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Company news

Airxcel Europe is now fully operational in their new headquarters in Bassano del Grappa, in the 
Italian region of Veneto.  This is how Airxcel Europe was born and why, through quality and tailor-
made products, it will be successful

A new 
headquarters  

for a 
success 

story

Words Paolo Galvani, photo Enrico Bona

Airxcel, Inc., the largest privately held 
supplier to the US RV market has plans 
for significant European expansion and 

took a large step forward with the acquisition 
of CAN s.r.l in September of 2019. As part of 
the plan, Airxcel Europe was created in Bassa-
no del Grappa, in the Italian region of Veneto. 
The second part of the plan was to consol-
idate all of CAN’s production of hobs, sinks 
and gas ovens for camper vans and motor-
homes into the Bassano del Grappa facility – 
this is now complete! Now, in addition to the 
CAN product range other key Airxcel brands 
are available from the Italian facility including 
Maxxair ventilation and air conditioning prod-

Airxcel

Paolo Moresco

ucts, Aqua-Hot heating systems, MCD interior 
shade systems and Dicor roofing solutions. 
All products destined for Europe, and even 
some non-European countries, are handled 
here. The facility covers an area of approxi-
mately 10,000 m2. Paolo Moresco, Airxcel 
Europe managing director and industry veter-
an, expresses his thoughts on Airxcel Europe: 
“I began working with Airxcel’s leadership a 
few years ago on a partnership between CAN 
and Airxcel’s Suburban brand in the US. It be-
came quickly apparent that our philosophies 
and vision are absolutely aligned, and the 
acquisition of CAN was the logical next step 
for expansion. Airxcel, which began in 1991, 

builds their business on three pillars. The first 
is to be a committed partner to our custom-
ers, suppliers and people. The second is that 
of product expertise. We are a different com-
pany from our competitors: when we expand 
the company through acquisitions, we want 
to maintain the specificis and strengths of the 
companies that join us. By doing this, we go 
against the tide and keep individual brands 
alive. CAN is an example of this philosophy. 
Finally, Airxcel wants to offer its customers an 
unparallel service: we want to be the best at 
this,” he added.
Paolo Moresco’s personal story as an entrepre-
neur is interesting. “It all started when my fa-
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ContactsIn partnership with

Pietro Zannoni, Airxcel Product Manager 
Europe, spoke about how the company 
operates at the production level: “For 
CAN products, we mainly start from 
sheet steel, therefore from the raw ma-
terial,” he says. “The products are spread 
over several areas, of which the one ded-
icated to printed matter is divided into 
two main lines. The first produces sinks, 
hobs and monoblocs. The process is very 
simple, operations are divided into three 
stages, with the presses in line to ensure 
a fast and continuous process. For us, the 
importance of printing in a certain way is 
fundamental: we are talking about prod-
ucts in which attention to detail in design 
and surface finish is important, so the 
process has been adapted for this need. 
This department was born in the 1960s, 
while the second line was an investment 

The CAN production

ther, in 1978, bought the building where used 
to work a company, specialized in the sup-
ply of sinks and hobs for the Italian caravan 
market, that went bankrupt,” Moresco says. 
“At the time there was talk of approximately 
5,000 pieces. The idea of my father, who with 
his Smev - Società Metallurgica Veneta aspired 
to create metal components for heating sys-
tems, was however only to have a shed for 
his business. He didn’t know anything about 
this market, but when he bought this shed, 
he found customers asking for those prod-
ucts. He understood that it was an interesting 
market, and in freeing-up the warehouse he 
had acquired, he decided to participate in the 
first 1979 fair in Turin, and noted that there 
was demand” he continued. So, having noth-
ing to lose, Smev gave continuity to that type 
of production. The exponential and unexpect-
ed growth blocked the original plans and the 
family business entered the caravanning sec-
tor almost unwittingly. In short, destiny want-
ed Smev to enter the market for hobs for car-
avans and motorhomes instead of radiators. 
“In 2005, we laid the foundations for the 
USA,” recalls Moresco. “In 2006, we created 
Smev America, and at that point we had two 
options: moving to a more managerial and 
complex level or positioning the company on 
a more structured platform,” he added. From 
there, the Dometic opportunity was born, and 
Smev was sold. “I was a manager of Domet-
ic for a few years, and it was a very positive 
experience: I am grateful to the company for 
everything I learned during that time,” Mores-
co explains. A different vision of growth, mar-
keting and sales strategies then led Moresco 
to other paths. In 2015, the Italian manager 
decided to support CAN, which at that time 
was experiencing a transition phase. 
“By supporting the new generation of the 
Bellini family, I helped them to look out from 
the nautical sector to the camper sector. CAN 
has always had an interesting and fascinating 
product, which comes from boating, and not 

always at a good price, at least in the begin-
ning, given the volumes. But people liked it 
a lot”. The undisputed quality of CAN’s cre-
ations has given the company momentum, 
which has not gone unnoticed. So much so, 
that it gained the interest of Airxcel, through 
Suburban, which proposed to acquire some 
company components. 
“I had the opportunity to get to know the 
people at the head of Airxcel and their com-
panies better, and I noticed that they lacked a 
presence in Europe, as we did in America. One 
evening in Düsseldorf we said to ourselves: 
why not? The project is interesting. In Feb-
ruary of the following year, we were already 
merged, sharing the same idea and philoso-
phy. Despite the different cultures, it was an 
easy marriage,” Moresco continued. In this 
synergy, Airxcel Europe is introducing popular 
US brands into Europe (Maxxair, Aqua-Hot, 
MCD, and Dicor), and CAN products are being 
sold to US customers. In this way, a small en-

in the 2000s, with the introduction of presses 
up to 1,200 tons and rather important inno-
vative machinery”.
The second largest area is dedicated to as-
sembly, where over 10 lines are mostly dedi-
cated to standard models with high volumes, 
while three of these are reserved for custom-
ized products. “Expert staff work here, with 
people who have been working on the as-
sembly of kitchens for over 20 years”, com-
ments Zannoni. “The quality of what comes 
out of our lines is guaranteed, thanks to sev-
eral control systems and indispensable certi-
fications. The quality checks take place in the 
first phase on the tightness of the gas pipes 
and are then repeated halfway through the 
assembly when the flow rates are tested. A 
complete seal test is carried out at the end of 
the line. The resulting product is 100 percent 
compliant,” Zannoni added.

Pietro Zannoni



74
    

trepreneurial family business can now afford 
a longer-term view, with more flexibility in its 
goals. “A structured company like Airxcel has 
more specific objectives, so with them there 
was an impulse to accelerate a development 
process that CAN already had in mind,” adds 
Moresco. “The strategy has not changed: time 

The product mix of Airxcel Europe is well 
defined.  For hobs, CAN has collaborated 
with different OEMs to create dedicated 
models. The compact two-burner product 
is achieving very high volumes, while the 
slide-out kitchen is the most original. Ex-
cellent results are also being achieved by 
the two-burner monobloc with integrated 
sink. Among the innovations, there was 
an evolution on the knobs and on the 
control panel, as well as a triangular hob 
for corner installation.

The most successful product in the Airxcel 
range is the MaxxFan Deluxe. Compared 
to the classic motorized skylight, it has a 
particular shape given by the integration 
of a water protection system: when it 
rains, or if the vehicle is in motion, it can 
be left open without problems. The prod-
uct offers ventilation only, not air condi-
tioning, and is however equipped with 
a thermostat with remote control. In the 
event of a large temperature difference 
between the internal and external envi-
ronment, it is activated automatically. The 
10-speed fan works both in extraction 
and intake, while consumption varies 
from 0.3 amps at minimum to 2.0 when 

Airxcel’s Branded Product Range

C ompany news Airxcel

maximum speed is set. Available in black, 
white or transparent, in Europe it sells at 
a rate of 20,000 items per year, almost all 
aftermarket.

Another product launched a few months 
ago that is registering good volumes is the 
MaxxFan Dome. This is a very compact air 
extractor, which can be used either on the 
wall or on the ceiling, and is ideal for a 
bathroom and is equipped with protection 
against twigs and rain entering. The range 
of 40x40cm ventilation fans is completed 
with the MaxxFan Plus, a popular product 
with OEMs and the aftermarket in the US.  
Also available in the ventilation category 
are the SkyMaxx roof skylights fitting all 
standard sized roof openings.

Finally, there are the Maxxair branded roof 
air conditioners. The range includes three 
classic European power outputs (1.7, 2.4 
and 3.1 kW) which, as an option, can have 
the soft starter system to bring the starting 
current down from about 20 to 6 amperes. 
Thanks to the size of the expansion cham-
ber, it is a product that, in terms of cooling 
characteristics, has no equal, yet maintains 
a weight similar to that of the competition.

and the will to reach objectives more 
quickly have changed”.
CAN was born on Lake 
Garda by the Bellini fam-
ily as a nautical service 
company, structured 
for a more artisanal 
approach rather than 
industrial production. 
There, the company had 
reached the limit of its de-
velopment possibilities: a new 
location was needed. In Bassano del 
Grappa, everything needed to transform from 
an assembly company to a production compa-
ny in the true sense of the word was found. 
“This allowed us to pursue the custom-made 

philosophy of which I feel proud,” Moresco 
emphasizes. “I believe I sell more a ser-

vice than a product: this is our 
added value. We are not the only ones 

making hobs, which are now a commodity, 
but what the customer finds here is the ser-
vice, the tailor-made suit. And this is also the 
philosophy of Airxcel: to create products dedi-
cated to the customer,” Moresco added. With 
the birth of Airxcel Europe, tasks and compe-
tences have been outlined. Today in Italy, hobs 
and kitchens are developed and produced, 
while air conditioning and ventilation systems 
are developed completely in the USA. For over 
a year, a joint team has been created with the 
aim of adapting the excellent products born in 
the United States to the needs of the Europe-
an market. For heating systems, in particular, 
the company is gearing up to gradually carry 
out the assembly in Europe, because this type 
of product needs a much higher level of cus-
tomization, and this result cannot be achieved 
solely by operating from the United States. 
The starting point is a high-end hydronic sys-
tem that combines hot water production with 
heating. The product destined for Europe is 

MaxxAir Mach

On the left: MaxxFan Plus

SkyMaxx
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Airxcel began in 1991, when the Cole-
man Company spun-off their Coleman 
RV Air Conditioner division to a group of 
company executives. Since that time, the 
company has continued to grow through 
innovative product development, market 
expansion and strategic acquisitions. The 
Airxcel RV Group provides industry-lead-
ing products in recreational vehicle 
heating, cooling, ventilation, cooking, 
window covering, side wall and roof-
ing materials under the brands: Aqua-
Hot, CAN, Coleman-Mach, Dicor, Unit-
ed Shade, Vixen Composites, Maxxair, 
MCD, and Suburban.

The Airxcel Commercial/Industrial Group 
provides highly engineered cooling and 
ventilation solutions for telecommunica-
tions, energy development and storage, 
and education/multi-tenant housing 
industries under the brands: Marvair, 
Eubank and Industrial Climate Engineer-
ing (ICE). Airxcel’s 1,400-plus employees 
are based in seven facilities across the 
U.S. and Europe, and design, manufac-
ture and distribute products all over the 
world. Airxcel is majority owned by the 
global private equity firm, L Catterton.

www.airxcel.com

About Airxcel

basically a trimmed-down version of a very 
successful American solution. Everything was 
designed for the US market, with powers and 
versatility of use suitable for managing the 
heating of huge vehicles that have up to five 
different climatic zones. In Europe, instead, 
we think about the “studio apartment”, even 
if the final result - the Aqua-Hot 100 - is not a 
mass market product: it is instead a high-qual-
ity niche solution that is needed by the com-
pany to demonstrate competence in this seg-
ment. The development plans, however, are 
very clear: Airxcel has a roadmap to provide a 
full-range of high-quality, branded appliances 
and accessories.

Airxcel family of brands for the RV industry

CAN has been operating in the nauti-
cal market for three generations and is 
known for the reliability of its products, 
the quality of the materials and the ca-
pability of comprehending daily nautical 
life and translating it into concrete and 
innovative designs. Some years ago, CAN 
decided to take on a new challenge: in-
troducing its range of products into the 
caravanning sector, thereby entering 
new and stimulating markets. The Belli-
ni family has enriched and diversified its 
range of products with its usual care and 
attention, and always under the banner 
of quality and consistency.

www.cansrl.com

About CAN

MaxxFan Deluxe

MaxxFan Deluxe Smoke - open

MaxxFan Dome Plus. Left: open - right: closed

Below:
MaxxFan Dome 

Plus bottom, 
with lights on

Above:
MaxxFan Dome 
Plus - rain shield 

closed

Lorenzo Bellini


