Gotha, ingenious intuitions that over the
years have been able to give dignity and
professional dimension to the antiques
sector. In addition, of course, to the Salone del Camper, organized for 11 years
together with APC - the association of
caravan and camper manufacturers.

since 1961

Naldini
furniture care quality

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

Production of
flat and curved kitchen doors
and lockers

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

Bt o B

41

P

eople

Michael Studer

Design is
the art of
listening
One of today’s challenges in the
automotive market as well as in the
future in the leisure vehicle market, is
the comparability of the products and
the possibility of a fierce price
war. Michael Studer, one of
the leading caravanning
designers in Germany,
warns of this danger.
Words Peter Hirtschulz

A

boutcamp met Michael Studer and
discussed some key topics for the caravanning industry, such as their future,
research, different design definitions, the dangerous comparability and the current lack of
innovation in caravanning, as well as the risk
of a resulting price war and the Studer-slogan
“Design is the art of listening”.
Michael Studer, born in 1964, knew what he
wanted to be when he was a little boy. It had
to have something to do with drawing, because that was a skill he had been born with.
It’s almost surprising that he wasn’t born in a
caravan because as one of five children, the
pastor‘s family were very committed to camping. Studer remembers: “I have 51 years of
camping and caravanning experience. As early as 1969, at the age of five, my family and I
were travelling in a 450 Eifelland caravan with
seven people! At night my parents slept in the
front and five children in the rear. Space use
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par excellence!”
He finally professionalized his drawing talent
by studying industrial design at the University of Applied Sciences in Hanover. He quickly
became aware that despite his artistic ability,
he was very strongly influenced by realism.
Things that he visualized were not surreal,
but rather called for real implementation. He
sees himself as an artist who solves specific
tasks. Solving assignments, his credo “Design
is the art of listening” helps him very much
because he soon recognized that the more
intensely he listened and understood what
people wanted, the more perfectly he could
work out solutions. His professional career
took him to Oberschwaben (region in South
Germany) in 1991 to the exclusive furniture
manufacturer Domicil, based in Weingarten/
Ravensburg in the Lake Constance area. There
he learned and perfected his pursuit of holistic
thinking. This does not only consist of creating

functional and design-shaped individual parts,
but also of creating holistic concepts. He loves
teamwork. As a member of the executive
board, he listened to what customers, trading
partners or team members from their respective specialist areas had to say and worked intensively on the analysis of a previous model
and the briefing for the new development. In
1999 he started his own business. He stayed
in Oberschwaben, he now lives and works in
the small community Mittelbiberach, and became the exclusive (external) designer for the
Erwin-Hymer Group. Over the years he has
worked for Hymer, TEC, LMC, Bürstner as well
as for ERIBA and Dethleffs.
Together with the Dethleffs Managing Director Thomas Fritz, they developed a congenial
team and created some eye-catching and important impulses in the caravanning industry
with some remarkable design works. Caravan
developments such as the Vari_1, the CaraLin-

er, the Aero Style or, for the motorhomes, the
Premium Liner, the Pulse and the Evan came
during this period. At that time, he was already enthusiastic for mobile multifunctional vehicles and he inspired his partners with
development like: the Vari 1 as a versatile
multifunctional caravan, also for transporting motorcycles, or the Evan as an integrated
motorhome with a length of only 5.60 metres
and width of 2.14 metres with five sleeping
places and seats for six people with seat belts.
With his involvement in the caravanning industry, Studer mixed business with pleasure as
his love of camping from his very early years
never stopped. He has over 40 photo albums
from camping vacations to prove that he designs what practice has taught him. This artist
knows his craft. In parallel to his design work
for the Hymer Group, he held a professorship
at the Ravensburg University of Applied Sciences from 2001 to 2006. At the beginning
of each seminar, he always asked his students
how they define design in order to explain his
philosophy on these reactions.
Now Aboutcamp asked him how he defines
design. Studer commented: “I divide caravanning design into three areas: styling, shape
and function. Optimal design consists of a balance of these three components and all three
in turn result in a holistic understanding.”
In detail: “Styling” means the design of surfaces and what happens on them, such as
colouring, look and feel, decals as a whole in
a two-dimensionality. In addition to this, the
“shape” is three-dimensional, such as concave or convex lines for surfaces and furniture
or the external shape of the vehicle. This trio
is completed by the “function” which means
the use of space and innovative developments
as well as technical ideas that a designer is
usually not expected to do.” Thanks to his
second life in motorhomes and caravans, they
are an integral part of Studer’s holistic design
concept.
How does Studer see the connection or the
differences between motorhomes and caravans in his developments? “As a context, I see
the corporate design as a parenthesis. Other-

Concept FOXX, 2017

wise the differences are big. In order to under- apply to Studer.
stand this, I regularly go on holiday for several How does Studer see the current situation in
weeks in both the motorhome and caravan. the caravanning industry? Studer looks a bit
The target group for motorhomes is older, the thoughtful about this question and describes
length of stay on site is shorter and the de- the answer in the form of an anecdote.
mands are different. The use of the caravans “Imagine a school child going to school and
is reduced to a few weeks a year and they are having to do homework afterwards. In the afoften younger campers (with children) who ternoon, however, the child does games and
have their own demands on the vehicle. You leisure activities and in the evening, due to
have to meet the respective needs in terms of tiredness, does not do homework. The next
styling, form and function”.
morning, shortly after getting up or on the
Is there anything other than recreational ve- way to school on the bus, a hectic rush breaks
hicles in Michael Studer’s life? “Of
course,” replies Studer, who explains, “besides caravanning, my
Brand Supra, Caravaning Design Award, 2013
customers include European and
Asian furniture manufacturers,
trade fair projects, textile manufacturers and various universities
and art schools.”
When you talk to Studer, you
quickly realize that this man
knows what he’s talking about. He
is not at all vain or elitist, but rather like a man of the people, whose
voice he always has in his ear. The
generalized image of a designer
that exists as a distinguished artist
who can make beautiful sketches but neglects the function, the
construction or the costs, does not

Dethleffs Pulse, CAD,
2018
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Michael Studer
tions are in my files.”
He dedicates the majority of his future projects
to his core themes: compact, flexible, everyday recreational vehicles with intelligent use of
space, often with innovative space expansion.
He cannot (yet) publish the interior design
concepts, but here are some examples of one
or two exterior sketches:

Dethleffs Evan, Interior Proposal, 2012

out, homework is done quickly and with little
thought. In this comparison, the caravanning
industry is in the evening situation. There is
still time, but when the morning dawns... “
And with regard to noteworthy innovations
from the past 10 years, Studer is right. The
industry is enjoying the boom time and forgetting to prepare for worse times. There is
a slowdown in innovation in the caravanning
sector, but not with Studer. In the past two
years, Studer-Design has developed numerous
individual ideas, but also several complete vehicle concepts, worked out down to the last
detail, and he keeps them “fresh” in a kind
of ideas safe. As soon as the industry is more
interested in innovation and differentiation,
these ideas should come to light and, if possible, reach customers, especially new target
groups.
Studer relies on his trio of areas again: “In the
area of styling, I always work ‘on demand’. It
does not make sense to work on ‘Look & Feel’

Concept Edge, 2016
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in a vacuum, but there is no shortage of style
ideas and trends.”
Studer continues: “In terms of shape, I am
currently pursuing a special overhead storage
cabinet concept ‘Arena’ and I have a really
amazing interior for a lightweight, entry-level
caravan. I would also like to mention my offset-free furniture module concept ‘Fluence’. In
the area of functionality, I have new, low-cost
alternatives to the fold-down bed. In addition,
a space-expanding, multifunctional trailer and
new motorhome floor plans and room soluConcept CaraLink, 2018

• CaraLink: fifthwheeler with a new approach.
• Edge: compact motorhome. A significantly developed “Evan” with a new type of
room expansion.
• Multitrack: completely new developed,
compact, everyday multifunction trailer.
• Lightweight Foxx concept with amazing
interior solutions.
• Another 9 concepts / studies, currently still
“top secret”.
It is high time for Studer to innovate. He is well
prepared for this with his ideas and concepts.
With all the restraint and modesty that Studer
conveys in conversation, you believe him immediately. He is not an upscale designer with
imaginative dreams, he combines a special artistic talent and a visionary imagination with
a tough ratio and practical relevance. He calls
it creative value analysis. You can feel the lifeblood and enthusiasm that he brings with him
for his jobs and the tasks his clients have given
him in each of his sentences. And every job,
every task begins with its credo: “Design is the
art of listening.”

Alternative-Group.it

tecnoform.com

Since 1965 Tecnoform provides distinctive furnishings to the RV Industry.
Our skills are at your disposal to create design products for a unique
travel experience.
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Thetford launches ‘game
changing’ sanitation system
Following more than five years in development Thetford has launched a truly ground breaking
sanitation system. Christened ‘iNDUS’, it combines the fresh, grey and black tanks into a single
integrated system, managed via a smartphone app. Thetford claims it allows users to be ‘off grid’ for
up to a week at a time whilst, offering convenience, hygiene and freedom.
Words Terry Owen

A

two to three-year roll out of iNDUS
has now begun. Aimed initially at
motorhomes, it features a macerating toilet. This allows the black tank to be
mounted remotely, wherever convenient. It
also allows black waste discharge via a hose
– of which, more later.
Research undertaken by Thetford showed
that users of current systems often empty
their tanks more frequently than they need
to. Norbert van Noesel, Marketing Manager
at Thetford explains: “Our research shows
that people empty their tanks, both grey
and black water, in many cases because they
think they are full, but in fact they don’t really know. Another reason to discharge is
the fact that there is a discharge location
nearby.” iNDUS is designed to address this
problem through larger tank sizes and comprehensive monitoring.
Comprehensive monitoring
The iNDUS app takes away the guesswork
by providing full level monitoring combined

The macerating toilet
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with a ‘time left off grid’ prediction. There
are also percentage readings for each of the
tanks and their respective cartridge additives. Using low energy Bluetooth, the user
is only warned when action is required. For
example, an automatic alert advises of the
nearest discharge location when the tanks
are full. This is achieved by dovetailing into
the very popular Campercontact app that is
free for iPhone and Android users. It claims
to have Europe’s biggest database of motorhome sites, covering more than 50 countries. Some 30,000 sites are listed along
with extensive reviews and assessments.
Automatic dosing
To maximise hygiene and minimise smells
iNDUS has a fully automatic dosing system
comprising three different additives referred
to as ‘A, B & C’. The first is for grey water,
the second for the flush water and the third
for treatment of the black waste. Van Noesel: “By the way, iNDUS makes efficient use
of additives, dosing automatically exactly

In partnership with

Contacts

Above:
Norbert van Noesel
From the left:
the dosing module and
the discharge module
Below:
the easy waste discharge procedure

the required amount”. Thetford says they last for four weeks and
have a replacement cost of around €30 for the three. Cartridges can
also be purchased individually.
Stylish macerator toilet
Weighing in at just 7.5 kg, the toilet itself is of a very modern design
with a soft close lid. Building on proven technology from its marine
division, the two-stage macerator is very quiet, with water usage
comparable to that of current cassette toilets. To minimise water usage, grey water is used for flushing or, if not available, fresh water is
used. Both large (500ml) and small (200ml) flush functions are built
in. Van Noesel adds: “Just to compare, at home we use 3 to 10 litres
per flush. And by re-using grey water for toilet flushing, people save
on average 112 litres of fresh water per four weeks and therefore
also the same amount of waste water!”
Waste discharge
As well as freeing the toilet position from that of its black tank,
maceration means that the waste can be discharged as a liquid into
any campsite discharge point, provided it is part of the main sewage
infrastructure. For most sites this will not be a problem, as many
grey water discharge points empty into the same sewer system as
those for black water, it is just the different connection methods
that separate them.
In this way, the not-so-pleasant task of emptying the black waste
cassette is banished for good - a major plus point for many RV owners. In practice the black waste is discharged first, followed by the
grey. This leaves everything clean and without any nasty smells.
Drainage is via a special hatch on the side of the motorhome. This
hides a hinged drawer containing the discharge device at the end
of a two-metre hose. This takes away the difficult task of having
to position a fixed discharge point exactly over the drain aperture.
The device, which is shaped a bit like an inverted cup, is simply
placed over the discharge grid and hides the contents being discharged. There is no need to hold it in place. To start the discharge,
a valve on the device is opened and a button pressed inside the
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hatch. The app notifies the user when the process is complete.
Installation
Tank sizes and positioning are installation specific. Much depends
on the space and payload available in the individual motorhome.
However, the objective always will be to offer ‘off grid’ camping
for up to a week at a time, where possible. iNDUS can be fitted in
both single and dual floor motorhomes and possibly even in some
larger campervans.
For individuals wishing to stay more than one week on a particular
campsite Thetford is looking at providing a portable tank, or hose
extension, to transport the waste water to the discharge point. This
will avoid the need to drive the RV to the discharge point.
CI BUS compatibility
Thetford says iNDUS is CI-BUS compatible with limited information
and settings available to integrate into OEM master displays. Full
functionality, remains available via the Thetford iNDUS app.
Costs
Clearly a complete smart sanitation system will be more expensive
for RV builders than a standard cassette toilet but Thetford believes
the benefits will always outweigh the costs.

The iNDUS app

Touring caravans
Although Thetford is initially concentrating on the motorhome market it has not ruled out producing a version of iNDUS for some larger
touring caravans. Much could depend on the take up within the
motorhome market.

The Thetford iNDUS
macerating toilet
with its control panel

Why ‘iNDUS’?
Thetford says name ‘iNDUS’ was chosen as a tribute to the Indus
Valley Civilisation who, as long ago as 2000 BC was one of the first
civilisations to introduce sanitation. This took the form of a network
of sewers and toilets flushed with water for their dwellings. It also
helps that the name iNDUS associates with words like innovative,
informative, individual, etc.

Retro fit?
Due to the fact that iNDUS system is a fully integrated smart sanitation system, Thetford really sees iNDUS as being incorporated into
new motorhomes rather than as a retro fit. However, it is possible
that some components, such as the automatic dosing module, may
eventually become available to the aftermarket.
Adoption
The first RV builder to adopt iNDUS is Bürstner, where it features
in their 2021 Elegance A-Class motorhome. Other builders are expected to follow soon.
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Conclusion
Every once in a while, something genuinely new pops up that has
the power to change the way we use our RV’s. Thetford’s CEO,
Stéphane Cordeille, calls such innovation ‘jumping the curve’. It’s a
subject he’s passionate about.
As far as sanitation goes the last major innovation (for my money at least) was Thetford’s introduction of the cassette toilet way
back in 1988. It meant that, for the first time, the toilet could be
fully serviced from outside the RV,
a much more hygienic and convenient solution to previous arrangements. It was such a success that,
by 2007, some three million cassette toilets had been sold.
Now Thetford has done it again
by eliminating the need for the
black waste cassette to be taken
to a dedicated service point for
emptying. What’s more, its smart
sanitation system is fully integrated with the RV, re-uses grey water,
and very easy to operate – even
manual dosing is eliminated. It deserves to be a big winner.
Stéphane Cordeille

www.tecnowall.it

Under your Skin
FIBROPLAST

FLEXIBLE, LIGHTWEIGHT, INSULATING FRAMES
FibroPlast is especially suited for designing perimeter profiles on body panels.
Highly resistant to tortion, it provides excellent thermal insulation and adheres easily.
Its heat resistant properties allow it to withstand exposure to the sun without
deforming.

TECNOPLAST

DURABLE, STABLE, INSULATING PANELS
Tecnoplast is a polyurethane compound loaded with high mechanical properties that
make it particularly suitable for the production of sandwich panels.
The production system ensures a good uniformity of density in the length, width and
thickness by generating a very durable product and dimensionally stable.
The Tecnoplast has very low water absorption, excellent stability to the screw, good
dimensional stability, low density and good thermal properties.

JIGSAW COUPLINGS

IMPENETRABLE BARRIER TO WATER INFILTRATIONS
Tecnowall has patented a solution to the problem of coupling between bars that form
the peripheral profile: the male and female couplings fit perfectly to form assembled
structural profile which does not require stapling, nails or other types of fastener.
The curved profile of the jigsaw interlocking
elements also creates an
impenetrable barrier that
water cannot cross in any
way to infiltrate into the wall
underneath.

Via Sardegna, 15 – 53036 Poggibonsi (SI) ITALY

+39 0577988285

info@tecnowall.it

Bt o B

49

C

ompany news

Lippert Components

Here comes the
innovative “Vela” PopUp Roof
Available from this September, the new “Vela” PopUp Roof from Lippert Components, developed and
produced in Europe, is sturdy and light, weighing 20 to 30 percent less than comparable fibreglass
products. It provides a real extra bedroom for campervans with a double bed measuring 200 x 130 cm,
and is built with a thermoformed twin sheet technique plus an exclusive, patented solution for channeling hot or cold air.
Words Paolo Galvani
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T

he growth of the campervan market
in Europe and the Class-B market
in North America is trend that Lippert Components (LCI) has been following
closely. LCI has already developed several
products for this type of recreational vehicle, including some interesting slide-out
applications to provide more living space
when required. Now the concept of “space
on demand” also extends upwards with the
introduction of its innovative PopUp Roof
mechanism, the Vela.
“It was 2017 when we started to focus on a
new idea: that of entering the market of elevating roofs,” says Michele Checcucci, CEO
of LCI RV Europe. “At the time there were
only two producers and the segment suggested there was room for strong growth,
which subsequently has happened. To enter
this market you need to have an innovative
product, so we took our time designing and
engineering the best product possible and
now we are ready to introduce the “Vela”
PopUp Roof,” continued Checcucci.
The new Vela PopUp Roof has been designed from the outset to adapt perfectly
to the aesthetics of the vehicle on which it
will be mounted and use technology that is
currently unique in this sector: “twin sheet”
thermoformed technology. While traditional
products are made of fibreglass, the use of a
thermoformed product offers important advantages, including being easier to produce
and saving weight.
“The elevating roof made with the thermoformed twin sheet technique allows us
to have a much higher than average production capacity,” explains Lorenzo Manni, commercial director of LCI RV Europe.
“With fibreglass, one mold means we can
only make one unit per day, so more units
per day will always equal the need for more
molds. With our twin sheet technology, we
can utilize a single mold and still increase
production capacity while still producing a
shape that can be successfully. This benefits
the quality of the product over time,” added
Lorenzo Manni.
Sturdiness and lightness
The twin sheet thermoforming technology, which can use both vacuum and pressure techniques, requires each sheet to be
produced separately. Once formed, the top
and bottom sheets are quickly joined to-

gether, so not to lose surface temperature,
and then blocked. The space that remains
between the two sheets, thanks to a wave
shape, has high pressure air introduced to it,
which strengthens and welds the two parts.
The end result is a more robust and lighter
product, which weighs 20 to 30 percent less
than similar fibreglass products.
Using this technique has allowed LCI to create a larger than average elevating roof able
to contain a double bed measuring 200 x
130 cm, without increasing its weight.
LCI has also designed a lifting system with a
double integrated mechanism which allows

more space and height, even at the lower
end.
The PopUp Roof uses the thermoformed
twin sheet technique in both the upper and
lower shell. Having the cavity in the base as
well has made it possible for LCI to propose
an exclusive and patented solution to push
hot or cold air into that space, depending
on the climate outside. This improves the air
in the upper room, and gives it a temperature more similar to that of the interior of
the campervan below it.

Contacts

perimeter lights, reading lights, sockets for
charging smartphones and air vents. The
roof’s fabric, produced in Italy, is washable
and removable, and certified according to
the American standard FMVSS302 against
flammability. As an option, it will be possible to have an additional insulated sheet
with an external waterproof layer and an
insulating internal layer, joined in a way to
reduce the heat exchange between inside
and outside.
“We paid particular attention to the strength
and durability of the PopUp Roof,” - says Luigi Gozzi, technical director of LCI RV Europe
- “We conducted tests of dropping steel
balls with a diameter of two inches and a
weight of 0.5kg from four metres in height.
This impact test ensures that breakages will
not occur even in the event of an abnormal
hailstorm. The PopUp Roof was then tested in the climatic chamber. Here a series of
opening and closing cycles were created to
simulate 10 years of use at + 50 ° and 10
years of life at -20 °. In total, the roof has
shown that it can easily overcome 20 years
of operation at the two thermal extremes,”
added Luigi Gozzi.
The Vela PopUp Roof will initially be available for the Fiat Ducato, Citroën Jumper
and Peugeot Boxer with H2 roof, but in the
future LCI will also manufacture specific
frames and spoilers for other versions of the
same vehicles, as well as for other manufacturers. Mounted on vehicles of length L2, L3
and L4 (i.e. from 541, 599 and 636 cms),
the PopUp Roof also leaves space for the installation of a roof air conditioner.
“We arrived last in this sector, but with the
best product,” concludes Michele Checcucci. “The Lippert Components group will not
participate in any European fairs in 2020,
but we have set up a digital platform to present our products to B2B and B2C customers. The virtual presentation is scheduled for
September and Vela will be available by the
end of that month. Initially, it will be available for installation by OEMs, but it will also
arrive in the aftermarket”.

A real extra room
LCI’s innovation is not just limited to the
technology of this new elevating roof, but
also to aesthetics and functionality to ensure it can be used as a real additional
bedroom.
The objective was to design a
product that was not a simple
extension of the campervan,
but a real additional room with
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The new
electric step:
modern and lighter
To consolidate its success in the campervan market, LCI has decided to focus strongly on innovation,
particularly in the field of electric steps. For this reason, a new product, Alanera, was designed from
scratch which, for the first time, is made with polymeric materials instead of metal. This solution is
lighter than traditional steps, and with a more pleasant shape.

T

o create the new step, LCI collaborated with the TekneHub Laboratory at the
Department of Architecture of the University of Ferrara in Italy, and Giuseppe
Mincolelli, head of the research unit in Design and coordinator of the MSc
in Innovation Design. Once the design was defined, static and dynamic simulations were carried out to guarantee the same solidity as traditional steps. From a
technical point of view, LCI worked with Femto Engineering, a company in the LCI
group that specializes in engineering and manufacturing of moulds and injection
moulding of plastics. The use of polymers is not the only innovation of
this revolutionary new product. LCI
has also patented the motor system
which, for the first time, is derived
from electric car windows. The automotive origin guarantees extremely
high reliability even at extreme temperatures, low noise and low energy
consumption. The new Alanera step
offers a weight reduction of between
15 and 20 percent (about 1.5 kg less
than the standard step) and is simpler to fit to an RV. In fact, Alanera
is optimized for quick assembly: it is
delivered with the brackets already
mounted so at the time of installation no other components are required, thus reducing the processing
time. Production of the new Alanera
step is expected to start in early October, with availability in significant
quantities starting from November.
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LCI launches the
‘Slide Out Your Van’
initiative in Europe

L

ippert Components is starting a communication project in
Europe to improve the public’s knowledge of slide-out devices. In North America, extendable walls are a “must have”,
so much so that almost all motorhomes, caravans and fifth
wheel trailers are equipped with two, three or even four slideouts. Lippert Components is the world leader in the technology and production of extendable slide-outs for RVs. In Europe, however, this system is yet to take off. But now Lippert
Components has reached a definitive development of its slideout system called Smart Room 2.0 and aims to promote this
solution, which has already been adopted by some important
European motorhome and caravan manufacturers. “Slide Out
Your Van” is the headline for the campaign aimed to develop
the concept of “space on demand” in Europe. This includes an
awareness-raising project to introduce the advantages of slideout systems. A dedicated website, www.slideoutyourvan.com,
available in four languages (English, German, French and Italian), includes the “who we are” section, a presentation of the
technical characteristics of the “Smart Room”, case histories
and a blog with insights, interviews, videos, and other stories.
It intends to open a dialogue with camper users and dispel any

The LCI world
at the window
After the acquisition, Lippert Components (LCI) chose to put a manager in charge of Polyplastic who knows family businesses very well.
Jan-Cees Santema has the task of integrating the sector’s leading
company into the LCI group.

P

olyplastic joined the LCI group on 1st
January 2020, and has had a new managing director, Jan-Cees Santema, since
the beginning of June. Polyplastic is the Dutch
company that is a leader in the sector of windows for motorhomes, campervans, caravans
and mobile homes. Historically family-run, it is
now facing the challenge of integration with a
large international group. This is why a highly
experienced manager has been chosen. Over
the past 20 years, Santema has worked for the
VDL Group, another family business with many
facets within 100 companies, known above all
for producing buses. With 16.000 employees
and a turnover of around €6 billion, this group
has allowed Santema to follow several different projects, particularly in the field of R&D
and assembly of special and e-mobility vehicles
in different end markets. At the beginning of
his career, this manager worked in the plastic
sector for a long time. The combination of this
experience aligns perfectly with the profile of
Polyplastic, where Santema brings two fundamental components: his passion for innovation
and the desire to continuously deal with customers to be able to better meet their needs.

“My job is to better integrate a family-run business into a large group, because I have over 20
years of experience that allows me to perfectly
understand that type of mentality,” explains
Jan-Cees Santema. “LCI pays great attention to
people, not only internally, but also to customers, and I think this is very important. The other
task that has been assigned to me is to grow
the company through innovation. This will be
one of our growth models, the way we aim to
conquer the market,” he added.
Aboutcamp BtoB: In addition to windows,
what other sectors does Polyplastic operate in?
Jan-Cees Santema: In addition to windows,
sun roofs, windshields and rear windows, we
have knowledge that has allowed us to develop doors for supermarket cooling cabinets. It is
not a simple sector, because the ambient temperature exceeds 20 degrees and in the fridge
there are only four, but with our skills we have
succeeded: it is an emerging market that is
growing very quickly, and we are always looking for new ones. For example, we are looking
at the bus sector, where, thanks to our tech-

nologies, we can work to reduce its weight.
Aboutcamp BtoB: What kind of impact has
the pandemic had on Polyplastic?
Jan-Cees Santema: In the first quarter and the
first part of the second, we saw a reduction in
revenues because our customers had suspended production. The strange thing is that in the
end user market the demand for motorhomes
and caravans increased, while production capacity decreased because working was not
allowed. Then we saw a great recovery, first in
Germany and then in Italy and France, while
Great Britain is still a little behind, but factories are still not able to keep up with demand.
However, with Covid-19 a new market has
opened up, which is that of protective barriers
to be used in shops or on desks. This will allow
us to limit the drop in turnover, which will not
be as high as for the rest of the market.
Aboutcamp BtoB: Have you had problems
with your supply chain?
Jan-Cees Santema: No, because our supply
chain is very short and well controlled. Furthermore, we directly produce the windows and
also the sheets that are used to make them. We
have a company, called Delta Glass, where we
work the raw materials to produce the acrylic sheets. We use casting, not extrusion, and
by making everything ourselves we are able to
control the quality, in particular transparency, in
an optimal way. And stability and durability are
also the best.
Aboutcamp BtoB: What can we expect
in terms of new products in the coming
months?
Jan-Cees Santema: We will launch two new
product families. The first, called Piuma, is a
range of side windows complete with frame,
comprising blinds and mosquito nets, designed
to substantially reduce installation time. And
then we will propose a new sunroof for campervans, called Vista, which allows you to increase the brightness in the front of the vehicle.

doubts about slide-outs. “From having conversations with the public at European
fairs,” - says Lorenzo Manni, sales manager LCI RV Europe, “we realized that a lot of people
have concerns about slide-out technology: they are afraid of water leaks, of increasing weight,
and the possibility of not being able to retract the slide-out if the mechanism breaks or due to lack
of power, electricity consumption or heat loss. With this communication campaign, we intend to
dispel any doubts about the Smart Room slide-out and also inform the B2B market about the
extraordinary opportunities offered by this product which has been specifically engineered for the
European market and for compact vehicles, including, of course, vans.”

Aboutcamp BtoB: What are the advantages of integrating Polyplastic with LCI?
Jan-Cees Santema: It will allow Polyplastic to
strengthen itself, because it will be able to help
its customers not only with windows, but also
with products of all kinds. This is the strength of
the LCI family. We are proud to be part of it and
to have the opportunity to accelerate and innovate even faster than in the past. I look forward
to meet our customers to share our knowledge
and vision.
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the future is today
Following its preview at the Caravan Salon in Düsseldorf last year, the
new range of products with LIN BUS connection system developed and
produced by CBE have stopped being “concepts” and become
standard components on some premium
motorhome ranges.

On the right:
PL50

I

n an increasingly connected world, it is inevitable that the recreational vehicle sector evolves with an increasing diffusion of
systems able to communicate with each other, external equipment and other devices.
CBE manufactures 12v and 230v electrical systems for the habi-
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Words Andrea Cattaneo

tation area in RVs, such as 12v
distribution
boxes,
control
panels, chargers, probes and
lighting management nodes.
It has now developed a very
advanced project: the CL-BUS
(CBE LIN BUS).
“It took us longer than expected to
propose the new range of CL-BUS products to our customers,” says Paolo Moiola, co-CEO
of CBE. “On the one hand, we had to redesign and engineer all
the components that make up the systems, and on the other, we
wanted to carry out long and thorough testing. The OEMs have
rewarded us by adopting our systems because, above all, they consider them reliable. Our product had to be technologically contemporary yet offer the end user a real advantage when using
and managing the motorhome’s electrical system. The difference
between CBE and its competitors does not lie in technology, as
we all use the same protocol, but in the ease of use that we have
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Milestones
On the right:
CBL18

developed for our products and in the reliability and
quality demonstrated over time,”
continued Paolo Moiola.
The CL-BUS range was created to
be able to accommodate additional features that could be introduced at a later
date in the future without the motorhome
manufacturer having to change product
codes. The objective of the project is the
desire to provide a flexible system that can
connect with any on-board equipment,
leaving the OEMs the maximum freedom
to choose which systems or devices shall
communicate with each other.
CBE joined the CI-BUS platform that was
developed in 2011 in conjunction with the
CIVD (the German Caravanning Industry
Association).
“In general, motorhome manufacturers
have shown us they are well aware of the
imminent evolution of connectivity, even if
we are still at an early stage in this new
technological generation,” said Dorian
Sosi, co-CEO of CBE. “So far, collaborations
between companies are limited compared
to the potential. Even CBE, despite developing this new range, still cannot have a complete view
of all the possibil-

ities of an
interconnected system. And our
product development is never
finished because our system is
constantly evolving, especially on the software side,” he continued.
CBE will continue to produce its range of
standard products; indeed, it expects that,
for a few more years, most sales will be
from more traditional technologies because the CL BUS system still costs more
than the traditional products. But the revolution has started and CBE has immediately
identified its priorities in this “connectivity
challenge”: to create efficient, reliable, durably designed products that are technologically advanced, always being updated
and capable of transmitting data with any
current and future systems. But that is not
all. In addition to the simplicity of repairs,
offered by CBE through a professional service and sales network who helps to avoid
to spoil the customer’s holidays, an APP has
been developed for system analysis and
programming. The APP is supplied to the
manufacturer’s technicians as a work tool,
but the system can also be used in areas
such as the customer assistance
network.

• 1976 - CBE is founded by the former
co-owner and CEO Bruno Conci, who
started out in the caravanning industry
manufacturing electrical systems and
electronic devices for local manufacturers Laverda and VS Caravan. Just 2 years
later the company launches the first LED
control panel for motorhomes.
• 1982 - First attendance at the Turin
show (now in Parma)
• 1985 - First attendance at the Essen
show (now in Düsseldorf)
• 1987 - First attendance at the Paris show
• 1990 - CBE moves to a new 1000 m²
factory (Lamar/Trento)
• 1994 - First LCD control panel for motorhomes
• 2003 - CBE obtains UNI EN ISO 9001
certification.
Constantly increasing
turnover leads CBE to purchase a 4500
m² field where the current Spini/TRENTO
premises – at that time 2800 m² – are
located.
• 2008 - First touchscreen control panel
for motorhomes.
• 2009 - CBE decides to invest strategically on the direct manufacture of wiring
harnesses and takes over LCE, a consolidated company in that industry located
in Arco/Trento.
• 2011 - A new production facility (still
in Arco/TRENTO), spanning more than
1500m², is made available to LCE. CBE
strengthens and expands its production
capacity in the wiring harnesses industry
with the start-up SCT, based in Soliman/
Tunisia,
• 2014 - Expansion of the factory in Spini/
TRENTO (with the work completed mid2015), creates a further 1000 m² dedicated mainly to additional test laboratories and storage areas.

Above: DL40

On the right:
Paolo Moiola and Dorian Sosi

• 2016 - CBE creates
the simulation testing lab,
a laboratory that allows
the functional simulation
of all CBE systems in combination with appliances
and electrical utilities typically installed on recreational vehicles.
• 2018 - DexKo Global
Inc. (through its subsidiary
AL-KO) signs an agreement in July which has led
to the acquisition of CBE.
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Ama Composites

Ultra light and super
performing composites

Marco Corradini

With a Design & Engineering department accustomed to working at a senior level in the automotive
and off highway sector, Ama Composites is able to provide experience, support and advice with
professionalism and competence to the RV sector, offering innovative, new and interesting solutions,
such as LWRT technology.

Words Andrea Cattaneo

F

ounded in 2004 and active in the RV
sector since 2006, Ama Composites is a
division of the Ama group, a production
company that employs 1.300 people and has
a turnover of around 200 million euros. The
Ama group, an International company headquartered in Italy, with offices across Europe
and the rest of the world from China to South
America, from India to Russia, Bosnia and the
United States with offices in Indianapolis, near
to the American “Caravan Valley”. In all, there
are currently thirty-three companies working
in various market sectors ranging from automotive and service parts for agricultural machinery, through to the building and construction market. Ama Composites operates in the
field of the latest generation composite plastic
materials, which are viewed with increasing
interest by the European motorhome manufacturers, for the simple fact that with the
use of composites they are able to ensure a
high aesthetic finish combined with strength,
low weight and component tolerancing not
to mention the fact that they can be modeled
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to any desired shape with the opportunity to
integrate various additional systems and components. “Inside Ama Composites there is a
Design & Engineering department - explains
Marco Corradini, CEO of Ama Composites where we are able to develop anything from
the smallest detail to an entire vehicle. We
have the skills and equipment to develop all
the parts of a vehicle, both interior and exterior this includes all the plastic parts of a vehicle
cab in both composite and thermoplastic materials. We currently produce parts internally
using Vacuum Forming Tech, RTM, RIM S-RIM
- Injection Thermoplastic -PUR, as well as parts
such as wiring and instrumentation including
dedicated software, through to soundproofing and thermo-insulating and conductive
materials“. Ama Composites has the skill and
experience to identify and recommend the
most appropriate technical solutions and to
integrate these technologies into the design.
For example, if you plan to build one hundred
vehicles a year then thermoplastic injection
moulding technology will probably not be

proposed, focusing perhaps instead on more
classic vacuum thermoforming, or RTM technologies.
Ama Composites and RVs
“Our activity in the RV sector is growing exponentially, - says Marco Corradini - and in
recent years we have been very oriented towards the campervan, motorhome and Light
Commercial Vehicle (LCV) sectors. After all,
the van is definitely in our DNA. It all started in 2017, when I, together with a team
of international experts (SABIC-FRT & RLE International), showed to Ford a sample of a
composite component capable of replacing
certain metal parts on high volume production vehicle, in particular the bulkhead of the
Transit (this component is the body structure
part dividing the cargo part and the cabin
part). Today Ford is producing the bulkhead,
based on our patent. Amongst other recognitions the composite bulkhead won 1st Prize
in the Ford Group 2017 Global Awards for
Design and Innovation recognised across the
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LWRT
male-female mold

Ford Group globally”. Ama Composites focuses heavily on innovation, investing at least 3%
of its annual turnover in research and development. The composite bulkhead designed for
the Transit, which is today produced by a Ford
Tier-1 under an agreed Technology Transfer
Agreement [TTA] is made up of five different
superimposed materials produced in a single
shot moulding operation, which guarantee
both mechanical strength , the part is certified
to ISO 27956 impact test standards, as well
as the required client vehicle acoustic sound
proofing standards . The composite component eliminated various industrial operations
compared to traditional metal technology.
The composite part achieved a weight reduction of approx 8 kg less than an aluminum
equivalent and approximately 18 kg when
compared to steel. The presence of Ama
Composites in the RV sector covers a number
of different areas, thanks to the use of various technologies. “We entered the RV world
in 2007 at a time when the RV industry was in
serious crisis, - explains Marco Corradini, CEO
of Ama Composites, - we were one of a very
few companies that was already using 3D.
We realized, not without surprise, that almost
all of the companies still worked in a highly
artisanal way, real three-dimensional projects
were not developed and adjustments were
done by trial and error. We started almost immediately to collaborate with the Italian division of Trigano, studying together with them
the Pegaso and the Mizar models, everything
started from there. For these vehicles we have
most notably designed the over cabin sleeping area combining thermoforming with other
technologies such as LWRT (Light Weight Reinforced Thermoplastic)”.
LWRT Technology
“We could say that LWRT technology is super
light - continues Marco Corradini - and high
performance , but I would also say ”super luxury“. We have developed a production system

adapted for the RV sector, where the volumes
are lower than those of the car. LWRT technology was already used in the U.S.A, but Ama
Composites has been able to take it to a higher
level. Basically, we took the most advanced automotive technology and transformed it for use
in the the RV sector with much lower costs”.
Ama Composites has managed to make large
wooden moulds in birch plywood, greatly reducing costs and leadtimes compared to traditional aluminum or steel molds. The concept
of investment has been changed, the return
on investment [ROI]. Traditionally, hundreds
of thousands of euros are invested in moulds
to make a certain number of pieces per year,
guaranteeing “X” number of years of amortization. Ama Composites on the other hand,
almost always starts with specially designed
wooden moulds: the quality of the product is
very similar, but the up front investment is significantly less for the manufacturer to produce
and launch a new vehicle reducing the time
necessary to recover their overall investment
costs. With wooden moulds, at least 3-4,000
pieces can be made, volumes already very significant in relation to the camper industry. Some
customers ask to continue making subsequent
parts using wooden moulds, while others with
larger volumes, start with the wooden mould,
launch production and then make the investment in aluminum tooling. The product made
with LWRT technology can also be modified
with the introduction of unidirectional tapes
CFRT, glass fibre or other “one-way materials”,
providing very high mechanical strength competitive with that of steel, but at the same time
extremely light. This product, if it is implemented in conjunction with other materials, specially
studied, for a certain application gives life to
a very robust and extremely sound absorbant
product. The “sandwich” is modular through
the use of different elements and various fabrics, (imitation leather, PVC or TPO), structural
layers of different weights (GSM), resulting
in very rigid and very lightwight components.

In some cases it may even be a load-bearing
structure, not just a covering panel. Today
LWRT technology is mainly used to make headliners, domes above the cabin area and other
raised sections of the camper van. The walls
and internal side panels of the campervan bed
area are also made using LWRT moulded to
perfectly follow the sheet metal profile. With
a single mould it is possible to produce both
a right and a left component. The product is
an integral part of the thermal insulation and
acoustic vehicle standards, preformed on the
basis of the design provided by the customer
providing part of the vehicle roofing. The internal finish can be made with washable fabrics combined with a layer of PU-soft touch or
other types of materials, non-woven or classic
fabrics of various colors or in equal measure
with layers of PVC, TPO or eco-leather. The customer can receive delivery of the finished panel ready to be sent directly to the production
line. “Our goal is to create highly performing
and ultra-light products combined with other
technological elements - concludes Marco Corradini, CEO of Ama Composites - and I can tell
you that we are also now working to replace
in some cases even the sheet metal with class
A paintable thermoplastic materials ; as well
as combining these and other materials with
heating systems patented by us”.

Sunroof cover – LWRT

LWRT - Fiat Ducato

LWRT-ABS - Fiat Ducato
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Airxcel launches
Aqua-Hot Hydronic
Heating systems in Europe
At the Caravan Salon in Düsseldorf, the new branch office of the American Group will reveal the two
hydronic units specifically designed for the European recreational vehicles.
Words Paolo Galvani

A

irxcel’s expansion into Europe is
starting to take shape. After the
creation of the AirxEU office in Bassano del Grappa, Italy, its first products
designed for the European market will be
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officially revealed at the Caravan Salon
in Düsseldorf this September. Aqua-Hot,
which joined the Airxcel group in 2019,
is one of the first Airxcel brands ready to
make its debut in Europe.
Aqua-Hot, which specializes in heating systems, was founded in
1984 by Harold “Hap”
Enander as Vehicle Systems, Inc. which manufactured and sold various
RV accessories. As an
RV enthusiast, Hap was
always looking for better RV solutions, one of
which was a better way
to heat his coach and
heat water. He wanted
quiet, evenly distributed heat and unlimited
hot water when he had
a continuous supply of
water available. Because
he was not able to find

what he wanted, he designed and created
his own system.
Engineered for RVs, the quiet, economical
system did indeed supply interior heat and
continuous on-demand hot water when
hooked to a continuous supply of water.
It also provided engine preheating, reducing wear and tear at engine start-up. Hap
called it the Aqua-Hot Heating System and
it revolutionized the American RV heating
industry. The story of the company’s evolution unfolds from there.
With such a great product, Hap knew other
RVers would love it, so he hired additional
employees and began product development and enhancement, which resulted
in a smaller unit a few years later called
Hydro-Hot. As the product line began to
grow, so did the need for additional leadership. Paul Harter, an experienced leader
in the manufacturing world was brought
on board to help reorganize the company,
improve quality control and facilitate diversification into other RV-based products and
industries.

In partnership with
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About Airxcel
Facilities:
7 across North America, Europe
and Asia.
Number of employees: 1,400
Sr Mgmt. Team:
• Jeff Rutherford, President and CEO
• Debi Jones, Chief Financial Officer
• Paolo Moresco, Managing Director,
Airxcel Europe
The hydronic concept
Today, Aqua-Hot offers a variety of products and solutions for your comfort and
warmth, including diesel and LPG versions
– all utilizing hydronic heating, a system
that transfers warmth by circulating fluid
through a closed system of pipes. It’s also
the foundation of Aqua-Hot heating systems and products.
Hydronic heating systems are designed to
offer the best in warmth and comfort. In
the United States, Aqua-Hot offers several models for all sizes of vehicles and the
heating power required. At its most basic
level, Aqua-Hot hydronic heating uses tubing to run hot liquid into heat exchangers
that disperse heated air into living areas.
Coils, with water running through them,
wrap around the boiler to transport hot
water to taps and appliances. A variety of
heat sources are used depending on the
system, but all use some combination of
the vehicle’s engine surplus heat, diesel
fuel or propane and AC mains power.
A lot of benefits
Aqua-Hot heating systems are in-floor
with multiple heating zones throughout
the RV. Each heat zone is equipped with a
sensor. When a heat zone drops below the
temperature that’s been set, the heat exchanger automatically circulates heat from
floor to ceiling and side to side. Water is
pumped from the water supply through

piping that is heated in the Aqua-Hot unit
and then delivered to the taps. Warm air
flows into the living area by quiet, gently
circulating fans.
Aqua-Hot’s hydronic heating systems are
30 percent more efficient than traditional
forced-air heating systems or tank water
heaters, so provide significant savings on
fuel costs.
The European version
Since the Aqua-Hot reputation was built
upon big, American “A class” coaches and
fifth-wheelers, to approach the European
market, Aqua-Hot has developed a specific
hydronic unit for motorhomes and caravans. This model, available in two versions,
can be installed even on the most compact
recreational vehicles, both in North America and Europe.
The Aqua-Hot 100D is a completely new
product. It is powered by a Webasto Thermo Top 5KW that uses diesel fuel to heat
the fluid. The Aqua-Hot 100P version has
the same basic features, but requires propane gas.
The all-in-one design of the Aqua-Hot 100
series hydronic heating systems results in
considerable cost and space savings.
The single, self-contained unit delivers continuous hot water and residential-style interior heating using heat exchangers and/
or in floor heat. Low voltage fans provide
an almost completely noise free operation.

Airxcel began in 1991 when the Coleman Company divested their Coleman
RV Air Conditioner division to a group of
company executives. Since that time, the
company has continued to grow through
innovative product development, market
expansion and strategic acquisitions. The
Airxcel RV Group provides industry-leading products in recreational vehicle
heating, cooling, ventilation, cooking,
window covering, side wall and roofing
materials under the brands: Aqua-Hot,
CAN, Cole- man-Mach, Dicor, United Shade, Vixen Composites, Maxxair,
MCD, and Suburban.
The Airxcel Commercial/Industrial Group
provides highly engineered cooling and
ventilation solutions for telecommunications, energy development and storage,
and education/multi-tenant housing industries under the brands: Marvair, Eubank and Industrial Climate Engineering
(ICE). Airxcel’s 1,400-plus employees are
based in 7 facilities across the U.S. and
Europe, 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.

Airxcel family of brands for the RV industry
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Filippi 1971

Pioneering
the future

The innovative
postforming high-gloss
doors made of super light
composite materials laminated
with real wood veneer

At the CSD 2020, Filippi 1971 will present several
examples of products made in composite material,
including new postforming super light wall units
laminated with real wood veneer in high gloss finish.
It is an anticipation of future productions with which the
Bergamo’s company is ready to revolutionize the RV sector.

A

lways operating in the industrial
furniture sector, Filippi 1971 entered the RV world in 2001 with
the activity of laminating woodbased panels: increasingly
consolidated, the Italian company has become one of the
leading businesses at a global
level. But it is in 2016 that Filippi 1971 started a new journey,
adding other types of production
to the traditional ennobling activity.
VittEr® was created, the compact laminate produced in Berbenno with high
performance and potentials also for the
RV sector; then the internal joinery shop
was opened, where complete furniture kits
for campers and caravans are impeccably
made; finally, the production of components in composite materials was started,
bringing real innovation into a sector anchored to old building techniques. All this

60

Bt o B

HALL 13
BOOTH D49

Words Renato Antonini

succeeding in combining the supplies for
the RV manufacturers with interventions
in other sectors. “The experience matured
in half a century of activity has allowed us
to face various changes, - says Francesca
Filippi, marketing manager at Filippi 1971
- which have made the company grow and
master some challenges that were once unthinkable, such as the introduction of composite materials in the RV industry. We are
no longer just a manufacturing company,
but an enterprise capable of also working
as a consultant alongside OEMs, offering
services as partners for complex design
projects. And I think that one of our main
assets is that we are very active in different areas, for example in the nautical and
residential and conctract furniture sectors.
The RV industry still represents 70% of our
turnover and it benefits from the stimuli
deriving from the integration between different sectors”.

In partnership with

Super light postforming doors in real
wood veneer with high gloss finish
Innovations are often introduced on high-end
products and then move on to lower market
segments. Filippi 1971 developed a series of
doors in composite material, derived directly
from a project for the nautical sector. These
are very high-level processes which will initially be reserved for motorhomes in the highest
market segment. “We have developed new
doors for the wall units made of composite
material, - explains Ivo Bolis, sales manager
of Filippi 1971 - doors that have unique characteristics: they are super light, laminated
with real wood veneer and finished in high
gloss post forming. We are certainly talking
about a product with medium-high positioning, but thanks to the use of composites we
have been able to optimize resources: if we
had made them with more traditional systems, for example with expanded polystyrene inside the sandwich core, paradoxically
we would have had higher costs. With these
doors, real wood becomes the protagonist
again and the concept is to bring the best
cabinet-making processes on an industrial
scale”. The new postforming doors by Filippi 1971 have a surface layer of real wood
veneer applied onto a composite material
support. The wood is painted to give resistance and protection to UV rays, achieving an
exceptional aesthetic result. As it is known,
the glossy finish is the most difficult effect
to obtain in the RV sector. Furthermore, the
new doors can be drilled at any point without
needing to identify a frame, thus allowing
high-strength gluing to be used for fixing the
various accessory elements. “We are mixing
different technologies with various kinds of
products, working in multiple sectors, - Francesca Filippi explains - for example we have
just made some carbon fiber battens for the
sails of racing boats. I think that combining
skills from different sectors is very interesting
and helps us achieve excellent results from an
aesthetic and technical point of view, aiming
to save weight significantly. There are all the
conditions for industrial optimizations centered on the RV sector”.

The composite kitchen top
Last year the concept of a kitchen top in
VittEr Lite, the new composite material by
Filippi 1971, was presented at “Interzum”,
the international furniture components fair
in Cologne, and then at the Düsseldorf Caravan Salon 2019 and it was quickly chosen
to equip motorhome models of the Trigano
group. Now we are witnessing an evolution
of the project: in the first version the sink was
made of steel, fixed under the top, now instead the sink and worktop are made in one
single mold. “We are working to offer complete kitchen tops - says Ivo Bolis - that also
integrate the cooking unit, allowing maximum design flexibility. We are already at an
advanced stage with the fire resistance tests
and are very enthusiastic about the next developments and steps”.
The structure for seat belts
“Today the iron support structure of the seat
belts is the heaviest element of a camper after the chassis - says Francesca Filippi - and
this is why we have set ourselves the primary
objective of revolutionizing this element. We
are able to do this using our autoclave and
light composite materials”. The resistance of
carbon fiber and other advanced materials do
not require binding geometries, the support
element of the seat belts could be designed
with different shapes from the current ones
and perhaps integrate parts of the furniture
or even technical-plant elements.
With composite materials the
structure of the seat belts
has a significantly lower
weight and can have
a different shape that
would allow to optimize
the internal spaces and reduce the working hours for
the assembly, also because if
it integrates other technical
or furnishing elements
it would count as one
piece to mount instead
of two or three. The advantages would therefore be noteworthy.

Below: VittEr Lite kitchen top evolution
On the right: carbon fiber rear seat belt structure
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Ivo Bolis and Francesca Filippi

Company Profile
Founded almost 50 years ago and active
in the furniture industry ever since, FILIPPI
1971 firmly fits into the recreational vehicle world in 2000, starting to supply laminated lightweight panels to motorhome
and caravan manufacturers around the
world. In 2013, the partnership with the
entrepreneur Giorgio Levoni opens to a
new phase of consolidation and expansion that sees, among other initiatives,
the launch of a new production line using the digital printing for the customization of the panel surface. At the end
of 2016, the relentless activity of FILIPPI
1971 R&D delivers VittEr®, the new
generation compact laminate which is
highly customizable in the design and
texture, is scratch-, fire-, and water- resistant and 100% formaldehyde-free. At
the beginning of 2017 a new building is
set up exclusively for the manufacturing
of complete furniture kits; the cabinet
making has then been completed with
the production of curved doors and any
kind of special components, taking the
range of action even broader than ever.
The RV industry is the core business for
FILIPPI 1971 but its activity is extended
also to alternative niche markets which
always push them to innovate, thanks
also to the “FILIPPI Lab” R&D department
recently enlarged and equipped with an
autoclave featured in the composite
products area. Today FILIPPI 1971 delivers
to more than 20 countries worldwide.
FILIPPI 1971 SRL • contact@filippi1971.com

The new autoclave
for composite materials
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Brianza Plastica

Growth
in the market
of fibreglass
laminates for RVs
Brianza Plastica, established in 1962 with the production of fibreglass sheets and rolls, continues to
invest in order to consolidate its presence in the recreational and professional vehicle sectors and,
thanks to a full range of products, succeeds in meeting its customers’ every demand.
Words Enrico Bona

B

rianza Plastica products are playing an
increasingly important role in the recreational vehicle industry, where the
aesthetic quality of the laminates is especially appreciated. The company’s presence in
the market of flat laminates in sheets and

rolls for the construction of panels starts in
the early years of the new millennium, but
originates from the experience acquired
since its birth, in 1962, with the production
of fibreglass laminates for the building and
agricultural sectors. Brianza Plastica today
Brianza Plastica headquarters
in Carate Brianza, Italy
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offers to its customers laminates obtained
through a continuous hot-laminating process, under the Elyplan brand, as well as laminates obtained by cold lamination (allowing
the polyester resin to polymerise at room
temperature), marketed under the Elycold
brand, which are characterised by a superior
aesthetic finish, guaranteed by the near-invisibility of the fibreglass.
Four of the five of the company’s manufacturing plants, all of which in Italy, are dedicated to the production of fibreglass laminates.
Brianza Plastica is highly sensitive to safety issues and to ensuring care for the environment and compliance with current
regulations on environmental hygiene. It
is with this mindset that the company installed powerful air recirculation systems in
all its manufacturing plants where the production of fibreglass laminates takes place,
systems whose purpose is to purify the air
in the indoor production halls, channeling
exhaust air into modern abatement plants.

contacts

Company Profile
Elyplan in
metallic colours

The heat recovered is partly reused to power
the plant itself and partly to generate hot
water for heating.
Product focus
Superior quality, lightness, durability, aesthetic appeal and a variety of finishes have
contributed to the wide-scale use of the
Elycold and Elyplan fibreglass laminates in
the recreational vehicle industry (campers
and caravans) for the construction of walls,
anti-hail roofs, floors and internal coverings.
The range of flat laminates manufactured by
Brianza Plastica for this sector stands out for
the extreme durability of the material, its resistance to atmospheric agents and UV rays
thanks to the gelcoat protection, ease of
repair and low coefficient of thermal expansion. The laminates range in thickness from
0.8 to 4.0 mm and are characterised by the
presence or absence of a reinforcement mat,
the option of customising the colour, and
the choice between a matt or glossy finish.
Especially intended for the recreational vehicles sector is Elyplan Design: rolls and sheets
manufactured in continuous lamination and
characterised by the bonding of materials
such as PVC and paper directly onto the fibreglass laminate in the production line, it
is the ideal solution for applications inside
the vehicle, on the floor or wall, as an ex-

cellent alternative to plywood, since it is a
composite element that is instantly ready for
use. Elyplan Design comes in a broad range
of colours and finishes. Elyplan Antislip is
an excellent solution for the construction
of interior floors, for example of storage
containers, to prevent loads from slipping.
The product has a high performance in
terms of resistance to slipping (class R13 in
accordance with standard DIN 51130:201402) and to abrasion (according to standard
D4060-ISO 9352).
The NO BAC finish, developed by Brianza Plastica, is a silver- based antibacterial
technology that enables the near total elimination of the bacteria and germs present
on the laminate’s surface, thus preventing
them from colonising and therefore guaranteeing an added level of protection in any
environment. The NO BAC technology is
integrated permanently into the surface of
the laminate from early production and is
uniformly distributed on the entire surface,
actively protecting the laminate throughout
its life cycle. There are multiple fields of application for this innovative product: food
industry and food storage, white rooms,
laboratories, cold rooms for transportation
and more generally, all premises that require
high hygiene standards: schools, nurseries,
healthcare facilities, kitchens, bathrooms,

Brianza Plastica was established in 1962
to produce fibreglass laminates. Over
time, it has significantly extended its
market presence with a comprehensive
product range. It has served the construction industry and has been enjoying increasing success in the transport
sector since 2006. In this arena, it supplies fibreglass sheets and rolls both to
manufacturers of recreational vehicles
and to lorry and refrigerated-trailer producers.
The Company is based in Carate Brianza (north of Milan), with other factories in Ferrandina, Ostellato and two
in San Martino di Venezze, all based
in Italy. It has commercial branches in
Lyon (France) and Elkhart (USA). Brianza
Plastica is one of the european largest
manufacturer of fibreglass laminates; it
produces laminates with both hot continuous and cold discontinuous technology. The Company has 260 employees
and invoices over 70 million euros.

wellness centres, gyms, and shopping malls.
The new Elyplan in metallic colours is available in the standard, Super and Super HF
versions. Ready for use, the product ensures high aesthetic appeal, donating a
pleasant brilliance to the finishes on which it
is applied, avoiding the hassle of any added
coating.

R&D
The Research & Development Division plays an essential role in the
company’s manufacturing process. In early 2019, Brianza Plastica inaugurated the new laboratory assigned both to research & development and to the production quality control, as well as to test standard
and customized products. The new laboratory has seen its surface
area triplicate compared to its previous set-up, benefiting from
significant enhancement of its technical staff. The new facility features the most advanced equipment in support of the manufacturing
processes both of the insulating panels and fibreglass laminates.
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More than
the usual panel
Palomar inaugurates its new manufacturing plant, where sandwich panels of all types will be
manufactured. In order to face the challenges posed by a dynamic and continuously evolving market,
Palomar introduces two new solutions: the heated flooring and the flooring for campervans made
from lightweight recycled materials.
Words Renato Antonini

I

t’s quite uncommon for a company operating in the production of sandwich panels
to introduce upgrades to its product range,
so it’s surprising that this year, Palomar will be
showcasing not one, but two new products at
the Caravan Salon in Düsseldorf. In fact, Palomar will be presenting the new heated flooring, as well as the floor panel made from recycled materials. Of course, the CSD stand will
also be displaying the company’s traditional
range of panels, proposed in several different
versions. An Italian business operating since
2003, Palomar is based in Tuscany (the Italian
manufacturing district of the RV sector) and
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manufactures sandwich panels custom-made
to order, based on characteristics agreed with
the customer prior to production. Palomar’s
sandwich panels are used to build the box interior (walls, roof and floor) of both campers
and mobile homes.
Heated flooring
“We developed a new system to heat the
floors of RVs”, explains Roberto Bagni, one
of Palomar’s partners and head of the company’s sales division, “because more and more,
customers who use their campers or caravans
in the winter are demanding comfort in the

living space on-board the vehicle. In partnership with Ama Composites, we have developed a heated flooring designed to provide
a sensation of added comfort on board. The
entire floor can be heated, or the customer
can choose to install the system only in the
bathroom or the living area. Compared to
other systems already available in the market,
our heated flooring stays heated for a longer
period of time. The system can also be applied
to the roof panel and is available not just for
campers and caravans, but also for mobile
homes”.
The partnership between two highly qualified

In partnership with

companies like Palomar and Ama Composites
has spawned this new heatable flooring solution. The idea is to ensure the highest possible
level of comfort that a heated flooring system
can provide, with a fully integrated solution
manufactured on industrial scale during the
camper’s production. This means any floor
can be equipped with a heating system at any
point during construction, deciding whether
to activate it later on, depending on the configuration chosen for the vehicle.
JESS is an innovative floor heating system
that ensures comfort inside the camper in a
totally autonomous way, and is powered by
hooking it up to a standard mains network.
JESS is a membrane consisting of a heat-conductive element manufactured by Ama Composites, coupled with one or more armatures
and protected by safeguarding polyester film.
Through the circulation of electricity in the
heat-conductive material, thanks the “Joule”
effect, the electricity is transformed into thermal energy. In essence, the membrane tends
to heat up and thus heats the floor it comes
into contact with via thermal conduction. In
order to ensure a simple and safe installation
process, it was decided to configure the membrane for a voltage supply of no more than
12 V. This means that any inadvertent contact
with the membrane’s live part is harmless and
has no effect on humans. Two live wires powered with equal and opposite electrical current
form two equal and opposite electromagnetic
fields that cancel each other out, with the result of having an electromagnetic field tending towards zero voltage. The application of
this principle alone allows JESS to deactivate
its electromagnetic field. In fact, the heat-con-
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ductive element manufactured by Ama Composites is made using two precisely overlapping conductive layers, which are crossed by
equal and opposite electrical current, thus
causing deactivation of the resulting electromagnetic field.
The new manufacturing plant
In order to meet the market’s growing demands, in early 2019 Palomar purchased an
already existent manufacturing plant, where
production began in January 2020 after completing some renovation works. The plant offers extensive space for production, roughly
3,000 square meters, which, summed to the
8,000 square meters of the former industrial
shed amount to a total surface area of 11,000
square meters. The pantograph and the fiberglass cutting machine within the manufacturing plant have been moved to a different
site. The largest production line has been
added, for the 3m sides. Thanks to this new
building, Palomar is also able to streamline its
materials and finished products handling process. Formed 17 years ago from the merger
of two companies (Mabel and Sima) which
had already been present for a long time in
the market of sandwich panels for the RV sector, Palomar currently manufactures assembly
panels of various kinds for the walls, roofs
and floors of campers, caravans and mobile
homes. Several types of materials are used to
form the sandwich, based on the customer’s
request. Palomar is currently a key supplier of
the Trigano and Rapido Groups, but also of
the LCI Group and Crippa Campeggio.

Panels in recycled fiberglass
Palomar’s Research & Development began studying the possibility of manufacturing panels from recycled materials
already two years ago, with the aim of
expanding its offer to include new alternative products in addition to its standard
range of panels. The Company is now
ready to introduce a flooring panel made
using recycled fiberglass scraps. The panel is specifically designed for the floors of
campervans, instead of the classic floor in
poplar and birch plywood. The new floor
panel by Palomar is durable, suitable for
fastening with screws, and lightweight.
The weight varies depending on the
quantity of resin inserted in the mold and
the choice of the density is made based
on how the panel will be used. Plywood
measuring about 400 kg/m3 can be used
for the flooring of vans, which means
that the panel weighs less than poplar
and birch plywood. The new Palomar
panel is eco-friendly, both because it is
manufactured from recycled materials
and because it is 100% recyclable.

Heated flooring system advantages
The advantages offered by the heated flooring, manufactured in
partnership with Ama Composites using the JESS system:
• High ambient air heating comfort
• Total reliability and durability
• Built-in solution
• Low production costs
• No production of electrical smog
• Zero pollution – no gas or diesel fuel combustion
• Option of drilling holes into the membrane without any complications for up to 70% of the surface
• Can heat any type of space
• Low consumption
• 10 year warranty
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Lights on,
lights safe
The Italian company specialising in interior
lighting will be at the CSD with new models
of spotlights and lamps, but also with an
efficient system for sanitising rooms using
UV rays.
Words Renato Antonini

D

espite the health emergency, Ofolux
will be at the trade fair with its own
stand, obviously with all due precautions and in compliance with all safety
regulations, to confirm its growing activity in the RV sector. It has been more than
twenty years since Ofolux entered the motorhome sector, strong of its experience in
the automotive sector with interior lighting
solutions for buses, ambulances and special vehicles.
“We decided to attend the CSD because
we believe that in this unique day and age
it is important to support the industrial
RV sector and to be close to motorhome

builders”, said Cristina Oblatore, owner of
OFOLux together with her brother Luca.
“This year, we do not want to miss it and
we fully trust in the measures that the organisers are taking. The health emergency
has certainly harmed our business as well,
but the situation has not been uniform.
The COVID-19 crisis has been felt in some
areas where we operate more than others. The ambulance sector, for which we
have been working for decades, has not
stopped. On the contrary, demand is on
the rise. Other sectors, including the RV
sector, stopped for a few weeks and then
gradually restarted. Given the emergency

Led sanitization
for surfaces

health situation, at the CSD we will also be
presenting special products for sanitisation
specifically designed to eliminate the risks
of virus infection.”
Sanitising lamps
Ready to respond to the various needs of
the market, during the COVID-19 emergency OFOLux has developed a series of lamps
designed to sanitise air, water and surfaces
to combat viruses. UV LED lamps are effective on pathogens by breaking down the
DNA chain and preventing the multiplication of the virus. Imagining application in
water tanks on RVs, OFOLux kicked off a

Advanced UVA/UVC led sanitization
Water

Air

UVC LED spot with
minimum overall
dimensions, capable of
destroying pathogenic
microorganisms in a very
short time and eliminating 99% of bacteria,
moulds, yeasts, protozoa
and viruses that may be
present in the water

Spot in UVC LED technology specifically designed for the sanitization
of surfaces in the Automotive
environment. Thanks to the radiation emitted (277 nm), it effectively
eliminates biological impurities such
as viruses, bacteria and pathogens
present on surfaces.

Disinfection using LED UVA +
Titanium Dioxide Photocatalytic filter.
This product can be placed over the A/C intake grid
and is suitable as OE or Retrofit solution.
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Art. 90U S.T.

Art. 92 S.T.

specific laboratory tests programme. The
result is a UVC spotlight applied to the water tank. Other lamps were developed to
sanitise the passenger compartments.
“The air is sanitised through a system of filters equipped with UVA LEDs”, explained
Luca Oblatore. “The LEDs irradiate the ceramic filters with titanium dioxide and a
chemical reaction develops. The UVA LED
irradiates the filters and releases harmful
radicals that convert back into carbon dioxide and oxygen. A sort of cloud is emitted
that eradicates viruses and bacteria.
This system can be kept in constant operation, even in the presence of people, to
act optimally and keep the air always clean.
We designed this system to sanitise the air
in passenger compartments, especially on
public transport, such as buses. It is suitable
for all vehicles, including motorhomes, and
can be customised according to the volume
to be sanitised, because it is designed to be

modular”.
UVC lamps are provided to sanitise the
surfaces. Surfaces can be sanitised without
using chemicals, avoiding expensive maintenance, and the electrical consumption of
LEDs is extremely low. There are two models of lamps, one with a 100-degree radius
and the other with a 120-degree radius.
“It is an evolving system. We are expecting to receive the test report in a few day’s
time and it could have an interesting application also on rental vehicles”, concluded
Luca Oblatore.
New interior lights
In addition to special applications, OFOLux
has expanded its range of products for interior lighting of RVs with newly designed
spotlights and ceiling lights. Particularly
interesting are the spotlights with flexible
arms in various lengths and different types
of lighting.
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Article 92 and Article 90, already available
with flexible chrome-plated arm, are now
also available with soft-touch coated arm,
in white, black or on request. They are
also available with 2A USB port integrated into the base. With regards to recessed
spotlights, the new Article 1031 diffused
light is an evolution of the previous models and is IP67 protected, so thanks to its
watertight seal it can also be installed in
bathrooms and shower cubicles. The projection is only 2 millimetres and the finish
can be white, black or chrome. The larger
size circular spotlight with three or six LEDs
is called Article 2020. It is available in various colours.
OFOLux has also developed a touch switch
system in Master & Slave version. Switching
on the master spotlight will automatically
switch on up to four additional connected
spotlights (slaves). Also noteworthy is the
new mirror ceiling light with quick-release
injection moulded frame.
“This new ceiling light was developed exclusively for a customer and testifies the
possibility of OFOLux to develop custom
products thanks to 100% in-house engineering and production”, explained Key
Account Manager Andrea Emanuele.

Art. 2020 Master & Slave

Below: Art. 90U with Soft-Touch arm and USB 2A

Art. 1031 IP67
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Brivio Compensati

Quality is deeply rooted
Ninety years of woodworking tradition, fifty years on the international RV market. Brivio Compensati
S.p.A. has deep roots in the local environment and an increasingly evolving market. Let’s take stock
of the technological and product innovations with which the company is boldly tackling this difficult
2020 with Susanna and Attilio Brivio.
Words and photo Enrico Bona

B

rivio Compensati kicked off 2020
with big orders before the lockdown.
The well-established company, mainly specialised in the production of poplar-based panels for recreational vehicles,
took advantage of the closure to implement
the new safety measures and, above all,
to rethink and improve internal processes,
optimise productivity and organise an even
more effective customer service for when
the market reopened. Several significant
product innovations from the company
based in Robbio, Italy near Pavia were also
implemented. “This year’s news is that the
innovative product we call P4Planet is fully
compliant with the most recent German law
on the reduction of formaldehyde emissions
(CH2O)”, declared Attilio Brivio. “The New
E05 Formaldehyde Emission Standard for
Wood-based Materials is a pre-COVID requirement and a major achievement, both
technically and in terms of the benefits it
brings. We have succeeded in more than
halving CH2O emissions with an advantage
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for company sustainability, customers and
end-consumers”. The internal analysis laboratory samples CH2O emissions every day,
on standard 28-day cycles but also on emissions at 15 or even 2-3 days. “Normally, our
product is already compliant in the laboratory after this short period. This great result
was achieved by working in synergy with
our technical resin supplier partners that
used our suggestions to implement a significant development of their research. After
painstaking tests, we defined a new line of
formulae and products that are genuinely really innovative and performing”. The
new resins and new production processes
also made it necessary to introduce a new
mixing plant that was installed in June. “The
combination of the new formulae and the
new mixing plant brought about some even
unexpected results. The German requirement was surprisingly good for the market.
The reduction of formaldehyde emissions
satisfies and benefits everyone, manufacturers, customers and end/users alike. We

In partnership with

would have liked the input to come from
producers, rather than politicians, but what
matters is the result, that is better products
for consumers. Today the German market
suppliers that make E05 compliant products
represent the elite of the market and we are
in the driving seat”, concluded Attilio Brivio.
Brivio Compensati, in a broad strategic design that aims to constantly increase the
quality of the product, has also launched
several projects, in collaboration with Italian
and foreign universities and research institutes, aimed at improving the characteristics
of poplar wood, the basic material of the
company’s processes. “Poplar wood, for us,
is the key product of the circular economy.
We received important suggestions from
some large customers to focus our research
and development and we activated a project-oriented approach to further innovating
the structural properties of our panels”.
In support of this wider project, Brivio Compensati also launched a poplar cultivation
partnership programme with suppliers in
2018 and 2019. “We firmly believe in poplar
wood. The material is unique for its lightness, strength and availability and so we
have decided to use only a small amount
of rainforest wood and to prefer the use of
trees from our own controlled cultivations
instead”. The Robbio-based company implements a perfect process of circular economy
that Susanna Brivio often mentions in her
projects and words: “On the one hand, we
are benefiting the environment because we
are planting trees and keeping an important
green lung for the ecosystem alive. Secondly, we produce a renewable, compatible and
widely used material, from construction,
transport, furniture and automotive as in
the case of our sector”. Brivio Compensati
invests to provide security to several farmers in Northern Italy and ensure high-quality
raw material and always efficient service. In
2019 alone, as many as 10 thousand poplar
trees were planted by the first four farms

that joined the programme as partners. The
ten-year project, which will expand to a
larger number of farms, will ensure supply,
sustainability and benefits for everyone and
“especially for end-customers who want
to spend their holidays, the make precious
memories in a motorhome and who expect
products to be very comfortable, healthy
and sustainable,” stressed Susanna Brivio.
In addition to the mixing plant, Brivio Compensati has also put into operation a new,
next-generation drying plant capable of
improving quality and production performance.
The vocation of Brivio Compensati is entirely
focused on customer satisfaction and support through personalised production and
attention to every detail. This implies large
investments in research, testing, analysis
and the involvement of third-party partners,
both technological and development, where
necessary. Strong of the constantly evolving
customer demand, Brivio Compensati has
constantly innovated products by developing new panels, layering new materials such
as PVC, balsa, cork, cork rubber without
ever stopping the experimentation.
“We can study solutions for any need the
customer wants the panel to meet: thermal or acoustic insulation, lighter weight or
strength. Customers should not hesitate to
present us with a problem. We like challenging products and we know how to make
them”.

Contacts

P4Planet®

the new range of panels made from
the combination of E05 glue and
PEFC-certified poplar wood
P4Planet® complies with the most restrictive global environmental regulations and achieves the highest results
in formaldehyde emission containment.
The P4Planet® product line, in compliance with the New E05 formaldehyde
emission standard for wood-based material, uses only certified raw materials,
from sustainable crops and directly controlled by the company, and next-generation resins. The new panels are ideal for
use in motorhomes and caravans, boats,
constructions, design, DIY and furnishing. The P4Planet® are light, compact,
stable, flexible, bendy. They offer great
versatility on different sizes and thickness and are easy to cut and work. The
product is available in panels from 3 to
40 mm and provides Class 1 glueing for
use in dry environments, Class 2 for use
in wet environments and also Class 3
glueing. P4Planet® complies with UNI
EN 636-1, UNI EN 636-2, UNI EN 636-3.

Flex From

Special
laminated
panels
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Truma

Hybrid heating
and 25% faster heat-up
with the new Truma Combi

Designed to provide both hot water and blown air space heating from a compact package weighing
in at just 15.5 kg, Truma’s hybrid Combi heaters use electricity as well as gas to boost their overall
performance.
Words Terry Owen

E

lectric power is provided by two
900-watt elements embedded into
the heat exchanger. These are independently switched, allowing one or both to
be in operation at any given time and providing up to 1800 watts of electric power.
This results in a whole host of benefits and
offers maximum flexibility.
Mixed mode
In mixed mode, end users decide whether
they want to heat with gas and one (900
watts) or two (1,800 watts) electric heating
elements. The priority is always on electric
operation. Only if the target temperature
cannot be reached with electric power, the
Combi additionally switches on its gas burn-
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er. This results in significant savings of precious LPG resources.
Electric mode
The electric only mode has two big advantages: first, virtually silent operation. With
no burner to run, the only noise comes from
the air circulation fan. The fan has been designed to be extremely quiet, especially at
low speeds, such as may be used during
the night. Second, emissions are reduced to
zero when heating 100% in electric mode.
Gas mode
Truma claims its hybrid gas heaters are approximately 98% percent fuel efficient. This
is no doubt aided by three-stage burners

Truma CP plus
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that ensure no more gas is used than is actually needed for any given heat demand.
They also come with a low 12-volt battery
usage making them good for use in off-grid
situations.
More power for the new Combi
Never one to let the grass grow under its
feet, Truma has recently upgraded its Combi 6 heater. Top on the list of changes are
improved performance and enhanced functionality. The Combi 6 E version now has the
ability to add 900 watts of electric heating
to its maximum gas output of 6,000 watts
to give a total heat output of 6.9 kW. As this
feature is meant to heat-up cold RVs very
quickly, this very high level of power is only
available in boost mode where the temperature difference between the set point and
inside of the vehicle is 10° C or more. Previously the maximum output of the Combi 6 E
was just 6 kW. Adjustments have also been
made to the hot water function to enable
the water to reach a higher temperature before switching off. Previously this was 60°C,
now it’s 66°C. The result is more hot water for showering and other uses. The new
model is a direct replacement for the old
version so no wiring or piping modifications
are needed by installers. However, where required, the new Combi 6 / 6 E models can
also be installed with three warm air ducts
instead of the previous four. This will be of
particular help in situations where space is
tight. The new Combi 6 entered production
in June 2020 and will feature in Truma’s ongoing dealer training programme organized
by Technical Marketing. This is backed up
by Truma’s Technical Customer Service Department, which is dedicated to supporting
Truma’s OEMs.
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a phone signal via SMS. It does not need
3G or higher.
Diesel version available
For those markets where LPG may not be
readily available, or where there may be little space for LPG storage, Truma produces a
diesel hybrid version of the Combi 6 – the
Combi D 6 E. It can also be used on a single
fuel or in mixed mode. Once again, electricity can be prioritised to save diesel and
reduce emissions. It too comes with a threestage burner and an efficiency of approximately 90%.
Solid heritage
Truma’s first combined water and space
heater (the Trumatic C) launched in 1994,
aimed at the fast-growing motorhome market. It’s space saving design made it an instant hit and carried through until a major
revamp in 2007. That’s when the Truma
Combi, as we know it today, was born.
Smaller and lighter than the outgoing model, it won the coveted Red Dot design award
even before its launch. It’s a tribute to the
2007 design that it’s still going strong today,
but of course it has constantly been developed further, optimized and adjusted.
Conclusion
There’s nothing worse than putting all your

Truma
iNet System app
to control
Truma Combi E
and other
iNet-ready devices

eggs in one basket and relying on a single
fuel for space heating and hot water is exactly that. Truma’s hybrid Combi E range of
heaters not only offer electricity as a second
fuel but do so in such a way as to present
significant benefits to the end user.
In addition, the new Combi 6 / 6E with its
extra power, offers up to 25% faster heatup as well as more hot water. Along with
the other models, it is sure to keep Truma at
the very top of its game in RV heating.

Truma Combi E
cutaway

Easy control from an LCD panel or
smartphone app
All Truma’s heaters can be controlled from
the CP plus, an easy to use LCD panel or,
with the addition of the iNet Box, from the
Truma app. This allows the user to select
the fuel type, the fan level as well as space
or water heating. The smartphone app can
be used via Bluetooth close to the RV and
outside Bluetooth range anywhere there is

Electrical mode

Gas / diesel mode

Models:

Truma Combi 4 E

Truma Combi 6 E

Truma Combi D 6 E

Consumption (gas / diesel):

160 / 335 g/h

160 / 335 / 460 g/h

220 / 452 / 630 ml/h

Power consumption 12 V:

1.2 A (0.2 – 6.5)

1.4 A (0.2 – 6.5)

1.8 A – 7 A

Water volume:

10 litres

10 litres

10 litres

Water cut off temp (Hot water mode)

66°C

66°C

60°C

Rated heat output:

2 / 4 kW

2 / 4 / 6 / 6.9 kW

2 / 4 / 6 kW

Heating time of water from 15°C to 60°C according to EN 15033
Water heating time, gas / diesel – 2000 W:

approx. 23 min

approx. 23 min

approx. 20 min

Water heating time, electrical mode – 1800 W:

approx. 45 min

approx. 45 min

approx. 45 min

Rated heat output in electrical mode:

900 / 1800 W

900 / 1800 W

900 / 1800 W

Power consumption at 230 V:

3.9 A (900 W) /
7.8 A (1800 W)

3.9 A (900 W) /
7.8 A (1800 W)

3.9 A (900 W) /
7.8 A (1800 W)

Weight:

15.5 kg

15.5 kg

16.9 kg

Bt o B

71

C

ompany news

Liontron

HALL 13
BOOTH D11
+ FG 11-02

Strong like a lion!
LIONTRON‘s advertising slogan, “Strong like a lion!“ not only describes the LiFeP04 battery’s ethos, but
also clearly defines the direction of the brand - to become worldwide market leaders in the field of replacing lead-acid batteries used in mobile applications. The Company‘s founders, a committed and competent father and sons team, are pursuing the company’s goal to achieve annual sales of €100 million.
Words Peter Hirtschulz

L

IONTRON is the youngest enterprise
for this family business. The father,
Wolfgang, started the business in
2003 after a 20 year career as a key account manager at two large corporations.
Before becoming self-employed, he took
a break between 1999 to 2003 to sail the
world. Back on land, Wolfgang was looking for “solid ground” under his feet and a
product or market he could
master. One area
that he knew
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perfectly from his sailing activities was the
generation and use of energy: an issue
that can require flexibility and unconventional solutions, especially on long-distance
sailing boats. The first company he founded was based in a garage with his son Boris. The second son, Thorsten, completed
the family team later when they founded
a group of companies which deal, among
other things, with the conception and sale
of self-sufficient and grid-parallel energy
systems for self-supply, from mini-insulated power plants to large-scale photovoltaic
systems. The same principle still applies at
LIONTRON: premium quality without compromise. To create the best replacement for
the lead-acid battery market, the founders
consciously relied upon proven and safe lithium iron phosphate (LiFePO4) technology,
which is the best of the lithium technologies
currently available. Wolfgang commented:
“At first glance, these batteries are a little
more expensive, but they are clearly superior
to conventional lead-acid batteries in almost
all respects. This includes the performance,
the service life (based on the charging and
discharging cycles), and considerable weight
savings for recreational vehicles, plus better
safety and handling, to name just a few of
the numerous advantages.”
More specifically, while a lithium iron phos-

phate battery uses around 95 percent of its
energy, a lead-acid battery can only recycle
around 85 percent. The lead-acid battery
should be discharged to a maximum of approximately 50 percent for the best balance
between the service life and its performance.
In other words, to have the same output as
a 100 Ah lithium iron phosphate battery, a
lead-acid battery would need a capacity of
200 Ah. Based on the lifespan of the lead-acid battery, with a 50 percent discharge and
1,000 charging cycles, if the battery is fully
charged directly after discharge. In reality,
since this is not always possible, closed lead
batteries (such as AGM or gel) usually have
a lifespan of less than 1,000 cycles, while
the lithium iron phosphate battery easily
manages 3,000 full charge cycles. In practical terms, this means at least three 200 Ah
lead batteries would have to be purchased
(at a unit price of around €350-450 each) in
order to only approximate achieve the same
3,000 charging cycles of a 100 Ah lithium
battery. After that, the lead-acid battery
has reached the end of its life, can no longer be used and needs to be replaced. By
comparison. the LiFePO4 battery still has at
least 80 percent of its original power available after 3,000 full cycles and can also deliver a reasonable performance for a further
7,000 cycles. Another important advantage

for motorhomes and caravans, is the weight
saving these batteries provide. A 100 Ah lithium battery weighs between 13 and 15 kgs.
A 200 Ah lead battery easily weighs 55 to
60 kgs. This weight saving will deliver benefits to fuel consumption in the long run and
also improve the vehicle’s available payload.
Regular function checks and maintenance
can be problematic with “normal” liquid
lead-acid batteries, such as the refilling of
distilled water. With closed AGM or GEL batteries, this maintenance is not necessary, but
the batteries, like the liquid battery, must be
fully recharged as soon as possible after each
discharge. On the other hand, a lithium iron
phosphate battery does not need to be serviced after installation. The battery management system (BMS) built into every battery
ensures that no handling errors are possible
and the battery is protected from damage
by the user. Battery installations, e.g. in motorhomes, should always be
combined with additional
battery monitor systems that
cost around €200. LIONTRON batteries are equipped
with Bluetooth battery monitoring systems at the factory,
which can be read with any
standard iOS or Android cell
phone using an APP. External
battery monitors are therefore not required. With the
free APP, the user can check
the charge status in percent
and also the current output,
the number of cycles already
used and the feed-in, for example, of the solar system,
battery charger or alternator.
On the subject of security:
Liontron deliberately chose
LiFePO4, i.e. lithium iron phosphate cells,
because, in contrast to the most commonly
used lithium technologies, no cobalt is used
in cell production. In battery cells that use
cobalt compounds, oxygen can be dissolved
and that can result in a thermal runaway..
The situation is different with the LiFePO4.
They cannot burn, leak gas or explode. Even
in extreme tests with bullets, etc., an uncontrolled burn-off could not be caused, nor
could an explosion be provoked with LiFePO4 cells. In comparison, you may know that
lead batteries, even those that are closed,
have safety issues. For example, if being
charged with too high voltage, a ‘detonating gas‘ can be created. This is highly explosive and collects near the ground because it
is heavier than the ambient air. For this reason, these batteries must only be installed in
well-ventilated places to avoid any possible
ignition, which could lead to an explosion.
Another issue is the sustainability of lead
batteries. Although they can be recycled,
about 4-9 percent of the amount of lead
processed is emitted into the environment.
This is why regulations for lead batteries will
gradually tighten across the EU in the future.
i.e. that the sale of lead batteries, not only
because of the technical disadvantages, will
become increasingly unattractive. For Wolfgang, these advantages are the basis for the
premium quality he demands. But he was

looking for a USP (unique selling point) that
differentiates LIONTRON from the competition and ensure successful sales. Wolfgang
and Boris were often annoyed by the fact
that customers returned allegedly defective
lithium batteries to them which they had to
replace during the guarantee period without
being able to be sure if something was missing from the battery as conventional lithium
batteries are closed and cannot be repaired;
everything is soldered, welded inside and the
housing is glued. In the course of time, unusable, environmentally harmful batteries piled
up as electronic waste. This was a thorn in
the side of a man for whom the term sustainability had a very special meaning from
his sailing activities on rough seas.
Under the premise of sustainability, it was
clear that a LIONTRON battery had to be
modular. Wolfgang designed the ‘five-minute principle‘: LIONTRON batteries would
not be closed and be repairable in the event of a defect.
They should be able to be
opened within five minutes
and individual parts or components be reached within a
further five minutes, then be
exchangeable within another
five minutes. This means that
in the unlikely event of a defect, all parts, starting with
the individual components of
the battery block as well as
the battery management system (BMS) and the Bluetooth
module can be replaced at any
time by a specialist or an experienced owner. The LIONTRON
BMS switches off the battery if
there is an error and uses the
APP (for iOS and Android) to
display all current battery details directly to
the customer.
LIONTRON currently gives a five year manufacturer’s guarantee on its batteries and
promises that spare parts will be available up
to 10 years after the end of the series. The
product portfolio currently includes more
than 14 models: ranging from a base model
with 12.8 volts and 10 Ah, up to 200 Ah,
25.6 volt versions and a high-current version. According to Wolfgang, his customers
are enthusiastic and, despite the recent doubling of production, he is still facing delivery bottlenecks as demand has exploded
compared to traditional batteries. LIONTRON is currently producing 120 lithium
batteries every day. The German LIONTRON
organization has quickly grown to have 80
employees who process
more than 200 customer
orders each day. The goal
is to have worldwide
sales and a monthly production of 60,000 batteries. Wolfgang and his
team are only just starting to approach OEMs to
fit these batteries as original equipment; however, there are sometimes
conflicting interests between
manufacturers,
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retailers and customers which cannot always be easily reconciled. For example, the
exchange of lead batteries ensures constant
sales (and profit) for dealers, but can also
become an obstacle in the accessories business due to the technical and safety issues
of these batteries. LIONTRON LiFePO4 lithium batteries are particularly popular with
customers due to their easy handling, high
efficiency and sustainability. LIONTRON batteries are extremely powerful. For example,
a 12V 100AH LIONTRON battery has a 150A
BMS, i.e. 1920 watts of continuous power,
which opens up a wide range of applications. These batteries are characterized by
having a constant current and voltage across
the entire power range. Compared to using
a lead-acid battery, a LIONTRON battery has
no limits for the consumer if they want to
use compressor refrigerators, prosumer portafilter machines with 1400W power consumption and air conditioning or induction
hobs. This means there is huge potential
here for manufacturers and retailers to generate extra sales of other products or accessories in addition to the battery. LIONTRON
is currently looking for distribution partners
all over the world who focus on future-oriented, sustainable technology concepts.
“Cooperation on an equal footing is our recipe for success,” says Boris, to describe the
trusting relationship LIONTRON has with its
sales partners. With reliable technology, a
superior user experience for the customer,
and being more environmentally friendly and
sustainable, LIONTRON‘s corporate goal is to
achieve an annual turnover of €100 million
and become the market leader in the market
for the replacement of on-board lead batteries, in-line with its motto “strong like a lion”.
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Plastic modelling
For several decades now involved in the business of thermoforming plastic materials, this Italian company manufactures camper
parts for the RV sector. Its remarkable manufacturing flexibility is
made possible also thanks to the presence of an inhouse department for the preparation of the moulds.
Words Andrea Cattaneo

T

he company began operating in 1988,
when Lapiplast staffed three employees
who worked in support of the three
founding members. Today, 32 years later, the
founding members are still three and are more
busy than ever in the production department.
Here to tell us the story of this company is
Dimitri Campanini, sales manager of Lapiplast.
This Italian manufacturing business with headquarters in Emilia Romagna operates in the
field of plastic components and is also strongly
involved in the RV compartment, acting as a
vendor to various European camper and caravan manufacturers. The company can rely
on several years of experience in the vacuum
forming process, with the use of various plastic materials such as abs, polystyrene, PEHD,

methacrylate, and polycarbonate. Lapiplast
began growing considerably in the late 1990s
and in 2001, it transferred its headquarters,
massively expanding its manufacturing plant,
which presently covers a surface of 10,000
indoor square meters out of a total surface
area of 15,000 square meters. But there is
also another area of considerable expansion:
in fact, a new production hall will be built close
to the company’s current headquarters. Part
of the construction works have already been
completed, but the finished building should
be ready in a couple of years and will have
an indoor surface area of 45,000 square meters out of a total 85,000 square meters. The
goal is to create a single production hub for
the various manufacturing processes and for

Dimitri Campanini

the compartments in which Lapiplast operates.
The company, in fact, is also present in other
industrial sectors besides that of RVs. Its plastic
components are used to form the parts of agricultural machines (from small lawn mowers
to large farming tractors) and operating machinery (such as excavators), as well as pleasure
watercrafts and industrial cleaning machines.
But Lapiplast’s thermoformed components are
also used to form medical devices, equipment
for beauty centers and for the refrigeration
of transport vehicles. The company’s expansion plan stems from the idea to broaden its
production and add new technologies to the
ones already in use. The company staffs about
100 employees and its turnover is in the range
of 11 million Euros per year. Lapiplast today
supplies its products to top European camper
manufacturers, and the RV sector accounts for
30% of its production: an outstanding result
considering that the company set foot in the
RV industry only eight years ago.
Responding instantly to customers
“Our growth in the camper industry was quite
rapid”, says Dimitri Campanini, sales manager
of Lapiplast. “Our great attention to the quality of the materials and our customer service
had a highly positive impact in that sense.
We always try to help camper manufacturers,
guiding them towards the choice of the most
suitable material given their needs in a spirit of
cooperation, in order to achieve the best result
in terms of sturdiness, aesthetic appeal, and
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Respect for the environment
production cost. When necessary, we propose
new materials and special finishes, with an eye
also to the product’s design. We have an inhouse engineering and design studio, and we
often need to work with the customer to perfect some parts: our customer-oriented mindset helps a great deal in this respect. But it is
also essential to be flexible and to be able to
provide instant feedback to the customer’s requests, from production urgencies to the special finishes of the items manufactured. We’ve
created several teams inhouse that are quick
to take immediate action, you could say that
we’re “big yet also small”, we’ve grown a lot
but still respond quickly to customer queries
like a small business normally does, thanks to
our agile organizational structure and to our
production capacity. Our flexibility allows us to
work both in service of the large multinational group as well as the small local business”.
Lapiplast is capable of manufacturing all kinds
of components for campers and caravans, from
the rear bumper to the underbody frames,
from the decorative rear elements to the front
ones, but also internal parts such as bathroom
components, supplying them assembled and
ready to be installed on the vehicle. Great care
is placed on all details: many small parts, like
the fastening screws for instance, are studied
in detail, with the aim of finding the best solution. “For the finishes”, Dimitri Campanini tells

Manufacturing processes
Lapiplast uses vacuum forming to manufacture various kinds of components which it
then supplies to a full range of industries:
automotive, RV, nautical, medical, and many
more. The company can create large-sized
thermoformed pieces (2000x3000 mm) with
extreme cutting precision, thanks to the use
of CNC robots with 5 axles. Lapiplast’s fleet
of machinery in the cutting department
consists of 10 CNC cutting robots with a
maximum size of 5500x2900 mm. For the
thermoforming process, the company uses
16 thermoforming machines with automated feed. Product quality is essential, which is
why Lapiplast has added a FARO laser scan-

All of Lapiplast’s manufacturing plants have roofs
tiled with solar power panels. The new manufacturing plant, at the core of the company’s plans
for future expansion, is already entirely self-sufficient, thanks to a 500kW power generator. But
we also are quite keen on recycling materials:
all Lapiplast plastic components, in fact, are designed to be fully recyclable when they reach the
end of their life cycle.

us, “customer requests are carefully assessed
together with the supplier of the raw materials. For example, we study the component’s
colour: a special combination of colours, a
plastic material with a slightly matt metallic finish... The materials and finishes have to meet
the customer’s specific demands, and together
with them, thanks to our expertise in a variety
of industries, we are able to introduce new features from other sectors in the camper industry,
such as, for instance, different solutions for in-

sulating the vehicle in both cold and hot environments. Some years ago, with the introduction of new engines in the field of agricultural
machinery, customers began asking us to supply special guards for protection against high
temperatures, to which our response was to
manufacture specific ad hoc components, and
this proved helpful also on campers. Another example are the soft-touch thermoformed
components, which have an impressive sensory value and relatively low costs”.

ning arm to its fleet of machinery, which
makes it possible to create a pattern on the
printed component to be superimposed on
the pattern provided by the customer, so
as to ensure a perfect match. Lapiplast, in
addition to the part’s 3D certification, can
develop machine tool certifications and reverse engineering if no more patterns are
available or none were ever created. The
company issues a product conformity report
in the first phases of production. Lapiplast
can also count on an internal modelling department for the development of wooden
and aluminium moulds, which makes for a
faster prototype manufacturing process and
an increase in the company’s production
flexibility.
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Safe and rested
CTA will be presenting several new products at the Caravan
Salon in Düsseldorf: the Dinette Sleep transforms into a
comfortable bed and the fastening system for face-to-face
layout features Isofix fasteners.
Words Andrea Cattaneo

The Dinette Sleep:
from sitting to comfortable bed in a few simple steps

C

ampers of the 3rd Millennium look
more and more to the automotive
world, and not just in terms of their
design. Comfort and safety are two central
themes in this cross-over, and it is precisely
on comfort and safety that CTA is investing.
“Improving passenger safety and providing
added comfort on board are primary objectives of CTA’s corporate mission”, says Ursula
Scalia, Head of Sales & Marketing of CTA,
“and that is why we continue to invest in
these areas. We do so by using highly dura-

ble materials of small weight, and by seeking to create versatile products that are easy
to use. We have several highlights in store
for the 2020 Edition of the Caravan Salon in
Düsseldorf. The most representative product
of this current commitment of ours to comfort and versatility is the “Dinette Sleep”, a
two-seat seating area that transforms into a
bed. We will be presenting all the new products at the Caravan Salon, at Stand 13C33
(Hall 13), which we designed in collaboration
with one of our agents, Paola Minguzzi of
Italian Products”.
The Dinette Sleep and headrest
With Dinette Sleep the set-up quickly changes from lunch-trip to bed: the small two-seater sofa, in fact, transforms into a comfortable bed, quite different from a makeshift
solution. The Dinette Sleep consists of two
folding elements (sofa and backrest) and of
headrests with adjustable height. The system
includes safety belts and has been tested to
comply with the requirements of directives
R14, R16, and R17. In developing this new
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product, CTA firstly thought of the need to
create a transformable seat set-up that was
just as comfortable as a real bed: the goal
was achieved by using a mix of materials,
such as parts padded with memory foam,
which is hypoallergenic and which ensures
ergonomicity by adapting to the shape of
the body. Even though it is remarkably comfortable, Dinette Sleep preserves one of the
main characteristics of CTA products, i.e. the
limited weight. In fact, with a total weight of
about 39 kg, it qualifies as one of the most
lightweight structures of its kind available
on the market. The two-seater version with
two foldable chairs of the Dinette Sleep will
provide the basis for future versions, which
are already in the process of being developed
at CTA’s Technical Office, with solutions featuring added seats and a “sliding on floor”
version with sliding seats and backrest. The
manufacturer will have the option of choosing from among a range of standard measures that meet all installation requirements.
In addition to Dinette Sleep, CTA is expanding its renowned range of headrests to in-
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Moulds for Isofix
R14 certification tests
Historically sensitive to its customers’ needs and in close collaboration with – and with support from – the technical offices,
CTA has a special laboratory for R14 certification tests and now
is also offering a wide range of moulds for all ISOFIX seat categories for the development of its projects. Customers can lease
the moulds or have tests performed at CTA’s laboratory.

Support brackets for TVs and tablets
Already highly renowned and appreciated by customers, CTA’s range
of this line of accessories welcomes a new
rotating wall-mount model. Designed for
37” TV monitors, the rotating wall-mount
bracket features a double VESA coupling set-

Tablet holder

up, which means it can also be used for
smaller monitors. But the latest highlights
also include the new range of supports for
tablets, which were presented for the first
time last year, and which are now available
in special new models, including the horizontal support for tablets with extendable
and adjustable arm and with 360° rotation.

Rotating TV holder

clude both a version with wall-mount and a
fastening structure with safety belts. The bases and headrest brackets have been tested
by TUV according to the requirements of directives R17 and R25. Customers can choose
from a broad range of options thanks to the
availability of models in metal and plastic maFace to face
with back and
headrest

terials with differing wheelbase depending
on the particular application needs.
Face to face with Isofix
For over 30 years, CTA has been developing
and manufacturing systems for the fastening of safety belts on campers, establishing
itself as the European leader in this specific
market segment. The company’s ongoing research to come up with new solutions has led
to a restyling of all the R14-certified parallel
twin structures, which are now even more
high-performing and increasingly lighter
(with a noteworthy minimum weight for an
M1 parallel twin structure of about 12.5 kg).
In addition, CTA introduces a new range of
fastening systems designed for face-to-face
living areas, an internal layout that is increasingly sought after by customers and which is
featured on several vehicle models.
“Last year we presented a set of new Isofix
fastening systems”, says Ursula Scalia, “a
set-up featured on all parallel twin structures. The product’s design allows for its
application on any structure of CTA’s range
of last-generation products, but at the same
time, it can also be installed as an optional or
in the aftermarket phase. This year we’re taking yet another step forward by presenting a
new range of structures for the face-to-face
layout, these too which are designed for use
of the Isofix system. CTA’s new modular faceto-face structures are remarkably versatile,
since they are available in various modular
versions, starting from the base modules,
backrest, and headrest, as well as the Isofix,
wall-mount or sandwich column coupling
options”.

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

Forward-facing
structure with isofix
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The light shines bright again
After the Covid-19 emergency, Dimatec is back to work, supplying original equipment with a complete
range of products for the interior lighting of vehicles and external head and tail lights.
Words Andrea Cattaneo

D

imatec is an evolving business, a company that looks to the future, continuing the process of differentiation
that it started a few years ago. Drawing from
nearly 40 years of experience in the RV industry, Dimatec has known how to develop new
product lines and access new markets thanks
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to targeted investments and a careful business
strategy. The field in which it has most distinguished itself is definitely the production of
lighting systems, spanning the entire gamut,
from small and cheap internal lights to complex external head and tail light units.
“As early as 1989, a few years after it was
first established, Dimatec began developing
products for the lighting of RV driver’s cabins”, says Richard Pirovino, owner and founder
of Dimatec, “adding head and tail lights and
lamps of various kind to our catalogue and
expanding our offer over time. Starting from
2005, the company has strongly intensified
its presence in the market and has moved its
production to Asia, in particular China and Taiwan, making substantial investments in design
and moulds to create new product lines. We
made a big leap forward in 2013: in addition
to lamps for the internal lighting of vehicles,
we began manufacturing the external head
and tail lights of RVs, with products subjected
to rigorous testing before their introduction
in the market. This step, which was pivotal
for our business, allowed us to achieve considerable growth. The external lighting market segment is not saturated as the internal

lighting market is, because of the high costs
of production and certification, which many
companies are unable to sustain”.
Head and tail lights
Dimatec currently manufactures various types
of external lights for the front and rear end
of campers. For example, we have the optical units inserted in the rear bumper, which
are suitable for various types of campers and
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offer customers a high level of customisation
for their vehicle. The rear lights are either
single-purpose (e.g. serving only as position
lights) or multi-purpose, incorporating position lights as well as stop lights and lights for
reverse drive or to indicate direction, and the
rear fog light. Dimatec offers two kinds of tail
lights: round-shaped lights available in various
diameters and light bars of different length
and shape (horizontal, vertical and L-shaped).
But the company also manufactures more
complex head lights for the front end of the
motorhome. Dimatec’s range of products in
this field is therefore highly differentiated,
with customisation becoming a very important factor for its customers. With a production of units in limited series, being able to cut
down costs by customising models thanks to
changes to standard head and tail light sets
proves quite important to camper manufacturers. Dimatec has successfully penetrated a
challenging market segment like the one of
external lighting is because when compared
to the larger lighting system manufacturers
of the automotive sector, it has been able to
ensure remarkable flexibility in the design and
manufacture of its products, along with its extensive experience in the RV industry.
“Establishing a presence in the external lighting market is a long process”, says Richard
Pirovino, “both because you need to perform
extensive testing to obtain homologation for
use on road, and because of the high costs
of developing the product, with a complex
design and prototyping process. Once you’ve
succeeded, though, you can establish lasting
relationships with customers, because the life
cycle of a lighting system, which is closely tied
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Company Profile
to the life cycle of the vehicle, is five to six,
even seven years. Our customers ask for stable
prices and reliability. We have proven to be a
reliable partner in the RV sector and are working to achieve the same reputation in other
fields. External lighting does not yet rank first
in terms of sales for Dimatec, but it may very
soon thanks to the expansion of our offer
to other sectors. I’m thinking for instance of
lights for agricultural machinery, ambulances,
and heavy-duty industrial vehicles. We have
begun to step into these market segments,
but quite obviously, it will take some time before the effort pays off. We are continuing to
invest in this sector and want to become an
increasingly important partner”.
Lockdown and Caravan Salon
“Like all businesses, it was a challenging time”,
says Richard Pirovino, owner and founder of
Dimatec. “The lockdown imposed as a result
of the Covid-19 emergency caused a drop in
our aftermarket sales, because business operators of the RV sector, just like the accessory
markets and camper and caravan retailers,
closed shop for two months. We had less
problems, instead, with the supply of original
equipment, because RV manufacturers shut
down their production for a shorter period.
Unfortunately, the industry hasn’t picked up
at the same pace as before the epidemic, because the chain of suppliers and sub-suppliers
faced some serious setbacks, starting from the
supply of chasses. Dimatec, instead, did not
have issues with the procurement of materials,
because in January and February we received
vital shipments from our Asian suppliers. This
year, the company decided not to take part
in the Caravan Salon in Dusseldorf: we made
that decision primarily because our main customers, European RV manufacturers, will be
downscaling their participation at the CSD and
will be attending the event in Dusseldorf with
their sales managers but without bringing
their production managers and product specialists along this time. In order to effectively
respond to this situation, we are preparing a
system for the presentation of our products in
3D, to provide the best possible display to our
customers given the circumstance”.

A specialist supplier of lighting systems
for recreational vehicles, Dimatec S.p.a.
has been in business for over three decades. Officially founded in 1983, the
company’s roots go much further back,
considering that its founder Richard
Pirovino began doing business in the
sector with his first installations in 1974.
In 1989, Dimatec entered the lighting
sector manufacturing lamps, and just
a few years later launching Veralux, an
exterior 12 Volt fluorescent lamp with
11 Watts of power that soon became
a best seller in the caravanning market. Dimatec operates both in the original-equipment market and aftermarket,
selling its own products while also acting as a sales agent, bringing together
recreational vehicle manufacturers and
component producers, offering a huge
gamut of accessories and spare parts.
Dimatec obtained ISO 9001:2000 certification in November 1999, and has
worked tirelessly to enhance its internal
production processes in order to achieve
its objectives, while constantly striving
to provide better and better customer
service. In 2017 Dimatec upgraded its
certification to the new ISO 9001:2015
standard.
• Employees: 20 people.
• Turnover: 12 million euro.
• About 50% of the turnover depends
on the OEM market, the remaining
50% on the after market.

Richard Pirovino
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Nordelettronica

An innovative
IoT inspired
design for
New Control Panel NE 334
Nordelettronica continues to innovate its range of products and introduces a new design and production
logic implemented by relying on the “Internet of Things”, a series of technologies that simplify and
amplify the way system networks and devices interface from remote.
Words Andrea Cattaneo

R

ecently, Nordelettronica has focused
most of its efforts on designing the
control panels and switchboards of
various kinds of devices: the Italian company,
which has been operating in the RV sector
since the 1970s and which is known especially for its battery chargers and LV distribution
modules, already in 2014 had introduced a
new platform that exploits LIN BUS technology
to simplify the system engineering of campers
in order to ensure optimal management of
the vehicle’s on-board devices. The company
has also developed a remote communication
system which interfaces with the systems on
board. The new NE 334 Control Panel offers
to a broad range of systems innovative solutions to improve life on board the vehicle.
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Control Panel NE 334
The most exciting challenge for Nordelettronica is the possibility of developing products that yield luxury class performance, while making them accessible
at highly competitive prices, prices which
definitely are not those of top-tier market
segments. The company is working on developing low- and medium-range panels
equipped with technologies that until now,
in the RV sector, had been considered as accessible only to high-end customers. R&D,
combined with extensive experience, have
allowed Nordelettronica to offer top-level
performance at competitive prices, but also
more connectivity, more control and ease of
use: a mix that gratifies the end user and

qualifies the vehicle with high-performing
on-board instrumentation. The new Nordelettronica NE 334 Panel, in fact, will be
designed in an IoT (Internet of Things) perspective, capable of achieving maximum
performance. This technology exploits the
opportunities offered by connecting not
only individuals but also devices, thus providing services with added value to the end
user. Nordelettronica’s latest products will be
optimized to support any type of operating
and communication protocol system. They
allow the user to monitor the vehicle, the
heating system, the levels, the vehicle’s central power unit, and the power reserve, besides the battery charge. They also provide
the user with a vast set of stats regarding
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other systems connected on board the vehicle. The new panels have very low hardware
and service costs, yet deliver superior technical performance. The panel is controlled
via touch display with an OS with modern
and intuitive icons and high-res graphics. It
offers the user full operational control from
any device, whether a smartphone, tablet or
PC. Nordelettronica has taken special care in
developing the 4.3” high-contrast color display, which features attractive graphics with
a high aesthetic impact. The New Control
Panel NE334 will be available for on-board
installation starting from the 2021-2022
season.
Nordelettronica and trade fairs
“Nordelettronica did not experience a significant drop in sales volumes due to the
Covid19 pandemic”, says Alessandro Chies,
Managing Director of Nordelettronica, “but
after a long discussion with our partners
and our agent in Germany, we decided not
to take part in the 2020 edition of the Caravan Salon in Düsseldorf. For the OEM sup-

plier, a trade fair represents a definite cost,
while also an indefinite return in the future.
We trust that Nordelettronica will close the
financial year in perfect health and without
having suffered serious setbacks. The company will be able to reinvest budget savings
produced from not participating in trade
fairs into further research & development,
but also in scouting in new markets and
customer service implementation, an aspect
that we believe is essential to our business”.
With regard to the market’s evolution in the
short- and medium-term, Alessandro Chies’
vision is just as clear. “The scenarios before
us following the Coronavirus do raise some
alarm, quite naturally, but we expect to see
a positive turn of events for the caravanning
sector. We definitely doubt the setbacks will
be similar in any way to the crisis of 2008.
We’re not witnessing a global over-production, and the market has opened again. If
we work on stimulating a sense of trust,
holidays on campers and caravans will be
seen as safe from a hygiene-sanitary viewpoint and will attract new customers, thus
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buffering, in the medium-term, the global
losses experienced by the industry in 2020”.
Throughout the lockdown, Nordelettronica
continued to remain active, both through its
Italian headquarters and its manufacturing
plant in Romania. This decision produced
considerable benefits: firstly, Nordelettronica was able to continue serving customers
who hadn’t shut down their production.
Secondly, when manufacturing businesses
reopened nationwide, Nordelettronica did
not find itself with an over-stock to get rid
of: the company’s business, all things considered, had a regular course thanks to the
decision to keep its facilities running. Nordelettronica, therefore, can reopen business
in full stride, ready to offer support even to
customers who are having a hard time.

Company Profile

Remote control
The new vehicle control systems developed
by Nordpanel are an advantage both for the
end user and for various industry operators.
They offer the possibility of controlling the
vehicle on- and off-board via Wi-Fi connection from a smartphone or tablet, but the
vehicle can also be controlled from remote
via phone connection. Camper geo-localization is possible and users can also interact with its systems, receiving information
from the devices on board and imparting
commands from remote, through a system
that is useful to the service networks of RV
manufacturers, dealers, and rental businesses. Nordelettronica is a member of the CIVD
and through the CIBUS consortium has
been able to coordinate its business with
other component production companies.

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

Together to innovate
Borri Srl and Santerini Macchine Srl were born in 1951. This is the
story of a professional life that has always been shared, right up
to the latest cutting-edge investment: the new Morbidelli P200
edge banding centre.
Words and photo CleliaConsulting

I

n the early ‘50s, the four Borri brothers and a partner decided to create a
business to bring together their experience in the sector of agricultural wagons
construction and the latest trends in wood.
This way, they chose to engage in furniture,
originally with the production of master
bedrooms then moving on to children’s bedrooms and living rooms based on modular
systems.
This was the market’s demand at the time.
With the ‘70s economic boom, the company employed more than 80 workers over an
area of more than 5,000 metres.
Between the ‘80s and ‘90s, Borri Srl opened
its horizons to a new promising sector: car-
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avans. The furniture market was experiencing a saturation period and new ideas were
needed. The caravan industry was only just
starting out, with first vehicles composed of
a cabin connected to the living quarters.
“The first brave manufacturers were Rimor,
followed by Mirage and Elnagh, and finally
C.I. (Caravan International). Rimor and us
had friends in common, and through this
connection we had the idea of making an
experiment: starting to produce customised
furnishings for caravans, which was something new and actually the kind of thing we
were looking for, so we started!
An important research and development
project allowed us to make a change, and

nowadays we work with all Italian companies and several clients in Europe too.” –
one of the partners at Borri explains.
Partnership with Santerini Macchine
Borri and Santerini crossed paths in the ‘70s,
when Lando Santerini’s father supported
the company in adding the first automatic
machines in the sector (Gabbiani etc.).
Joining the caravan sector also matched
with the change of generation at Borri’s. As
the target market was changing, so were
the company’s managers, marking an historic transition.
“At the beginning, the caravan sector did
not require much technology, however,
with the passing of time and the expansion
of work, technical and production needs

In partnership with
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The new edge banding
and milling centre (Morbidelli P200)

T

oday, Borri is adding a new edge banding and milling centre
(Morbidelli P200) to the company, for the innovation and
renovation of milling and edge banding operations. This machine makes it possible to work with any material, as well as to
handle templates of any shape. In addition, it ensures absolute
safety for the worker (acoustic, particles, etc.). We’re talking
about a technologically advanced tool based on 4.0 technology
as it interacts with the company’s informatic system, valuing
people’s time and resources while also feeding back on the production in real time.

Borri’s success factors
• The ability of finding a solution even for the most different problems/
needs of clients.
• Operational and organisational flexibility.
• The ability to differentiate, even the product, by focusing on features
that cannot be independently developed by the motorcaravan industry,
as well as peculiarities that could add extra value to the final product.
Today, the team consists of about 20 people working in operations that
are mainly automated. Manual activities represent what is irreplaceable by
a machine: control, the finishing of some details, and therefore the process of making sure our clients get what they asked for.
In other words, the ‘adding value’ procedures are done by hand.

started to grow and so was our need of
automating the production and adding advanced systems. During this phase, the most
challenging aspect was to change people’s
mind over understanding a new and different need”.
“You can find all sorts of things in a caravan, therefore the variety of furnishing types
forced us to find solutions for working with
different materials, not just wood, and in
different ways. Long story short, we had to
be extremely versatile.
Rounded edges, particular shapes and materials from the caravan industry offered us
huge opportunities, but we had to make
investments in order to succeed. In those
years we met SCM and we started to rely on
the relationship and trust their staff gained

T

the same period. Two stories that connect, pushed by an urge of innovation.

Borri Srl and Santerini Srl were born in

Borri Srl needed to make its own production flexible in order to meet the growing
customisation demand of the product/
service coming from the market.

he story of Borri Srl is a journey of
professional specialisation, from the
construction of agricultural wagons to
furniture production and the design of
customised solutions for caravans.

with time, as well as on the level of service
this major group could ensure us.
In this respect, Santerini was the right partner to ensure us not only competence, service and ‘loyalty’, but also information and
knowledge of the sector, which we needed

in order to discover new industrialisation
opportunities for our processes.”

Right: coextruded acrylic glossy
door, solid beech ladder.
Below: wooden and solid surface
table, okoumé shower platform.

Solid surface kitchen top
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FAP

HALL 13
BOOTH E33

Ergonomics and design
Simple solutions to go beyond the conventional limits of RV components in an increasingly automotive
perspective. This is the mission of FAP, that will be presenting the new Orus Pro flush flap range and a
handy garage door stay system at the CSD.
Words Andrea Cattaneo

A

fter the COVID-19 emergency, FAP
is ready to take on the 2021 season
with refreshed momentum. There
is plenty of news on way to product improvement that tends to adopt an automotive perspective more and more on motorhomes in terms of comfort of use and
looks. FAP will be at the Düsseldorf Caravan
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Salon with two interesting new features,
the flush service flaps and the garage door
stay system.
Flush flaps
For the 2021 season, FAP has developed
a new range of exterior sockets for water
and electrical connections and the news

is that they are almost invisible from the
outside making the side of the motorhome
look clean and sharp. The traditional service
flaps for loading water and connecting to
the 230 V mains that have been in use for
many years are usually applied above the
sides so that they have a part inside the
vehicle in addition to exterior bezel frames

In partnership with

and hinges. FAP wanted to take a step forward with this solution giving the flaps an
automotive makeover.
“The Orus Pro system provides doors flush
to the side panels for water ports and
connecting to the external power supply,
including connection to the TV network”,
explained Lapo Ermini, General Manager
of FAP. “To achieve this result, a new hinge
that is invisible from the outside has been
studied and patented. The system consists
of a main body that is screwed from the inside, and not inserted from the outside, and
this is a major innovation. Once the body is
fitted on the inside of the wall, the door is
fixed flush with the side panel, equipped
with a reliable and concealed hinge that is
not in view from the outside of the vehicle.
We are satisfied with our work. I think it is
something never seen on a normal production motorhome before. We have already
received orders for this item from a French
and a German manufacturer for installation
on their 2021 motorhome models”.
FAP has begun a process of renewal and
expansion of the product range and has
set the goal of going beyond conventional solutions, in an increasingly automotive
key. The new flush-fitting service flap can
also be applied to the fuel tank cap of motorhomes.
Garage door stay system for the hatch
Everyday life can be improved through the
smallest innovations. This is why FAP wanted to concentrate part of its design and
production efforts to develop a system created to help users open the garage door.
The new mechanism essentially consists of
an aluminium telescopic arm and holds in
the desired position, responding to a need
expressed by thousands of European motorhome users. The possibility of opening the
door and holding it at any angle, not only
in the all-open position, is useful when the
vehicle is parked close to another motor-

home or near a wall or a tree, but it is also
convenient in windy conditions to prevent
accidental opening. This new FAP mechanism goes beyond the limits of the systems
currently on the market. FAP has already received a major order from Laika that will be
fitting this system on various models of the
2021 season line-up.
FAP at the Caravan Salon
“Despite the problems of the post-COVID
phase, we decided to attend the Düsseldorf Caravan Salon and we have booked
even larger spaces than last year to display
our products in the way they deserve”, explained Lapo Ermini, General Manager of
FAP. “At this stage, being at the Caravan
Salon is more important than ever and will
contribute to the growth of the RV sector.”
Fifty years of substantial experience in the
camping sector have allowed FAP to organise activities into various lines. The largest
part of the turnover is for living pod entrance door locks, with the range spanning
from the tried-and-tested two-point lock
(sold both in Europe and America) to more
innovative proposals, such as automatic
electronic locks for high-end motorhomes.
FAP also makes locks for furniture elements,
locks for exterior flaps, water plugs and fillers, as well as side panel service flaps.
“Next year we are planning to supply a significant amount of products Trigano group,
with a focus on garage door locks”, said
Lapo Ermini. “New is the collaboration
with the camper van division of the Rapido group. At their request, we have started
making a closing mechanism for camper
van pop tops. The system, with a handle for
snap-closing the pop top will be fitted on
various motorhomes of the Rapido group,
including some Westfalia models. This is
a very important project for us because it
demonstrates the ability of FAP to work
on-demand to create specific, customised
products”.

Contacts

Lapo Ermini
with an example
of a flush flap

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

The garage door stay system
allows users to choose exactly
the desired position
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MB Trading

Innovation, service, expansion, all
in colours more vibrant than ever
New machinery, new services for the customer and projects to expand the
manufacturing site are the answer of MB Trading – the Italian specialist with
a European dimension involved in the sector of customised decorations for
recreational vehicles – to the (albeit brief) market stall. We met with Walter Bracci,
founder of MB, to take stock of the company’s situation and to look at what might
be the future scenarios for the industry.
Words and photo Enrico Bona

M

B Trading is an Italian company, relatively young in the RV segment, but
which, thanks to innovation, in just
a few years has succeeded in becoming a
leader in the production of customised, premium-quality adhesive graphics for the European and global recreational vehicle industry.
Today, in fact, the exterior of one camper out
of four in Europe is decorated with graphics
produced by this dynamic company from Pisa,
in Italy. Established in 1997 as a screen-printing studio, thanks to the intuition of Walter
Bracci and Giampaolo Maffei, in 2011 MB
Trading ventures into the world of recreational vehicles, starting to work in partnership
with the Sea Group and shortly after with
Trigano, Rimor and others. From a 30 square
metre garage with just one employee, as the
two associates like to recall, the company has
grown steadily and now staffs 50 employees
working on 3 shifts, 7 days a week, within a
facility of more than 2000 square metres. “In
our last interview we had mentioned that the
space in which we work was large enough...
but we were wrong”, says Walter Bracci. “In
fact, new projects are continuously being de-
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veloped leading us to having to negotiate the
purchase of two warehouses adjacent to our
current facility, in order to further enhance
our industrial capacity with new machinery
and gain access to new markets”. The company’s recent evolution has already brought
MB Trading new technologies and cutting
materials like the introduction, in June, of two

new printing machines and a cutting plotter
of the largest size currently available on the
market. MB Trading can presently unleash all
its production capacity thanks to 10 printing
machines and 7 large-scale cutting plotters, a
concentration of technology unlike any other
in Italy which, with no surprise, has brought
the company to control 98% of the domes-

In partnership
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tic RV market. In addition, a major highlight
introduced by MB in 2020 to its range of services, thanks to a number of new and strategic partnerships, is the supply of customised
vinyl without any added cost for the customer. Quantity, colors and dimensions, materials
and special manufacturing processes will be
available for ordering to customers without
any restriction. The variety of products available will provide a great advantage for the
designers and, above all, for the customer’s
purchasing departments. This solution gives
even greater freedom and is beneficial both
to large-sized businesses, managing several
brands, and to those manufacturing smaller
limited and special series. After closing 2019
with remarkable results in terms of growth
(in the range of +10%), MB Trading started
2020 with a highly positive performance until the unexpected and untimely stop in April
imposed by the Italian government to the entire domestic industrial system. At a time of
generalized anxiety, MB prefers not to look
at the momentarily negative situation but
rather proposes a mid- to long-term vision
with a positive outlook both for itself and the
market at large. “We are a solid business and
are very quick to take action, there was no
reason for us to panic on a structural level,
we did not face cancellation of orders and,
on the contrary, we took advantage of the
4 weeks of forced closure to reorganise and
streamline our internal processes”, says Walter Bracci. “Our production now undergoes
strict social distancing, sanitisation, and work
shift protocols, in order to eliminate any risks
for our staff. Upon physically reopening the
manufacturing plants, both our own and
those of our customers, we picked up production at the same exact pace we had prior
to the healthcare emergency: an excellent token of the health of our business and, quite
luckily, of the market”. MB Trading, in fact,
is maintaining its high performance and can

safely claim that about 25-30%
of the recreational vehicles manufactured in Europe is “dressed”
with its colors. “Our business is
experiencing remarkable growth
and we want to continue innovating our range of products
and services. In this sense, we
are working on developing increasingly innovative solutions
that will allow us to enter the
camper providing various interior
decoration details as well. Offering these added services to our
customers requires significant investments,
which we are already in the process of making, in terms of company’s expansion and
new technologies”.
On an operational level, MB Trading currently
works in partnership primarily with the Trigano and Rapido Groups. Business-wise, the
company is taking important steps towards
the Far East, with a well-established presence
in Korea and with a very keen eye on the
Chinese market, with which it is establishing
concrete and significant contacts. In Europe,
there is no question that MB Trading ranks
among the leading manufacturers in the industry, and the company continues to focus
heavily on the German and French markets.
In terms of further consolidating its presence
in a primary market like Europe, in fact, MB
Trading is also planning to take part in the
upcoming editions of the Caravan Salon in
Düsseldorf. “We entered this sector on tiptoes but with professionalism and respect
and have since grown quite a lot”, says Walter Bracci. “The results we have achieved and
our plan of investments give us confidence
to present ourselves to an even broader audience and to acquire visibility in markets
where we still have huge growth margins”.
We end our interview with MB with a final
comment on a year that has been strange,
at least thus far, regarding the future of recreational vehicles following the emergency
caused by the pandemic. “We are optimistic
about the future of the European RV market.
More specifically, we do not expect to close
the year with a loss and rather see a bright
rest of 2020 ahead of us. The positive signal
predominantly comes from the market, with
the same number of orders and with new
end-users attracted by the social distancing
advantages that a holiday in a caravan or
camping car has to offer. Making a prediction
now about what will happen exactly is like a
throw of the dice, but my outlook is positive”.

Contacts

Company Profile
M.B. Trading srl is one of the leading
italian and international companies in
the field of printing for industrial and
advertising decorations. Cutting-edge
technologies, orientation towards innovation and creativity are at the base of
a wide range of products and solutions
that enable M.B. Trading to dress and
decorate surfaces and materials of any
kind. M.B. Trading’s printing techniques
range from screen printing, with an over
20 years experience, to the most innovative digital printing.
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Electrification is the future
Tim Batist, CEO and owner of Westacc, is convinced that his company
has a bright future. Small things often create big businesses, and
Westacc is a good example. The company is based in Maasland, north
of Rotterdam in the Netherlands, and the name is a combination of
WESTland (the headquarters) and ACCessoires (the products they
deal with).

T

he Dutch family-owned company
group with a forty-years-history is very
much experienced in electrical devices and lighting. In the caravanning industry
the company has a kind of “hidden champion”-status in terms of the wide-spread market penetration.
“Worldwide, we supply our products to
manufacturers of leisure vehicles and
boats,“ says Tim Bastist. When he talks
about his products, that means inlets/outlets, fuse boxes, lighting and electrical components. “All these small things made us
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Words Peter Hirtschulz

Tim
Batist

big,“ explains Tim. Westacc was founded
in the year 2000. Before that, Tim’s father,
Jan, started as a caravan dealer in 1972, and
later constructed static caravans by himself.
Later, he changed into a wholesale business
and founded Westacc. In 2015, his son took
over management and ownership of the
company.
“From the very beginning, and for the future,
we will be a family enterprise with a longterm strategy,“ said Tim. “Our top priority is
the philosophy of our family. We mostly care
about our employees and we respect our
clients and their wishes as much as possible.
Fuse box detail
Our success is based on
our ability to listen to our
clients and their wishes
and manufacture products accordingly or even
tailor-made.“
In 2019, the company was certified for ISO
9001:2015, an important quality standard in
the market. This certification has confirmed
the development of the
company through the
years. Tim Batist is proud
that all their products

are made in the Netherlands, which keeps
quality high with maximum delivery flexibility. The R&D-division is based in Maasland at
the heart of the company.
“This is where the brains of the company
work and they guarantee really short development times for the products that clients
want. Here we do the complete prototyping in-house. We make 3D-technical drawings and with our professional 3D-printers
we can develop completely new products
within a few weeks“ reports Tim. Of course
many components are produced all over in
Europe and certain parts in Asia, but the
final production is done in-house. “Luckily,
we have an enormous amount of stock in
our 2,500 m² warehouse and consequently
a big buffer to compensate the supply chain
difficulties arising from the Corona crisis,“
added Tim. Tim and Westacc are prepared
for the future. The following new products
will help create a successful future for the
company. A new Westacc-product double
USB-A socket. The advantage is a higher
output current (2.4A) per port compared to
other/older models in the market. Thus, a
device, like a smartphone or tablet, could be
charged quicker. Normally you see a maximum output current of 2.1A per port these
days. Another new product is a USB combination socket of a USB-A (2.4A) plus an

In partnership with

C-Line USBA - USBC - Dimmer

USB-C socket of 18W. The main advantage
of USB-C compared to USB-A is the communication between the charger (USB-C socket) and the device (smartphone/tablet/etc.).
The USB-C socket makes it possible to reach
the most efficient and quickest charging
possible for the device connected. It is a
combination of the best charging power
and voltage. There are more and more devices on the market with USB-C ports so this
item is ready for the future. Also new is the
touch dimmer switch. The use of dimmers in
our market has been quite low in the past,
but we have seen an increasing interest to
create ambient lighting for the end user.
We have been able to design a good quality and very cost-effective product to fulfill
this need. The control is very simple: short
touch for on/off and longer touch for dimming up and down. Beside these promising
new products, the base of more success is
made by the Westacc fuse-box, as Tim Batist explains: “We are the European market
leader for assembly of fuse boxes for the
RV market, i.e. putting the parts of a fusebox together, connecting wiring, do 100%
testing with calibrated equipment (results
will be stored in our database), labelling for
traceability and pack for storage.“
And he continues: “Besides this quality aspect, it is important to recognize that the
quantities of vehicles sold are increasing in
Europe. Consequently, the pressure on the
production lines of caravans/motorhomes
is increasing as well. For that reason, we at
Westacc always invest in the development
of smart and quickly installed products.“
From that point of view, there are two im-

portant issues. First the installation: when
the installation is complicated, only highly skilled people can do the job; secondly,
there’s the installation time: when the installation time is long, less vehicles can be produced, which costs money these days. Thus,
a good example of Westacc’s smart and
quickly installed products is the fuse box.
Installation is quick, because the fuse box
doesn’t have to be opened when connecting to the electrical system. And the second
advantage is that no highly skilled people
are needed for installation, because the
plug can only be connected in one specific
way, installation is easy. Tim added: “This is
the secret of our success and the company
philosophy: first of all top quality and then,
of course, customer-friendly handling of

Contacts

our products. But this does not only affect
our professional OEM-partners but also the
clients who use our products afterwards in
daily life.“
Two examples of user-friendly products are
the Tivoli ceiling light and the Vivaro Flex
Light. Firstly, for the Tivoli ceiling light,
the main issue for using ceiling lights in a
motorhome/caravan is the avalaible space
(especially for taller people). OEM’s prefer
using surface mounted ceiling lights but
require flat and quickly installed solutions
with a nice design. Therefore Westacc has
designed a new flat ceiling light (only 13mm
total height) with enough amount of light
(500 lumen). The second example, the Vivaro Flex Light, is one of Westacc’s premium
products in terms of design and functionality. The main advantages: no visible screws
(installation is via a bracket), touch dimmer
switch (on/off and dimming), USB socket for
charging your smartphone, and a flexible
neck to move the light anywhere you want.
The best choice, for example, is near beds.
With this spirit of innovation paired with
functionality that makes life easier, Westacc
has become a ‘hidden champion’ in its field.
Looking to the future, with an increasing
amount of electrification to come, this leadership will stay in Maasland.

Tivoli ceiling light

Vivaro Flex light with touch switch
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Purple Line

Global expansion driven by
innovation is delivering “wow!”
for customers in Australia
Purple Line is an internationally renowned, multi-award winning, market leading manufacturer of
camper trailers, motor movers, air tents and awnings, levelling and security equipment and many other
parts and accessories for the global RV market. Based in Melbourne, Purple Line’s Australian arm is
embracing digital technology for both systems and product innovation in order to continue the growth
of its business down under.
Words Enrico Bona

P

eter Drucker, often referred to as the ‘Father’ of modern business management, asserted that “Business has only two basic functions: marketing and innovation”. Melbourne based
Purple Line Australia are focused on these principles, putting innovation and marketing at the centre of all that they do. Innovation
runs through the very core of the entire business. The market leading, multi award winning products that the company manufactures
and produces, like the Air OPUS range of camper trailers, Orbit air
annexes and E-Go Caravan movers, deliver highly desirable, quality
products to the market. But Purple Line Australia’s innovation does
not stop with the product. Innovation in systems and processes has
been, and continues to be, a key focus enabling the company to deliver the highest value possible to its customers. While the company
is part of a global group, the Australian subsidiary focuses very much
upon Australia (and New Zealand) and it is committed to being responsive to local needs, the requirements of the Australian client,
the Australian consumer and the unique demands of the Australian
environment. Focussing on the needs and desires of the Australian
consumer has crossover and has helped fuel innovation to expand the
business in other key markets, such as the USA. Purple Line Australia
has embraced the advancements that digitalisation offers and is well
underway to incorporating AI backed systemisation and automation
of all business functions. The company is working closely with Microsoft partners to achieve efficiency in Operations, Finance and Sales
and Marketing. Digitalisation is also a key focus for future product in-
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novation, as the market continues to rapidly normalise the use of IoT
technology and smart electronics. The company’s marketing policy is
based on the principle that if the customer is deeply understood and
known, products can be designed with their needs in mind, and the
products will sell themselves. Purple Line are not satisfied with happy
customers, they are striving for a tribe of raving fans, and are working towards that everyday. “Australia is a beautiful, vast country that
lends itself to adventurous travel. Australians embrace the camping,
caravanning and traveling lifestyle to maximise their enjoyment of all

In partnership with

there is to see and experience” says Anthony
Barr from Purple Line Pty Ltd. ”The Australian RV market is vibrant and growing, and
Purple Line is positioned nicely to continue
delivering outstanding products and exceptional customer experience now, and into the
future”. Purple Line Pty Ltd’s product offerings incorporate Air OPUS Camper Trailers,
Orbit Air Caravan Annexes, Remote Control
Caravan and Boat Movers, the Aeroplus Caravan Wind Deflector and a wide range of
Anti Theft Caravan and Camper Trailer security and safety products. The company’s
goal is to enable travel and adventure in
style, safety and comfort. “We are passionate about making innovative products that
are easy to use, stylish and represent good
value for money. We are driven by our desire
to make travelling easier so customers spend
less time setting up camp, and more time enjoying their adventures” says Matthew Sullivan from Purple Line Pty Ltd. Purple Line’s
Air OPUS camper trailers are rugged, robust,
stylish and innovative folding campers, that
are compact and easy to tow, spacious and
luxuriously equipped. The Air OPUS range is
rapidly becoming a market leading, global
icon, well suited for travelling Australia, but
also being rugged and versatile, it lends itself
to adventurous travel anywhere in the world
and is gaining popularity across the globe,
particularly in the USA, Europe, South Africa
and parts of Asia. The original Australian Air
OPUS OP4 has two fixed double beds, and
an additional double bed that can be created
in the seating area. The OP4 camper trailer
comes complete with a full air annex that
has space for two extra bedrooms and provides a large additional living area. Thanks to
two reinforced lids and a universal racking
system, the OP4 Air OPUS platform can be
easily loaded in order to carry bikes, boats,
kayaks and more. Needless to say, the Air
OPUS range uses air beam technology to inflate the campers at the touch of a button,
reducing setup time to minutes and cutting
out the need to tow the unnecessary weight
of steel poles. This Air Technology features
across the entire range (OP4, OP2, OP Lite
and OP 15 Hybrid).
Purple Line Australia’s annual turnover was
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$13m last year, and with the companies’
focus fixed on growth, $20m gross sales by
2022 is the next milestone target. This goal is
both realistic and achievable, with the OPUS
brand having a set objective of capturing a
minimum of 10% share of the growing Australian camper trailer market by 2021.
www.purpleline.com.au

Nemesis PLUS
Purple Line’s Security Division FullStop® ensures every product is designed and manufactured to offer maximum protection and ease of use, utilising our special blend of composite
materials which have been specially chosen to be resistant to cutting, drilling and gas-freezing. To ensure confidence Fullstop® products are tested by the renowned testing house
Kiwa SCM and endorsed by leading insurance companies. Demands from Motorhome and
Campervan owners for a version of the very successful Nemesis ULTRA, a multipurpose
wheel lock for Caravans has led to the development and launch of the Nemesis PLUS.
The Nemesis PLUS has been designed for use on motorhomes, campervans, trailers and
caravans. The Nemesis PLUS is a secure, lightweight and quick fitting wheel lock (under 10
seconds) utilising a bespoke receiver wheel bolt and secures itself to a vast range of wheel
profiles and prevents rotation using its steel wheel bar and centre pin. With a user-centric
philosophy, the design of the Nemesis Plus quickly became focused around functionality
during both installation and operation. The resulting ‘tear drop’ form allows for optimum
security whilst keeping the weight and scale to a minimum. Alongside various titanium elements, a hardened steel construction was
selected to optimise strength and durability,
whilst the luminous orange finish enables
the lock to also work as a visual deterrent.
During Operation, wheel locking is a threepronged approach. Initially the device locks
to a bespoke wheel bolt. Wheel rotation
is then prevented by the centre pin and
wheel bar which create three points of contact. When rotating, the centre pin restricts
movement in context of the wheel, with the
wheel bar in a position that will then collide
with either the floor or vehicle chassis.
This design philosophy was recognised by
Red Dot awarding the Nemesis PLUS the
design concept award for 2020.
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2020 RV Open House Supplier Show
to expand
Organisers of the RV Suppliers Show have announced the 2020 event
will be significantly expanded in order to accommodate strong
vendor demand.
Words Craig Ritchie

H

eld at the RV/MH Hall of Fame in
Elkhart as part of the annual RV
Dealer Open House event each September, the second annual RV Suppliers
Show will increase in size for 2020 with an
additional 40 indoor display stands in order
to allow more vendors to participate. Indoor
stands are fully air conditioned and come
with electricity, according to RV/MH Hall of
Fame president, Darryl Searer. “The feedback
we received from exhibitors at the inaugural
2019 RV Suppliers Show is evidence that the
event was a huge success,” he said. “Most of
those exhibitors have already reserved their
space for this year’s show.”
Searer notes that while a small number of
exhibit stands remained available at AboutCamp BtoB’s press time, he expects the show
to sell out. Display stands measure 10 feet

wide and eight feet deep, and are available
at a cost of US $2,500. Included in the price
are two padded chairs, a single eight-foot table, drapery, electricity, free Wi-Fi, exhibitor
badges, complimentary drinks, a hospitality
area and storage space if required.
The inaugural RV Suppliers Show attracted strong traffic last year from RV dealers
attending Open House displays on the RV/
MH Hall of Fame grounds by Thor, Roadtrek,
Rev, Holiday House, Little Guy and other unit
manufacturers. Searer says he is confident
this year’s event will proceed in spite of lingering concerns over Covid-19 outbreaks in
different parts of the US. “If we were just
dealing with people from the State of Indiana then that would be no problem,” he
says. “But the Open House and the Suppliers
Show attract people from all over the coun-

The addition of 40 new indoor display stands at the RV Suppliers Show represents a significant
expansion for vendors attending the annual RV Dealer Open House event.

US RV Shipments Bounce Back Through Early Summer

T

he Recreational Vehicle Industry Association (RVIA) reports that wholesale RV
shipments for the US have rebounded sharply
through May and June, in spite of the continuing impact of the Covid-19 pandemic. The industry group announced wholesale shipments
for the month of May 2020 at 27,999 units,
marking a tremendous comeback from the
7,197 units that were shipped in April 2020
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as the rapid outbreak of the novel coronavirus
shut down RV dealerships and manufacturing
plants nationwide. With most businesses returning to normal operation by mid-May, RV
shipments for June surged to 40,462 units – a
full 10.8% increase over June 2019, and the
highest shipment volume in almost two years.
Towable RVs lead June shipments with 37,439
units for the month, a year-over-year gain of

try, and from Canada as well. It’s a frustrating
situation to say the least because different regions have different guidelines, some parts
of North America are recovering nicely and
other places are still having trouble. I’ve never seen anything like it in my 77 years on this
earth,”
Further compounding challenges for organisers is the continuing closure of the Canada-US border to all but essential travel. A
significant number of Canadian RV dealers
visited the show last year; under current regulations they remain prohibited from entering the US, although that is expected to be
reviewed in the coming weeks. The border
was closed on March 21 in order to limit the
spread of the coronavirus, with a review every 30 days.
Searer says that Suppliers Show exhibitors
and visitors will be required to observe State
and local guidelines with respect to social
distancing, including the mandatory use of
masks in the show’s indoor spaces in compliance with current guidelines from the State
of Indiana and local authorities. “I don’t
believe that’s going to be a problem,” says
Searer. “Under the current guidelines if you
can’t be six feet away from others in indoor
spaces, then you need to wear a mask. That’s
not currently a requirement when outdoors.
Of course that can all change at any time,
and by the time the show opens in September then we’re hoping that the situation will
have improved. We had such a good event in
2019, the vendors did really well, and even
after adding 40 new stands this year we’re
still confident it will sell out. There is a lot
of interest in being there, especially with the
whole industry doing so well right now.”
The RV Suppliers Show is scheduled to take
place from September 21 to 24 inclusive at
the RV/MH Hall of Fame in Elkhart.

12.9% over the June 2019 total of 33,171
units. Folding camping trailers lead the way
by category, marking a 37.4% year-over-year
increase. Motorized shipments for the month
totalled 3,023 units combined, down 9.8%
from the 3,353 units shipped in June 2019.
Class B motorhomes, however, surged with a
90% year-over-year increase to 485 units for
June. The shift toward higher numbers of towable units and compact Class B motorhomes
is being partly attributed to a widely-report-

Implementation of USMCA free trade agreement, a boon to RV industry

J

uly 1 marked an important milestone for
the North American RV industry as the
newly-ratified US-Mexico-Canada Agreement (USMCA) passed into law, bringing
with it subtle changes for companies shipping goods between the three countries.
Under the new trade agreement, rules of
origin requirements related to the manufacture of recreational vehicles remain largely
unchanged from existing regulations under
the former North American Free Trade Agreement (NAFTA). Motorised RVs will remain at
62.5% domestic content for duty-free treatment, while domestic content for towables
remains at 50%. What has changed is the
provision for suppliers in Canada and Mexico to be exempted from any future US tariffs
on imported automobiles and parts, such as
those proposed by Washington under the
Section 232 national security provisions.
“The RV industry applauds this new agreement, as free and fair trade is critical and has
been a boon for manufacturing, including
the RV industry,” said RV Industry Association
president, Craig Kirby. “As many in the industry remember, USMCA represented a major
free trade victory for the RV industry and we

were successful in exempting motorhome
and travel trailers from increased domestic
content requirements under USMCA’s rules
of origin for motor vehicles.”
The USMCA trade agreement is seen as im-

proving on the 1994 NAFTA agreement by
adding new provisions for the protection of
intellectual property under copyright laws,
establishing IP enforcement on digital trade,
and streamlining barriers to trade.

The signing of the new USMCA free trade agreement by Mexican President Enrique Peña Nieto,
US President Donald Trump and Canadian Prime Minister Justin Trudeau brings greater economic
certainty to the North American RV industry.

Land ‘N’ Sea cancels remaining 2020
dealer trade shows

R

Wholesale distributor Land ‘N’ Sea will replace four cancelled fall
dealer trade shows with new virtual events.

ed increase in younger, first-time buyers. Park
Model RVs ended the month down by 20.3%
compared to June 2019, with 310 shipments.
Wholesale shipments of all RVs through the
end of June were reported as 176,067 units,
an 18.7% decline from the 216,581 units
shipped by the same point in 2019. Year-todate shipments for towable RVs total 159,059
units for a 16.8% year-over-year decline,
while motorhome shipments of 17,008 units
presently sit 33.3% below 2019 volumes.

V parts and accessories wholesaler Land ‘N’ Sea Distributing has
announced that it has cancelled all of its dealer trade shows
through the rest of this year in light of continuing travel and social
distancing restrictions related to the Covid-19 pandemic. The company – one of the largest RV parts and accessory wholesale distributors
in North America – will replace the popular dealer shows with new
online virtual events. The announcement impacts four scheduled trade
shows scheduled to run from September through November in Las Vegas, Ohio and Connecticut, US, along with the Paynes Marine Group
show held in Victoria, Canada. “Due to the challenges presented by the
Covid-19 pandemic with executing dealer shows in this environment of
safety protocols, travel restrictions and government regulations, we feel
that this is in the best interest for the health and safety of our attendees
to move forward in this direction for this year,” said Ken Ferleger, vice
president, national sales. “We recognize the need for the dealer/vendor
communications, new product launches and the education that the
physical show presents and are looking forward to providing that with
the best ‘in-person’ virtual experience as possible”. Additional information and registration details are expected to be announced shortly. Land
‘N’ Sea merged its formerly-separate RV and marine dealer trade shows
in 2018 in order to provide greater efficiency for vendors, and after
discovering the existence of significant cross-traffic from dealerships,
some of which sell both marine and RV product.

Flat demand for cruises and overseas travel has fueled RV sales in the US and Canada.
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The Victorian
Caravan & Camping Virtual Show
Caravan Industry Victoria launches the very first ever industry virtual caravan and camping
show: the Victorian Caravan & Camping Virtual Show. RV Online is the inaugural partner.
And Aboutcamp BtoB is media partner.
Words Irene Viergever

I

ssue 27 of Aboutcamp BtoB featured
an extensive report about the Victorian
Caravan, Camping & Touring Supershow, which just missed the first Australian
COVID-19 lockdown in March. Looking back
at the success in February, we could have
never expected that this Victorian Supershow might have been the last major caravan show in Australia in 2020. Real- i t y
is that Victoria went into a second
lockdown early July, as the Covid-19
cases increased again when winter
hit. Luckily, Australian caravan &
camping enthusiasts do not have
to wait for Covid-19 to be a distant
memory, as Caravan Industry Victoria has launched a new show - The
Victorian Caravan & Camping Virtual Show for early September. This
Virtual Caravan & Camping Show
promises to be just as engaging as
the traditional shows, from the comfort of your own home.
Organised by Caravan Industry Victoria with
the partnership of RV Online, the Virtual Caravan & Camping Show is part of a bigger It’s
Time to Travel strategy to support the Association’s members and industry during these
times of crisis.
The strategy was presented to the board in
April and consists of three major industry
campaigns:
1. We’re open for business: An ongoing
campaign to explain to consumers that
businesses within our Industry are still operational and taking orders.
2. The Victorian Caravan & Camping Virtual Show: Opportunity for members and
industry to continue to fill their order
books and engage with consumers now
that traditional caravan shows are being
cancelled.
3. Great Passport To Freedom: Encouraging
consumers to travel around Victoria once
the restrictions are lifted.
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The platform
In the search for the ultimate platform to run The Victorian Caravan
& Camping Virtual Show, Chief
Executive, Rob Lucas and his team
had three main requirements. First
of all, the Virtual Show needs to
be interactive; to get as close to a
traditional show as possible. This
means the chat, call and video
functions are crucial, as these allow consumers to interact with the exhibitor staff and ask
questions. Furthermore, the Virtual Caravan &
Camping Show aims to include as many Caravan Industry Victoria members: Recreational
Vehicle Manufacturers and Dealers, but also

retail accessories, tourism destinations and Industry services. Number three requirement is the must to be both
flexible and different in its kind. The Virtual
Show should not just be another website: it
needs to be customized to our audience and
offer a unique experience for each individual
visitor.
The platform has been demonstrated to a
large number of Caravan Industry Victoria
Association’s members and the feedback has
been very positive. The exhibitor booths are
affordable, easy to set-up and engaging, with
the main goals to generate leads and increase
traffic to the exhibitors existing digital platforms. At first glance this Virtual Show might
be a challenge for the more traditional businesses, nevertheless it is predominantly seen
as an opportunity for all exhibitors to grow
their digital presence. The standards for this
Virtual Show are high and Caravan Industry
Victoria could reject exhibitor applications
whose digital platforms do not meet those
standards. However, for most exhibitors this
Virtual Show is an extension of what they are

already doing in terms of consumer interaction, 3D RV tours and video content.
RV Online is the inaugural partner of
The Victorian Caravan & Camping Virtual
Show
“We are delighted RV Online (a Leisure -Tec
brand) has come on board as our inaugural
partner” Says Rob Lucas CEO Caravan Industry Victoria
Paul Widdis General Manager of RV Online (a
Leisure-Tec Brand) said: “We are so excited to
partner with the Caravan Industry of Victoria
to help bring this virtual show to life. It is an
Australian and even maybe a world first for the
caravanning industry and we are proud to partner with this. RV Online is all about the digital landscape and helping customers in
these difficult times get access to quality
products in preparation for their next adventure and it is great to see the CIV realising this shift in consumer behaviour and
bringing the ‘show’ to the people.”
“With digital consumption growing
during these challenging times, it is
great to see such an innovative response to bringing entertainment to
the consumer”
A new marketing approach and
audience
The Victorian Caravan & Camping Virtual Show itself is not the only thing that
is going digital; the marketing for The Victorian Caravan & Camping Virtual Show is also
shifting predominantly to a digital approach.
Key in the digital marketing plans is organic
partnership; more than ever Caravan Industry Victoria is working together with all their

victoriancaravanandcampingvirtualshow.com.au

media partners and large industry platforms
to reach an immense audience, allowing the
Association to communicate with consumers
they have never reached before. These partners include the Caravan Industry Association
of Australia, several media agencies and major social media platforms. The latest count of
these combined databases includes contact
details for over 2 million Australian consumers, which will only grow bigger when these
consumers start liking and sharing the Virtual
Show on their personal social media accounts.
It is expected to have a certain overlap in the
different databases; however, all these media
partners will communicate the same message.
More than ever the event organisers are also
asking exhibitors to promote the Virtual Show,
spreading a consistent message across their
databases and digital platforms.
Consumer research confirms that Australians
want to travel again as soon as the Covid-19
restrictions are being lifted. With international
travel restrictions most likely not being eased
until mid 2021, expectations are that consum-

ers that would normally not consider our industry are now looking into caravanning and
camping. The Virtual Show is a great opportunity to explore what the Caravan Industry
has got to offer for these potential customers:
the show is free and can be enjoyed from the
comfort of their own home. The Passport to
Freedom competition encourages visitors to
see as much of the show as possible, as points
will be collected every time they engage with
an exhibitor. Big prizes will be given away to
the visitors with the highest number of points,
valued at just over $15.000.
Running continuously for five days from 7am
Wednesday 2 September until 23.59 Sunday
6 September (AEST), the Victorian Caravan &
Camping Virtual Show offers a unique opportunity for overseas companies and consumers
to explore an extensive range of Australian
products and travel destinations. Exhibitors
that missed out on chat messages from night
owls and overseas visitors will receive a notification to follow up when they are active
again.

Virtual Show Dates
Live 7am
Wednesday 2 September 2020
to 23.59 pm
Sunday 6 September 2020 (AEST)
Principal partner:
RV Online
(part of Truma Group
and Leisure-Tec Australia)
Additional partners:
Stratton Finance, Thetford,
AL-KO, G&S Chassis, BMPRO, X-Bar,
Big4 Holiday Parks, Bendigo Regional Tourism and Murray Regional
Tourism.

Interview with Rob Lucas

Chief Executive Offer Caravan Industry Victoria
Aboutcamp BtoB: Is this Virtual Show
the future for our industry and do you
expect Virtual Shows to replace the traditional ones?
Rob Lucas: The question ultimately will be:
Where does this Virtual Show fit in the bigger scheme of things? Our Caravan Industry
Victoria is the oldest Association in Australia,
we have been running Caravan Shows continuously since 1954. We ran them through
wars, we ran them through depressions and
we ran them through recessions. They have
always had a place and I think they will always have a place. At the Caravan Industry
Victoria, we don’t like to wonder, we like to
execute and try new things out. Ultimately,
we will see at the end of the Virtual Show
if this type of shows has a place too. Most
likely for a different audience, an audience
that does not want to get in the car to drive
to a venue and walk around all day. Instead
of this audience coming to our show, we
come to their living rooms.
Aboutcamp BtoB: How is the marketing
for the Virtual Show different from your
traditional shows?
Rob Lucas: This is the biggest digital marketing campaign we have ever run as an
association and there is a lot we can learn
from this new approach. We will evaluate
the campaign for the future and look at
how we market our traditional shows to our
consumers. I strongly believe that this new
approach, which is built on partnerships,

will shift the way we communicate with our
target audience. One of our goals with this
Virtual Show is to bring the Victorian industry together and unite, which is the base of
our digital marketing. Victoria has been hit
hard with the Corona virus and what we
see now right across the board is a sense
of camaraderie. We are all in this together;
let’s not be competitors but let’s make this
show a success all together. Caravan Industry Victoria offers the platform to support
our members, it is up to everyone involved
to help make this show a success.
Aboutcamp BtoB: What makes the Victorian Caravan & Camping Virtual Show
different from other online platforms?
Rob Lucas: Our Virtual Show is a complete
experience: It looks like a caravan show
and it operates like a caravan show. The
auditorium is the main area where product
launches, demonstrations and presentations
will take place, which runs 24hrs a day for 5
days straight. One of the other points of difference that I like in particular is that for the
RV exhibitors, we created an opportunity to
request a quote at each booth. If you are
an accessory retailer, consumers can press
the Buy Now button, which goes straight
to the exhibitors’ online retail store. Every
single exhibitor must have a show special,
something exclusive to this Virtual Show.
This means that everywhere you look there’s
a chance to get something you may not get
outside this show.
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Japanese RV Association (JRVA)
releases official figures for 2019
As is typical every year, in July of this year, JRVA released the official figures
for previous year showing results better than anticipated.
Words Bartek Radzimski
Source: JRVA

2015

2016

2017

2018

2019

Volume

%

Volume

%

Volume

%

Volume

%

Volume

%

Cab Conversion (Full Conv./Semi Conv.)

1.349

27,15%

1.173

24,10%

1.575

28,53%

1.653

29,32%

1.819

28,22%

Van Conversion

1.682

33,86%

1.810

37,18%

1.756

31,81%

1.863

33,05%

2.069

32,10%

Bus Conversion

66

1,33%

56

1,15%

121

2,19%

168

2,98%

85

1,32%

Camping Trailer

7

0,14%

50

1,03%

54

0,98%

48

0,85%

46

0,71%

Others

34

0,68%

34

0,70%

47

0,85%

9

0,16%

26

0,40%

1.830

36,84%

1.745

35,85%

1.967

35,63%

1.896

33,63%

2.400

37,24%

Non-8# Registration (Van & Kei RVs)
Total

4.968

T

he report shows that the number of
vehicles sold in the Japanese Market
in 2019 was 6,445 vehicles; representing a 14.3% growth over the previous year.
The split per segment was Van Conversions
at 2,069 (11.1%), Cab Conversions at1,819
(+10%), Bus Conversions at 85 (-49.4%),
Camping Trailers at 46 (-4.2%) Non-RV
Registered vehicles at 2,400 (26.6%) and
Others at 26. (+188.9%). From the above
number 5,809 units represented domestic production and 636 units were import-

ed. Another interesting trend was a slight
shift in users who purchased new vehicles.
The salaried professionals still represent the
largest percentage but slightly slipped from
36.2% to 35.7%. Same is true for retired
buyers slipping from 28.5% to 26%. Executives, however, accounted for 13.3% an
uptick from 10.9%. This demographic historically has not had a high interest in RVing in Japan, therefore, this shift could be
showing a change in lifestyle and approach
to work-life balance.

RV Shows
restarting with Private Shows

W

ith over 5 months passing since the last large-scale camping car show in February and with continued restrictions
from the Japanese government to hold large events, most of the
RV industry is finding ways to innovate their exposure to the
end-users.
As movement and travel restrictions have been lifted, dealers are
reporting increased traffic to their dealerships, however, concerns due to lack of JRVA organized shows have motivated many
to organize private shows at dealerships and also smaller scales
shows also.
One such private show will be taking place from July 24th – 26th
in Sapporo on the norther island of Hokkaido. With over 20
booths and over 30 brands represented at the show, this will
be one of the largest shows since the start of Corona related
restrictions. A successful completion of this show could prove as
a blueprint for smaller shows during the “with Corona times.”
The poster for the Hokkaido show
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4.868

5.520

5.637

6.445

Lastly, a positive shift was also seen in the
methods of accommodations while RVing.
As the availability of accommodations remains one of the main concerns for new
buyers, also here a positive trend is emerging. The usage of “RV Parks” amounted
for 15.8% of total in 2017. This grew to
32.6% in 2018 and 42.1% in 2019. With
a decrease in “Road-Side-Stations” and
“Highway Service Stops” usage it is clear
that market is shifting to a more conventional accommodation usage.

International
Caravanning
of the
Future

Aboutcamp BtoB
is organizing its
first International
Caravanning Congress.
Save the date on your
agenda and stay tuned.

2021

January 26

@ CMT - Stuttgart

Save
the
date
In partnership
with:

www.aboutcampbtob.eu
www.linkedin.com/company/aboutcamp-btob
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Brazil

Camping and caravanning in Brazil
Expo MotorHome was born in 2016 and quickly became the largest camping and
caravanning fair in South America. This year, Expo MotorHome will take place
between 12 and 15 November in Pinhais (PR).

“

The Brazilian is resuming his love for
camping and caravanning and Expo
MotorHome is a place where they can
find the news of this medium”, explains Alexandre Boff, General Director of the event.
In addition to the fair, Expo Camping is confirmed between the 10th and 15th of November.
Caravanning had a great increase in the
1960s with the creation of trailer factories
in Brazil. In 1997, an alteration in the Brazilian Traffic Code caused bankruptcy of major
brands. The market cooled and the trailers
disappeared from Brazilian roads. It was at
this time that the so-called “square wheels”
emerged in the country, which were equipment parked in campsites and which became houses or country houses. And they

Event organizer
Alexandre Boff
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rarely moved out of place. The cause of this
was a law that required drivers to have the
National Driver’s License (CNH) with a category previously required only for professional drivers. This legislation only changed in
2011. Today, several companies manufacture trailers around the country and there is
one that imports North American models to
sell in Brazil. The change that affected trailer manufacturing in the 1990s strengthened
motorhome manufacturers. Several factories have emerged and some of them are
still on the market. After 2011 the market
expanded and today the country celebrates
a growing movement in the segment.
According to Alexandre Boff, the forecast is
for more growth. “Camping and caravanning are lifestyles that people are adopting to relax, to do leisure,” he explains.
According to him, this is what justifies the
expansion of Expo MotorHome. This year’s
5th Expo MotorHome will be the first outside the state of Rio Grande do Sul. “We are
excited to bring together manufacturers,
service providers and products in a different location and, certainly, with a diverse
audience”, comments Alexandre Boff. This
year is an atypical time all over the world.
However, in Brazil the impact may influence
the growth that has been occurring in the
camping world in recent years. “Despite the
fact that the people who stayed at home
in the quarantine took the opportunity to
look for alternative ways to, post-pandemic
leisure moments and camping always appears,” says Boff.

Main Brazilian
RV manufacturers
Motorhome		
Production
96
• Santo Inacio		
• Motortreiler		
36
• Vettura		 36
• Newway		 24
• Delka			24
• Itapuan		 24
• Vitória		24
• Schaid		18
• Industreiler		
18
• Other manufacturers 504
• Total			804
Trailers
• Apolo			48
• Easy			36
• Other manufacturers 240
• Total 			324
Source: marketing@expomotorhome.com

