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xactly 10 years ago, on March 29,
2011, the first issue of Aboutcamp
BtoB was born. At that time, I was the
communications consultant for some
RV component manufacturers and I was
mainly involved in their press office work.
When these clients asked me to send out a
B2B newsletter, I had the idea of creating

a
unique document, turning it into a publication, printing it and mailing it, as the recipients were the same for all these companies and they were not in competition with each other. Aboutcamp
BtoB’s first supporters were CAN (now Airxcel Group), CBE (now DexKo Group), Project 2000 (now Lippert) and Tecnoled. In issue number
two, CTA and Tecnoform were added and Aboutcamp BtoB already
began to present itself as a “real” magazine. Since then, it has seen

progressive and continuous growth. We learned a lot by studying the
nautical market, where there are several B2B publications, and looking at the United States that has several excellent quality magazines
for the caravan industry. Today, we are a global magazine, read and
appreciated not only in Europe, but also in Australia, Japan, the United States, New Zealand, South Africa and South America.
For our 10th anniversary we have made a light restyling of our logo,
just a slight intervention so not to confuse our readers, who, by now,
are used to this strange red and grey logo. But this is not the only
news we will have for 2021; we will soon conclude the Aboutcamp
BtoB Virtual Expo section on our website in order to provide a complete database of companies that produce components for the OEMs
in the RV sector. Keep following us, 10 years is a modest stage for
our ambitions!
Antonio Mazzucchelli
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THOR Industries acquires Tiffin Motor Homes for $300 million
THOR Industries, Inc. has acquired the luxury RV manufacturer Tiffin Motor Homes, Inc.
and related companies (collectively, the “Tiffin Group”) for $300 million. Tiffin Group,
LLC, a wholly owned subsidiary of THOR, will
own the Tiffin Group, which will continue to
be managed by the Tiffin family and existing
senior management team. Bob Martin, THOR
President and CEO commented: “The Tiffin
brand is synonymous with quality and customer satisfaction in our industry. For many
decades, Tiffin has set the standard for the
luxury class A market. Its strong presence in
the luxury class A segment makes it very complimentary to THOR’s current North American
portfolio. I have known of and respected Bob
Tiffin and the Tiffin brand for many years. Bob
and his family have built Tiffin into an industry leader, well known for its Class A motorhomes, quality workmanship and outstanding
customer service. I was therefore thrilled to
be contacted by Bob when he wanted to talk
about joining the THOR family of companies.
From the start, it was a great conversation

which established a natural
fit for both companies and
quickly led to this acquisition.
The Tiffin Group operates in
Alabama and Mississippi with
more of a vertically integrated business model than is
typical for our industry. The
geographic separation from
Elkhart offers numerous strategic opportunities including an expanded
and talented workforce and a host of potential new suppliers.”
Robert “Bob” Tiffin, Chief Executive Officer of
Tiffin Motorhomes said: “As a family-owned
business since 1972, finding the right partner
for the future of the Tiffin Group of companies was crucial. The future of this group of
companies is critical not just to the Tiffin family but to our employees, our dealers and our
incredibly loyal customers. We needed a partner who we could trust would sustain all of
those elements and help us grow the business
in a manner that is consistent with how we’ve

done business at Tiffin for nearly 50 years. I
have known of Bob Martin for many years
and have always respected THOR’s business
model and how effectively they have added
new businesses to their portfolio, while maintaining the independence and legacy of each
new addition. THOR’s strategy to empower its
companies to compete with one another and
to avoid a centralized operational strategy for
its different companies was very important
to us. The dealers and customers who love
the Tiffin brand will continue to receive the
high-quality products they have grown to expect.”

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
Editor in Chief: Antonio Mazzucchelli
market trends in this sector. It’s the most well informed source of B2B indirettore@aboutcamp.eu
formation in the caravan industry, with a unique global perspective and an
international team of correspondents delivering daily news online at www.
Art director: Federico Cavina
AboutcampBtoB.eu, a bi-monthly e-newsletter, and a high quality print
Editorial team: Renato Antonini - John Rawlings
magazine delivered (free) in Europe, the United States, Australia, New ZeaTerry Owen - Enrico Bona - Peter Hirtschulz - Jos Mark
land, South Africa, Japan, China, Korea, Argentina, Brazil, Chile. The AboutPaolo Galvani - Craig Ritchie - Andrea Cattaneo - Giorgio Carpi
camp BtoB magazine is published four times a year with features including
Bartek Radzimski - Irene Viergever - Marije Onderwaater
exclusive interviews with senior management from the industry, reviews of
the major exhibitions around the world, and reports about the latest market
Web team: Maurizio Fontana - Gabriel Lopez
trends, plus in-depth profiles of OEM suppliers who specifically manufacture
components for this sector. With all the recent acquisitions, new technological developments and more and more consumers buying leisure vehicles
around the world, Aboutcamp BtoB is
Fuori Media srl - Sales International
essential reading for everyone working
direzione@fuorimedia.com
in any business related to the caravan
industry. While so many flock to the inGiampaolo Adriano - Sales Italy
Would you like to receive the print
ternet, and have an inbox full of emails,
+39 338 9801370
edition
of
Aboutcamp
BtoB?
Aboutcamp BtoB decided to print a pacommerciale@aboutcamp.eu
It is free of charge! Subscribe on
per magazine so that it gets more nowww.aboutcampbtob.eu or
ticed, read, appreciated and discussed;
scan the QR code
so, we wish you happy reading!

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

4

Headquarters
Fuori Media srl
Viale Campania 33 - 20133 Milan – Italy
Ph +39 0258437051
E-mail: redazione@aboutcamp.eu
Internet: www.aboutcampbtob.eu
Registered with the Milan Court on 22 Dec. 2016 at No.310.
Subscription ROC 26927

Si ringrazia MOBILVETTA per la gentile concessione dell’immagine

LINKED TO TRADITION, PUSHED BY INNOVATION
A WORLD OF POSSIBILITIES
ﬁlippi1971.com

5

N ews
DexKo Global acquires electronics specialist Nordelettronica
DexKo Global announced the
takeover of the Italian electronics specialist Nordelettronica
through its subsidiary AL-KO
Vehicle Technology Group, the
transaction closed on November 30, 2020. The strategic
takeover will expand the product portfolio of the AL-KO Vehicle Technology Group in the
field of electronic components for leisure vehicles and enable access
to new growth segments. Nordelettronica was founded in 1978 and
operates two product development and production sites in Italy and
Romania. The company’s focus is on electronic equipment for recreational vehicles and on applications in industrial electronics. The ALKO Vehicle Technology Group is expanding its expertise in the field of
electronic components and completing the range of CBE. Fred Bentley, CEO of DexKo Global: “We are very pleased that Nordelettronica
is now part of the DexKo family. The company is particularly characterized by its flexibility and its electronic solutions tailored to customer requirements. Nordelettronica is an excellent fit for DexKo Global
and will continue to improve our product and service offering for
our customers”. Harald Hiller, President & CEO of the AL-KO Vehicle
Technology Group: “The takeover of Nordelettronica expands our
product portfolio in the area of leisure vehicle electronics. Together
with our company CBE, we can build on Nordelettronica’s many years
of know-how and in-depth expertise in order to provide our mutual
customers with reliable, high-performance products“. Luciano Rizzioli, founder of Nordelettronica: “It was important for us to have found
strong partners in DexKo Global and the AL-KO Vehicle Technology

Group to support and drive the growth of the company. I would like
to thank the management for the energy and passion that they have
invested in building the Nordelettronica brand. I am very confident
that our customers will benefit from the merger with DexKo Global.

Truma introduces 5-year warranty
for gas regulators, filters and hoses
Customers who own a gas system comprising gas pressure regulator, gas filter and high- pressure hoses with hose rupture protection
from Truma, can register on the website www.truma.com/regulatorwarranty and then benefit from the Truma manufacturer warranty.
If the customer makes a warranty claim, the defective component
will be replaced provided it is not over five years old. The requirement for the warranty is that all three components are installed
and operated together and properly maintained. The detailed warranty conditions can be found on the above-mentioned website.
Various appliances in the
motor home or caravan
are powered by gas. Truma provides all the components for a safe gas
supply: gas pressure regulators for one-cylinder
and two-cylinder systems;
gas filters; high-pressure
hoses with hose rupture
protection.

“Jess”

THE INNOVATION IN
HeatingSystems

A new floor heating built in for a camper van is born!
The idea is to create the highest possible comfort wich a floor heating
system can give with a fully integrated industrial solution directly
implemented in the production process of the camper van floor. Feeded
with a simple electric line, “Jess” is a membrane made of a thermo
conductive element, manufactured by Ama Composites, coupled with
one or more armatures. Through the circulation of electric current in
the thermo conductive material and thanks to the “Joule effect”, the
electrical energy turns into thermic energy, the membrane tends to
get warm and it warms up the floor.
•
•
•
•
•

High heating comfort
Total reliability in time
Built in solution
Low production cost
No electrosmog production

•
•
•
•
•

No combustion of gas or diesel
Nothing happens if it is perforated
Can warm up any kind of space
Low consumption
10 years guarantee

Palomar s.r.l. • Via Milano, 2/20 • 50052 Certaldo (FI) • Italy • +39 0571 664573 • www.palomaritaly.net
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The interzum trade fair
switches to digital format for 2021

Dometic acquires Twin Eagles
Dometic has acquired Twin Eagles – a US based manufacturer of outdoor grills and kitchen solutions. The acquisition strengthens Dometic’s
offering in the fast-growing residential outdoor area in North America.
Twin Eagles is a North American provider of freestanding and built-in
grills, outdoor refrigerators and other outdoor kitchen solutions for the
mid to high end residential market. The company’s products are sold
under the brands Twin Eagles and Delta Heat. The products are available
at more than 400 dealers across the US and Canada including several
on-line retailers. Twin Eagles’ annual net sales is USD 34 million and has
a good operating margin. Founded in 1999, Twin Eagles is headquartered in Cerritos, California and has 130 employees. Manufacturing
is primarily done in its own manufacturing facility in the US. Dometic
has identified residential outdoor as an area with strong potential for
growth. Twin Eagles will be a strong asset in the offering on this growing market that is further fueled by consumers appetite for staycation
and outdoor living. “I am pleased to welcome Twin Eagles and its employees to the Dometic family”, said Juan Vargues, President and CEO
of Dometic. “The customer feedback on our recently launched Dometic
MoBar has been extremely positive and this acquisition will give us a
unique position to expand
sales in the fast-growing
Residential outdoor market in North America” he
added.

New sleeping
bench for
rail systems
With bed extension or
for flexboards
Easy to transfer into bed
with just one lever
Installation on various
rail systems possible
Light weight
Fig. shows sleeping bench S2 with
bed extension for PSA rail systems.

Previe
2022 w

Sleep
ing
with 3 bench
seats

www.aguti.com

The interzum trade fair for furniture production and interior design,
usually held in Koeln, Germany, will take place online for 2021 as a
purely digital event, from 4 to 7 May. “What our exhibitors need now
is planning certainty. In view of the fact that the pandemic situation
continues to develop so dynamically, and in close consultation with
the sector, we’ve decided to hold interzum as a purely digital event.
We had deliberately designed the trade fair concept to allow us to
switch from hybrid to digital at any time,” says Koelnmesse’s Chief
Operating Officer Oliver Frese of the latest decision. “With our digital
solution interzum@home, we’re offering suppliers to the furniture
industry and interior design sector a highly attractive platform for
presenting their innovations on a digital global stage that can undoubtedly be considered state of the art,” he continued.
“In these extraordinary times, Koelnmesse’s interzum@home offering
provides us with an optimal way to bridge the gap until interzum
2023. That’s very welcome from the industry’s side. The digital platform enables us to present our products and innovations to a broad
audience and thus achieve maximum reach, even if it certainly can’t
replace a physical trade fair,” says Dr. Andreas Hettich, chairman of
the interzum advisory committee. With Hettich, Blum, Häfele and
Vauth-Sagel, the first market leaders have already announced that
they will be presenting their new launches digitally on interzum@
home. As the leading international fair for the supplier industry and
a think-tank for the interiors sector, interzum@home provides companies with the infrastructure and event character they need for observing current trend developments and defining fundamental structural changes within the sector and society. More than anything else,
however, it’s the right place for generating tomorrow’s business and
developing it for the day after tomorrow – in keeping with interzum’s
guiding principle: “Creating tomorrow’s living spaces together”. The
digital platform’s goal is to maximise overall reach in the current situation: developing new international contacts is just as important as
maintaining contacts with existing customers.
“In future, digital reach will be factored in as a new and additional
success criterion for all our trade fairs,” says interzum director Maik
Fischer. “To a very large extent, interzum@home lives from and for
networking: it gives exhibitors and visitors a way to identify exactly
the right person for their personal business from among all those
taking part, for instance”, continues Fischer. But besides networking,
interzum@home will of course focus on products and insights too.
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Knaus Tabbert continues profitable growth with increase in revenues in 2020
Knaus Tabbert closed the 2020 financial
year with sales of €795 million in 2020
(according to provisional figures) – an increase of around two percent compared
to the previous year (2019: €780 million),
slightly better than its own forecast. The
results show that Knaus Tabbert made up
for the Corona-related revenue shortfall in
April 2020, despite renewed restrictions in
the fourth quarter. Total output amounted
to €807 million, just exceeding the previous year’s figure (2019: €804 million). Adjusted EBITDA was €68 million, also above
the previous year’s figure of around €65
million. Originally, Knaus Tabbert had forecasted revenues and EBITDA at the previous year’s level for 2020. The total number
of vehicles sold in the past financial year

was 24,349 compared to 25,729 in 2019. Knaus
Tabbert set a record in the van conversions segment with 4,627 sold (previous year: 4,289). The
Weinsberg models CaraBus and CaraTour were
particularly popular. Looking ahead for 2021,
Knaus Tabbert says it has a well-filled order book
of 18,487 pre-ordered vehicles, which offers a
high degree of planning security for the current

fiscal year. This is particularly true when
considering the sustained positive environment for caravanning, which is increasingly attractive among young people and the
trend towards increasing regional tourism.
Knaus Tabbert will publish the final results for the 2020 fiscal year on March 31,
2021.

Positive results for motorhome market in Italy in 2020
2020 was a positive year for the motorhome
sector in Italy with registrations increasing by
7.44%, to 6,545 vehicles, and production
rising by one percent, despite the lockdown
in early spring, with over 20,000 units produced, 80% of which were exported. The
Italian production sector, which is concentrated in the so-called Tuscan “motorhome
valley”, between the provinces of Siena and
Florence, employs 7,000 direct and indirect
employees. In the last four months, companies have hired several hundred new workers
to increase production and thus be able to
meet the increase in demand, mainly from
abroad. The sector directly invoices more
than €900 million, in addition to fueling an
important turnover for the suppliers of the
supply chain, most of which are Italian. The

outlook for 2021 looks positive. Simone Niccolai, president of the Caravan and Camper Manufacturers Association (APC): “Our
indicators tell us that demand will remain
high and not only for health safety reasons
related to the pandemic, but also because
the camper is becoming a ‘trendy’ lifestyle.
Dealers are pre-ordering at sustained levels
so that RVs are available for sale to end customers. We are therefore very confident in
the sales trend for 2021. And we are pleased
and proud to be able to further increase the
number of jobs and thus create added value
for the territory and for our country.”

Caravan industry in Germany plans to increase
production and exports in 2021, says CIVD
According to the CIVD (Caravaning Industry Association e.V), leisure vehicle manufacturers in
Germany have started the new year on an optimistic note, despite the ongoing coronavirus
pandemic. A survey of its members showed that the vast majority expect domestic demand
to continue to rise in 2021, despite the new record already set in 2020. For caravans, all
manufacturers expect an increase in sales, whereas for motor caravans it was “only” 87%.
The remaining 13 percent expect a result at the level of the record previous year, and no
manufacturer expects a decline. In 2020, production was significantly impeded by the corona
pandemic that caused supply chains to come to a standstill in the spring and some factories
having to close temporarily. As a result, last year’s high demand for motor caravans and caravans could not be met in some cases. The backlog in production caused by the pandemic
could not be made up and led to a 6.9% drop in the number of leisure vehicles produced
in Germany in 2020, compared to the outstanding results in 2019. Nevertheless, a total of
115,844 models still rolled off the production lines of German leisure vehicle manufacturers
last year. The production of motor caravans fell slightly to 75,276 vehicles. This is only 2.2 per
cent less than in the record year 2019. 40,568 caravans were also produced – 14.5% less
than in the previous year. The reduced output also caused exports to fall by 9.8% in 2020,
compared to 2019. The weakening foreign business was partly due to the declining or stagnating developments in some European caravanning markets. Tough lockdowns to contain
the coronavirus and the economic consequences of the pandemic prevented a more positive
market development in some parts of Europe. A total of 46,136 vehicles were exported from
Germany in 2020. Of these, 28,336 were motor caravans, a decline of 8.0 percent, and
17,800 were caravans – a decline of 12.6% compared to the previous year. Despite this development, four out of ten vehicles produced in Germany continue to be exported and 39.2
percent of German motor caravans leave the factories for foreign countries. For caravans, the
export rate is as high as 43.9%. The majority of the industry expects more vehicles to leave
the factories for foreign countries again in 2021. In the export business for caravans, 55%
of the companies expect increases in 2021. Just under half of the companies expect exports
at the level of 2020. Two thirds of the CIVD members forecast increasing exports of motor
caravans, while 33 percent expect foreign business to remain constant. That fewer vehicles
will be exported is, therefore, not assumed for either vehicle segment.
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Strong growth
of sales in Poland
A review of motorhome sales in Poland for
2016-2020, by motorhome.pl, using data from
the Central Register of Vehicles and Drivers
(CEPiK), shows that the market is developing
strongly and dynamically. For example, in 2018
a total of 518 new motorhomes were registered, which was already an increase of more
than 50 percent compared to the previous
year, yet by 2020 this had risen again to 1,040
sales. Among the most popular brands in Poland are Volkswagen, Roller Team, Benimar,
Dethleffs, CI, Chausson, Capron (Sunlight and
Carado), Adria, Carthago and Rapido. Sales of
these brands accounted for over 80 percent
of total sales. The basic criteria for the analysis was the date of first registration and the
fact that the motorhome was first registered in
Poland, not abroad. This group of vehicles includes sales of motorhomes by authorized representatives of individual brands in Poland, as
well as individual import of new motorhomes,
purchased in foreign dealer networks. Some of
the new motorhomes had been registered by
dealers as demo cars and for the needs of their
rental companies.

Dometic reports strong growth and margin improvement in fourth quarter 2020
Dometic reports strong growth and significant margin improvement
for the fourth quarter of 2020 with net sales of SEK 4,213 m (3,919);
an increase of 8 percent. Organic growth was 15 percent. Operating
profit before depreciation and amortization (EBITDA) improved to SEK
701 m (445), representing a margin of 16.6 percent (11.4 percent).
Operating profit (EBIT) before items affecting comparability improved
to SEK 466 m (298), representing a margin of 11.1 percent (7.6 percent). Items affecting comparability were SEK 48 m (-60), of which
SEK 66 m related to a gain from a sale of fixed assets. Operating
profit (EBIT) more than doubled to SEK 514 m (238), representing a
margin of 12.2 percent (6.1 percent). Profit (loss) was SEK -160 m (47)
negatively impacted by a tax provision for an ongoing tax dispute.
Excluding this provision, profit was SEK 258 m.
Commenting on the fourth quarter 2020 report, Juan Vargues, President and CEO of Dometic said: “The substantial market recovery that
started in the third quarter continued into the fourth quarter. We delivered a strong performance in the quarter with an organic net sales
growth of 15 percent, significantly improved profitability and a solid
cash flow. All regions showed organic net sales growth and improved
profitability. Customer demand remained high and we are pleased
to enter 2021 with a substantially higher order backlog than a year
ago. Capacity has been added to our supply chain and our supply
performance has considerably improved in the quarter. However, access to key components and freight capacity remains challenging for
many industries. The EBIT margin before items affecting comparability showed a strong improvement to 11.1 (7.6) percent in the quarter
despite negative currency effects and increased freight costs. The improvement was supported by strategic initiatives to increase growth
in the Aftermarket business, invest in innovation and to reduce costs
in several different areas of the company. Aftermarket organic net

sales grew by 22 percent. Costs for tariffs impacted the quarter by
SEK -37 (-81) million. Taxes for the quarter were SEK -525 (-30) million impacted by a tax provision for an ongoing foreign tax dispute
related to previous years. The Innovation Index continues to improve
and reached 22 percent compared to 16 percent a year ago. Our
pipeline of new products guarantees a continuous increase. Acquisitive growth is a key strategic priority for Dometic and on February 2,
2021, we announced the agreement to acquire Twin Eagles, a leading US manufacturer of grills and outdoor kitchen solutions for the
fast-growing residential outdoor market. The transaction is expected
to close during the first quarter of 2021. The global restructuring program announced in 2019 is progressing well. We are committed to
our cost reduction target of SEK 400 m, however, current COVID-19
related travel restrictions combined with strong market demand are
factors that are slowing the pace of some of our ongoing projects.”
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DINOL GmbH acquires DEKALIN
DINOL GmbH, the manufacturer of adhesives,
sealants, putties and coatings, has acquired
the DEKALIN business, the adhesives, sealants
and coatings brand that supplies the caravan
industry, and others. The transaction will be
effective as of 1st of February 2021. DINOL
GmbH products are sold under the brand
name DINITROL, and used in automotive, railways, buses & trucks as well as in industrial
applications, for both in OEM and the aftermarket business.
Mark Feldmann, CEO of DINOL GmbH commented: “The acquisition of DEKALIN will give
DINOL GmbH many great opportunities &
synergies and we have immediately a strong

position in the caravan market.
By adding DEKALIN products and
knowledge to our product lineup
together with the continuation
of its long-standing history, we
are convinced to further expand
of our success. We are extremely
excited to add DEKALIN to the DINOL Family.”
Marco Schapendonk & Stefan
Smits, both Business Managers of
DEKALIN, added: “We are delighted to be part
of DINOL GmbH and will continue to follow
our brand strategy by marketing the DEKALIN
range alongside the DINITROL range. In addi-

tion, our knowledge and service capabilities,
will be further enhanced to provide our customers with even more innovative solutions
and high quality service.”

PSA and FCA merger completed
and Stellantis officially created

Airxcel: Erika Osterloo new Business
Development Manager for its RV Group

Following the completion of the merger of Peugeot S.A. (“Groupe
PSA”) and Fiat Chrysler Automobiles N.V. (“FCA”) on January 16,
2021, the new combined company, Stellantis, has officially been
launched. Stellantis already has a well-established presence in three
regions – Europe, North America and Latin America – in addition to
significant untapped potential in important markets such as China, Africa, the Middle East, Oceania and India. With industrial operations in
more than 30 countries, the Company has the ability to efficiently meet
and exceed consumer expectations and deliver vehicles and services
of unparalleled quality in more than 130 markets. Stellantis therefore
starts from a position of considerable strength with robust operating
margins reflecting the Company’s leading positions in North America,
Europe and Latin America. The Company expects to leverage its size
and economies of scale as an enabler to invest in innovative mobility
solutions for its customers, targeting annual synergies of more than €5
billion at a steady state. The new company began trading on January
18, on Euronext (Paris) and the Borsa Italiana (Milan) and on the New
York Stock Exchange. Full year 2020 results will be reported on March
3, 2021. The Board of Directors of Stellantis have also been appointed,
and Stellantis’s Articles of Association have become effective.
As previously announced, the Board of Directors of Stellantis is composed of two executive directors, John Elkann (Chairman) and Carlos
Tavares (Chief Executive Officer), and the following nine non-executive
directors, Robert Peugeot (Vice Chairman), Henri de Castries (Senior Independent Director, acting as the voorzitter under Dutch law), Andrea
Agnelli, Fiona Clare Cicconi, Nicolas Dufourcq, Ann Frances Godbehere, Wan Ling Martello, Jacques de Saint-Exupéry, and Kevin Scott.
In addition, the Board of Directors of Stellantis has appointed an Audit
Committee, a Remuneration Committee and a Governance and Sustainability Committee with the following compositions:
Audit Committee: Ann Godbehere (chairperson), Wan Ling Martello
and Henri De Castries.
Remuneration Committee: Wan Ling Martello (chairperson), Andrea
Agnelli, Henri De Castries, Fiona Cicconi and Robert Peugeot.
Governance and Sustainability Committee: Henri De Castries (chairperson), Andrea Agnelli, Fiona Cicconi, Nicolas Dufourcq and Kevin Scott.

Airxcel has appointed Erika Osterloo as a
Business Development Manager who is now
the central point of contact for all Airxcel
RV Group brands. Working closely with customers’ product development teams, Erika
Osterloo is responsible for enhancing efficiencies related to delivering new products
from each Airxcel brand. Before coming to
Airxcel, Erika Osterloo was an RV Sales Manager for Lippert Components. Prior to this, she held the position of
National Sales Account Manager at Utilimaster Corporation. She
holds a B.A. in economics from the University of Michigan and an
MBA in finance from the Haworth College of Business, Western
Michigan University. “We’re thrilled to have Erika join our business
development team to concentrate on our motorized OEM customers,” said Troy Nusbaum, VP of OEM sales – RV Group.
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Truma enhances Combi 6 E heater
Truma has enhanced its Combi 6 E hybrid heater and says it now
has 25 percent faster heat-up and more hot water. In ‘boost’
mode, the Combi 6 E heats up the interior up to 25 percent faster
thanks to 900 W heating power from the two electric heating elements (so cannot be retrofitted), plus 6,000 W generated by the
gas burner. The new Truma
Combi 6 E therefore offers an
overall output of 6,900 W. The
boost function is only available
if the difference between the
interior temperature and the
target temperature is greater
than 10°C, and if the vehicle
is connected to 230 V mains power. For campers who enjoy a
shower in their vehicle, Truma has changed the ‘HOT’ setting so
that the water now reaches a higher temperature. Result: the new
Combi 6 E provides hot water for longer, meaning you can enjoy a
better shower. The Truma Combi E hybrid heaters can be operated
with gas, electric or a combination of both. It has two electric 900
W heating elements which are integrated into the heat exchanger.
To save gas, it can be used with a combination of gas and one (900
W) or two (1,800 W) electric heating elements. When connected
to the campsite’s mains electricity, the heater can be run with zero
emissions from the leisure vehicle. It is also virtually silent when the
gas element is not being used. The new Combi 6 E is already fitted
to 2020 model vehicles.

Morelo invests in expansion
of production facility and showroom
Morelo, the luxury motorhome brand, plans a comprehensive expansion of its premises to increase production
capacity to be able to meet the constantly rising demand for its first-class motorhomes. In the last 10 years
Morelo has evolved into the most popular enterprise in
the category of luxury motorhomes. In a timeframe of
only eight months, a new area of 4,350 m² is planned in two construction phases. The first construction phase is the expansion of
the showroom at its base in Schlüsselfeld. In order to present the
customers and visitors an even higher exhibited offer of first-class
motorhomes, the showroom will be expanded by another 675 m².
Further consultation spaces, a new customer lounge and office
rooms for the sales and order management department will be
placed in the new two-storey addition on the eastern side of the
existing main building. The first turn of the shovel is already set to
take place in May 2021. The completion of the construction work
is intended for December 2021. The inauguration will follow in due
time thereafter. The second phase of construction is the expansion
of the production facility. On the west side of the plant, the existing
production line will be expanded by 64 meters, i.e. 5 new working
stations. As a result there will be 23 generous working stations on
a total of 285 meters of production line available which are absolutely mandatory given the increasing production. Moreover, new
space will be made available for both the panel and part production as well as the machine park among other things. The expansion in construction phase 2 will be erected on a surface of 3,520
m² to seamlessly be added to the existing plant. Only two months
after the start of construction phase 1, the start of construction for
phase 2 is planned for July 2021. The production expansion is set
to be finished parallel to construction phase 1 in December 2021.

Indel B enters French market
with acquisition, by Autoclima,
of Electric Station Climatisation
Indel B, the group that manufactures cooling and air-conditioning
systems, has made a strategic acquisition, via its subsidiary, Autoclima, of Electric Station Climatisation S.A., a manufacturer and
distributor in France of climate control systems in the Automotive
segment, for a price of €1.95 million. The Indel B S.p.A. group’s
cooling and air-conditioning systems are sold to the automotive,
hospitality and leisure (pleasure boats and recreational vehicles)
markets. Luca Bora, CEO of Indel B commented: “The acquisition
of Electric Station Climatisation S.A. confirms the Group’s strategy
in seeking to grow and invest in an automotive market in the aftermarket area, with the aim of further expanding upon the customer base in Europe, in a segment that is significant for us, and
on what is a strategic geographic market for the Group on which
we had not, to date, been present. We are satisfied because this
small step will be key to the future development of Indel B on the
French market.”
The transaction will allow Autoclima to expand and consolidate
its commercial presence on the French market in the automotive
segment, targeting aftermarket clients. Electric Station Climatisation S.A. recorded a turnover at 31 December 2019 of approximately €15 million, with EBITDA of approximately €1 million, a
net profit of approximately €0.5 million and positive net financial
position for approximately €1.7 million. At the time of the acquisition, Electric Station Climatisation S.A. holds 100% of the
French company Cofribox, an online retailer of products in the
automotive market segment.

EXPANSION:
NEW CHALLENGE!
Other chapters in Bartolacci Design evolution:
in the lighting market and in a new market.

NEW MARKET: SANIBOX, THE
SAFEST PLACE TO PUT YOUR
THINGS

N E W P R O J E CT O R
After the new ceiling light CLOUD, the
most economic fixture with customazible screen, Bartolacci propose the
new projector MOUSE NARROW.

NEW MARKET:
PMMA (METACRYLATE)
PRODUCTS

Customizable colours to harmonize
the fixture with the furniture, flexible
arm in soft touch sylicone, 3 different
lenghts, low price, USB option.

Improved productive capacity with
plexiglass (PMMA) both for furniture
components, display, customizable.
High durability, weather resistant,
more transparent than glass and
much safer (does not fragment), high
light transmission, light and easy to
process
Aims to be the right material for
multiple uses: from everyday use
items, to design, to furniture, to
building components, display cases,
frames, containers.

Innovative technology of UVC rays: fast, safe and
effective in every place eliminate up to 99% of
micro-organisms such as viruses, bacteria, fungi,
spores, molds and mites. Bartolacci Design
adopted it for Campers and Caravans developing
a UVC led module that can be installed on every
container with a lid to sanitize every object that
gets put inside.

• Every module has 3 UVC LEDs 3535
• Rated power 32W, for a maximum of 6 modules
• 4 times pre-sets for sanitization: 90”/120”/150” and 180”
• Size: 36cm2 for the control board and 18 cm2 for 1 module
• Safety switch when opening the box for an immediate shut-down of the LEDs
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Lippert new positions
Jim Menefee - Group President over Lippert’s European operations
Lippert has promoted Jim Menefee to the position of Group President over Lippert’s European operations
from his previous role as Vice President of Operations over Europe. In this new role, Jim Menefee will oversee all operational decisions for Lippert’s European RV, Marine, and Railway divisions in Italy, Ireland, and the
Netherlands as well as divisions in the United Kingdom, India, and Africa. These divisions service customers
not only in Europe but across the globe including North America, Australia, China, and the Middle East. To
date, Lippert has over 1,400 team members at these divisions and currently produces sales of approximately
$230 million over a rolling 12 months. Jim Menefee joined Lippert in 2016 as the Regional Operations Manager, where he utilized his 25 years of operational experience running global manufacturing businesses to
improve Lippert’s operational performance. He has spent the last few years in Europe for Lippert developing
new business with Lippert’s caravan divisions, and he also opened up new railway operations in Italy and India, expanding upon the
company’s rolling stock window and rail interior businesses. Menefee has also been instrumental in Lippert’s M&A strategy in Europe,
leading the company in seven strategic acquisitions in Europe over the last three years, and he will continue to lead M&A in Europe
going forward.

Vince Doepker - Chief Information Officer
Lippert has promoted Vince Doepker to the position of Chief Information Officer to lead and sustain the transformation of the Global Information Technology division. In his new role, he will be a member of the executive leadership team and oversee the Information Technology and Information Security divisions that will allow Lippert to
realize an aggressive digital business strategy based on the implementation of new technologies and streamlined
operational functions. Doepker has a Bachelor of Science degree from Central Michigan University and joined
the LCI IT team in 1997 as the third IT employee. He has progressed over the years to Vice President and now
Chief Information Officer. His most recent position was Vice President of IT Operations overseeing the distinct
areas of IT Operations, Information Security, and the global LCI service desk, all of which will be consolidated
under his watch. He is looking forward to the challenge of continuing the digital transformation of Lippert and
taking on additional responsibilities and executive functions as he steps into the position of his longtime colleague, Jamie Schnur, who was
recently promoted to Group President of Aftermarket. In his spare time, Doepker, with his wife and their two children, Max (11) and Annabelle
(5), is an avid RVer. These adventures give Doepker plenty of time to identify new opportunities to blend technology with the needs of the RV
lifestyle. He and his family are currently planning a coast-to-coast RV trip for the summer of 2021.

John Rhymer - Vice President of Innovation
Lippert has appointed John Rhymer, formerly Vice President of Operational Improvement at Thor Industries, as its
new Vice President of Innovation. In this role, Rhymer will be tasked with leading LCI in new product innovation as
well as improving LCI’s existing catalogue of other industry-leading RV and marine related products, functions, and
features. Rhymer has had an extensive 40 year career in the RV industry. He is an avid RVer, and has owned several
RVs, so LCI is excited to add all of his product development experience onto its engineering and innovation teams.
John Rhymer began his career in 1981 with Georgie Boy Manufacturing where he fulfilled various product development roles. After holding positions with several RV manufacturers, Rhymer co-founded Heartland Recreational
Vehicles in 2003 where he had several operational roles until the sale of Heartland to Thor in 2010. In 2020, LCI
launched several consumer-focused programmes in order to improve the customer experience with its products,
most notably the “Lippert Scouts” program, which connects specifically selected RV super users with the LCI Customer Experience team. The
“Scouts”, who are now over 1,200 strong, are the eyes and ears for LCI and have representation in hundreds of campgrounds across the nation,
igniting conversations around new and existing products. Rhymer will be an active listener in these forums and will use that important product
feedback to help solve RVing issues. He will also work with those consumer groups to intake new ideas in order to help them come to fruition.

Ryan Smith - Group President over Lippert’s North American OEM Businesses
Lippert has promoted Ryan Smith to the position of Group President over Lippert’s North American OEM Businesses.
Previously, Smith held the position of Senior Vice President of Sales and Operations. In his new role, he will oversee all
operational direction for Lippert’s North American RV, Marine, and Adjacent Industry OEM businesses. To date, these
divisions have over 9,000 team members and produce approximately $2 billion in sales over a rolling 12 months.
Smith’s entire professional career has been spent in the RV and Marine industries. He joined Lippert in 2008 through
its acquisition of Seating Technologies. He was eventually named VP of Sales and Operations over Lippert’s RV and
Marine Interior Divisions, helping grow a business segment that started at $30 million in sales in 2008 to over $750
million in annual sales today. As Group President, Smith will be instrumental in Lippert’s growth, both organically
and through acquisitions. “As Lippert drives toward $3 billion in sales, we need to continue to evolve our structure
as we have frequently done over these years of exciting growth,” said Jason Lippert, CEO & President of Lippert, “Ryan has been a rock for Lippert’s
executive leadership, our team members, and our customers over the last 12 years. Today, he leads the charge for over 9,000 (and growing) North
American OEM team members and is doing an absolutely amazing job. Ryan plays a key role in our acquisition selection and integration into our
North American OEM businesses, how and where we add capacity, product evolution, and the development of divisional goals and team structures.”
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Fiat Ducato becomes
best-selling commercial vehicle in Europe

AL-KO wins
European Innovation Award

The Fiat Ducato reached a
major milestone in 2020:
according to Dataforce,
it became the best-selling commercial vehicle
– of all segments – on
the European market for
the first time in 40 years.
The Ducato is the most
popular motorhome base vehicle among travelers all over Europe. Last year,
it provided total peace of mind for holidaysin the great outdoors in a protected, self-sufficient environment that is easy to clean and sanitize. Unveiled in
1981, the Ducato also celebrates its 40th anniversary this year, and continues
to evolve as it faces the challenges of zero-emissions mobility: the ideal means
of transport for ‘last mile’ logistics and to meet the latest needs of e-commerce.
The Ducato is the flagship model and ambassador of the excellence of the Fiat
Professional brand and has been one of the most appreciated commercial vehicles in Europe for its versatility, engine power and reduced running costs. It has
received a special gift from all its customers: loyalty that made it the best-selling
commercial vehicle – of all segments – on the European market in 2020. It has
received a great deal of praise from clients across Europe: around 150,000
units and a market share of 20.5%, with an increase in volumes of 7.6% and
in share of 3 percentage points, in a market scenario that has fallen. Almost
40 years ago, the Ducato revolutionized the large volume van segment with its
front-wheel drive, load volume and versatility. Production began in 1981 on the
lines at Sevel (Società Europea Veicoli Leggeri – European light vehicles company) in Val di Sangro and remains there to this day. Located in Atessa (Chieti
province, east of Rome), it is the largest factory in the world producing medium
to large vans. In 2020, it was the first manufacturing plant in Italy to reopen
after the first lockdown, in complete safety for its over 6,000 employees.

The AL-KO Vehicle Technology Group is celebrating winning a European Innovation Award for its “Zuhause testen”
(AL-KO ‘testing at home’) campaign it created during the
COVID-19 pandemic in 2020 to give customers in Germany
the opportunity not only to see, but also to try its products
at home, while complying with all hygiene regulations. The
campaign involved sending two motorhomes equipped with
selected accessories and expert staff throughout Germany
between August and October 2020 so consumers could test
these safely and conveniently right on their own doorstep
with an AL-KO expert on hand to answer their questions.
The AL-KO demonstration vehicles were equipped with the
latest products, including the HY4 hydraulic jack system
with practical weighing function and the new swiveling
rear bicycle rack system AGITO VAN 2.0 from AL-KO’s subsidiary SAWIKO. Having received great feedback and high
engagement from the initiative, the AL-KO Vehicle Technology Group is considering continuing the campaign again in
2021.

Lighting specialists
for mobile applications

Via Galileo Galilei 7
22070 Guanzate (CO)
Italy
vendite@dimatec.it

13

N ews
Erwin Hymer Group reflects on two years since its acquisition by Thor Industries
Although the first full calendar year as part
of THOR Industries proved a record year for
the Erwin Hymer Group, the pandemic has
slowed down the process of integration.
This was further compounded by a highly
successful year for the RV sector in the USA,
too. 2020 was a record year for the RV sector. In the first full calendar year since the
takeover of the Erwin Hymer Group by THOR
Industries exactly two years ago, sales of
recreational vehicles in Europe reached their
highest ever levels. The growth has been led
in large part by camper vans. While sales records in Germany, in particular, are showing
no signs of stalling, projects for integrating
into THOR Industries are taking longer to get
off the ground than originally envisaged due
to the pandemic. THOR Industries CEO Bob
Martin: “The entire capacity of our companies was taken up by handling lockdown and
maintaining supply chains, meaning larger
joint projects were postponed because of the
COVID-19 pandemic.”

Furthermore, travel between the
USA and Germany has been all but
impossible since March 2020. Processes necessary for certain parts of
the listed company were, however,
prioritized. As a consequence, EHG
has changed over its internal controlling to SOX Compliance. Two
years after the takeover by THOR
Industries, Martin Brandt, CEO of
the Erwin Hymer Group, also takes
a positive view: “The way we have
come through the pandemic so far
shows that THOR Industries and the Erwin
Hymer Group are cut from the same cloth.
In both companies, a lean holding structure
gives the brands plenty of room to maneuver
and implement their own ideas. It’s how we
accommodate the different circumstances in
the respective markets, where lockdown was
handled very differently at times.”
Janusz Eichendorff, Chairman of the Joint
Works Council of the Erwin Hymer Group

shares this assessment: “The concerns
expressed on many different sides during
the course of the takeover have proven
unfounded. After two years with THOR Industries, the Erwin Hymer Group is stronger than it has ever been, and has even
grown its workforce considerably. The decision in favor of THOR was absolutely the
right one. They have proven themselves
the ideal partner.”

Record sales reported by Lippert
LCI Industries, through its wholly-owned subsidiary, Lippert Components, Inc.
(“LCI”), has reported record sales and earnings in the fourth quarter and full year
2020 results, driven by RV demand and its diversification strategy. This includes
North American RV OEM sales of $402.9 million in the fourth quarter, up 25 percent year-over-year. Net sales in the fourth quarter 2020 increased by 39 percent
year-over-year to $783 million, and a total of $2.8 billion for the full year – an
increase of 18 percent over the previous year. The fourth quarter 2020 highlights
include: net sales of $783.0 million in the fourth quarter, an increase of 39 percent year-over-year; net income increased $19.9 million, or 69 percent, to $48.7
million, or $1.92 per diluted share, in the fourth quarter; adjusted EBITDA increased $30.9 million, or 54 percent, to $88.1 million in the fourth quarter. North
American RV OEM sales grew to $402.9 million in the fourth quarter, up 25 percent year-over-year, while adjacent industries OEM sales grew to $189.9 million
in the fourth quarter, up 20 percent year-over-year; after-market Segment sales
grew to $157.3 million in the fourth quarter, up 129 percent year-over-year. In
the fourth quarter of 2020, LCI also completed the acquisitions of Veada Industries and Challenger Door, each with $80 million of annual sales. Full Year 2020
Highlights include: net sales of $2.8 billion, an increase of 18 percent year-overyear; net income increased $11.9 million, or 8 per-cent, to $158.4 million, or
$6.27 per diluted share; adjusted EBITDA in-creased $52.6 million, or 19 percent,
to $328.2 million. Execution of diver-sification strategy continued as net sales
outside of North American RV OEM net sales grew to 50.3% of total net sales
for the year ended Decem-ber 31, 2020, compared to 42.0% in the prior year.
In 2020, LCI comple-ted three strategic acquisitions for combined purchase price
of $182.1 mil-lion. The company returned $70.4 million to shareholders through
pay-ment of dividends. The increase in year-over-year net sales for the fourth
quarter of 2020 was primarily driven by record RV retail demand, in addi-tion to
the impact of acquisitions and organic growth across the Company’s aftermarket
segment and international markets. Net sales from acquisitions completed in
2019 and 2020 contributed approximately $73 million in the fourth quarter of
2020. The Company’s average product content per travel trailer and fifth-wheel
RV, adjusted to remove Furrion sales from prior pe-riods, for the twelve months
ended December 31, 2020, increased $44 to $3,390, compared to $3,346 for
the twelve months ended December 31, 2019. The increase in year-over-year net
sales for the full year 2020 was primari-ly driven by the impact of acquisitions,
organic growth in the Company’s af-termarket segment, and record RV retail
demand following COVID-19 shutdowns in the first half of the year. Net sales
from acquisitions comple-ted in 2019 and 2020 contributed approximately $375
million in 2020. January 2021 consolidated net sales were approximately $309
million, up 38 percent from January 2020, as the significant increase in RV production continued into the new year to meet elevated RV retail demand.
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Dexter acquires Redneck Inc.
and Redline Products, LLC
The Dexter Axle Company (“Dexter”), a wholly-owned
subsidiary of DexKo Global Inc., has acquired 100 percent of the equity interests in Redneck Inc. and Redline
Products, LLC (collectively, “Redneck”) headquartered
in Springfield, Missouri. Financial terms of the transaction have not been disclosed. Redneck has supplied
trailer axles and other trailer components across North
America since 1979. It operates via 20 locations in 17
states and employs nearly 400 people. Redneck distributes thousands of stocked trailer parts and accessories
to manufacturer, dealer, and retail customers. Dexter, headquartered in Elkhart, Indiana, employs over
3,100 people in the U.S. and Canada and operates 17
manufacturing facilities and 14 distribution locations.
Founded in 1960, Dexter has a reputation as a trusted brand serving the utility trailer, recreational vehicle,
marine, heavy duty, agricultural, and specialty equipment manufacturers and distribution centers. The partnership between Dexter and Redneck offers opportunities to enhance service with an expanded geographical
footprint, provide better coverage to customers with a
diverse product portfolio, and offer greater value to its
business partners.
“Adding Redneck under Dexter’s umbrella demonstrates our long-standing commitment to servicing our
customers to the highest level. This partnership will
further our ability to provide quality products to manufacturers, distributors, dealers, and service centers,”
said Fred Bentley, CEO of DexKo Global. “The acquisition of Redneck will complement the DexKo family of
brands with great people, products, facilities, customers, and provide the opportunity to grow our customer
relationships.”

PRODUCTS AND SOLUTIONS ALONGSIDE PRODUCERS
Since 1965 Tecnoform provides distinctive
furnishings to the RV Industry in B2B.
Our skills are at your disposal to create design
products for a unique travel experience.
60% of energy consumed in the process derives from renewables
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CMT goes Digital
The first digital edition of the Stuttgart fair achieved good results and was a first
experiment in the “dematerialisation” of live events. 3,000 registered users followed
the live streaming of 35 exhibitors who presented their news. Here’s how it went for
the caravanning industry
Words Paolo Galvani

T

he live events season for recreational
vehicles is dead in the bud. Since last
autumn, the corona pandemic has in
fact forced the cancellation of all European
events. So, those who had the chance tried
to reinvent themselves. This is the case of
the Stuttgart CMT, traditionally scheduled in
mid-January, which in October had already
decided to postpone the event for a few
months. However, when it became clear that
the wait for an in-person event could have
been longer than expected, the organizers
ran for cover, trying to imagine a digital edition that then came to life on January 26th.
CMTdigital took place over a day, with a
series of live video streaming events divided

into the two topics that traditionally make up
the CMT: caravanning and tourism. In addition to the program designed for those who
assisted remotely, the CMT also welcomed
a limited number of European journalists to
Stuttgart, who were thus able to deal directly
with the most important players in the sector.
The CMTdigital numbers
In total, CMTdigital had more than 3,000
registrations for the virtual platform and
the live streams, including 300 international
participants. Every live session was watched
by 200 – 400 participants and the sessions
are still online on the CMT website (cmt.
messe-stuttgart.de) in case someone missed

it or wants to watch
it again. 35 exhibitors
presented their novelAlexander Ege
ties in the tourism or
the caravanning livestream, while on site caravanning exhibitors presented 20 vehicles in
Hall 2. Around 50 journalists and influencer
took the chance to produce photo and film
material of the novelties.
“We are very happy with the event itself and
the output it created, for example the high
reach of some YouTube videos,” said Alexander Ege, department director of CMT. “It
was a new form of event for all of us and of
course there were some challenges, but all
in all we believe that our exhibitors and the
participants were able to profit from CMTdigital. Everyone we talked to was happy
that CMT was happening in some way, even
if it wasn’t as large and long as we know
it. Since the digital press conferences were
accepted so well, we will try to digitize the
press conferences in the future, even when
CMT will take place ‘for real’, therefore people can learn what is new even if they’re not
in Stuttgart for the fair. Nevertheless, we will
be very happy when trade fairs will be allowed to take place again because nothing
can replace the personal encounters we all
know from CMT.”
Small is beautiful
On the caravanning side, a very interesting
trend has emerged: that of camper vans and
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multi-purpose vehicles with pop-up roofs. The
presentations from Trigano, Rocket Camper,
Crosscamp, Vantourer, Bürstner, Flowcamper
and Vanderer were all geared towards these
vehicle categories, thus confirming a trend
that has been going on for some time.
Perhaps, the most relevant announcement
was that of the Trigano group, because it
did not simply concern the launch of a new
model, but a real redefinition of a market
segment. The Challenger Combo X150 presented in Stuttgart (and also proposed as
Chausson Combo X550) outlines a convergence attempt between the camper van segment and that of semi-integrated vehicles.
In practice, Trigano wanted to create motorhomes whose length was similar to those
of the most common panel vans (6 meters),
with a width similar to that of commercial vehicles (210 cm versus 205). The result is an
extremely compact vehicle that is more agile
in traffic and easier to park.
The interior design is instead driven by the
need to achieve maximum habitability in
such small spaces. The Trigano designers’
idea derives from internal arrangements already tested in the semi-integrated segment,
where the renunciation of a fixed bed has
led to surprising results in terms of space
available during the day. The presence of a
large face-to-face dinette combined with an
electric fold-down double bed offers great
flexibility, allowing up to 4 people to be accommodated for the night. The absence of a
rear bed also amplifies the spaces dedicated
to the kitchen, where the presence of a column fridge stands out, and to the transverse
bathroom positioned in the rear.
To emphasize the Combo originality, the Trigano group then took particular care of the
exterior design, drawing heavily on the experience of the automotive sector, with a pervasive use of color and a particularly well-finished rear wall. The bet has been launched,
and now all that remains is to see on the one
hand the numbers generated by this unprecedented vehicles category and, on the other
hand, if any other manufacturer decides to
go into the same arena.
Bürstner likes it compact
At Bürstner it was decided to focus the spotlight on compact-sized vehicles, so much so
that the presentation covered as many as 6
product families, but all of which share small
sizes. The smallest is the Copa, based on Ford
Transit Custom and pop-up roof, which has a
length of 497 centimeters and a height that
does not reach 2 meters. The configuration is
the classic one: rear bench that can quickly be
transformed into a bed, kitchen module on
the left side followed by the wardrobe and
large rear load capacity. The toilet compartment is obviously missing.
Campeo and Eliseo are the two classic ranges
of camper van based on Fiat Ducato châssis
with or without pop-up roof. To differenti-

Above and on the left:
Challenger Combo X150

ate the two families, which offer the classic
arrangements with rear beds, transversal or
twins, are the levels and completeness of
equipment, with the Eliseo that are one step
higher than the sportier Campeo.
In the latter line, the biggest news is a vehicle
with 4x4 drive, prepared by the French Dangel on Citroën châssis. For the time being,
Bürstner only has the C 540 model in its catalog, to which, however, the pop-up roof can
be optionally added to provide 4 comfortable sleeping places. Preparation for off-road
driving involves lifting the châssis by 22mm
at the front and 60mm at the rear, with the
presence of the differential lock for individual
wheel control and “all-terrain” tires on 16inch wheels. Wheel arch and underbody have
specific protections. Deliveries should start in
the second half of this year.
In Bürstner, the attention to compactness is
also evident in the wide range of choices in
the semi-integrated segment, with the Nexxo
Van and Travel Van families. The first has
sportier contents, the second more elegance,
but both share a body width that stops at
220 centimeters. Of the 7 vehicles proposed
by the German company, none exceed 7 meters in length.

Above and below: Bürstner Campeo 4x4

Holzmobil all wood

P

erhaps the most original proposal
came from Holzmobil, which realizes custom-made motorhomes with the
cell completely made of wood. The novelty in 2021 is that for the first time the
company will offer a vehicle in the 3.5ton category. The existing one is built on
a Man châssis with a maximum capacity
of 4.5 tons. From a construction point of
view, in addition to using different types of
wood, the company also uses wood fiber as
an insulating material. On the roof, however,
Holzmobil uses a breathable, but waterproof
membrane, which is compared to Gore-Tex.
In terms of interior arrangements, the company is also introducing a layout with a big
rear dinette. The electrical system is made
with Mastervolt products, all controllable via
remote app. The presence of lithium batteries and induction hob avoids the use of gas.
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Here and on the right: Vantourer Urban

Vantourer marries Vito
At CMTdigital a space was also dedicated to
Vantourer, which presented the main innovations in its range of camper vans: the vario
bathroom and the new pop-up roof. The first
extends with the shower tray into the corridor

Above and below: Vanderer

and forms an area dedicated to the shower
using the bathroom door as a rear wall and a
curtain to protect the front. In the folding bed,
on the other hand, a complete front view has
been provided thanks to the possibility of fully
opening the cloth, while keeping the mosquito net, and two spaces equipped to place objects and recharge devices via the USB ports.
The most important novelty, however, is the
Vantourer Urban, also in this case a very small
vehicle, built on Mercedes-Benz Vito châssis.
In this case, the internal layout is a classic:
two-seat sliding rear bench that converts into
a bed, a side kitchen module followed by a
wardrobe, a pop-up roof that provides two
more beds. The sliding bench is mounted on a
rail and can be locked in any position, while to
increase the versatility of the vehicle, two additional single seats
can be added to accommodate
up to 6 people on the road.
In the Urban, there are 2 side
doors, so that the kitchen module
can be easily removed from the
left one for use outdoors together with the table, which is also
removable. The overall height is
less than 2 meters, thus allowing
you to park practically anywhere.
Features include a 30-liter compressor cockpit refrigerator and a
Webasto diesel heater, while on

A virtual showroom
for Crosscamp

C

rosscamp focuses on the multi-purpose
Crosscamp Lite, available on Toyota Proace Verso or Opel Zafira Life chassis. The Lite
models complement the already well-known
Flex models, however renouncing the internal kitchen module. In its place, a cooker
can be removed from the rear allowing you
to cook outdoors. The advantage is that the
double bed that is formed is 140 centimeters wide: a dimension that is impossible to
reach in any other way in this type of set-up.
One more comfortable bed for two people
is obtained by lifting the roof. The two front
seats rotate to form a living area for 5 people. Heating is provided by a Webasto diesel
system.
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To develop sales in this period of uncertainty
and difficulty, Crosscamp has also decided
to create a virtual showroom (www.crosscamp.com/digitale-messe), where, in addition to viewing the vehicles at 360 degrees
both inside and outside is possible to chat
directly with a sales consultant.

request you can add the four-wheel drive and
2 individual seats to increase the number of
passengers up to 6.
Modular Rocket, Tiny Vanderer
Born 3 years ago in Stuttgart, Rocket Camper has developed an interesting modular
concept, in which the central part of the
living room, which includes wardrobes and
kitchen module, can be adapted to different vehicles on a Fiat / Peugeot châssis
named Rocket One. To optimize habitability
and load capacity, all of them have no fixed
bathroom. The company is also working on
a Man-based 4x4 vehicle that will be revealed in detail later this year.
Finally, the concept of “small” was taken to
the extreme by Vanderer, who presented a
vehicle at CMTdigital that will be based on
Citroën Berlingo XL châssis (the prototype
seen in Stuttgart was on Peugeot). At just
4.75 meters in length, versatility is a hallmark, with furnishings that can be removed
to make room for up to 7 passengers. The
standard pop-up roof houses a double bed.
However, the furniture is optional: on the
right a module with a side bench and sink,
on the left one with an induction hob and
storage spaces that turns into a table by rising electrically. A hob that can be pulled out
from the rear door contains a gas stove. In
short, flexibility at the highest level.

Not only RVs
Dometic

Fiamma

Dometic dedicated a session to the Kampa inflatable awnings,
appreciated for their practicality and robustness. The products
have been revised with several improvements, starting with the
double keder which allows them to be attached indiscriminately
to caravans or motorhomes. The second novelty is a zip that once
opened allows you to gain up to 15 centimeters in height, allowing the awning to adapt to any type of vehicle. Also new are the
protection for the upper part, which prevents dirt, branches and
bird droppings from accumulating on the veranda cloth, and the
side extension, which
protects the entrance
using the front door
of the vehicle from
rain. Finally, Dometic
has also expanded the
dimensions of its flagship products Kampa
Ace Air Pro 400 and
500, with a depth that
today reaches 3.25
meters.

The Italian company Fiamma presented
instead some improvements to its awnings. In
particular, the Advanced 80s Motor Kit is enriched
with a smartphone app that communicates with the
device via Bluetooth to open and close the awning
or turn on/off and adjust the external LED light. On the verandas
front, Fiamma has perfected the Privacy Room with the “fast clip”
system and corner hinges, which guarantee impenetrability from
water. On the bike racks, the Frame range is dedicated to the
rear doors of Fiat Ducato
and Volkswagen Crafter.
Thanks to the attachment
on the hinges, this is the
only product in its class to
offer a maximum load of
50 kilograms, which can
be distributed on three
rails for normal bicycles
or on two rails in the case
of e-bikes. Available in
black or aluminum, the
Frame allows doors to be
opened even with bicycles loaded.

On the refrigerators side, within the new 10 Series, Dometic has
added the compact 83- and 100-liters RCS 10.5 compressor models, with the same dimensions as the corresponding absorption
versions. The door maintains the characteristic double opening,
both on the right and on the left. Among the air conditioners,
Dometic has renewed the Freshjet 3000, which is now based on
inverter technology for optimized consumption. Finally, the company presented the PerfectView Cam 200 reversing camera, designed to be applied to bike
racks and equipped with an
adjustable double eye.

Alpine
Finally, Alpine presented the latest audio solutions for recreational
vehicles, in particular for the Fiat Ducato x250 / x290. It includes the
SPC-R100-DU tweeters with radial technology that better orient the
sound towards the listener, the SWC-D84S subwoofer that can be
installed at the base of the dashboard (below the cup holder) and
the SWA-150KIT 150Watt external amplifier. Added to this are the
SPC-R100S radial speakers designed for use in the living area.

Liontron
Liontron managed an information session dedicated
to LiFePO4 lithium batteries
where it did not bring substantial news, but wanted to underline some specificities of its
offer. First of all, the modular construction of the battery pack,
which in case of failure allows the individual replacement of the
Battery Management System (BMS) or a single accumulator without having to change the entire pack of batteries. Thanks to this
philosophy, Liontron can offer a 5-year warranty. The company
also ensures the availability of spare parts up to 10 years after the
expiry of the warranty period.

MPV with compost toilette

R

emaining in the context of small companies, Flowcamper is an outfitter who annually
produces about 60 vehicles. Its particularity is constituted by camper vans and multi-purpose vehicles with hand-crafted wooden interiors and the presence of a portable compost
toilet. Unlike chemical toilets, where everything is collected and treated with special products, in this case the stool and urine are separated at the origin and do not need toilet fluids.
The little one from Flowcamper is Frieda, a multi-purpose vehicle with a pop-up roof on a
Mercedes-Benz Vito which in van mode maintains the ability to transport up to 8 people.
Going up in size, the company offers the Max on Sprinter. Here the news announced at
CMTdigital is the Family version that can be fitted with the pop-up roof. Consistent with this
year’s trend, however, the absolute novelty is a multi-purpose vehicle based on Volkswagen
T6 named Casper. Designed for couples, it has 4 single seats and a low roof or pop-up roof.
In the first case, a sturdy roof rack allows you to possibly install a roof tent.
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2018

592

2.358

European RV market at a glance
+70,6%

+1,6%

DENMARK

Change 2017 - 2018

How were registrations of new RVs in 2020 and during the Covid-19 pandemic? What differences
were there compared to the same months of 2019? We have studied the data for last year and the
registrations of recreational vehicles in Europe for the last 10 years (from 2010 to 2020), to get a
better understanding of the ups and downs of the market

T

he general trend is definitely positive for almost all of Europe.
The most surprising performance is that of Germany, which
in November 2020 surpassed the record number of 100,000
registrations (year to date).
The graph below compares the registrations of motorhomes and
caravans in the period January to December 2020 with those of the
same period in 2019. It highlights the sharp decline in sales in April
2020, the month when sales have usually soared in recent years. The
lockdown could have been ruinous for our sector, but when the market restarted things went surprisingly well, with many experiencing a
good end to the year.
On the following pages, you will find graphs relating to the trend

of registrations in 2020 in the various European countries compared
with previous years: note that there was an increase of 48 percent for
Austria (with an increase of over 74 percent for motorhomes), about
26 percent for Denmark and almost 14 percent for Finland. Other
countries, like Belgium, Italy, Netherlands and Sweden also did well;
Switzerland is doing very well when it comes to motorhomes; France
ended the year essentially in balance, losing a lot on caravans (-8.4
percent) but recovering on motorhomes (+ 5 percent) to end up with
a net increase of + 1.7 percent. In the UK, on the other hand, things
were not so good, with a 19.3 percent drop overall, falling from
33,608 to 27,134 registered vehicles. Also not doing well were Spain
(-4.4 percent), Portugal (-7.3 percent) and Norway (-7.5 percent).

Europe: monthly RV registrations 2020 vs 2019

2020
2019

20
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F ocus on European market
Statistics for the last 10 years
W

meting up to 2014, followed by a flat curve - a sign that the market
is not as strong as it could have been. The United Kingdom also
returns an unexpected picture with caravans and motorhomes in
decline after years of constant growth.

2020
Change 2019 - 2020

159.082

75.761

+20,1%

-2,9%

EUROPE

2010 - 2020

e have illustrated the sales trend in Europe over the past 10
years, country by country. It is interesting to look at the graphs
and notice the declines and recoveries of the various markets. Excluding Germany from this analysis, which achieved results that were
exceptional, excellent performances were also seen
in Belgium, Switzerland and Austria with constant
and continuous growth of the motorhome sector.
The motorhome sector has also grown steadily
since 2014 in Italy, France (where numbers are four
times higher) and Spain. A sharp decline was experienced in Sweden in 2019 when a significantly
higher tax on newly-registered motorhomes came
into effect in mid-2018, which is why many consumers decided to buy a new motorhome sooner
than they otherwise would have.
For the caravan sector, the most significant figures
are those of the Netherlands, with numbers plum-

2020

-20,8%

-18,0%

-8,4%

2020

5.437

1.145

Change 2019 - 2020

+8,6%

-4,2%

998
+1,8%

1.298

2.875

2020

+12,7%

Change 2019 - 2020

+69,9%

FINLAND

Change 2019 - 2020

2010 - 2020

BELGIUM

2010 - 2020

2.969

AUSTRIA

2020

2010 - 2020

+5%

Change 2019 - 2020

+74,2%

2010 - 2020

Change 2019 - 2020

DENMARK

7.080

FRANCE

UK

2020
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24.961

2020

2010 - 2020

14.977

2010 - 2020

Change 2019 - 2020

12.157

1.984

870

+14,9%

+11,1%

Line plots based on numerical data published by ECF (European Caravan Federation)

German caravan industry celebrates record of over 100,000 new registrations in 2020
According to the latest statistics from the CIVD (Caravaning Industry Association e.V), in 2020, the caravanning industry in Germany generated
sales of €12.5 billion, a new record and increase of 6.3 percent, with
more than 107,000 new leisure vehicles registered (32.6 percent more
than in 2019) and for the first time new registrations of leisure vehicles
have exceeded 100,000. It was the seventh year in a row that the caravan
industry has achieved a record sales, and during this period, sales have
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29.148

Change 2019 - 2020
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2010 - 2020

GERMANY
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2020
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more than doubled. New registrations of motor caravans were particularly impressive, with an increase of around 45 percent. Over
78,000 newly registered motor caravans represented a new record.
In the past three years alone, new motor caravan registrations have
almost doubled. Caravan registrations also recorded a more than
respectable result despite the pandemic-related slump in the spring
and a sharp decline in economic output in 2020. A total of 29,148
vehicles were registered between January and December – the
highest number since 1994. The 8.2 per cent increase represents
the seventh consecutive annual rise.
“Caravanning stands for diverse and self-determined holiday planning and is therefore attractive to more and more people,” says
Daniel Onggowinarso, Managing Director of the caravanning industry association CIVD. Sales of new vehicles generated the largest turnover in the industry in 2020. At €6.5 billion, sales actually fell slightly by 1.5 percent compared to the record figure from
2019. The reason for this is that the corona pandemic caused the
production level to fall. Sales abroad fell 6.2 percent to €2.5 billion.
With the sale of new motorhomes, the industry generated a total
of €5.6 billion , slightly exceeding the record level from the previous
year (plus 0.3 percent). The proceeds from the sale of new caravans
amounted to €900 million – a decrease of 11.3 percent.
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Farsighted vision
An interview with Gianalberto Lupi, the new
manager of Trigano Italia, who has the task of
coordinating the company’s commercial and
marketing activities in Europe
Words Renato Antonini

F

rom trucks to campers: after many years spent working in a
variety of roles at Iveco, Gianalberto Lupi joined the Trigano
group. Since the start of 2020 he has been the commercial and
marketing manager of Trigano Italia, the business unit that includes
Trigano Spa and SEA, grouping numerous brands that have their own
production plants and a developed commercial network at a European level (Mobilvetta, CI, Arca, Roller Team, Elnagh and McLouis).
Lupi’s entry into the camper sector was complex and fascinating: the
Covid-19 pandemic created many problems, delays in supplies
and the closure of factories due to lockdowns, but it also
brought new opportunities. The market seems to want
to continue a positive growth trend and the campervan
segment, where Trigano Italia is very strong, is delivering
excellent results and bringing new customers. We spoke
to Gianalberto Lupi to try to understand what future lies
ahead for Trigano Italia within the lively dynamics of the
RV sector in Europe.
Aboutcamp BtoB: Let’s start with an apparently
simple question: what are the biggest differences
you have found between the large and complex
truck sector you come from and the RV sector?
Gianalberto Lupi: The sector I come from is large and
well developed, but the Trigano group in which I now
work is certainly not an industrial reality of small proportions. They are certainly two different worlds: in Iveco
we dealt with a business to business, but here, in some
ways, we work from a business to customer perspective.
The biggest difference is definitely the speed of product
development: it takes 20 years to completely renew a
truck, in the RV sector the lifecycle and renewal process
is much faster.

Aboutcamp BtoB: And now a more demanding question:
between a deep crisis and market euphoria, how did the
Covid-19 pandemic affect the work and results of Trigano Italia? What critical issues did you have to face?
Gianalberto Lupi: It was a complex period and certainly
strange. A month after I joined the company, the pandemic
broke out and for security reasons, we had to close the factories for several days to avoid contamination, which was unfortunate; but the worst thing was the impossibility to make
predictions about the future. We had darkness before us and
we couldn’t understand what would happen in the following
months. We lived in uncertainty which, paradoxically, developed
into a substantially positive trend in the sector. The biggest challenge was facing the period following the lockdown: when we realized that the market had restarted, we had to quickly move from
the situation of closed factories to that of factories ready to meet
large product demands. Furthermore, the pandemic has enhanced
the camper, making it clear to the general public that it could be a
type of safe holiday, even in times of Covid-19. So a negative dynamic
turned into a positive one, which continues today despite the second
phase of lockdowns.
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Aboutcamp BtoB: Was the decision to
be present at the fairs a successful one?
What efforts did it involve?
Gianalberto Lupi: The decision to make
ourselves available to our customers by participating in international trade fairs was taken immediately, but there was a considerable
effort in understanding how to participate.
It was difficult to find a common position,
bringing together the ideas of companies,
trade associations and trade fair organizations, but I must say that the organization
of the fairs was excellent and a good compromise was found between compliance
with safety regulations and the possibility for
customers to visit the vehicles on display. The
fairs represented an opportunity for growth,
we found a very qualified presence, with interested customers, but also a good presence
of new customers, and people who did not
yet know the camper and who took advantage of the fairs to get closer to the RV world.
Aboutcamp BtoB: Will the RV sector continue with its previous practices or do
you envisage changes in the way of selling and communicating? If so, are these
attributable to the Covid-19 pandemic or
other factors beyond the current problem?
Gianalberto Lupi: The pandemic has
changed a lot how people interact, and not
always in a positive way. Sometimes the value of the human relationship has been lost
and we have all suffered from the lack of direct contact in professional relationships. We
had to create virtual presentations for our
sales network, without a physical presence of
the product. But there was also a different
way of getting to know the product by the
end customer, by using the web channel. In
fact, this was already an ongoing trend, so I
really believe that even after the pandemic it
will be used increasingly. We will have to be
competitive in this area. The method of communicating information prior to purchase has
changed, but the method of selling campers
has not. Virtual sales are a minimal percentage because most customers arrive directly
in the dealer showrooms. The customer still
wants to touch the product and have a direct
relationship with the seller.
Aboutcamp BtoB: Is it possible to make a
forecast for 2021 and 2022?

Gianalberto Lupi: I can’t give precise numbers, but I can say that for 2021 we have an
excellent level or orders, so I foresee 2021
being better than 2020. And, for 2022, we
have positive feedback from our sales network. While it is difficult to understand exactly what will happen in this second phase
of the Covid-19 pandemic, I believe the market will still be growing. For Italy, it is difficult
to make forecasts as we have had a high level
of infection and there is a phase of political
transition underway, while for some foreign markets there are undoubtedly positive
forecasts. Basically, the positive trend went
through the difficult Covid phase without
losing its growth momentum.
Aboutcamp BtoB: How does Trigano
Italia fit into the great universe of the
Trigano group? What are the synergies
with the other companies in the Trigano
group?
Gianalberto Lupi: One of the reasons I accepted this position was the opportunity to
work in a company that, in my opinion, has
an excellent balance between the autonomy of the individual business units and the
guidelines coming from the group’s top management. I really appreciated the structure
of the Trigano Group as it delegates to our
business unit, Trigano Italia, the responsibility for the marketing of the various brands
and product development, as well as the
decisions regarding the production plants.
Basically, everything related to adaptating to
the local market is delegated to the business
unit. Obviously, synergies are maintained at
group level, such as purchases from large
suppliers, in addition, of course, to the strategic lines dictated by the owners and top
management. I believe an excellent balance
has been found: we accept the strategic lines
that come from above, but at the same time
we have that autonomy that translates into
speed of reaction to market conditions.
Aboutcamp BtoB: The twin model ranges, not limited to a common platform,
may be a double-edged sword: if well
managed they bring good results, otherwise they risk making the various brands
lose their identity. What do you think
about this? Which Trigano Italia brands
offer similar products, and how is the
differentiation implemented?

Gianalberto Lupi: I don’t see a real loss of
identity. The end customer is looking for a
functional, comfortable camper in which
they can live with pleasure, and a camper
that has good quality and lasts over time:
these are all characteristics that require common development and production platforms.
If we did not operate in this way, trying instead to differentiate each model from the
other, we would find ourselves having an
infinite offer without satisfactory quality. I
believe that a good compromise has been
found in our business unit: we do not have
the same plans (layouts) on all products and
the furnishing elements are interpreted differently in the various ranges. I don’t deny
that there is some standardization, but this is
not a bad thing for me. Of course, there may
be a situation when two brands with similar
products can create some problems if they
get too close at a territory level, but we try
to avoid this proximity in the sales network.
However, for me, the priority is the product.
In my opinion the primary objective must be
to give each customer the right product.
Aboutcamp BtoB: Is it correct to say that
Trigano Italia’s primary mission is to
dominate the broader, mid-range of the
market, roughly from 50,000 to 70,000
euro?
Gianalberto Lupi: There is no doubt that
this is the range where we are strongest, but
we are also strongly present in other price
ranges. We distinguish the value brands (CI,
Roller Team, McLouis and Elnagh) and the
premium brands (Mobilvetta and Arca). The
mid-range, with the volumes it can reach,
can have competitive ranges at that price
level: it has that critical mass that allows us
to work efficiently on an industrial level. I believe we are aware of this and it is the basis of
our success. This does not mean that we are
not aiming at the expansion of the premium
brands, Mobilvetta and Arca, because some
of the technological solutions introduced in
the premium models are then carried over to
the value brands. Our main ambition, right
now, is to develop our premium brands. We
have grown a lot in Germany, which is no
small thing. Now we are focusing on Arca, a
brand that has had difficulties due to a transfer of production, with the aim of bringing it
to high-level factories. We now want to renew and stabilize the Arca range in Italy and
then take it to the rest of Europe.
Aboutcamp BtoB: The campervan mar-
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ket has grown: is this a positive thing,
or does it risk creating imbalances in the
market? Is the growth of the campervan
segment set to continue?
Gianalberto Lupi: In my opinion, it is an
absolutely positive phenomenon which is
doubling the numbers in the sector. And it’s
growth hasn’t cannibalized the traditional
camper market. We have a factory in central
Italy, in Paglieta, for vans, which has been
doubled in record time to meet demand. We
were among the first to produce vans on an
industrial scale. For us, it is an opportunity,
so I see this growth positively. It is not just an
entry segment, because there are also returning users, groups of customers who appreciate the ease of maneuvering and parking
this type of vehicle offers. There is certainly a
good chunk of new users coming to the vans
who will later be able to upgrade to larger
vehicles. I believe that the campervan can go
from 20-25 percent to 40 percent of the market without penalizing the market in general.
Aboutcamp BtoB: So you see only advantages for Trigano Italia with its campervan product? Do you think it can take
more and more sales away from traditional campers, with negative results?
Gianalberto Lupi: At the moment, I don’t
see this danger. There may be transfers between segments and customer movement
dynamics, but I do not think they are penalizing for the company. The campervan can be
an entry segment, such as a used campervan,
which takes customers towards a more professional segment and introduces them to a
sector where they will then remain forever.
Aboutcamp BtoB: For the 2021 season,
you have responded decisively to the
demand for campervans with a strong
expansion of your offer to the market: is
this investment delivering good results?
Gianalberto Lupi: In this period, we have
had a strong increase in campervan orders.
This is also because our offer has been a success with many new models and versions. In
my opinion, we took the correct path: first,
we stabilized production and then expanded the range of models. In recent years, the

company has worked hard to
stabilize the production of materials and components, to look
for a product that could be of
high quality and last over time.
After reaching this goal, we expanded the range with the introduction of pop-up roofs and
other solutions, such as the rear
drop-down bed. Our expansion
phase has started and will not
stop.
Aboutcamp BtoB: Recently, we have
been witnessing a development of the
compact campervan segment in the European market, for example, the Citroen
Spacetourer and Mercedes Vito. Will you
also enter this sector of the market?
Gianalberto Lupi: In reality, we are already
there with Font Vendome, which is a brand
from the Trigano group that our business unit
markets on the Italian market. However, it is
one of the market segments that we are analyzing, to understand what growth potential
it may have.
Aboutcamp BtoB: What is the company’s
commitment to the various markets?
How important is the internal market in
relation to exports?
Gianalberto Lupi: We always think from
a European perspective. The Italian market
is fundamental, but it represents about 20
percent of our business, because 80 percent
comes from exports. We are growing in Germany and we have been stable in France for
a long time where the McLouis brand is very
well positioned. In the UK we have a good
presence with the Roller Team brand.
Aboutcamp BtoB: What are your
thoughts on the markets that, for the RV
sector, can still be defined as emerging,
for instance, all of Eastern Europe, but
also of certain non-European markets?
Gianalberto Lupi: Eastern Europe is growing, it is not yet a mature market but it is
growing a lot. There are no appreciable statistics, but we understand that Poland and
the Czech Republic are growing significantly

Who is Gianalberto Lupi?
Gianalberto Lupi is 57 years old, married
with three daughters, and grew up in Tortona (Alessandria) in an area on the border
between three important regions of Northern Italy: Piedmont, Lombardy and Liguria.
He went to university in Milan for a degree
in Economics and Marketing at Bocconi University, and then moved to Turin in 1989 to
start working for Iveco. He remained at Iveco for almost his entire professional career,
experiencing a variety of problems of the
leading company in the production of professional vehicles of all types, from the “light”
Daily to heavy trucks, buses, military vehi-
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cles and much more. For many years he
was involved in logistics, then industrial
planning and, finally, he began a professional growth on a commercial level. As
Area Manager for the Italian market, he
worked in various business units and also
in the marketing sector. He undertook the
role of General Manager of various markets (including responsibility for the German market for three years). In the later
phase of his career, he decided to leave
Iveco to gain new experiences, seizing
the opportunity offered by Trigano Italia
in 2020.

in volume and there are dealers that have
been established for some time. In Poland,
we have the possibility to offer Ford-based
vehicles, which have big tax advantages, so
sales are growing. Basically, we will be present in all European markets that will develop
positively. We also have business contacts
outside Europe: we are present in Japan, we
are developing projects with Korea and we
are growing, particularly, in New Zealand.
We therefore also have ambitions at an international development level and will try to be
present on the global scene through importers and dealers.
Aboutcamp BtoB: You came from the
world of commercial and industrial vehicles: how do you see the relationship
between Trigano Italia and the chassis
suppliers? What are the positives, and
where can we try to improve, both in
terms of the product and supply?
Gianalberto Lupi: In my previous experience, I had contacts with various RV manufacturers, especially in the years in which
I was responsible for Iveco for the German
market: I have never seen an opposition between chassis suppliers and RV manufacturers, so I have only seen positive reports. Of
course, there have been problems during this
period, but they are the same for everyone.
The pandemic is creating difficulties for all
companies. Like all manufacturers, we also
have problems with supplies, not just chassis.
Chassis suppliers also suffer from the same
problems as other subcontractors. We can
rely on Fiat, Ford and Citroen. We try to optimize supplies in the best possible way so as
not to create interruptions on our production
lines, but we have also alerted our sales network about possible delays. However, the effort of the chassis suppliers is considerable: it
is a team game, everyone is trying to do their
best to face the pandemic.
Aboutcamp BtoB: Diesel or electric?
Could there be any developments in this
area?
Gianalberto Lupi: I come from having years
of discussions on this subject. It was already
being talked about a few years ago regarding commercial vehicles. Does it make sense
that transport vans and motorhomes reduce
their range to make way for power batteries?
Right now, I don’t see a transition to electric
being imminent. If the transition happens,
we will be among the first to offer electric
motorhomes.

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.
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Dave Thomas

Leading the way
through Covid 19 and Brexit
Dave Thomas was appointed joint MD of Auto-Trail, one of the UK’s volume producers of motorhomes,
in 2006. When his fellow MD retired in 2016, he was left on his own to drive the company forward. We
caught up with Dave at Auto-Trail’s manufacturing facility in Grimsby, UK
Words Terry Owen

S

ince becoming part of the Trigano
Group in 1999 Auto-Trail has gone
from strength to strength, helped by a
new factory that has already been extended
twice. Occupying some 16,000 square metres
on a 6.5-hectare (16 acre) site, it is staffed by
around 200 employees. Dave is a quiet, unassuming, chap who leaves no doubt that he’s
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the right man for the job. In his 25 years at
Auto-Trail he’s built up a vast knowledge of
the business and how it operates. After gaining a degree in vehicle design at Lanchester
polytechnic in 1982, he held a variety of posts
within the automotive industry before joining
Auto-Trail as Design Director in 1995. Dave’s
a family man with a son and granddaughter.

Aboutcamp BtoB: How is the Covid 19
pandemic affecting sales and production?
Dave Thomas: The first Covid lockdown hit
us hard and we had to close the factory on the
23rd of March 2020, as all our retail outlets
were closed. We started back in late May after
creating a safe working environment for our
employees. Thankfully retail sales from early

June 2020 have been very buoyant, with staycations and a new type of customer coming
into the marketplace.
Aboutcamp BtoB: Have you had to slow
down much, and what about Brexit?
Dave Thomas: We had already slowed somewhat prior to the Covid 19 restrictions. In the
summer of 2019, dealer stocks of all brands
were high in the UK, and customer confidence as we approached Brexit was waning.
Retail sales were slowing and the Birmingham
show in October was below normal retail volumes. As a result, we had to release around
50 staff in November 2019 and slow production down. We only build sold orders (dealer
or retail), as building for stock when we offer
so much customer choice is dangerous.
Aboutcamp BtoB: Are some components
difficult to get?
Dave Thomas: Supplies had been fine up
until the week before Christmas. Then UK
ports became congested, as companies and
suppliers tried to get goods in and out of the
country before the end of December transition deadline. It became even more difficult
in January, as ports and freight forwarders
were being inundated with extra paperwork
and requirements. We are hoping that this
will settle down as everyone becomes more
familiar with the new rules. Covid has had an
impact with some of our supply base and two
have called “Force Majeure” having been hit
hard with the virus. We take great pride in
paying them on time, no matter how difficult
the economic conditions are. This builds confidence with our supplier base and we have a
very good relationship with them in the UK,
Europe and worldwide.
Aboutcamp BtoB: Have any employees
had to be laid off or placed on the Government’s furlough scheme?
Dave Thomas: Since we acted with the market downturn in November 2019, we have
not had to lay off any staff. However, in the
first lockdown we furloughed around 90% of
staff, in line with most of the industry, as we
had no outlet for vehicles. Thankfully, things
have been fairly smooth since we restarted the
business last May.
Aboutcamp BtoB: How else has the business been affected?
Dave Thomas: Since the Brexit vote, sterling
has weakened and, as a high percentage of
our components come from Europe, it has
meant that our costs have risen. Running up
to the Brexit leave date of December 2019, we
could see a turn down in customer confidence
which ran through into early 2020, and then
we were hit with Covid. The traditional Auto-Trail customers are aged circa 55+ and are
investors who take their time when buying a
high value product of any type. Motorhomes
are no exception and, if there is any uncertainty, they wait until things become clearer.
Aboutcamp BtoB: With dealerships shut
until further notice what provision are
you making for customers to get familiar

with your products?
Dave Thomas: When Covid hit we were halfway through our plans to launch revised models for the 2021 season, including our new
‘A ‘class range and low-profile Tracker. Many
manufacturers chose to roll over the previous
season’s models with cosmetic changes, but
we already had chassis on order and were
gearing up for the change, so carrying over
was not really an option. This resulted in our
photography and web site being late coming
together since, either the vehicles were not
available, or we had restrictions on photography. Then the October NEC show was cancelled. Our customers look forward to attending the show and seeing models in the flesh
since it’s a rare chance to see all the Auto-Trail
models under one roof. We therefore had to
rethink our strategy. Given that vehicles are
a dynamic product, we felt that a traditional
brochure did not portray the true feeling of
space or overall design. So, this year we’ve
focussed on 360-degree flythrough camera
views and exterior drone footage for our web
site, to give as much information as we can.
Of course, this does not replace a physical
viewing, but it is as close as we can get to
make the buying choice more informative.
Aboutcamp BtoB: The need for social distancing and staycations is bringing first
time buyers to our industry. Do you think
they’ll stay once it’s all over?
Dave Thomas: I hope that many of them will
stay, once they have experienced the motorhome way of vacationing. However, we will
no doubt see some fall off as other holiday
options come back on board. Nevertheless, it
is encouraging to see so many first-time buyers, particularly buying smaller vehicles. A lot
will no doubt be buying a small motorhome
instead of buying a replacement second car.
Taking a young family on holiday in a motorhome is an adventure, particularly when every
day is a new place to explore, and it realigns
family values with nature and the environment, something I believe we all need to do.
Aboutcamp BtoB: What do you see as the
main challenges facing Auto Trail and the
industry at the moment?
Dave Thomas: I guess in the short term it’s
getting used to the new
rules around Brexit - for
the business as well as our
customers. Fortunately, the
industry has always been
very adaptable and development lead times are relatively short when compared
to other industries. That’s
what makes it so dynamic.
Beyond that, the environment is going to be a big
factor, and whilst camping
is ‘green’, there are other
challenges with chassis propulsion and raw materials
that need to be solved. The
industry is not afraid to try
new things, so it has a secure future.

Aboutcamp BtoB: The all-electric motorhome has arrived. When will Auto Trail
join the party?
Dave Thomas: Obviously, we are in continuous contact with our two current chassis
suppliers on all aspects of vehicle technology. We are also working with another vehicle
manufacturer that is at the forefront of EV
and autonomous systems. Electric cars are
picking up volume in retail very quickly, as
more charging points and models become
available. Commercial vehicles are also starting along this path and I am sure there will be
dramatic developments in the next few years.
Of course, campsites will have to be upgraded
to charge RV’s as well as supply power for the
habitation area. As more charging points become available, ‘range anxiety’ will diminish.
It’s a known fact that, as people get older, they
worry more.
Aboutcamp BtoB: How do you see motorhome design evolving over the next few
years?
Dave Thomas: I see the future of motorhome
design being very exciting, as new fuels, materials and technology come into our industry.
I believe the all-electric vehicle for propulsion
and habitation will come to fruition in the near
future. With chassis choice and supply from
the main players condensing, I believe there
could be a trend for the larger Groups to buy
individual components to build their own
complete vehicles. Arguably, electrification
makes this easier, by having a battery pack
with drive to each wheel, rather than a combustion engine mounted in the front. Autonomous driving will no doubt come into motorhomes, once it’s established in cars. I think
we will also see more integration of habitation systems for cooling, heating, security and
lighting, all controllable from a phone app.
Aboutcamp BtoB: How do you see the medium to long term sales trends for RV’s?
Dave Thomas: I believe the Covid crisis has
opened people’s eyes to appreciate the fundamental and simple things in life. I therefore
believe the RV sales trend will be very positive.
Certainly, in the past year, the sales trend for
smaller lighter vehicles, particularly van conversions, has accelerated; whilst the larger,
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T he floor to Dave Thomas
founder Bill Boasman’s time
at Auto-Trail. The first reason was to quickly generate
cashflow, building the body
early and when the chassis
arrived it could be invoiced.
The second was, and still is,
that building a body direct
onto a chassis can sometimes lead to twisting of
the structure. Building it
separately makes it easier
to build a square and rigid
body. When the two are
bolted and bonded together the result is a more structurally integrated motorhome, which reduces NVH.

heavier vehicles have slowed. Many of these
smaller vehicle sales have been to newcomers
to our industry. I believe this is for two main
reasons. The first is that some owners who
can drive over 3500 kg are reducing to it, so
their offspring can take advantage. Secondly,
larger vehicles are becoming more anti-social
as roads get busier. Taking an eight metre plus
vehicle on UK roads, particularly in the countryside, is not easy. I think this explains why
smaller vehicles have become more popular
over the years. However, we still sell a high
percentage of large vehicles to Australia.
Aboutcamp BtoB: Auto Trail has dealerships in Australia and New Zealand - are
you planning others elsewhere?
Dave Thomas: Not at this moment in time, as
we are focussing on the UK and other righthand drive countries. We are one of the few
foreign manufacturers, if not the only one,
to have full approval to sell in that country.
Australia has many specific requirements that
must be adhered to, particularly on chassis,
heating systems, gas and electrics. We go to
great lengths to build vehicles to meet these
needs and have an enthusiastic importer who
has four outlets.
Aboutcamp BtoB: Auto Trail has long
offered factory tours to prospective customers and others. What benefit do you
think you get from them?
Dave Thomas: We have always encouraged
factory tours and we are very open as a company. Customers or potential customers can
ask any questions they like, and a tour normally takes up to two hours. We try to educate
customers on the complexities of making a
motorhome and show the skill and care we
take in creating our vehicles. We are unusual
at Auto-Trail in that we build the body away
from the chassis, before uniting them in the
‘marriage’. It’s always an exciting thing for visitors to watch.
Aboutcamp BtoB: Why does Auto-Trail
build all its bodies away from the chassis?
Dave Thomas: The practice dates back to
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Aboutcamp BtoB: It must
be good to have the
backing of a big organisation such as Trigano but can you be really agile with design and other matters?
Dave Thomas: We are wholly owned by Trigano and the Group operates in a very standoff way. Whilst we co-operate on various projects, which allows us to cross reference and
learn from each other, the Group believes in
every business unit having its own identity. We
may standardise on components under the
skin (seat frames, chassis extensions etc) but
what the customer sees and feels with each
brand is individual to that brand.
Aboutcamp BtoB: Last year you celebrated 25 years with Auto Trail. What changes have you seen in that time?
Dave Thomas: I joined Auto-Trail when we
were part of ABI Caravans and we were based
in Immingham. The business was still operating from its original premises and comprised a
series of units that had been knocked through
to create one factory. They had very skilled
people, but the product was dated, and ABI
had not invested in the business. There were
no formal drawings or information for the factory, as each individual kept their own notebooks on models and as a result, there was
no official design department. We invested
in CAD and I recruited a pattern maker who
is still with me today as Director of R&D. We
had to move fast as the brand was dying

against the competition at that time. With the
demise of ABI, the next big change was the
management buyout with CI of Italy. Then,
shortly after, Trigano bought the assets of CI
and we became part of the large, French, listed Group. With the backing of Trigano, we
moved to Europarc (Grimsby) in 2002, into a
purpose-built factory and have never looked
back. In these 25 years Auto-Trail has changed
in all areas immensely, with new operating
systems, materials, processes and machinery.
Aboutcamp BtoB: You have a very modern factory – what steps have you taken
to ensure it’s as green as it can be?
Dave Thomas: Since moving here to Europarc in 2002, we have extended the factory
building twice. At each stage we have looked
to invest in new, efficient, and cleaner technology. We have LED lighting everywhere
and harvest rainwater to flush our toilets.
We’ve also installed a biomass boiler to burn
our wood waste. This includes off cuts from
plywood, pallets and other wood waste. This
heats part of the factory and saves on land
fill costs, plus we get a feed in tariff from the
government.
Aboutcamp BtoB: What gets you out of
bed in a morning?
Dave Thomas: I really enjoy coming to work
so that’s half the battle. I’m in the office for
06:45 hrs and don’t leave until about 17:45
hrs. I find the industry dynamic and exiting to
work in and that’s what drives me forward.
Aboutcamp BtoB: What has been your
most satisfying moment in business? And
your worst?
Dave Thomas: That is a difficult one, but I
always got a buzz from seeing vehicles I designed on the road, especially when you see
them in far off places. Remembering where
we came from in a rundown factory in Immingham, to where we are now, is very satisfying. The worst time was the crash in 2008,
where the whole industry hit a wall and we
had to slash our production numbers. Releasing staff is always difficult but you must do it
to ensure the business survives. In 2008 we
had to halve the employee count. We lost
some good people who had been with us for
many years, which was very hard.
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Roger Faulkner

Over 40 years
in the North
American
RV trade
The veteran RV manufacturer
aims to shake up the travel
trailer market with a high-end
alternative focused squarely on
today’s buyers
Words Craig Ritchie

photo by Craig Ritchie
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n many ways the year 2021 is a rebirth
for Roger Faulkner, the long-serving
president of Canadian RV manufacturer
General Coach. He has a noticeable spring
in his step these days, driven by a genuine
enthusiasm for his newest venture.
You might think that by this point in his
career, it would be easy for Faulkner, 73,
to simply rest on his laurels as the RV industry veteran who’s seen it all. But that’s
just not his style. A leading figure in the
North American RV trade for more than 40
years and a 2018 inductee to the RV Hall
of Fame, Faulkner remains the driving force
at the company he has been the face of
for decades. He continues to serve on the
board of directors for numerous national
and regional industry trade associations,
and he remains a pillar in the larger RV tourism marketing sector.
What has Faulkner so excited right now
is a new product launch that has been on
hold for months as a result of the Covid-19
pandemic. But in spite of plant shut-downs
and lingering supply chain disruptions, the
company is now ready to go ahead with the
international launch of an all-new travel
trailer line this year.
The brand-new Reward line of streamlined,
upscale towables coming to market right
now represents a return to its roots for General Coach, and a return to the market for a
venerable platform.
Founded in 1950, General Coach started
out as a manufacturer of the famous ‘Beaver’ small travel trailers that were extremely popular with young families of the day.
Well-made, innovative, and incorporating
contemporary materials and fresh designs,
the Beaver trailers put General Coach on
the map as a builder of high-quality RVs.
The company sold thousands of them, ultimately expanding into larger trailers and,
eventually, park models. The park units were
particularly successful, and General Coach
continues to enjoy a substantial share of the
North American park model market.
Sales have been so strong that by 2016
General Coach found itself in the position
of having to expand its manufacturing
space in order to meet growing production
targets. A subsequent construction project

not only gave the company more room to
grow its operations, it also provided added
space from which to launch new projects
supporting a long-term diversification strategy. “I have two children in the business,”
says Faulkner. “And with them, the one opportunity we saw was for a very high-end
travel trailer targeting upscale baby boomers and young, active families who want a
high-end trailer made for today’s buyers.”
Breaking The Mold
The company’s new Citation Reward trailer line, consisting of 25-foot, 28-foot and
31-foot models, seems on one hand familiar, and on the other, quite unlike anything
else sold on the North American market.
“Throughout my career, I’ve never wanted
to enter a crowded market,” says Faulkner. “And there’s just no need, since there
are so many opportunities in this business.
We looked around at what was available
to buyers today, and it soon became clear
what wasn’t available. So that’s what we
chose to focus on.”
Faulkner notes that the company’s new Reward trailer line was created to stand out
with its bold design and unique appeal.
It features a distinctive, bold profile that’s
offered in a choice of three exterior colour
schemes (brilliant red, dark blue or dove

grey), and a choice of four interior décor
packages. “Younger buyers don’t want to
see woodgrain anything or interior treatments that look like something their parents would choose,” says Faulkner. “So
on the Reward trailer line we’re looking at
modern, contemporary finishes and colour
palettes that are more in keeping with today’s tastes. The feel is very light, very forward-thinking, very fresh and very clean. In
that sense, there really isn’t another trailer
on the market like it.”
The 25-foot model will be offered with two
twin beds, says Faulkner, while both the
28-foot and 31-foot floorplans come with
queen beds. All will feature interior components and fittings of the highest residential
quality. “It’s going to be an expensive trailer, there’s no doubt about it,” he says. But
he notes that’s not at odds with the firsttime buyers that the Reward trailer targets.
“First-time buyers aren’t necessarily looking
for entry-level products,” says Faulkner.
“And that’s a mistake that a lot of people
make. We have the idea ingrained in our
heads that buyers start with the entry-level, then move up to a mid-range product,
and eventually buy the top-of-the-line. But
that’s not how it works in real life, and this
past year proved it. There were huge numbers of first-time RV buyers in 2020, and a

Citation Reward Lineup
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and celebrities using our trailers every day
while they’re out there shooting on location. It’s not a market you can go into with
anything less than the very best finishes,
the best construction, and the best attention to detail. We have an experienced team
applying the knowledge they’ve gained
serving that market to our new Citation Reward line.”

Citation Reward Red
Below: interiors

lot of them skipped over the entry-level and
went straight for the high-end product.”
A Proven Pedigree
Faulkner is betting that these consumers
will be drawn to the Reward line, with its
forward-looking interior décor and stylish
exterior treatment. He has good reason to
feel confident, since the Reward is a new
trailer that benefits from a proven pedigree.
The exterior design is based on the now-defunct Award travel trailer brand from the
1970s. “They were tremendously successful,” says Faulkner. “The design was way
ahead of its time, and had its roots in
England. The Davies family brought it to
North America and set up shop in Canada
to produce them. They sold thousands and
thousands of them in the United States and
across Canada. We’ve acquired the rights
to it and we’re bringing the basic design
back, complete with its iconic aerodynamic exterior styling and full aluminium cage
roof with fibreglass front and rear caps. But
we’ve also made a lot of upgrades and improvements.”
That includes fixing the quality issues that
led to the Award’s decline. “Their front
window had a reputation for leaking, and
there was a lot of stuff wrong with them
over time,” says Faulkner. “So we addressed
those issues, and then raised the bar again
on the build quality overall and the interior
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treatment.”
It isn’t just interior finishes that speak directly to younger buyers, but floorplan
layouts with a focus on functionality and
multi-use spaces. Sound-absorbing materials and an emphasis on less-reflective surfaces speaks to the proliferation of shiny
mobile phone and iPad screens in modern
family life, while an abundance of outlets
ensures those devices are always kept fully charged. And forget carpet – floors are
tough, durable and easy-clean synthetics
that allow buyers to spend more time enjoying their trailer and less time cleaning it
– especially important for families with kids
and pets. It’s also fully factory-prepped for
next-generation power systems, including
high-capacity inverters, lithium-ion battery
packs and solar.
The other element contributing to the
Reward line’s proven pedigree is General
Coach’s flair for glamour. This too is well-established over years of past experience.
It isn’t well known, but one of General
Coach’s most profitable divisions builds luxury trailers for the motion picture industry.
Over the past 15 years General Coach has
come to dominate the commercial trailer
market, crafting custom trailers for the
television and motion
picture industry not
only in Hollywood, but
in Europe as well. “The
theatrical trailers provide a place where the
cast and production
crews can prepare for
a shoot, or relax between takes,” explains
Faulkner. “The movie industry has been
growing exponentially, and it’s been a very
good business for us.
We have major stars

Built With Love
It was one thing for General Coach to physically expand its manufacturing plant, located in a small farming town in rural Canada. But it was quite another thing to find
qualified workers to staff the new assembly
lines. That would have been a significant
challenge were it not for what some might
believe to be divine intervention.
It was coincidental timing that General
Coach began to break ground on its new
factory expansion as the civil war in Syria
began escalating out of control. Like so
many other countries around the world,
Canada did its part and welcomed thousands of Syrian refugees to its shores. A
small handful of them wound up in Hensall,
looking for work on local farms. One Syrian
man who came into contact with the Faulkner family turned out to be a master electrician. Another was a carpenter. It turned
out that a third man was a former welder.
“These were highly skilled people, looking
for jobs picking fruit,” says Faulkner. “And
I’m like forget that, we need your skills right
here.”
General Coach wound up hiring a number
of the Syrian refugees in what has turned
out to be a tremendous good news story
– the company gaining skilled, experienced
employees and the new arrivals finding
rewarding, lucrative work in their chosen
field. Truly, a win-win situation in every
sense of the term.
“Talking about that always makes me feel
good,” beams Faulkner. “I feel very, very
proud that we’ve been able to help these
people on their way to building a new life,
in a place where they’re not being shot at
while going to work, and where their children can grow up in a safe environment. It
has worked out very well for them, and it
has worked out very well for us too.”

The leading brand in GRP fibreglass laminates for the RV industry since 1968

Greener and greener
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.

w w w.ve t r o r e s i n a . c o m

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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Camping in the Netherlands

Looking back
at the corona year
and towards the future
The Dutch camping industry looked forward to 2020 with confidence. In January, February and March
the sales of camping equipment went well. Everything indicated that it would be a great year for
the campingbranche. And then the lockdown came. Springseason was largely a lost season for the
industry. Fortunately, the tide turned and 2020 will go down in the books as a year in which camping
became even more popular. Time to look back and forward
Words Marije Onderwaater

T

he Netherlands went into an “intelligent lockdown” in mid-March. People had to work from home, children
were no longer allowed to go to school, the
restaurants and bars where forced to close
their doors and many shops decided not
to open temporarily. Camping was still allowed, although not everywhere. The rules
about camping were not the same across
the country. The Netherlands is divided into
25 Safety Regions, each of which make its
own decision. For example, the campsites
in one Safety Region remained open while
other regions needed to close by regulation. One thing was clear: the communal
sanitary facilities had to remain closed at all
campsites. This meant that campers could
only go to some campsites if they had their
own toilet - and shower - or used private
sanitary facilities. Many campsite owners
were distraught, especially in the Safety
Regions where the campsites remained
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closed. Some of the campsite owners that
were open hastily equipped more pitches with private sanitary facilities. A costly
investment, but one that was worth it.
The demand for such camping spots was
enormous. Campers without a caravan or
camper - and the ones that had no space
for private sanitary facilities - were looking for other solutions, such as a chemical
toilet and a shower tent with an outdoor
shower. Demand for these products was
high, and many companies eagerly took
advantage of them. Parties that normally
do not enter the camping market suddenly offered the popular shower tents. Mobile sanitary specialist Thetford also made
themself heard and pointed out campers
without their own sanitary facilities to their
famous Porta Potties. And that way many
camping enthusiasts could still go out
camping. Nevertheless, the first months of
the second quarter were difficult for many

campsite owners. In April 2020 - normally
the start of the (camping) holiday season the number of domestic holidays decreased
by 72 percent compared to 2019 (Source:
Statistics Netherlands, Tourism, recreation
and leisure trend report 2020 - provisional
figures). That decrease already leveled off
to 46 percent in May. In June it went a lot
better. The number of Dutch people who
went on holiday in their own country was
then only 19 percent lower than in 2019.
The decrease in the number of foreign holidays was greater. In the second quarter of
2020 - in April and May - this was a drop
of no less than 98 percent compared to
2019. Hardly any improvement had been
seen here in the following months. The
Dutch still did not go abroad. This can be
explained by the many closed borders. In
June 2020, the fall in the number of holidays abroad was 87 percent lower than the
same month in the previous year.

Campsites open again
On June 1, all campsites in the Netherlands
were allowed to open their doors again. On
June 15 - two weeks earlier than the original opening date – the communal sanitary
buildings where accessible again. That was
not a second too early, because the first
school holidays started in the Netherlands
on July the third. Meanwhile, there was a
huge demand for a place
on a Dutch campsite. The
corona measures for popular holiday countries were
all still quite uncertain. It
could also just happen that
a revival of the corona virus would ensure that certain countries would lock
again. Many Dutch campers therefore decided to be
sure and choose to stay in
their own country this year.
That was not only true for
the experienced campers.
Also, Dutch people who
normally go on holiday by plane, now decided to play it safe and opt for a camping
holiday. And people who would rather not
be camping discovered that camping is a
corona-proof way of holidaying. This meant
that the campsites in the Netherlands were
almost full. Not only the pitches were almost all occupied; the rental accommodations were also all booked. The above figures show that the decline in the number
of camping holidays in the Netherlands had
largely recovered in June. The curve raised
even more in July and August. In these two
months, Dutch overnight accommodations,
including campsites, recorded a record number of overnight stays (Statistics Netherlands, Trend report tourism, recreation and
leisure 2020 - provisional figures). The number of overnight stays even exceeded that
of 2019, which was already seen as a very
successful year. This is partly because Dutch
guests stayed longer at their destination. The

third quarter of last year shows
that campsites saw the number
of overnight stays increase by 27
percent compared to 2019.
Fewer foreign guests
In the third quarter of 2020,
Dutch camping sites received
40.2 percent more Dutch guests

Kampeer & Caravan Jaarbeurs - Utrecht

Sander Janson

than in the previous year. On the other hand,
the number of foreign guests fell by 14.5
percent. In total, about 5.9 million Dutch
holidaymakers chose to stay in their own
country in the third quarter of 2020. This is
an increase of 24 percent compared to the
same period in 2019. Holidays abroad were
less popular with the Dutch. In the same third
quarter, 3.5 million Dutch people crossed the
border for their holiday. Compared to this
period in 2019, this is a decrease of 57 percent. The Netherlands has twelve provinces,
of which Groningen - in the north of the
country - saw the number of overnight stays
increase the most. The province recorded an
increase of 33 percent in the third quarter.
Gelderland is the most popular with people
who go on holiday in their own country. This
province in the middle of the Netherlands
saw the number of overnight stays increase
by 21 percent in the third quarter. The sudden enthusiasm for camping had major con-

Netherlands by the numbers (2019 data)
Sources: Wikipedia, Statista, TrendEconomy

Area: 41,865 km2

GDP: €745.87 billion

Population: 17.5 million

GDP per capita: €43,120

Median age: 43.3 yrs

GDP Growth: + 1.8%

Population density: 521/km2

Inflation rate: 2.63 %

Labour force: 7.9 million

Currency: Euro (€, EUR)

Unemployment rate: 3%

Imports: €522.9 billion

Official language: Dutch

Exports: over €473.6 billion

sequences for the camping industry. Because
people who had no camping gear and still
wanted to stay at a campsite had to buy a
complete inventory. So, there was a run on
new and used camping products. This was
good news for that part of the branch. As
soon as it was possible, they opened up their
showrooms to provide the customer with the
best possible service - often by appointment.
Trend continues
The corona crisis has given a boost to camping, especially by the “newbie” campers. But
that trend has actually started before. The
year namely 2019 broke all records when it
came to the sale of caravans, motorhomes,
tents, folding trailers and camping accessories. Last year went one step further. In the
first three quarters of 2020, sales figures in
the Netherlands were even higher than in
the whole of 2019. This trend continued in
the last quarter. By way of comparison: in
September 2020, 19 percent more new caravans were sold than in September 2019. The
difference for campers is even greater: there
was an increase of 63 percent in that month.
The sale of camping equipment is on the rise
throughout Europe. In the Netherlands, we
have a total of more than 567,000 caravans
and motorhomes (Source: Kampeer & Caravan Industrie - KCI). Within Europe, that
number is only higher in Germany, France
and Great Britain. In 2020, 6,962 new caravans were sold in the Netherlands (Source:
European Caravan Federation - ECF). In
2019, this was 7,034 caravans. Sales of new
motorhomes took off in 2020. 2,099 motorhomes were sold in 2019; last year that was
2,450 units. That is an increase of 16.7 percent. All together, 9,412 new motorhomes
and caravans left the showroom in 2020. In
2019, that number was 9,133. If you look at
the sales figures in Europe (Source: Kampeer
& Caravan Industrie - KCI), you will see that
the Netherlands occupies third place when
it comes to the sale of caravans. Germany
(24,650 caravans) and Great Britain (an estimated 11,433 caravans) are in first and second place respectively. For a small country
like the Netherlands, this third place is quite
remarkable. And yet it is also not very striking. Because nowhere in Europe is the caravan and motorhome density per 1000 inhabitants as high as in the Netherlands (Source:
Kampeer & Caravan Industrie - KCI).
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Dare To Be Different Outdoor rooftoptent

Folding trailer and roof tent
The caravan is still the most popular camping equipment in the Netherlands. The trailer
tent also has a large number of fans. That is
special, because in other European countries
far fewer people camp with a trailer tent.
This camping equipment has undergone
quite some development in recent years.
The traditional folding trailer still exists but is
increasingly making way for its fancy brother: the tent trailer. Several brands now offer
tent trailers. These units are distinguished by
their sturdy, often robust appearance. They
are often also available in an “off-road” version. Tent trailers usually do not have a fixed
roadside kitchen, but an optional separate
kitchen that you can place wherever you like
around the tent. A striking appearance is the
typically Dutch TakeOff from Easy Caravanning. This crossover between a trailer tent
and a caravan saw the light of day at the
end of 2019. The Easy Caravanning company is a solitairy folding trailer brand that
uses Dutch Karsten Tenten for their tents.
The TakeOff combines the convenience of
a folding trailer with the comfort of a touring caravan. This crossover is ready for use
within thirty seconds. In addition, the Dutch
still like to sleep in a tent. Nowadays they
come in all shapes and sizes: from side tents
to family tents and from pop-up tents to inflatable tents. For a group of Dutch people,
camping is only real when they sleep under
a tent cloth. That also explains the success
of the trailer tent, comfortable camping but
with a tent cloth over your head. And then
there is another camping equipment on the
rise in the Netherlands: the rooftop tent. For
years, only 4x4 vehicles carried a tent on the
roof. That has changed. Today, rooftop tents
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for passenger cars are widely available. The
sales of rooftop tents have been increasing
for a few years but exploded in the corona
year 2020. Dutch suppliers of rooftop tents
saw their sales figures double in 2020 compared to 2019 (Source: Kampeer & Caravan
Industrie - KCI). Manufacturers are doing everything they can to increase their capacity
but are still barely able to keep up with this
growth. The fact that a roof tent is equipped
with a mattress as standard, makes this
camping equipment so attractive for many
Dutch people. If you have a roof tent on your
car, you are as free as a bird. And that flexible way of travelling is an advantage in these
uncertain corona times.
Missed fairs
It’s clear: 2020 was an erratic camping year.
The industry experienced both high peaks
and deep lows. A big downer was the cancellation of many camping fairs. The Dutch
camping fair Caravana could take place
in January 2020, but it soon ended. As is
known, the Caravan Salon in Düsseldorf
still took place in September, although with
a lot less exhibitors and a
lot of corona measures.
The Camping & Caravan Jaarbeurs in Utrecht,
which takes place every
year in October, was canceled. Trade association
KCI (Camping & Caravan
Industry), which organizes
the fair, already took the
plunge at the end of May.
Of course, with a heavy
heart. Yet the KCI said it
had no other choice. The
trade association wants to
organize a national event with the Camping
& Caravan Jaarbeurs where visitors experience the camping experience. In addition,
the fair must provide a good reflection of
camping equipment, supplies and accessories. “This guarantee cannot be given with
today’s knowledge,” said KCI chairman Leo
Diepemaat in May. The decision to end the
56th Camping & Caravan Fair was of course
partly prompted by the news that several
major brands previously announced that
they would skip all European fairs.
October camping month
For the Dutch camping industry, the cancellation of the fair in Utrecht was a new blow.
The Camping & Caravan Jaarbeurs is the
place in the Netherlands where manufacturers launch their new products. In addition,
October is traditionally the camping month.
To compensate for the lack of the KCJ, the
Dutch dealers and camping companies - together there are more than one hundred
and sixty - decided not to lose that tradition.
October thus remained the camping month,
but instead of the fairground it would be
held in the showrooms of the dealers and
camping companies. A theme month is of
course not complete without giveaways.
Various brands, dealers and companies came

up with such raffles. For example, the Erwin
Hymer Group gave away a caravan and a
trip with a motorhome to the North Cape.
In this way, the industry tried to revolve
around camping in the autumn. The industry generates a large part of the turnover in
this period. The camping industry achieves a
gross turnover of 2.3 billion euros (Source:
Kampeer & Caravan Industrie - KCI) with
the sale and maintenance of new and used
camping equipment. This amount increases every year. And there was more to do in
camping. For example, the KCI expanded its
Camp to Go platform - of which an informative website is already part - with a television

Easy Caravanning

program. This program is all about camping
experience. The participants set out for four
days with a camping equipment that they
thought was not within their reach, such as
a camper, caravan, folding trailer or a rooftop tent. With this they stayed on a campsite
in the Netherlands. Presenter Sander Janson
visited the various campsites to ask the participants about their experiences. With this
television program, the KCI wants to show
people how much fun camping is and provide information about the various camping
equipment and possibilities.
Camping year 2021
It remains to be seen what camping year
2021 will be. The uninvited guest Covid-19
still doesn’t seem ready to leave and even
shows mutations. The Netherlands started
the vaccination program in January. It remains to be seen how fast that will go and
how Covid will develop further. Only then
can it be said whether the Dutch can go
camping abroad again. It is expected that a
large part of the Dutch campers will choose
a holiday in their own country again this
year. But one thing is certain: as soon as it is
possible the Dutch will again cross borders.
With the motorhome, caravan, tent, trailer
tent or rooftop tent!

Camping trends
It is clear: camping is extremely popular in the Netherlands.
That is why it is high time to take a look at the camping trends for this year.
As mentioned, the sale of motorhomes has taken off in the past year. Also
people without camping experience bought a motorhome. It is important to
mention that the Netherlands has a tax on passenger cars, motorcycles and
delivery vans: the bpm. This tax makes the purchase of a motorhome more
expensive for the Dutch than for Belgian or German people, for example.
That is also the reason that motorhome sales in the Netherlands are lagging
behind compared to other countries in Europe
The semi-integrated is the most popular type of motorhome sold in the
Netherlands. Van conversions are also in great demand.
The ‘Face-to-face’ interior has come over from France and is gaining popularity. Many brands nowadays opt for two long sofas opposite each other,
preferably in combination with single beds.
In addition, there is a great demand for compact motorhomes, such as the
Adria Compact and the Weinsberg Caracompact Pepper edition. It looks as
if the demand for these “narrow low-profile” - which combine the comfort
of a low-profile with the dimensions of a van - will continue to exist in the
near future.
In caravans, the majority of the models that are sold are below five meters.
The French bed remains popular, although there is also increasing interest
for caravans with single beds. Not to sleep separately, but to make one
large bed.
In addition, there is an increase in caravans with pull-down beds and family
caravans with special children’s rooms. And the front kitchen is back with
a vengeance.
In the Netherlands too, there is a demand for caravans with a kitchen spanning the entire width of the caravan. Brands are expected to opt more often
for a caravan with a bow kitchen.
The caravans with a panoramic roof above the front window - sometimes in
combination with the front kitchen - are also gaining popularity.

From the above:
Adria Compact
Adria Compact dinette
Fendt Bianco best seller in NL
Dethleffs Nomad 490
Adria Adora
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ace to face with

Leo Diepemaat

A life full of camping
Leo Diepemaat is chairman of the Camping & Caravan Industry (KCI). His life is all about camping
and everything that has to do with it. How that came about, he explains in this interview. We speak
with Diepemaat at the end of December 2020 via a Teams connection. It marks a year in which many
things went differently than expected. Inevitably, because of those circumstances, the conversation
will also be about the state of the world
Words Jos Mark

D

iepemaat became addicted to camping at a young age. At home in
Haaksbergen, a town in the Dutch
province of Overijssel and close to the German border, there was an Indian tent in
the attic. The children of Diepemaat had so
much fun with this that their parents decided that there should be a real camping tent
in the garden. As it goes in those days, they
find an old army tent. In the summer they
then spent many nights in the garden.
Around 1966, says Diepemaat, the demand
for passenger cars in his parents’ company
was declining. At the same time, the demand for caravans is growing. So it happens
that Diepemaat - then 18 years old - goes
with his father to find a supplier from whom
they can buy caravans for their dealership.
In 1967 the Diepemaat family started selling
TEC caravans. This is done from the garden
of the house, the same place where the
boys’ tent stood years earlier. In the following years the family expanded the dealership. Ultimately, the brands Astral, Bürstner,
Eriba, Knaus, LMC and TEC also find a place
at Diepemaat Caravans.
At that time, the caravan industry in the
Netherlands was represented by the RAI
(Bicycle and Automotive Industry). This association holds its exhibitions in the RAI exhibition center of the same name in Amsterdam. The caravan dealers are also united in
BONECA, the association of Dutch caravan
dealers. Around 1978 the board of BONECA
decides that it is better to seek cooperation
and to merge into the BOVAG.
Diepemaat talks about that period. “We
were too small with BONECA and cooperation could offer us a lot as caravan dealers. We got our own department within the
BOVAG. We received support on an administrative level. In addition, the BOVAG has
political influence. This is how our voice was
also heard in The Hague.”
Diepemaat turned out to be a fish in the
water of the administrative pond of the
BOVAG. In 1980 he became chairman of
the caravan department. A position that he
will hold until 1990. In addition, he is committed to promoting caravan maintenance,
among other things. The Netherlands is a
country with the largest caravan density in
Europe, while the products are idle for most
of the year. Due to the presence of gas and
electricity and the necessary driving safety,
maintenance is necessary. It is important
that caravan owners are aware of this main-

tenance need.
Diepemaat is at the cradle of the BOVAG
maintenance instructions for caravans at
BOVAG. For example, a special checklist is
being developed. A product that passes the
caravan inspection at a BOVAG dealer receives a certified approval sticker to this day.
It is just one of the successes that Diepemaat
initiated in his long career.
Caravanning fair
Diepemaat tells further, among other things
about the annual caravan fair, which at the
time takes place in the aforementioned RAI
exhibition building in Amsterdam. The caravan and trailer tent manufacturers were
also united within the RAI association at
that time. The purpose of this collaboration
is mainly aimed at the annual camping and
caravanning RAI in October. Diepemaat believes that this structured way of working
together is the best way to show new products to the general public. Around the year
2003, the RAI association wants to move
the time slot for the caravan fair. The fair
grounds in Amsterdam is the backdrop for
a truck fair in October. However, the plan
is not accepted by the caravan and trailer
tent manufacturers. October is an important

sales month for them. At that moment the
public have just returned from their holiday,
where they have realized that their current
camping equipment no longer meets their
personal wishes. They want bigger, smaller,
newer, more agile and are looking for replacement with that in mind. Or air travel
enthusiasts decide to go camping next year.
In short, October is an important moment in
the camping year.
The fair is therefore moving to the Jaarbeurs
building in Utrecht. The Jaarbeurs is large
enough and available in October. In addition, Utrecht is in the center of the country and the Jaarbeurs is located right next
to the largest traffic junction of the Dutch
Railways.
The KCI association
The RAI association is no longer involved in
the new structure. In 2003 the sector chooses to continue the collaboration in a new
association: the Dutch Association for the
Camping and Caravan Industry, the KCI. Not
long afterwards, Diepemaat took a seat on
the board of the association.
Diepemaat: “At the time I was often on
the road for our own company and regularly spoke with the management boards

Kampeer & Caravan Jaarbeurs - Utrecht
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of the manufacturers about the cooperation in the Netherlands. More and more of
those companies came together in that period in what later became the Erwin Hymer
Group. When I sold our family businesses
in 2007, I was asked to take up the concern for the brands LMC and TEC in Belgium
and the Netherlands. Short time later, I became representative for Dethleff’s caravans
and motorhomes. Sales declined sharply at
that time. The credit crisis was raging in full
force. I was therefore mainly concerned with
advising the dealers; how could they keep
their heads above water during that difficult
time? We supported
them with accessories
sales and camping equipment and again focused
on maintenance needs.
In 2010 I was asked to
be chairman of the KCI,
of which I was a board
member until then. In
that year I also got a role
on the board of the European Caravan Federation
(ECF). The Netherlands
has a permanent representation on that board.
I am treasurer there until
now.”
When Diepemaat looks back on the past
five years, he sees that major steps have
been taken in the Netherlands. That started in 2013 when we were unable to gather enough exhibitors for the trade fair in
Utrecht, a low point for the KCI. “As with
most country associations in the industry, a
trade fair is an important source of income.

Mr. Diepemaat
speaking at the the ECF MELVI
in Stockholm
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Camp to Go
website
and
Camp to Go
Television

We use this income for communication and
support, among other things. If a fair is unsuccessful, no more money will come in and
you are forced to stop more and more initiatives. It was an eye opener for us. We had
to overcome that dependence”. And so, the
KCI together with ECF and the colleagues of
the Belgian BCCMA come up with a market-

ing pilot that incorporates the development
of a camping website. After all, internet
density is high in the Netherlands. Compared to, for example, France and Germany,
more people have an internet connection.
The KCI successfully submits the plan to the
board of ECF, which wants to turn it into a
pilot for Europe.
“We wanted to make people enthusiastic
about camping again with our own camping
website for consumers,” says Diepemaat. “It
is a digital showroom, as it were, where
you can find everything that has to do with
camping. For our website we looked for
broad collaboration with other stakeholders,
such as the ANWB, the NKC and the ACSI
campsite search engine”.
According to Diepemaat, the website www.
camp-to-go.nl sells the experience of camping. “We tell people how much fun it is to
go camping. After all, camping is the ultimate form of freedom”.
Camp to Go has now existed for three years.
The ECF subsidy ended last year. But Camp
to Go is very well received by the producers.
This success allows the KCI to change the association’s earnings model. The brands now
contribute in the marketing of the industry
by paying a percentage per camping equipment sold. This way the knife cuts both
ways. “As an industry, we are less dependent on the fairs as a source of income and
the marketing activities towards consumers
are insured with Camp to Go.”
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WHEN NATURE CALLS
Cinderella Travel, incineration
toilet adapted to caravans
and mobile units

An incineration toilet is a water-free toilet where bio
waste products are burned at high temperatures to a
minimum amount of ash, resulting in a teacup for four
people after one week’s use. The waste is safely incinerated
in a closed incineration chamber, and the pollution-free

End
product
is clean
ash

gases from the incineration process are discharged through
a separate exhaust pipe.
PROVIDERS OF SUSTAINABLE

We aim to make the Cinderella your first choice when
placing high demands on quality and functionality.

INCINERATION TOILETS
SINCE 1999
Cinderella Eco Group, producers
of the market leading Cinderella

•
•
•
•

No need for frost protection
No use of water
No problems related to emptying
Involves minimal waste, only clean ash

• High capacity; 3-4 visits per hour
• Can replace most traditional toilet
solutions for motor homes / caravans

Incineration Toilets, launched our
first toilets in 1999. Since then, we
have nearly 80.000 installations
spread throughout the Nordic
region, Europe, Australia and
North America. Our toilets consist
of models for cottages and leisure

Learn more about Cinderella at
www.cinderellaeco.com

homes, caravans and mobile homes,
as well as solutions for industry and
emergency relief organizations.43
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Technologies and trends

Digital Transformation
is coming to the RV
Industry, creating
opportunities

Digital Transformation is disrupting every industry, from energy to e-commerce, software to sales.
The disruption connected to industry shifts creates an opportunity for new business models, happier
customers, top talent employees, and new investors
Words Scott Newton

L

eaders in RVing can capture this value creation by reframing
problems and resolving customer pain points.
What does this mean?
Digital Transformation creates such large opportunities because the
combination of technology with data allows you to better
understand customer pain points. The economics, and
cost to serve are lower because automation technology can solve many issues for a lower variable cost.
As an example, both Airbnb and Uber solved the classic “matching” problem of finding excess bedrooms,
car services, and matching those with buyers (people
who wanted to go on holidays, people who need a
taxi service) in real time. The service was very easy
for both sellers and buyers to understand, and the
value created could be shared between the supplier
and the customer with a percentage being captured
Airbnb website
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by Airbnb and Uber.
A major advantage of Digital is that it scales much
more quickly than traditional industry, and as such
opening new markets and adding new customers
requires a fraction of the time and fixed investment
compared to asset heavy businesses like manufacturing.
One of the highest profile and most successful Digital
cases has been Alibaba which started matching manufacturers in Shenzen with customers in the United
States and Europe. Manufacturers had a challenge
because it was very expensive and time consuming
to promote their services to potential customers, and
the buyers were spending disproportionate amounts
of time searching for suppliers in China and the Far
Alibaba’s vision for 2036
Source: www.alibabagroup.com
East. Over time Alibaba grew into an internet powerhouse, and today their WeChat software is used by
more than 1 billion people a day, providing real time
payments, financial services, and online sales, customer service, and The shifts into the circular economy and Sustainability not only help
marketing.
the environment and the local economy, and also result in higher
The WeChat platform provides opportunities to get to better know company valuations. Companies that can demonstrate they are inyour customers and their needs. As an example, when I checked volved in ESG (Environment, Sustainability, and Governance) receive
into a hotel in Shanghai, I was not happy with the room I was pro- higher valuations and more competition for investors. The Comvided as it was a smoking room and I do not smoke. Unfortunately, panies in RVing that are able to receive and demonstrate quality
due to a large convention there were no other rooms available at ESG ratings and practices will return more income to shareholders,
that moment. I needed to get to a meeting and did not have time to attract better employees, and open opportunities for partnerships
wait for another room to become ready. The manager immediately that can create more value. It is exciting to imagine the day of a
provided me with her company WeChat account (which requires a partnership between top RV companies, Tesla, and Amazon!
1 second scan of a QR code) and then kept me up to date on the The first step in shifting into Digital Transformation is to educate
selection of the new room, and confirmed when my bags had been your people, and reframe your potential customer problems. Schneimoved. Since that day, I have only used that particular hotel when der Electric has been exceptionally successful in Transformation as
in the centre of Shanghai, and the staff can chat with me in real they reframed the problem the company was solving from “providtime about my upcoming room requirements, if my flight is delayed ing electrical components for buildings” to “in an all-electric and
and thus I will need a driver at a later time, and pre-ordering cater- all-digital world, we are uniquely positioned to deliver digital energy
ing services for meetings. The hotel is aggregating this data across and automation solutions for efficiency and sustainability.”
thousands of their customers and building profiles of the services What makes Digital Transformation so much fun is that you can test
and demands customers may have in the future.
and trial in real time, without any large investments, while leveraging your data to improve the customer experience and employee
What are the implications for the RV industry?
development paths.
RVing has experienced a wonderful boom in usage and sales in Europe, North America, and Asia. The new customers to RVing however have steep learning curves, and do not have the same expectations nor requirements of previous RV customers.
Manufacturers, equipment suppliers, and service providers to RV
can now collect real time data about customer usage profiles, their
preferences, learn how they are using their RV, and provide sugScott Newton is a a Managing Partner
gestions for preventative maintenance as examples. New business
at Thinking Dimensions, a global
models are also possible- Michelin in key markets were able to shift
Strategic consultancy headquarted in
fleet customers from buying tires to paying for Miles used- this shift
London UK with offices in 16 counin business model helped them to stop customers from switching
tries and territories including the USA,
to competing tire brands, and preventively change tires before they
Canada, Europe, and Asia Pacfic and
were damaged or unsafe. The conversation, driven by the cloud and
a Non Executive Board Director.
mobile networks, allows a 1 to 1 customized marketing and relationship development discussion to take place while aggregating
Scott work with boards, CEOs, private
data to better understand what customers will want next.
equity, family office, senior leaders
and company owners in Fortune 1000
The younger customers entering into RVing are also concerned
businesses on Digital Transformation
about sustainability and the environment. The industry can play a
to impact sustainable growth and
large role in promoting Sustainability in three areas:
profitability opportunities.
1. RVs and Trailers offer an opportunity to be used as energy storage for electric and hybrid vehicles, enabling longer ranges and
offering the ability to supply excess energy into the grid during
peak events

About the author

2. Promoting a circular economy, allowing RV and Trailer parts to be
recycled and reused, and helping owners to shift to vehicles that
match their changing lifestyles over time
3. Encouraging vacations closer to home as the RV users tend to
stay within their regions on most trips, reducing the large energy consumption related with trips overseas, or cruise ships footprints
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Climate and caravanning

Travel with RVs is more
sustainable than other holidays
A new “Climate impact of motorhome and caravan travel” study conducted by the ifeu - Institut für
Energie- und Umweltforschung - has confirmed that tourism with a recreational produces less CO2
than other forms of tourism
Words Giorgio Carpi

T

he issue of greenhouse gas emissions
is on the minds of many people, even
when traveling as tourists. This has
prompted questions about the effects on the
environment and climate.
The new “Climate impact of motorhome and
caravan travel” study was conducted by the
ifeu - Institut für Energie- und Umweltforschung - for the CIVD (Caravanning Institute
Association of Germany) and examined CO2
emissions of various holiday trips. The results
showed that the recreational vehicle has a
good climate balance.
Two previous studies by the Öko-Institut in
2007 and 2013 have already come to similar
conclusions. The new report aims to update
the methodology, key data and results of previous studies.
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The objectives
Similar to the previous studies, different types
of holidays were assessed and compared
against each other, and, in addition to emissions from travelling to and from the airport,
emissions while on-site and during overnight
stays were also taken into consideration.
The study considered the environmental impact during the lifecycle of a recreational vehicle. The costs of production, maintenance
and disposal are mapped, then the use of
the vehicle when stationary and while driving
is analysed, and the energy sources needed
by the vehicle during its use also have to be
considered.
For the comparison with a recreational vehicle, consumption with hotel or camping
accommodation is considered. For example,
the electricity required for hotel or camping

accommodation has different environmental
impacts depending on the country: France
is mainly based on nuclear energy, while
the Scandinavian countries have very high
shares of renewable energy. With 571 g
CO2e / kWh, the German electricity mix has
the highest greenhouse gas emissions of the
countries examined.
In addition to emissions from energy supply,
CO2 emissions from the use of diesel in road
traffic and its supply are also accounted for.
The study considers an (active) average life
of recreational vehicles in Germany of 30
years. The average mileage for motorhomes
was determined at 9,868 km per year, for
caravans at 5,100 km per year. On average,
82 overnight stays are recorded with motorhomes and 54 with caravans.
During the overnight stay, parking is distin-

ifeu

250
g CO2eq/ Pkm

guished from parking at the campsite, where
additional infrastructures are used and the
power supply for the operation of auxiliary utilities is not supplied by the alternator
and the on-board battery, but by an external
power supply.
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The results
Assuming a crew of two people, motorhomes emit 181-198g of CO2 per person per
km while traveling and have emissions about
10 percent lower than those of an average
European flight (213g of CO2 per person per
km). On average, as car produces 125g of
CO2 per person per km, while long-distance
buses or trains are on average much more
environmentally friendly, with 31g of CO2
per person per km (see Figure 1).
Hotels are not designed for efficient use of
energy, like recreational vehicles, so they
have significantly higher emissions of 22.1
kg of CO2 per night per person compared to
values between 1.8g (motorhome parking)
and 6.5g (caravan on a campsite) of CO2 per
night per person. These values refer to summer use in Germany.

Campervan

Semiintegrated

Integrated

including maintenance

Caravan
with car

Car

Public
Airplane
transport
(Europe)
(long distance)

utilization

Figure 1: comparison of emissions per person per km, with 2 people per camper / caravan / car;
long-distance public transport and medium-occupancy aircraft

kg CO2eq

kg CO2äq/ ÜN

Traveling by public transport and staying pitch (900 kg versus 973 kg CO2e). Regardovernight at the campsite is the most envi- less of the type of overnight stay, the plane
ronmentally friendly alternative with about has the worst climate balance with additional
251 kg of emissions (70 percent lower than emissions of 32 percent with hotel accomusing the motorhome with overnight camp- modation or 6 percent with accommodation
ing).
in a mobile home, compared to travel with
Comparing the different types of recreational the semi-integrated and overnight stay in a
vehicles, however, shows that the campervan campsite.
is the alternative with the lowest greenhouse
Two examples of trips with motorhomes gas emissions. Higher weights are offset by Comparison between the two trips
lower6 travel speeds: semi-integrated, inte- In both sample trips it was found that the
and caravans
and caravans are in a similar range combination of public transport with a campTwo trips were compared, both starting and grated
5
ending in Frankfurt. For the assessment of with emissions of 727-731 kg CO2, while at site is more advantageous than the other
4
campervans have around 10 percent forms of travel.
the climatic impacts of the various trips, all 658 kg
3
during the entire journey (see The combination of public transport and
the relevant parts of a trip were considered, less emissions
camping, with 7.8 or 9.1 kg of CO2 per day,
such as: arrival and departure, on-site mo- Figure2 2).
bility and accommodation. Typical trips with If the1 motorhome and the car are used by is by far the best option. The emissions of
caravans or motorhomes (with overnight four people instead of two, the emissions of motorhomes are on average 26.8 kg if stay0
per person are reduced by about half. ing in a parking lot and 29.6 kg in a campsite
stay in a campsite or in a parking lot) and the trip
Kastenwagen
Teilintegriert
Integriert
Caravan
alternatives such as overnight stays in hotels For the total trip, this means a reduction of for all types of trips indicated. The car-hotel
Bereitstellung inkl. Wartung
ÜN/ Wohnen (Stellplatz)
or mobile homes on the campsite were then 47 percent for motorhomes with overnight variant is similar to the motorhome on the
parking and 21 percent for cars with hotel campsite, with emissions of 29.6 kg. The
analysed.
Quelle: Eigene Berechnung.
accommodation.
combination of car plus overnight stay on a
campsite drops to an average of 20.0 kg per
Journey through Germany
Abbildung 5-3:
Durchschnittliche THG-Emissionen eines Fahrzeugs je Übernachtung auf einem Stellplatz mit verschiedenen Reiseto France
day of travel / person (see Figure 3).
The trip through Germany used for the com- Trip
mobiltypen und Caravans in Deutschland.
parison was 14 days in duration, undertaken This trip was for a duration of 21 days for
between May to September over a total of two people, from Frankfurt to Marseille, a Conclusions and perspectives
1,568 km from Frankfurt am Main and back. total of 2,003 km there and back. Air travel The following conclusions can be drawn
from the general analyzes and the considerA semi-integrated motorhome chosen for was also taken into account here.
the review has higher emissions during travel On this trip to France, two effects play an ation of sample trips:
than other alternatives on the road, but these essential role: on the one hand, the emisare offset by lower nocturnal emissions com- sions are proportionally more relevant for the • In Germany, holidays with recreational vegreater distance and, on the other hand, the
hicles are generally associated with lower
pared to a hotel.
emissions than the combination of cars
A car with hotel accommodation was found emissions for the production of electricity in
and hotels. The savings are greater the
to produce the highest emissions: 1,048 kg France are lower. In particular, public transport is the most climate-friendly variant, with
longer the journey (more nights) or the
of CO2.
shorter the distance to travel.
Travel by public transport and then staying 590 kg of CO2 for hotel accommodation and
in hotel accommodation, at 742 kg, is in a 328 kg for overnight stays in campsites. Car- • In the case of long trips abroad, the car
plus hotel combination may be more adsimilar range to that of the semi-integral mo- avan trips are more advantageous than the
car plus hotel, if the overnight stay is on the
vantageous, especially if the trip leads to
torhome at 731 kg.
low-emission countries for the supply of
electricity.
ifeu
• Traveling by train or long-distance bus is
800
the variant with the lowest greenhouse
600
gas emissions in the cases considered, regardless of the type of overnight stay. The
400
effect increases with long travel distances.
200
• Traveling by plane or cruise ship has sig0
nificantly higher emissions in all cases than
Campervan
Semi-integrated
Integrated
Caravan
the other forms of travel considered.
• Campervans are the most efficient form of
Journey
Overnight / stay
Mobility on site
travel among recreational vehicles, with a
Figure 2: greenhouse gas emissions - trip to Rügen - for motorhomes and caravans
difference of about 10% compared to oth-
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ifeu

kg CO2eq

er motorhomes and caravans considered.
800
On-site mobility accounts for up to 7% of
total RV travel emissions. This proportion
Germany
Francia 600
France
can be significantly reduced through the France
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the electrification of caravans, which in par- about 25 percent); the use of lightweight than 3.5 t being overloaded).

The technical potential of RVs and some development scenarios
The IFEU 2020 study continues with the analysis of the technical potential of RVs in the future.
Electrification and hybridization of motorhomes
In the sector of light commercial vehicles, used as base vehicles for
the production of motorhomes, there is a trend towards electrification: fully electric vehicles (BEVs), hybrids (HEVs) and plug-in hybrids
(PHEVs).
We do not consider pure electric vehicles in this analysis due to the
low range and the payload that decreases as the weight of the batteries necessary to have greater range increases.
In the case of plug-in hybrids, a similar picture emerges with regards

Figure 4: fuel economy with a weight reduction of 100 kg
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to usable load: the additional weight of the battery tends to limit it.
The consumption benefits of hybrid light commercial vehicles (HEVs
and PHEVs) over conventional vehicles depends on the degree of hybridization, the type of route and, to a lesser extent, the weight and
load of the vehicle.
For example, fuel savings of up to 46 percent can be achieved in
urban journeys with full hybrids (Moawad / Rousseau 2012). On long
journeys with a high percentage of motorway travel at constant driving speeds, a hybrid motorhome cannot achieve any reduction in fuel
consumption or greenhouse gas emissions. On the other hand, significant savings can be achieved when driving in the city and on hilly
terrain.
Partially electrified vehicles, therefore, do not
necessarily mean more environmentally friendly
travel mobility, especially since the more complex
production process must be consdiered. But the
presence of zero-emission zones could make the
electrification of motorhomes with greater electric range more attractive.
Lightweight motorhomes
In order to quantify the effects of lightweight
construction measures on motorhomes, simulation calculations were carried out with vehicles
defined as having reduced total weight. Figure
4 shows the reductions in consumption with a
weight reduction of 100 kg for integrated and
semi-integrated motorhomes. With 0.24 and
0.23 l / 100 km, the savings effects are more pronounced in urban areas. When driving outside
the city, it is about 0.1 l / 100km and drops to
0.06 l / 100km on motorway routes. Assuming
this reduction in fuel consumption is not cannibalized by an additional vehicle load, fuel savings
of between 2 percent in urban areas and 0.6 percent on motorways can be achieved for every 100
kg of weight reduction.
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as OEM suppliers.
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Compact vans with pop-up roofs

The rebirth of
the compact campervan
New scenarios are appearing on the horizon in Europe at a time when people are thinking about the
post-Covid phase: the campervan segment, which is experiencing unprecedented interest, could see
the growth of more compact models with a pop-up roof
Words Renato Antonini

A

new champion is appearing on the
European RV market: the compact
campervan, with a height of around
two metres and a pop-up roof. After the
great increase in demand for motorhomes
with high roofs, especially on a Fiat Ducato

base, is it possible to envisage a growth in
motorhomes with pop-up roofs?
The answer is, yes, judging by the commitment of manufacturers in this particular type
of RV, which has always existed and used to
have much greater market share than those

Here and on the right:
Volkswagen California
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of high-roof campervans, but has never
made a decisive leap forward.
This is because very few manufacturers have
believed in industrialization and large-scale
production. The reason is clear: in Europe,
there has been a progressive decrease of the

second they are slightly longer at around 540 cm.
As for the ‘living room’, most often this consists of
a sofa (which converts into a bed) plus the swivel
seats in the cab. The kitchen is another variable
of the small interior: it can be placed on the side
wall or be a smaller block (normally removable on
the outside) placed next to the side door, but there
are also compact campervans that do not have a
kitchen or have of a minimal kitchen unit placed in
the rear load compartment.

Above: variable interior space for Campster
On left page: Crosscamp on Opel base

caravan and the growth of the motorhome, and
manufacturers preferred to invest in the creation
of comfortable and spacious vehicles, rather than
focusing on the old myth of the “living car”.
Light commercial vehicles are used as bases, such
as: the Volkswagen Transporter, Ford Custom, Citroën Spacetourer, Mercedes V-class/Vito and the
Renault Trafic, just to name the most common.
There are two basic layouts of these vehicles: those
without a washroom, which are by far the most
popular, and the versions equipped with a minimal toilet compartment area in the rear. Generally,
this also determines a difference in length: in the
first case, they are around five meters, and in the

Growing market?
After the strong growth of the classic high-roof
campervan (with or without a pop-up roof), it
seems that the market for compact campervans
with a low and pop-up roof is developing.
“We expect further growth in the compact camper
van segment,” says Andreas Kauth (Crosscamp),
and he’s not alone in thinking so. “For many years”
says Felix Holona (Reimo) “there has already been
a market for campervans with pop-up roofs in Germany and in the UK, which has extended to more
countries during the last years.”
Until recently, in Europe, there were very few big
manufacturers interested in the industrial production of compact campervans, but now new players
are entering the scene, but this does not mean
that smaller, artisan companies have withdrawn
from the market.
“We see many bigger manufacturers now looking at this sector,” says David Elliott (Wellhouse
Leisure). “For example, many new models have
been launched using the Ford Transit Custom as a
Campster Cult
Edition

Robert Hein

Director for Sales, Marketing and Cooperate Communication of Pössl

I

t is the urge for freedom and society’s rethinking of environmental protection today that
makes this vehicle class so attractive. We have
noticed this in the last four years since the presentation of our Citroen and Peugeot-based campers at the Caravan Salon Düsseldorf in 2016. The
success speaks for itself. The ‘light’ version, the
Vanster, has meanwhile established its place in the
camping bus world, and in order to drive further
growth in this segment, we will put these two
models on a new footing this year, so to speak,
namely those from Mercedes Benz in the form of
the V-Class and Vitos. With the Campstar and the
Vanstar we round off our Pössl Vanline range. The
Citroen Spacetourer was introduced into the German market (and some of Europe) as a Campster,
before the basic vehicle was sold in the automobile trade. This was created in close cooperation
and collaboration with the PSA Group. The advantages for us at the beginning were clearly the

exclusivity as a builder and the launch of a completely new van that quickly found its place. With
Mercedes, we can now fall back on a long-established and proven chassis that leaves nothing
to be desired in terms of technology, design and
functionality.

European brands
Erwin Hymer Group
• Crosscamp
• Bürstner
• Dethleffs
Pössl Group
• Campster
• Vanster
• Clever
Trigano Group
• Adria
• FontVendome
• Karmann
Rapido Group
• Dreamer
• Campereve
• Westfalia
• Stylevan
• Wildax
Others
• Hanroad (gruppo Pilote)
• Volkswagen
• Mercedes
• Ford
• Reimo
• VanTourer
• Wellhouse Leisure
• AutoCampers
• Autohaus
• Bilbo’s
• CMC/HemBil
• Devon Conversion
• Hillside Leisure
• Leisuredrive
• Rolling Homes
• Nuova Allcar
• Top Group
• Autopergine
• C-Lover
• Vanderer
• Varius
• Werz Reisemobile
• WSR Robibbero
• Zooom GmbH
• AAC Wohnmobile
• Autohaus Neureuther
• Almo Campervans
• Ahorn Camp
• Campmobil Schwerin
• C-Tech
• Easycamper
• Dipa
• Fischer Resemobile
• Custom Bus
• Flowcamper
• Ka-Mobile
• KEC-Motors
• Köhler Wohnmobile
• Nordvan
• Rainbow Mobil
• Terracamper
• Spacecamper
This list does not include
all small manufacturers.
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The new Bürstner Copa on Ford Custom base

base and this is a clear indicator for the way
the market is growing. In the UK, there are
many established campervan converters who
can offer a much more personal service to
the customer which the big manufacturers
won’t be able to offer, and it will be interesting to see which customers prefer. Even
before Covid, we had seen a big rise in campervan demand and sales. We build all vehicles to order for the customer, and normally
have four to five months of bookings, but at
the moment we have 10 months, and that’s
with an increase in production.”
Unfortunately, it is difficult to get precise
market data for the last few years to highlight the trend over time, but there has certainly been an evolution, as Felix Holona of
Reimo (a company that supplies components
to many compact campervan manufacturers)
confirms: “There is very limited data on these
roofs as the roof is not a criteria shown in
official statistics, and also because many of
the smaller campervans are registered as a
passenger car and are not included in the
traditional statistics of RV registrations. However, the number of producers, the number
of roofs produced and the registration numbers of campervans build on the Volkswagen
chassis indicate that the numbers have multiplied in Europe. According to CIVD data, in
2008, there were 653 motorhomes based on
a Volkswagen chassis registered in Germany,
and in 2020, it was 6,815 motorhomes on a
Volkswagen chassis.”

Trends
Why are companies interested in compact campervans with a lifting roof? If
the big groups have entered the market with
large investments, it means that there must
be trends that underlie this renewed interest.
“The steadily increasing urbanization intensifies the longing for adventures and experiences in nature. This is where compact
campervans show their advantages: suitable
for everyday use, usable in narrow cities and
parking garages, but always ready for the
next spontaneous excursion into nature. The
megatrends of individualism and connectivity are further drivers for the segment,” said
Andreas Kauth (Crosscamp).
Felix Holona (Reimo) says: “The Vanlife feeling of customers, more active lifestyles, the
interest in using the family van for camping
instead of having a 2nd or 3rd vehicle, and
having a classic RV in the family has lead to
the increased numbers of campervans with
pop-up roofs.”
Surely the growth of this segment depends
on various changes taking place in society?
David Elliott (Wellhouse Leisure) said: “People’s lifestyles change. Modern life means
changes in how people have ‘downtime’,
with shorter weekend breaks rather than the
traditional two week holiday. Also, base vehicles have become more car-like, so they can
replace their normal car with a campervan
and it has all the same features and no longer feels like a van to drive. Also the demographics have started to change, especially in
the UK, with an increase in younger people
now taking up camping; and the least reason is with covid, people will want to maybe
stay in their own country more and holiday

at home.”
The issue of the environment and related
regulations are also of great importance: “In
view of increasingly stringent environmental
regulations, CO2 standards and WLTP regulations,” says Robert Hein (Pössl), “both the
car industry and campervan builders are
urged to build ever more emission-friendly
models. In combination with the higher taxation of larger motorhomes and camper vans
in many European countries, and the associated everyday suitability and family-friendliness of the compact camping buses, this
class is definitely on the advance!”
Compact campervans vs traditional campervans?
Will the growth of compact campervans take
the market away from traditional vans? Or is
an expansion of the market possible as well
as desirable? It is difficult to make particular forecasts, but the people we spoke to in
the industry are optimistic: “I believe that
all campervan segments will see a further
growth,” says Mike Reuer (Westfalia); “but
the growth rate of the compact campervans
will be stronger.”
Crosscamp interior

Andreas Kauth - Marketing Manager of Crosscamp

T

he camping holiday format is experiencing strong growth, which is also reflected in this segment. The dual use of vehicles is playing an important role.
Compact campervans, or urban campers, can be used in everyday life without any
disadvantages and still offer fully-fledged camping equipment at a mostly moderate surcharge on the basic model. In this segment, the right vehicle can be found
for every requirement and preference. The exciting things about this segment are
the different usage variants and requirements. Whether its athletes with kite equipment or mountain bikes, young families, or the management consultant who is
looking for relaxation in nature after work, this segment offers the right concept
for everyone. The choice of normal cars, in our case Toyota Proace Verso and Opel
Zafira Life, as the base vehicle is an advantage. A high level of driving comfort, the
standard high-quality equipment and safety standards of the vehicles are a major
advantage over vehicles based on transporters.
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Reimo products for compact campervans

Felix Holona – Managing Director of Reimo

R

For a certain range of customers, the compact campervan can be the entry into the RV
world, as has happened in the past: “Compact campervans were never a real threat to
the traditional RV,” says Felix Holona (Reimo),
“but they are often used by couples or families with smaller children. When the children
grow up, the family needs more space and
often changes to a larger RV. We see, and
believe, that the compact campervans help
to bring new customers into the industry
who do not feel attracted by large RVs in the
beginning.”
But, for many operators in the sector, the
compact campervan is a “transitional” vehicle, to which the biggest variety of users
turn: “I think we get new customers from all
sides,” says David Elliott (Wellhouse Leisure);
“new, younger customers who have never
had a leisure vehicle, but we also already get
customers coming from bigger motorhomes
and caravan owners who want to downsize
to just one vehicle.”
Who buys a compact campervan?
“The target group is quite diverse,” said Andreas Kauth (Crosscamp); “from the young
family to singles and couples, camping beginners and campers who want to benefit
from the everyday use of their vehicle.”
Mike Reuer (Westfalia) says: “We see many
younger families in the mid-30´s up to older couples who just want to have one car
and this must suit also their recreational
purposes.”
Felix Holona (Reimo) is of this opinion: “Couples, families with smaller children and often
more active people who emphasize travelling and mobility over ‘stationary camping’
on the campground.”
Couples and young families, with one or two
small children, certainly constitute a good
slice of users, but there are also particular
users, who also use the campervan for work,
as Klaus Rehkugler (Mercedes-Benz Vans) explains: “Some customers, such as architects
or photographers, even use our campervan
Marco Polo as a mobile office.”
It is also interesting to understand the relationship between users and types of holiday,
thinking that maybe something will change
in the future. David Elliott (Wellhouse Leisure) is convinced that the type of users will
change in consideration of the fact that,
“people will have more shorter holidays
travelling less distances, so the type of customers will change; we have more younger
customers that are still working, whereas 10

eimo provides fully approved and
homologated products for a large
range of base vehicles. Reimo mainly offers the products for compact vans, like
VW Transporter, Mercedes Vito, Renault
Trafic, Citroen Spacetourer or Peugeot
Expert/Traveller, VW Caddy, etc. For all
these vehicles we believe that the Reimo
products provide our customers with a
solution to providing more flexible use
and more quality solutions for their leisure activities – making your holidays the
time to enjoy, be active, spend time for
your loved ones and relax.

Above and on the right:
Adria Active

years ago many of the customers were retired.”
Robert Hein’s (Pössl) conclusion is also interesting: “These compact camper vans are for
everyone of all types and age groups who
love individual freedom. Recreational sport is

on the rise, more and more e-bikers, standup paddle boarders and hikers are using this
class of vehicle. Likewise, families who prefer
a van, but also business people, for whom
their car does not provide the necessary added value. And we at the Pössl Group have

Westfalia has always had a wide range of compact campervans

Mike Reuer - CEO of Westfalia

W

e see strong tendencies towards smaller and
more compact vehicles that are useable as a
family van as well as being a camper for recreational purposes. Westfalia has chosen a wide range of
base vehicles, starting from Volkswagen T6, Mercedes V-class / Vito and Ford Transit Custom. There
is always room for inexpensive, as well as for more
expensive and luxurious campervans. Budgets of
different walks of life are different, while the desire
for the outdoors is the same for all.
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Citroën The Citroënist on SpaceTourer base

not even started with the subject of leas-ing.
This potential is still ahead of us.”
Habitable car
But can the compact campervan with a popup roof really be an alternative to a car?
“It is definitely an alternative, if not better
than the car,” says Robert Hein (Pössl), “as
it combines everyday life, weekend, leisure
and vacation in one vehicle. And that with
mostly lower maintenance costs. One could
go further here and even talk about rationalizing the budget by buying a campervan or
camping bus.”
The cost problem remains, but part of the
costs are absorbed by the double use of the
vehicle.
“Thanks to their compact external dimensions,” says Klaus Rehkugler (Mercedes-Benz
Vans), “compact campervans are frequently

replacing a passenger car. For years, we have
been increasingly observing this in regards
to our Marco Polo models. A stylish design, comfort and a high degree of driving
pleasure - as typical Mercedes car attributes
- were therefore mandatory for us when
developing the current Marco Polo generation.”
Not only the small size, therefore, but also
the performance and on-board equipment
bring compact campervans closer to normal
cars. Furthermore, in some cases these vehicles can go beyond the classic four travel
seats: thanks to additional seats they can
also carry seven people.
“The campervan can fully substitute a car,”
says Felix Holona (Reimo), “and offers daily
transport for two to seven people while being a leisure vehicle and sports equipment
transporter on the weekends, a van for

Here and on the right:
Welhouse Leisure campervans

David Elliot – Founder and CEO of Wellhouse Leisure

W

e have been building/selling campervans for 18 years, but in the last
18 months we have seen a lot more owners who have never owned
a leisure vehicle before. Wellhouse Leisure have already started to look at
the next generation of base vehicles. We have converted the Ford Custom
MHEV and we are working on the Vauxhall/Opel Vivaro E and the LEVC
PHEV which is in build now. These vehicles pose new challengers, for
example, no diesel or petrol to fuel the heating. We also think that how
people use camping cars will change because in an all-electric vehicle you
will no longer be able to drive across Europe in 12 hours, so again people
will look at more local trips and weekends away.
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transporting of large items for gardening or
house renovations, and being a campervan
for vacation.”
Of the same opinion is Andreas Kauth (Crosscamp): “I would not call it an alternative, but
go a step further and call it an everyday car.
Depending on the model, the everyday use
is sometimes higher, sometimes somewhat
restricted, but the Crosscamp Lite, for example, offers up to seven seats, sliding doors on
both sides and storage space. Less than 5 m
in length and 2 m in height, fully suitable for
everyday use and underground parking, the
compact campervan still offers two beds and
a fixed stove for spontaneous adventures,
even with all seven seats installed. All in all, a
car for camping.”
Easy or luxury?
Compact campervans with pop-up roofs can
be basic and economical, or luxurious and
expensive. Is there room for both product
philosophies?
“In our experience,” explains Klaus Rehkugler
(Mercedes-Benz Vans), “customer wishes in
the compact campervan segment are quite
diverse. Accordingly, we offer three model
types of our Marco Polo. These include the
lower-priced, entry-level variant Marco Polo
Activity, the Marco Polo Horizon and at the
top of the range we offer the Marco Polo.
Another highlight of our Marco Polo is that it
comes as standard with the Mercedes-Benz
Advanced Control interface module (or
MBAC for short). With the MBAC, our camper turns into a smart home on wheels. More
‘feel good luxury’ is hardly possible.”
Felix Holona (Reimo) is also convinced that

Klaus Rehkugler

Head of Sales&Marketing Mercedes-Benz Vans

W

e see a promising
growth
potential
for compact campervans,
from which we are highly confident to be able to
generate additional sales.
Vanlife is trendy, the market is generally booming,
and that is worldwide.
However, compact campervans are especially popular right now. In our experience, new customers,
in particular, value compact campervans. They
are easier to drive and
manoeuver than some
motorhomes. In addition,
thanks to their compact external dimensions, they are as suitable for travelling as
they are for everyday use. Thus, they often
have the potential to replace the passenger
car. With our 300 d variant, we are even
setting standards in the segment with a
view to speed and acceleration. Despite

there are interesting possibilities for campervans of different prices, including outfitting
used vans: “From DIY customers who convert a 20 year old van on their weekends into
a lovely cozy campervan, to customers who
order a bespoke premium van with 4-wheel
drive, electric pop-up roof, V3000 sliding
seat-bench and premium hi-fi system, the
variety and possibilities of the campervan
concepts can meet the taste and demand of
a wide variety of customers.”
David Elliott (Wellhouse Leisure) has the
same opinion: “We make them all, for example we can build a new conversion on a
used Japanese car for under £20,000 or we
can supply a Toyota Proace will all extras of a
luxury car, 180ps engine with 8-speed Auto
for under £50,000.”
Robert Hein (Pössl) is also convinced that
there is room for various price ranges: “Let’s
take our two chassis classes in the camping
bus sector: on the one hand, the more than
successful Citroen Spacetourer or Peugeot
Traveler - an inexpensive and technically
well-engineered variant - which is the home
for Campers and ‘Vansters’, or on the other hand, there’s the Vito Tourer Pro and the
V-Class - which cannot be surpassed in terms
of luxury and comfort - that provide a home
for the Campstar and the Vanstar.”
Length of five meters?
There are different opinions on the ideal
length.
“In my opinion,” says Mike Reuer (Westfalia),
“the ideal length is around 5 m. That leaves
you some suitable space and functionality
inside and still fits comfortably in a parking

being more dynamic, the Marco Polo
models are also highly efficient thanks to
the latest generation of engines. By the
way, we also attach great importance to
fulfilling these attributes with our base
vehicles, which as an OEM, we offer to
motorhome manufacturers!

place.”
Of the same opinion is Klaus Rehkugler (Mercedes-Benz Vans): “Our Marco Polo models
have a length of around 5 meters. The same
applies to our V-Class and Vito. From our
point of view, this length is ideal for providing customers with a companion for travel
as well as for everyday life. A companion,
which, if wished for, can also replace the
standard passenger car, as mentioned earlier.
With a length of around 5 meters, the campervan fits into all common parking spaces,
whether at the supermarket, school or office. And with a height of less than 2 meters,
it can even park in standard underground
garages.”
This is the opinion of Andreas Kauth (Crosscamp): “Staying under 5 m is ideal. Of course,
longer variants have a certain charm due to
the larger interior space, but anything over 5
m becomes impractical in urban use.”
If the compact campervan is also to be used
as an everyday car, the short length is rewarding, as David Elliot (Wellhouse Leisure)
explains: “80 percent of what we sell is under
5 m long. However it must feel like a car to
drive, which most modern base vehicles do.”

Above: Mercedes Marco Polo

Rear bathroom on a
Westfalia model

Bathroom: yes or no?
Should a compact campervan have a bathroom? Yes or no?
“No, not necessarily,” says Mike Reuer (Westfalia), “but it is an advantage to have a toilet
on board.”
In addition to the small size of the living cabin, it is the absence of a bathroom that differentiates compact campervans from the rest
of the RVs: there are a few models that have
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Above: Campster - pull-out kitchen

Dethleffs Globevan
e-hybrid based on Ford Transit Custom plug-in hybrid (2019)

a bathroom, but these are almost all vehicles
over 5 meters in length.
“In our opinion,” says Klaus Rehkugler (Mercedes-Benz Vans), “when dealing with a
compact campervan, a built-in bathroom
comes at the expense of a spacious living
space. It would affect the feel-good atmosphere. Therefore, we offer an outdoor
shower as an accessory for our Marco Polo.”
But the bathroom can be useful in some situations, so some converters supply emergency
solutions, if not real toilet compartments in a
reduced size.
“All our cars have a ‘porta potti’ toilet as
standard. We do make a model on a LWB
(long wheelbase) Ford which is 5.4m long
and has a full cassette toilet and bathroom as
standard. We have seen an increase in interest in this type of campervan because people want to be more self-contained due to
Covid,” says David Elliott (Wellhouse Leisure).
Let’s not forget that to use a toilet compartment, it is necessary to have an adequate
height of the compartment itself, and it is
not possible if the roof raises at the front.
Robert Hein (Pössl) made this comment:
“From my point of view, too much attention
is paid here when buying, because, let’s be
honest: how much time do you spend in the
bathroom of your camper every day (e.g.
compared to the time you spend in bed)? If
you use it at all - there are showers and toilets available at the campsite.”
Building a compact campervan
Is it easy or complex to build a compact van?
What are the major technical problems?
Mike Reuer (Westfalia) said: “It is easier to
build a compact camper van compared to a
panel van on Ducato, or similar base. It has
no bathroom, smaller tanks and piping solutions, and smaller galleys, lockers and less
furniture.”
According to Andreas Kauth (Crosscamp):
“The difference between campervan and
compact campervan is marginal. In contrast
to empty vans, the first step in the case of
car base vehicles is to remove the seats and
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interior trim and then to
adapt them to the conversions later. Otherwise
the processes are similar.”
But there are complex
elements to be inserted
in the small cabin, not to
mention that the creation
Campster
of the lifting roof requires
skill and experience, as
confirmed by Felix Holona (Reimo): “The major issues are the correct
and safe installation of a homologated rear
seat-bench. Also the installation of a popup roof, which comes with a large cut-out
on a small campervan, can be difficult for
installers who are unfamiliar with the compact campervans. Because of this, Reimo
provides seat-benches and pop-up roofs only
to Reimo-trained installers and requires each
company to send their workshop crew to
internal Reimo trainings, while offering onsite training to larger companies. However,
the reduced size also leaves less requirement
for internal trimming and means much more
compact gas and water systems, making it,
in some ways, also easier than a large campervan.”
But not everyone is of the opinion that it is
easier to build a small campervan rather than

California: yesterday and today

a traditional model on a Ducato.
“We have built bigger Ducato-sized campervans over the years,” explains David Elliott
(Wellhouse Leisure), “but the smaller, compact cars are much more complex to build as
you don’t have the space to get everything
in. When we design a new model, it’s all
done by hand and when we have used CAD
it’s not the same. You have to be in the car
designing it so you can get the proportions
right and the correct feel for it.”
Finally, Robert Hein’s (Pössl) opinion: “The
type of furniture construction does not differ
significantly apart from the size. Most of the
time, the bathroom and toilet are not available in the camper van class, and you don’t
have to worry as much about insulation as
you usually work with a chassis that have already been removed by the manufacturer.”

OUTDOOR
SOLUTIONS
ROLLER BLIND AND
RV ACCESSORIES
SINCE 1960.

“These challenging times are forcing us to reconsider
our values and habits. Enjoying every single moment
spent with our families and the dearest loved ones is
now a priority for all of us. As we define ourselves a
family before a company, we keep working on giving
you the best solutions to travel in safety.
FROM OUR FAMILY TO YOURS.”

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

OPEN TO INNOVATION

www.lamspa.it
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Indel B

OFF the grid
The new “Plein-Aircon 12V” roof-mounted A/C module
that automotive sector leader Indel B is introducing to
the RV sector breaks the mould and transfers years of
experience acquired as OEM of refrigerators and DC A/C systems
for some of the best-known brands in the heavy commercial vehicle
industry to the recreational vehicle world
Words Andrea Cattaneo

W

e spoke with Gabriele Morbidelli
of Indel B to discover more about
the main features of Plein-Aircon
12V and why this product is set out to revolutionise the RV A/C market.
Aboutcamp BtoB: We asked Gabriele
Morbidelli, Business Unit Manager Automotive & Retail and OFF Brand
Development Manager to tell us something more about the Plein-Aircon 12V.
Gabriele Morbidelli: The Plein-Aircon
12V is dedicated to RV users who are seeking top-notch comfort in the open air and
in close contact with nature (and their inner selves). This need is growing at a fast
pace expressing an apparent eagerness to
step away from an increasingly connected
and often too interactive lifestyle. A much
more basic and practical on the road tourism has developed over the last few years,
one that gives priority to the essential nature of things, preferring more scaled-back
vehicles that are less wired, more laid-back

58

and yet still comfortable.
Aboutcamp BtoB: What recreational
vehicles is your 12-volt A/C system intended for?
Gabriele Morbidelli: Undoubtedly, camper vans. This type of vehicle is experiencing
steady growth and we estimate is now a
major slice of all RV registrations. It best
identifies the type of tourism we were
talking about and that we are addressing
with all our products. But Plein-Aircon 12V
is suited for up to 6-metre-long semi-integrated models as well.
Aboutcamp BtoB: What are the main
features of the Plein-Aircon 12V?
Gabriele Morbidelli: First of all, this product was created and designed with a dedicated 12-Volt DC compressor to be more
energy-efficient, this being one of the key
factors in RVs. With an output power of up
to over 4000 btu it effectively and efficiently cools even in the hottest weather condi-

tions, rebalancing the indoor microclimate
and bringing the temperature and humidity
back to optimal values. These levels will be
maintained by running the system in 16
amp/h standard mode. It can also be used
as a simple dehumidifier (which is the true

Gabriele
Morbidelli

In partnership with

functional principle of any air conditioner)
further reducing consumption. Another
important factor is the ease of installation
also for enthusiasts who like to kit out
their own vehicles (and there are plenty
of them). No particular abilities or tools
are needed, just good manual skills and a
flair for DIY. With its compact dimensions
and a design created in collaboration with
Alex Terziol (CEO of MM Design) that we
are proud to say is all Italian and attractive
our product is ideal for any vehicle, either
new or old.
Aboutcamp BtoB: So, we are right in
saying it has a native DC system without the use of inverters?
Gabriele Morbidelli: Yes, that’s right. Our
system does away with inverters because
they consume a great deal of power and
would make the product useless. Plein-Aircon 12V works at 12 Volts with a direct
current compressor to reduce consumption
so you can get a good night’s sleep.
Aboutcamp BtoB: Tell us about the installation.
Gabriele Morbidelli: Plein-Aircon 12V is
designed to be used in the sleeping area
and that is where it should be placed. For
instance, in camper vans based on MB
Sprinter, Fiat Ducato, Volkswagen Crafter and the like, the sleeping area is at the
back of the vehicle and this is where the
PleinAircon 12V should be positioned making use of the skylight (40x40 cm), if one
is already there, or cutting a hole with the
same dimensions. Once you have created
the 40x40 cm hole or removed the existing
skylight, just position the gaskets included
in the kit and then the preloaded external
unit. The Plein-Aircon 12V can be installed
on roofs from 30 to 70 mm thick by using
an adaptable manifold that connects the
external condensing unit to the internal
splitter. Once the manifold has been adapted, all that remains is to join the two parts
through an internal flange which is then
covered by the splitter. Then connect it to
the auxiliary battery and you’re done.
Aboutcamp BtoB: Is the Plein-Aircon
12V exclusively a 12-Volt product?
Gabriele Morbidelli: The Plein-Aircon
12V is designed and developed to run at
12 Volts for use on the road in complete
freedom but it can be connected to a 220Volt power source if you spend time during
your holidays on an equipped camping site.
We have a Smart Switch Transformer accessory that automatically switches from
12 V DC to 220 V AC when a 220 V power
source is available. This simple system saves
the battery amps when you are staying at
a camping site.
Aboutcamp BtoB: Does “on the road”
mean you can use Plein-Aircon 12V
even on the move?
Gabriele Morbidelli: Exactly. If you want
to cool the sleeping area down before
reaching your destination, the Plein-Aircon

12V can also be switched on while travelling. Contrary to 220-Volt air conditioning
systems, our compressor was created to be
used on automotive applications, that is
while moving, like all the products we have
been producing for more than 50 years.
Using Plein-Aircon 12V even on the move
is a further prerogative that distinguishes
the product on today’s marketplace.
Aboutcamp BtoB: What are the prospects for Plein-Aircon 12V for 2021 and
beyond?
Gabriele Morbidelli: The product was officially presented in Düsseldorf at the last
edition of Caravan Salon 2020 and as we
expected it aroused huge interest among
the public and the insiders (accessory and
component distributors and RV manufacturers) who welcomed it as the missing
product that filled a gap. The spread of a
new way of experiencing nature, the search
for unique, personal spaces and the desire
to move freely and quickly on a whim are
generating a shift in demand towards more
off-the-grid RVs, making ours the musthave product. We believe that the sector
will continue moving in this direction for a
long time to come, also given the current
situation, and this opens up new horizons
for the development of increasingly efficient and greener batteries and devices.
And it is precisely in this direction that the
OFF project was created and along which
we want to expand over the next few years
following the pipeline that we have already
traced.
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Company profile
Indel B was born in 1967, from a great
intuition: to take advantage of the invention of a small direct-current battery
powered compressor to produce extremely small refrigerators that can be
installed and operated in all the various
needs when on the road: recreational
vehicles, commercial vehicles, pleasure
boats and more. As the years went by,
Indel B grew to become a group capable
of offering a wide range of products. Not
only refrigerators but also air conditioning systems and more to meet the needs
for greater comfort. Today, the group is
recognised for its history, for its leading
market position and for its constant drive
to innovate, often being a true trailblazer
of products and processes.

Plein-Aircon 12V
Installation scheme
Technical Data - Plein-Aircon 12V
Input Voltage
Ventilation Air Flow
Refrigerant

12V DC (optional 115V-230V
smart switch power supply)
350 m3/h
R134a

External Unit Weight

23,1 Kg

Internal Air Diffuser Weight

2,1 Kg

Fixing Kit Weight
Cooling Capacity at 32°C (internal and external) - Turbo Mode

1,7 Kg
1200 Watt

Power Consumption at 32°C (internal and external) -Standard Mode

16,0 A

Power Consumption at 32°C (internal and external) -Turbo Mode

42,0 A

Deumidification Mode at 32°C (internal and external) - Standard Mode
Ventilation Mode

14,0 A
1,5A (min) - 5,0 (max)
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Ama Composites

Automotive
technologies
in the RV
industry
The preparation of a new production line will
increase Ama Composites’ opportunities for
interacting with the RV world, firmly positioning
itself as a full service provider capable of
processing complex projects using technologies
derived from the automotive sector. The
company can work on interiors and exteriors,
ranging from small camper vans to large
motorhomes
Words Renato Antonini

Internal coating of the fairing of a Hobby campervan

A

ma Composites’ goal is clear: to bring
technologies and materials already in
use in a more advanced sector such as
automotive to the RV sector. It is undoubtedly
a difficult step, but the Italian company has the
necessary know-how to do this. Despite the
challenges of this difficult period, Ama Composites continued to invest, especially in LWRT
(Light Weight Reinforced Thermoplastic) technology, the most innovative and most suitable
for establishing a bridge that connects the RV
sector with the automotive manufacturing
world. In the coming months, certainly before
the summer, a new fully automated production
line will be installed in the company to produce
various types of parts, both with LWRT technology and with other technologies, for example
using thermosetting materials or composite
LWRT cover
headliner
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materials. It will also be possible to produce
large elements, close to 3metre x2metres, in
high volume numbers similar to the automotive
sector, up to 350 pieces per day.
“The search for advanced solutions and innovative materials is in our DNA, - explains Marco
Corradini, CEO of Ama Composites - it is part
of the company mission. 3% of our turnover is
invested in Research and Development. At the
moment, for example, we are patenting new
thermoplastic composite materials for floor application, to be used in the naval and railway
sectors, as well as the RV sector. Ama Composites is able to create products of all types using
super-technological materials and at the same
time with significant production volumes. The
fundamental themes of our research are ultra-performance materials, lightweight and of
The new pop up roof project
that will soon be launched on
the market

a good aesthetic appearance. We are also leaders in aerogel-based solutions for a high degree
of thermal insulation”.
Full service provider
The company of Campogalliano presents itself
as a partner to the manufacturers for the joint
development of important and complex parts
of the RV. It is not necessary for the RV manufacturer to arrive with a project already defined:
once the mathematics of the vehicle has been
provided, Ama Composites can proceed autonomously by modeling the surfaces in a concept,
and then move on to define in detail the materials, finishes, thermal and acoustic insulation
systems, to finally achieve the definition and
realization of the molds.
“We can offer a complete package that in-

In partnership with
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Where and how
Thanks to the use of various technologies and our internal design studio, Ama Composites is able to create different construction elements for
campervans and other types of RVs.
• Campervan interior paneling
Internal cladding panels are created for the vans, in particular for the walls and roof. Several technologies are combined, including LWRT,
ABS + R, S-RIM, R-RIM, S / R-RIM. It is possible to combine a layer of polyurethane for thermal and acoustic insulation, just as the element
can be integrated onto fabric, imitation leather (PVC or TPO) , non-woven fabric covering (it is possible to reproduce the same type of covering used in other parts of the passenger compartment).
• Internal trims
It is possible to create trim elements in various parts of the passenger compartment, for any type of RV. For example: lower part of the dropdown beds and wheel arch covers. Various types of technologies are used, with the use of different materials, including resistance to high
temperatures. It is also possible to apply a specific finishing material integrating this in the component construction phase.
• Pop up roof
Currently Ama Composites is engaged in the construction of a pop-up roof for a European company in the camping van sector. It is possible
to build the outer shell of the lifting roof and also the underlying base. RTM thermoforming can be used, but also more advanced composite
materials with injection molding. The roof is already produced with the internal lining.
• Floor
Lightweight and robust floor panels with integrated thermal insulation can be constructed. The insulation can be
in aerogel, with high insulating power in relation to the thickness. Ama can integrate a floor plate heating system
(integral or in predetermined areas). At this moment Ama Composites has started a collaboration with Palomar for
the realization of a complete system of floors for RV.
• Door panels
Panels are made to complete the internal part of swing doors and sliding doors. Various technologies can be used.
The constructive element can usefully integrate high-performance thermal insulation, such as a 3 mm thick layer of
Aerogel super insulating material.
• External construction elements
Thanks to LWRT technology or other construction methods (RTM, RIM ...), various construction elements, structural or non-structural, of
motorhomes, overcabs, semi-integrated and caravans can be made. Ama Composites in the recent past has already produced motorhome
fronts, attic blocks and aerodynamic fairings.

cludes design, prototype construction and actual production, - says Marco Corradini - “we are also open to collaborating with manufacturers for
co-design and co-engineering activities, making our studio interactive,
working on the design in collaboration with the technical offices of the
manufacturers themselves”.
The choice of LWRT technology for the RV world is not accidental, it
derives from Ama Composites’ experience in the automotive sector. It
allows the creation of mechanically strong and lightweight elements.
With the same thickness, a 4 mm LWRT sheet weighs four times less
than one in Abs, reaching 1,000 grams / m2. Since Ama Composites entered the RV world with innovative solutions in 2007, many things have
changed: the company has grown considerably not only in turnover, but
also in experience and production capacity. The activity of Ama Composites ranges in different areas, thanks to the collaboration with the
other divisions of the Ama group: it is not only able to combine different
types of technologies, but also to integrate elements relating to wiring,
to on-board instrumentation, progressing towards complex mechanical
elements such as steering systems and passenger seating.

Company profile
Ama Composites is an Italian company based in Campogalliano,
in the province of Modena. It 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 is based in Italy,
but has offices in various parts of the world, from China to South
America, from India to Russia, and also in Indianapolis, near the
American “Caravan Valley”. In all, it has 33 companies working
in various activities, from automotive to spare parts for agricultural machinery, through building & construction. Ama Composites
was founded in 2004 and has been active in the RV sector since
2006. It operates in the field of high tech. composite plastic materials, materials that are able to ensure high strength and low

weight, being able to be molded into the desired application. The
internal Design & Engineering department of Ama Composites is able
to develop every element of a vehicle, from the smallest detail to an
entire vehicle system, both external parts and internal elements, including parts related to wiring and instrumentation. Ama Composites
focuses heavily on innovation, investing at least 3% on average of its
turnover in research and development. The company has the ability to
work using and integrating various technologies, from vacuum thermoforming to thermoplastic injection, from SRIM to LWRT, including
RTM and the innovative and patented GRIT process (Gloss Resin Impregnated Thermoplastic) as well as systems that include the use of
super insulating materials such as Aerogel.
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Lippert

Rebranding in progress
Lippert Components has announced that it is rebranding its core businesses to “Lippert”. Jarod Lippert,
VP of Marketing & Public Relations, and Joe Thompson, Chief Marketing Officer, explain to Aboutcamp
BtoB the reasons of this strategy
Words Giorgio Carpi

L

ippert Components is changing its
brand image in an effort to create better relationship with its customer and
better communicate with its end-users. The
new name is simply Lippert, so the company can be recognized for its strong values,
Joe Thompson

while the parent company will remain LCI
Industries. The company’s rebranding initiative is driven by in-depth research and
third-party customer survey results that indicate the public already widely recognizes
the company as Lippert.
Lippert will now represent all of the company’s core line of RV and commercial products
formerly branded as Lippert Components.
Taylor Made, CURT, Lewmar, and all of Lippert’s other sub brands will be endorsed by
Lippert in order to reinforce Lippert’s role
as a leading global manufacturer. The first
public unveiling of Lippert’s reimagined
identity was on display at the NTP/Stag Expo
2021 in Orlando, FL last January.
An updated logo
Along with the change, Lippert is also introducing a refreshed brand identity - including
an updated logo, color scheme, design, and
messaging that incorporates the all-new
brand promise, “Whenever, wherever, we
make your experience better,” a statement
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heavily influenced by the company’s core
values, social impact initiatives, renowned
workplace culture, and determination to
improve the customer experience. This new
look and feel seeks to inspire consumers
and reinvigorate Lippert team members
with a cohesive identity that creates a sense
of unity, no matter what division, department, or state they work in.
“For the past decade, we have been on an
intense journey to become more than just
a single market component manufacturer,”
said Jason Lippert, CEO and President of Lippert. “After the great recession, we turned
our strategic focus toward leveraging our
acquisition capabilities, our great people,
manufacturing expertise, and geographies
to become a more diverse manufacturing
and engineering solutions company across
multiple industries. We have succeeded in
that effort, and early last year, we set out
to redefine our brand strategy which better
fits our business today. As we drive toward
$3 billion in sales with a significant global
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er in size. Just in 20 years I have been with
Lippert we have acquired and created 100’s
of different brands of varying sizes and complexity. I will say that our marketing strategies today are more in sync with our executive leadership team than ever before, and
going forward we will be very cognizant as
an organization when we think about our
branding as we acquire new companies and
launch new products.” Jarod Lippert added.

presence, the time is right to fine tune our
branding strategy.”
“When we started our rebranding journey,
we set out to do several things,” adds Jarod Lippert, VP of Marketing & Public Relations. “We knew that most of our customers (OEM, dealers and end-users) in
the RV space already called us ‘Lippert’ and
subsequent survey data backed that up, so
we knew that changing our name was not
going to come as a huge surprise to many.
But Lippert plays in many spaces and we
have many other powerful brands. In the
very early stages of our rebranding journey,
we were very cognizant with our third-party marketing firm to define our markets,
channels and customers and make very big
brand architecture decisions on what ‘master brands’ would represent us in non-RV
markets. The decisions we made were pretty easy ones because Lippert has acquired
some great brands recently, but it was extremely important to establish those brand
decisions to the rest of the organization”.
“Taylor Made is Lippert’s master brand in
the North American Marine & Boating Industry. With 100+ years in the market and
very favorable survey results among the US
dealer and consumer base, it was an easy
choice to keep Taylor Made as our master
marine brand in North America,” Jarod Lippert explains. “Lewmar will continue to be
our master brand in the European marine
and boating markets. Finally, CURT will be
our master brand worldwide for the automotive truck and towing space. Lippert invested a lot in this acquisition late in 2019,
one of the main reasons being how strong
the CURT brand is”.
Working closely with Element Three, a marketing consulting group out of Indianapolis,
Lippert was able to leverage survey results
from dealers and end-users in both the RV
and marine segments. These results reinforced how the company is perceived and
also indicated brand strengths within each
of the channels Lippert is currently serving.
A new brand image sometimes preludes to
a change in marketing strategies. “We set
out as an executive committee in early 2020
to get very serious about branding. With
the recent CURT acquisition and our growing portfolio of brands, we really believed
it was the right time to put branding at the
forefront of Lippert before we got any larg-

New consumer programs
Throughout 2020, Lippert launched several
consumer experience initiatives, such as the
Lippert Scouts program, the Lippert Scouts
Community, and the Campground Project
as well as being involved with multiple RV
influencers, timed to enhance and accelerate the new brand launch. These consumer programs will help instantly cascade the
new brand throughout the RV community
to associate an elevated and inspired customer experience with the new brand.
Holding true to the new brand promise,
Lippert is utilizing the user-generated feedback and recommendations provided within
these programs to enhance its products and
services in order to further enrich the consumer experience.
Starting January 2021, Lippert begins implementing the new brand through packaging, website updates, marketing collateral,
social media channels, signage, and more.
“We reach over 40,000 end-users a week
through email campaigns, social media
platforms, ads, and other marketing and
sales assets,” says Chief Marketing Officer,
Joe Thompson. “This rebrand is more than
a new logo and color scheme, it’s about
creating an identity that can help us better
relate to and serve our customers. Every
decision we make as a company rests on
whether or not we’re improving the lives of
our team members, our customers, and our
communities; now we have an identity and
brand strategy that’s fully aligned with that
mission.”
The brand recognition by the end user is
fundamental. “This recognition is the
entire reason we went through this
rebranding process”, Thompson
continues. “Lippert has created
and acquired 100’s of brands
in the last 20 years. When we
began this amazing journey on
becoming the largest supplier in the industry, admittedly
our brand recognition was
not top of mind. Today we
realize that in order to be
recognized as the global
leader in our space, we
really need end-users to
think ‘Lippert First’. To
do this, we are eliminating many of our sub
brands of products and
simplifying our prod-
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uct brands to emphasize the Lippert name
on every product decal. We will still have
product names, but will step away from creating logos for each and every product we
produce. This added to the end-user confusion”.
Introducing customers and the public to this
new strategy will not be an easy task. For
this Lippert is already working to achieve
this goal as quickly as possible. “The new
brand was launched in mid-January in North
America and it has been a great success thus
far! It made its debut at the NTP/Stag Expo,
the largest RV show that we participate in
North America”, Thompson explains. “This
rebranding effort will be a rolling change,
so it will not come all at once. Our goal is to
have all collateral rebranded by the end of
this year. We are actively updating websites,
packaging, product decals, advertisements,
catalogs and all other collateral that our
brand touches. In Europe, we are working
to change as much as we can as fast as we
can, but the real launch of the brand will
be at the Caravan Salon show this August
in Düsseldorf. Look for a really great booth
that showcases our brand at its very best!”
Jarod Lippert
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Virtual Showroom
The new and innovative Virtual Showroom from Lippert provides a 3D experience with
graphic animations of the details and functioning of numerous products specifically developed
for the European recreational vehicle market
Words Giorgio Carpi

L

ippert has launched a virtual showroom
with 3D graphics on its European website (www.lippertcomponents.eu) so OEMs
and the aftermarket can explore and discover more about its range of RV products.
Virtual Showroom offers an interactive
browsing experience in an environment that
reproduces an exhibition space with some
of Lippert’ most famous products, such as
the pull-out steps (Steps), variable height
beds (Beds), living area and cabin doors
(Doors), legs and mechanisms for dinette tables (Table Mechanisms), the famous “Smart
Room” slide-out system and the new “Vela”
lifting roof for campervans (Space On Demand).
Clicking on each product provides an explanatory video on the operation of the system,
created with 3D graphics and accompanied
by measurements and other essential information. This provides a highly effective tool
to understand, at a glance, all the mechanical movements possible with the complex
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products from Lippert and see their different
applications on recreational vehicles.
“We have created a very versatile and easyto-use virtual environment,” says Tommaso Gasparrini, Aftermarket Sales Manager,
Lippert, RV Europe. ”Lippert, in fact, decided not to participate in caravan and motorhome exhibitions in 2020, but did not
want to interrupt communications with its
customers. Thus, in addition to launching a
highly successful European online marketing
campaign, it took the opportunity to create
an innovative and useful tool for all of our
customers: from the small RV builder to the
user of the recreational vehicle. Other incredible products from our new aftermarket
catalogue will soon be added to the Virtual
Showroom,” added Tommaso Gasparrini.
The new Virtual Showroom can be reached
from the home page of the European website or directly via a dedicated link:
www.lippertcomponents.eu/
virtualshowroom

R-Bike: the new
Lippert bike carrier
for vans
Research and investment have always characterised the
development activities of Lippert. R-Bike is the trailblazer
of a new family of one-of-a-kind bike carriers that
can be transformed into carry-alls. Brilliantly flexible
in their use, they can be used to mount original
Lippert accessories and can be adapted to
use the most popular fixing systems
Words Enrico Bona

L

ippert is tackling this historic moment
for the global RV market with a vision
and significant investments dedicated to
developing innovative products. The year
2021 opened with the introduction of the
R-Bike Ducato, a new line of bike carriers
dedicated – at least for the time being – to
the vans built on X290 platform of the Italian car manufacturer that is the undisputed
best-seller of the European RV market. In
keeping with the goal to make the life of
campers more comfortable and make systems more respondent to their multifarious
loading and moving needs, Lippert is introducing R-Bike, the bicycle carrier system
that by using specifically created accessories, such as racks for skis, snowboards
or kite-surfs and external lockers, can be
turned into a modular carry-all system.
More accessories that are planned and will
be introduced over time. However, other
accessories using all the other standard at-

tachments on the market can be fitted and
this a solution means that campers do not
have to renew their equipment entirely to
install the R-Bike.

the gluing system was the subject of a particularly accurate study during the design
phase and makes R-Bike practically non-deformable.

The structure
From the technical point of view, the bike
carrier is made of oxidized and painted aluminium tubes with 30x45 mm oval section.
This solution provides greater structural
strength than that offered by round tubes
and guarantees the maximum loading capacity of the R-Bike up to the remarkable
weight of 40 kilograms in any configuration. The bike carrier can safely and practically transport of two e-bikes or three conventional bicycles by adding a third optional
rail.

Range and market
In terms of availability to customers, given
the inevitable logistical problems and supply of materials that characterise this period, Lippert wants to be ready for the needs
of the market in 2021 well in advance. The
R-Bike line, already included in the Reimo
and S.I.F.I. catalogues, will be available from
all major Lippert European distributors starting from April 2021. A further and final goal
set by Lippert for this product is to present
the complete R-Bike range for the vans of
all the major manufacturers operating in the
sector at the Caravan Salon 2021 in Düsseldorf. “We started from a simple market
observation for developing this product. The
van segment is displaying a constant growth
trend and is increasingly asserting itself as
the recreational vehicle of the future on a
commercial level for manufacturers and as
one of the key reference vehicles for future
customers, who are younger and looking for
agility and practicality. With its innovative
design and, above all, for its distinguishing
versatility and multiplicity of use, the R-Bike
will raise the quality bar in the field of bike
carriers for vans”, said Tommaso Gasparrini,
Aftermarket Sales Manager, Lippert, RV Europe. “We want to be ready for aftermarket
customers and, above all, for OEM customers, with this innovative and aesthetically
unique range of products. Being able to effectively exploit the exterior spaces of a van
is a winner and Lippert has invested a lot
in the research of appearance and structural
component, designing and rethinking the
system from scratch and taking the changes
that occur in the needs of the world of campervans users into account”.

Innovations
The finishes include standard silver bare
aluminium with black and orange Lippert
plastic components and an interesting and
trendy total black version for owners who
are looking for a distinctive design in addition to convenience and practicality, to
make the look of their van unique. With its
loading capacity of 40 kilograms, the R-Bike
is currently the most competitive bike carrier
on the market, also because of its weight,
which is under 10 kilograms. Lippert has
always stood out on the recreational vehicle components scene for the great investments in research and not by chance they
have developed new structural solutions for
the R-Bike, such as the possibility to use of
the bike carrier with a new tailgate bonding system using a single component
polyurethane glue. This solution
means that no screws are needed for installing the product and
that no holes are drilled in the vehicle
bodywork. The distribution of the loads
between the oval structure of the tubes and
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Vöhringer

A Swabian
company
history

Thomas and
Jürgen Vöhringer

For decades, the term “Made in Germany” has stood for unmatched, absolute top quality; but the
competition has not slept, so nowadays this terminology is almost associated with companies
that combine tradition, innovation and quality with sustainable company policy - one of
these companies is Vöhringer
Words Peter Hirtschulz

V

öhringer is celebrating its 100th anniversary this year. Run by the two brothers, Jürgen and Thomas Vöhringer, the
company is currently in its 3rd generation with
a 330-strong workforce, manufacturing products for, and with, surface coating, furniture
production, profile wrapping, polyurethane
parts and lightweight construction innovations.
When the company was founded in 1921 by
the brothers Ernst and Ludwig Vöhringer, the
company had its roots in wood processing. It
was headquartered in Swabia, southern Ger-
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many, initially in Unterhausen, and from 1984
in Trochtelfingen.
The original trade was the manufacture of
wooden products, such as looms, spinning
wheels, embroidery frames, and the like. As
early as 1922 it was exporting to India and the
USA. The second generation, Karl, Ernst, Hermann and Albert Vöhringer, produced sawn
timber, and, from 1956, plywood from local
woods. In 1961, a sawmill for exotic woods
was set up. In 1970 the coating of plywood
and flax boards for the caravan industry started, and in 1992 the construction of caravan

furniture was added.
Every change was triggered by an existential
crisis, and every crisis was met with innovation
that has opened many chapters in the company’s history over the course of 100 years.
Vöhringer has had a decisive impact, in many
ways, with its innovations on the entire industry. Paper coating was introduced, as well as
the use of “Ilomba“ face veneers, postforming edges, the bending of furniture parts with
piping, and composite materials encapsulated
with PU. And this is only a small selection of
the new products which were introduced to
the RV market through Vöhringer. Without
the innovative strength of Vöhringer and its
partners, the vehicles might look different today.
Today, the range of interior fittings is correspondingly large. Coated panel materials of all
kinds continue to form the core of its range.
Vöhringer is also active in furniture construction, made of wood and polyurethane, the
sheathing of profiles and the foaming of
structural parts made of polyurethane.
In recent years, the production of various
sandwich materials has been added. The specially developed “Vunder-Tech®“-technology
allows furniture parts to be manufactured
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from a composite, as if from a single cast.
V-Flex are thin sheets of fleece, coated or
raw, which can be used as wall and ceiling
coverings. The subsidary, 3D-Composite, produces 3D shaped cladding elements covered
with customized fabric, for roof liners, B-pillar
trims, ceiling trims etc. as a weight saving alternative to ABS and GRP components, even
in small batches. V-Strong is a particularly
stable, lightweight panel made of fibreglass
reinforced PET. As a waterproof base plate,
V-Strong enables enormous weight savings.
For 100 years, not only the personal names,
but also the people of the Vöhringer family
have stood for partnership and trusting cooperation. A German proverb says “One man
one word” and means that you can rely on a
promise or promise even without a contract
(which sometimes cannot be avoided). This is
what the company bosses Jürgen and Thomas
Vöhringer, and, of course, the entire workforce, stand for today.
The close connection between family tradition
and entrepreneurial innovation has made it
possible for Vöhringer to become a pioneer as
a premium system supplier and market leader
for the caravan and motorhome market.
Vöhringer’s lightweight construction solutions
not only reduce the weight of the products,
they also give more freedom to individual lifestyles. The associated savings in raw materials
and other materials are obvious. The certificates for energy management, quality management and environmental management
underpin sustainable production management. Sustainability takes an important role at
Vöhringer. It has reduced its CO2 Emissions in
2020 by 84% compared to 2019. Vöhringer
aims to reach carbon neutrality in 2021. The
motivation is giving added value not only to
customers, but also to employees and the society in general.
Innovation comes before production, and that
is created in the Vision Lab, located at Kehl at
Vöhringer’s partner, Ross Design, or the Vision
Lab in Trochtelfingen. The Vision Lab is the
company’s own think-tank in which a diverse
range of customer demands are solved. The
optimum in lightness, finding the “spirit of
the time“ and implementing it in the market
are questions that stimulate the development
team, headed by Martin Ross.
All materials used are tested in the in-house
laboratories which simulate weather and climatic influences, while mechanical properties,
such as tensile or flexural strength are audited
and documented. With this careful material
test, the harmlessness to health is ensured un-

der the guaranteed compliance with all legal requirements. This is an absolute
must, because Vöhringer
products are ultimately the
home of many people who
live in and with them.
Genesis, Vöhringer’s partner in the USA, is deeply
rooted in the motorhome
industry, and also supplies
kitchen and commercial
vehicle
manufacturers.
There is a lively technology
transfer between the two
companies, from which
both sides benefit equally.
Genesis is an important
part of the Vöhringer strategy to be able to serve customers worldwide. Also in
Asia: with the sales office
V-group Automotive Technology (Shanghai) Co., Ltd, Vöhringer is the
address and contact point for the caravan and
motorhome industry in China.
To celebrate Vöhringer’s 100th anniversary,
Aboutcamp BtoB had the opportunity to interview Thomas and Jürgen Vöhringer, who
jointly manage the company:
Aboutcamp BtoB: In your opinion, what
is the reason Vöhringer is still a successful
company after 100 years?
Thomas Vöhringer: On the one hand, we
and our ancestors, have always managed to
keep up with the times, to adapt to the market and its requirements. With the Swabian
inventive spirit, new products and solutions
were created over and over again. We have
grown moderately as a company and have
repeatedly invested in new technologies and
acted at the right time. Of course, sometimes
fortune favours the brave.
Aboutcamp BtoB: When you look back in
the company’s history, what is the first
event that comes to mind?
Jürgen Vöhringer: The move from Lichtenstein to Trochtelfingen. The Trochtelfingen
location was planned and calculated by me
as a diploma thesis with all the important details (energy supply, machine layout, extraction
technology). We carried out the move ourselves. The machines were dismantled and
loaded onto the truck in one day and, together
with my brother, drove to the Swabian Alb and
unloaded in the evening. The next day the machines were rebuilt. Production downtime for 2
days. Something like that is unthinkable today.
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Aboutcamp BtoB: Are you missing anything today that has fallen by the wayside over time?
Thomas Vöhringer: No, not really. We managed to keep our virtues. Some processes, especially those that are not in our hands, are
nowadays a bit more tedious because they
have become more bureaucratic. “Just do it“,
is not always as easy today as it used to be
sometimes in the past.
Aboutcamp BtoB: What was the most
difficult moment that you experienced at
Vöhringer?
Jürgen Vöhringer: At the time of my entry to
the company, some well-known companies at
home and abroad went bankrupt. The brands
are still there today but under new owners. At
that time, through no fault of our own, we
had a financial liquidity problem. The banks
planned our liquidation, and we had already
contacted Erwin Hymer to see if he was interested in our company. With personal cuts
within our family, with a will to get out of the
crisis, and a then small team of 20 employees,
we succeeded in overcoming the problems.
My stated goal at the time was to become absolutely independent of any bank.
Aboutcamp BtoB: Is it a competitive advantage to have such a long history and
to be a family-run business?
Thomas Vöhringer: Of course, this is about
historical knowledge in all areas that we have
collected in the company that we can always
fall back on. As a family business, we have
quick decision-making process and we can
make quick and important decisions that a
manager of a stockmarket listed company
would and could never do.
Aboutcamp BtoB: Companies and markets are rapidly changing. What kind of
company will Vöhringer be in 20 years?
Jürgen Vöhringer: I am sure it still will be a
family business that combines tradition with a
modern spirit. And we will be still innovative
and active in many markets.

3D-Composite
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Truma Reloaded
New management structure since January 2021: the family company from Putzbrunn founded
the Truma Group GmbH & Co. KG. We had the opportunity to speak to Markus Heringer and Lars
Ludwig, the two new Managing Directors who explain the new situation with Truma and their
specific involvement
Words Peter Hirtschulz

T

ruma is setting its course for the future: the family company from Putzbrunn, near Munich is reorganizing
itself and on January 1, 2021 founded the
Truma Group GmbH & Co. KG. The new
company controls the various companies in
the group: “Truma Gerätetechnik“, including
foreign subsidiaries, as well as “Alde“ and
the newly established “Innovation Lab nexT“.
“This restructuring enables us to coordinate
our companies better, to use synergies and
position ourselves in the best possible way
for the future with regard to innovations
and internationalization,” explains Alexander
Wottrich, grandson of the company founder
Philipp Kreis.
The previous management duo – Alexander
Wottrich and Robert Strauss – will switch to
the management of the new Truma Group.
“As CEOs of the group, we will focus on the
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strategic alignment of our companies and
businesses on a global level,” explains Robert Strauss. Alexander Wottrich adds: “I am
delighted that my mother, Renate Schimmer-Wottrich, will continue to contribute her
experience and expertise as chairwoman of
the Truma Group.”
New Truma management
New managment jobs for Markus Heringer
and Lars Ludwig: Markus Heringer succeeds
Robert Strauss as commercial director at Truma. The 40-year-old has been with the company for 15 years and, as Chief Information
Officer, has driven digital transformation. Lars
Ludwig, 45, will take over the technical management. As Chief Operations Officer, he
was responsible for the supply chain at Truma for more than seven years. Efficiently and
professionally, he set up the production and

logistics area in line with lean management.
“Both know the company perfectly and with
their wealth of experience they have very
good prerequisites for managing the company,” said Wottrich. “For us, it is a great appreciation and, at the same time, an exciting
challenge to help shape the future of Truma
even more actively,” emphasizes Lars Ludwig.
“We look forward focusing on the needs of
our customers and further strengthening
our customer orientation,” added Markus
Heringer.
Double interview with Markus and Lars
Aboutcamp had the opportunity to speak
to Markus and Lars, the two new Managing
Directors of Truma, who are responsible for
the management of Truma Gerätetechnik including the subsidiaries abroad (in UK, Italy,
USA, China).

In partnership with

Contacts

Markus
Heringer

Aboutcamp BtoB: Markus, you have
been with Truma for about 15 years.
What do you appreciate most about the
company?
Markus Heringer: What makes Truma stand
out the most are our more than 800 employees worldwide and our appreciative corporate culture. We call ourselves “Trumaner”
and feel like one big family. At Truma we care
about the people, they make us successful
and thrive. This applies also to our customers: we care about their needs and appreciate
the long-standing partnerships and our close
cooperation with them.

previous position?
Markus Heringer: In my former position as
CIO I was dealing a lot with internal topics
to drive digital transformation. We have, for
instance, implemented a new CRM which
enables us to become faster and more efficient in many areas like sales, marketing and
service. The big difference for me is to adapt
a more holistic approach now, to develop the
whole organization further and to foster customer centricity: how can we create added
value for our B2B and B2C customers? How
do we solve their pain points and make their
lives easier? I really look forward to this challenge!

Aboutcamp BtoB: Lars, you also have a
new position and new responsibilities.
What is the big difference compared
with your former role?
Lars Ludwig: Besides the supply chain, I’m
now also in charge of R&D, the heart of our
innovations. Our big challenge is to develop
new products and solutions faster and more
efficiently and thus reduce our time-to-market. My objective is to take the collaboration
between product management, business development, R&D and our innovation lab to
the next level without compromising on the
approved Truma quality. I’m eager to getting
more involved in these issues!

Aboutcamp BtoB: Lars, you have been
with Truma for about 7 years. What do
you appreciate most about the company?
Lars Ludwig: I appreciate that we are a
family company with an owner who actively shapes our future as CEO of the Group.
Moreover, we are a medium-sized company
and have a clear focus on the caravanning
industry. These three factors enable us to fully concentrate on our customers. We offer
them products, solutions and services which
help them move forward and create benefit
for the campers.
Aboutcamp BtoB: Markus, a new position and new responsibilities: what is
the big difference compared with your
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dealers and campers happy.
Aboutcamp BtoB: Lars, and you, where
do you see the advantages with your
new job?
Lars Ludwig: Apart from Europe, the
North American market is becoming more
and more important for us. Our aim is to
grow globally together with our B2B partners. I have worked in the US for several
years and have a very international mindset. I want to accompany and support the
growth of our subsidiaries abroad.

Aboutcamp BtoB: Markus, in your former position you were responsible, for
the so called “digital transformation“.
What does this mean and will this be a
part of your new position?
Markus Heringer: Digital transformation
never stops! Due to Covid-19 it will become even more important for companies
to establish the tools, processes and mindset for digital ways of working and virtual
collaboration. What is more, smart RV solutions are on the forefront in our industry.
The trend to control your vehicle centrally
and intuitively will increase significantly in
the future. That’s why we are working intensively to further advance connectivity in
motorhomes and caravans.
Aboutcamp BtoB: Lars, until now you
were responsible, for the “lean-management“ and the “supply chain“ at
Truma. What does this involve and will
this be a part of your new position?
Lars Ludwig: Lean management is a production philosophy which is continuously improving efficiency and savings in the

The Truma Group
organization chart
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whole supply chain. We also seek to reasonably automate production processes.
Engineering in the sense of design to manufacturing and design to cost plays an important role in this. Continuing along this
path is one of our key challenges.
Aboutcamp BtoB: Markus, where do
you see the advantages for the company (Truma Gerätetechnik) with your
new job and the synergies within the
Truma Group?
Markus Heringer: Thanks to our new
structure, we are able to coordinate our
companies more effectively, use synergies
and offer added value for our customers
with regard to innovation and internationalization. Although we have been in the
industry for more than 70 years and know
our customers quite well, digitization enables us to gain valuable insights about
their needs and wishes much more quickly
and easily. If we – together with our customers – translate these needs into innovative, affordable products and solutions,
we are well on the way to make our OEMs,

Aboutcamp BtoB: Markus, final question, beside the company life, what is
your family status, what are your hobbies and which kind of dreams do you
like to realize?
Markus Heringer: I have a wonderful wife
and two children. A dog, a little Dachshund, will complement our family, soon.
We look forward to resuming travelling as
soon as the pandemic is over and dream
of a motorhome road trip through North
America.
Aboutcamp BtoB: Lars, and what is
your family status, your hobbies and
which kind of dreams would you like
to realize?
Lars Ludwig: Me, my wife and my daughter are all outdoor enthusiasts. At the moment, we are building up a small fish farm
together with friends. We love the idea of
contributing to regional, sustainable food. I
am currently purchasing a caravan and look
forward to enjoying the Truma products
amidst the nature and calm of our farm.
An intact environment is a prerequisite for
camping and I am happy that sustainability
is part of our company DNA.

Fiber-Reinforced Face Sheets

Reaching your Goal with Lightness
Performance in FRP

You need to tackle weight issues?
Try our newly developed super-light GRP sheets
as light as 750 g/m² onwards!

ight

twe
® Ligh
T

DE
POLY

OPTIPLAN GmbH | Am Johannisberg 9 – 13 | 08606 Oelsnitz, Germany
www.optiplan.eu | Tel.: +49 37421 494-33 | sales@optiplan.eu

71

C

ompany news

Airxcel

A new
headquarters
for a
success
story

Paolo Moresco

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 tailormade products, it will be successful
Words Paolo Galvani, photo Enrico Bona

A

irxcel, 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 Bassano del Grappa, in the Italian region of Veneto.
The second part of the plan was to consolidate all of CAN’s production of hobs, sinks
and gas ovens for camper vans and motorhomes 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-
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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 approximately 10,000 m2. Paolo Moresco, Airxcel
Europe managing director and industry veteran, 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 became 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 customers, suppliers and people. The second is that
of product expertise. We are a different company 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 entrepreneur is interesting. “It all started when my fa-
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ther, in 1978, bought the building where used
to work a company, specialized in the supply 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 systems, 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 products. 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 nothing to lose, Smev gave continuity to that type
of production. The exponential and unexpected growth blocked the original plans and the
family business entered the caravanning sector almost unwittingly. In short, destiny wanted Smev to enter the market for hobs for caravans 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 Dometic for a few years, and it was a very positive
experience: I am grateful to the company for
everything I learned during that time,” Moresco explains. A different vision of growth, marketing 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 beginning, given the volumes. But people liked it
a lot”. The undisputed quality of CAN’s creations 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 companies 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 February of the following year, we were already
merged, sharing the same idea and philosophy. 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-
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Pietro Zannoni

The CAN production
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 material,” he says. “The products are spread
over several areas, of which the one dedicated 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 products 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

in the 2000s, with the introduction of presses
up to 1,200 tons and rather important innovative machinery”.
The second largest area is dedicated to assembly, where over 10 lines are mostly dedicated to standard models with high volumes,
while three of these are reserved for customized products. “Expert staff work here, with
people who have been working on the assembly of kitchens for over 20 years”, comments Zannoni. “The quality of what comes
out of our lines is guaranteed, thanks to several control systems and indispensable certifications. 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.
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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

MaxxAir Mach

and the will to reach objectives more
quickly have changed”.
CAN was born on Lake
Garda by the Bellini family as a nautical service
company, structured
for a more artisanal
approach rather than
industrial production.
There, the company had
reached the limit of its development possibilities: a new
location was needed. In Bassano del
Grappa, everything needed to transform from
an assembly company to a production company 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-

On the left: MaxxFan Plus

Airxcel’s Branded Product Range
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. Excellent 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 product offers ventilation only, not air conditioning, and is however equipped with
a thermostat with remote control. In the
event of a large temperature difference
between the internal and external environment, 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
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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 chamber, it is a product that, in terms of cooling
characteristics, has no equal, yet maintains
a weight similar to that of the competition.

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 service, the tailor-made suit. And this is also the
philosophy of Airxcel: to create products dedicated to the customer,” Moresco added. With
the birth of Airxcel Europe, tasks and competences 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 European 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 customization, and this result cannot be achieved
solely by operating from the United States.
The starting point is a high-end hydronic system that combines hot water production with
heating. The product destined for Europe is

SkyMaxx

About CAN

MaxxFan Deluxe Smoke - open

Lorenzo Bellini

MaxxFan Deluxe

CAN has been operating in the nautical market for three generations and is
known for the reliability of its products,
the quality of the materials and the capability of comprehending daily nautical
life and translating it into concrete and
innovative designs. Some years ago, CAN
decided to take on a new challenge: introducing its range of products into the
caravanning sector, thereby entering
new and stimulating markets. The Bellini 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

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-quality niche solution that is needed by the company to demonstrate competence in this segment. The development plans, however, are
very clear: Airxcel has a roadmap to provide a
full-range of high-quality, branded appliances
and accessories.

MaxxFan Dome Plus. Left: open - right: closed
Below:
MaxxFan Dome
Plus bottom,
with lights on

Above:
MaxxFan Dome
Plus - rain shield
closed

Airxcel family of brands for the RV industry

About Airxcel
Airxcel began in 1991, when the Coleman 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-leading products in recreational vehicle
heating, cooling, ventilation, cooking,
window covering, side wall and roofing materials under the brands: AquaHot, CAN, Coleman-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 seven 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.
www.airxcel.com
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Brianza Plastica

New
way of
thinking
Constant research about
fibreglass laminates makes
Brianza Plastica a reliable
partner to develop leisure
vehicles that meet the latest
environmental and product
trends in the RV market. Its
Italian factories are working
on product modifications and
new developments through a
new way of thinking

Stefan Bachstein

Words John Rawlings

B

rianza Plastica, which has been producing fibreglass laminates in Italy
since 1962, started by supplying the
construction sector before diversifying into
supplying OEMs in the recreational and commercial vehicle sectors from 2006. It is now
one of the largest manufacturer of fibreglass
laminates in Europe, using both continuous
hot (with its product Elyplan) and discontinuous cold technology (with laminates called
Elycold). To maintain its position as a leading
manufacturer of fibreglass laminates for the
RV sector in Europe, Brianza Plastica is always
looking to the future and studying the latest
vehicle and user trends in order to offer even
better solutions to OEMs. Its new R&D labora-
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tory, which opened in 2019, is triple the size of
its previous one and has all the latest machinery. Brianza Plastica is continually researching
the latest trends in the RV market (and others)
and new technologies, selecting always the
latest and best materials for its product range
and, in turn, the vehicles OEMs produce for
their customers.
New trends
The current hot topics for the RV sector that
Brianza Plastica is focused on are the move
towards e-mobility, the requirement to reduce
weights of leisure vehicles, environmental
pressures around recycling and the chemicals
used in its products, plus potential changes or

enhancements in production techniques by
OEMs which affect the requirements of its fibreglass laminates.
Weight reduction. Reducing the weight of
leisure vehicles is very important for a couple
of reasons. Firstly, an important factor that
is going to effect the RV market in Europe
more and more, is that the latest generation
of customers have licences that restrict them
to a driving motorhomes or car and caravan
combinations up to a maximum weight of
3.5 tonnes. The RV market has been growing
well, particularly during the coronavirus pandemic, but many of the new buyers entering
the market are from the younger generation
who, in Europe, cannot drive the largest mo-
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torhomes or tow the bigger caravans without
taking an additional driving test. The second
reason is that e-mobility legislation in many
countries is requiring petrol and diesel engines
to be replaced with electric power. This puts
further pressure on Brianza Plastica to offer
manufacturers lighter solutions to reduce the
weight of the leisure vehicles they produce.
To help OEMs achieve this, Brianza Plastica is
researching ways to make the side walls and
floors lighter in weight: one way to do this is
to make its laminates thinner, while maintaining high structural integrity and quality.
Recycling. To reduce waste and help the environment, there is increasing pressure from the
public and government legislation to improve
the amount of parts in every product that can
be recycled. Brianza Plastica is researching
ways to reduce the number of different materials it uses to make it easier for its customers
to recycle them. “The first step is to help our
customers to reduce the variety of materials”
commented Stefan Bachstein, Flat Laminates
Manager of Brianza Plastica. “The next step is
to provide our customers with a product that
can be recycled. This is an important focus for
the next 3-5 years. The next step is to have a
fully recyclable GRP”.
VOC. Brianza Plastica is also researching how
to reduce the amount of Volatile Organic
Compounds (VOC) in its products – an issue
which some OEMs are taking very seriously as
VOCs can create a strong smell in their leisure
vehicles. This means developing new polymers that don’t have solvent and plasticides
in them. Brianza Plastica has already developed a lot of materials for interior walls using
new solvent-free polymers with less VOCs and
covered with textiles so they do not look like
plastic – or smell like plastic. They are tested
to assess their sound-proofing qualities and
damp absorbency. This creates a nicer atmosphere for the interior of the caravan or
motorhome and without a significant smell.
“The younger generation do not want to use
so much plastic, they prefer wood and more
natural materials, but there are disadvantages
of using these in a caravan, so we have developed alternative materials to use that give you
a good feeling when inside the caravan,” said
Stefan Bachstein.
Decorative materials
In addition to reducing VOCs, Brianza Plastica
has also been developing new polymer materials for floor and walls which can be decorat-
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ed and produced with different styles. These
have been developed to replace wood used in
caravans and motorhomes while also creating
a more attractive interior finish. Its aim is to try
to replace wood used in caravans and motorhomes, to remove problems with absorbing
humidity/damp. When the wood is inside a
panel covered with GRP and plastic materials,
the humidity cannot get out, so new solutions
have been developed by Brianza Plastica using
vinyl, PVC and laminated fibreglass, especially
for the floor. “Our customers used to have to
glue the vinyl by hand on the plywood floor,
now they can take our fibreglass laminated
with the vinyl and glue it on the insulating
foam to create a sandwich panel,” said Stefan
Bachstein. Brianza Plastica is now producing
Elyplan Design, a composite laminate characterised by bonding PVC or paper onto the
fiberglass laminate on the production line. It’s
a good solution for indoor applications, e.g.
floors and walls.
E-Mobility
While a battery powered motorhome may still
seem some way off, and the towing capacity and range of most electric cars still rather
inadequate to tow the latest caravans, future
e-mobility plans create new issues for Brianza Plastica. For example, one of the new issues that e-mobility creates is that, if batteries
catch fire, they can burn at extremely high
temperatures. Brianza Plastica is introducing
in the market a new laminate product it has
developed to cope with this: it has a very special new resin for the underfloor to protect it
against the risk of fire from the batteries.
“We can use existing resin materials and trying
to make them flame retardant”, said Stefan
Bachstein, “but to do this you have to fill the
polymer with a material to make it not burn.
In general this makes them thicker and much
heavier – even by as much as three times
heavier. That was the old way of thinking.
Now, we have to use new thinking, and have
found a polymer used in the railway industry
which doesn’t burn and is also much lighter.
As a result, we can now make a good product which is only 1mm thick instead of up to
2.5mm before. The weight per m² which is
fire retardant is about 3.5kg/m², but our new
product is under 1kg: so, if with a weight saving of 2.5kg, for a caravan that is, say, 7m by
2.30m, is 14m², that is a total weight saving
of 35kg which is quite a lot. As batteries add
weight to a vehicle, the weight saving we

offer with our new product is therefore very
important. We have developed this new product after learning a lot from the truck sector
we supply, which has had the same issues, as
there are a lot of e-mobility things going on
for trucks, too”.
Brianza Plastica benefits from being located in
an area that is the centre of the fibreglass industry and chemist technology in Europe, so it
has all the best information, people, network
and resources available nearby. “We have a
good team and a new very advanced laboratory. We are the best partner for developing
new solutions. We know the market and aim
for the best quality research and outcomes for
our customers,” added Stefan Bachstein.

Company Profile
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.
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CTA

Multifunctional
seating
The recent prototype of a seat that can be
transformed into a bed has already become a system.
Dinette Sleep System is a complete and versatile
product available in many versions. Manufacturing
kicks off with a new plant for CTA
Words Renato Antonini

T

he excitement of the market was
picked up by CTA driving them to field
new projects and increase production.
The Italian company, well known for their
range of seat belt systems for motorhomes,
presented the Dinette Sleep prototype, a seat
that can be transformed into a bed, at the
last edition of the Caravan Salon in Düsseldorf, and is now setting up a dedicated production line for it.
“With the positive market trend and the
introduction of the new Dinette Sleep we
needed to expand the production plant.
This was a project we had in mind for some
time”, Ursula Scalia, Sales & Marketing Manager of CTA said. “We are currently busy
moving to the new site that is scheduled to
open at the end of 2021. It is not far from
our current site in Pomezia, near Rome. The
biggest change will be the surface area that
will increase from the current 2,000 square
metres to over 4,000 square metres. More
specifically, 3,000 square metres of the plant
will be dedicated to the production floor and
1,200 square metres to the warehouse. This
is a big step forward for CTA and a very strategic one.
The cost of raw materials is estimated to
increase on the market already this season.
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This increase prompted us to take proactive
steps to enhance our price and product competitiveness. The Italian National Plan stimulates companies to invest in Industry 4.0
solutions and we believe - now more than
ever - that ‘Research and Development 4.0’ is
the linchpin of competitiveness. Our plans at
CTA is to introduce new automated machinery for metal bending and welding to achieve
our production cost and time containment
objectives. The result is to consolidate our
competitive position and improve it. Updating the production process, supporting the
entire organisation and the most
recent studies devoted to

automated assembly processes are just some
of the tools with which at CTA we want to
meet the challenges of a changing market.”
Dinette Sleep
Launched at the Düsseldorf Caravan Salon in
September 2020, the Dinette Sleep attracted
the interest of the public and especially that
of vehicle manufacturers. The objective of
the project – to improve vehicle safety and
comfort – is simple and clear. To this end, a
comfortable and safe seat is made available
to manufacturers and end-users for use not
only when travelling because it
can double as ta-
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Double dinette converting into a comfortable bed. The Dinette Sleep is made up
of two tippers and headrest adjustable in
height and is equipped with safety belts.
The structure is tested in accordance with
the current European standard.

ble seating for lunch and as a comfortable
bed. The conversion to obtain the bed is
simple. The seat cushion and its supporting
structure tilt by 180° while the back revolves
downwards by 90°. The operation is quick
and results in a comfortable sleeping mattress. Understandably, this operation does
not create a bed of adequate size for an adult
person. Two solutions are provided to make
up for the missing 50-60 cm. You can simply combine another seat, such as the swivel
seat in the cab, or you can opt for a more
elaborate version of the Dinette Sleep incorporating a third element folded behind the
backrest. This element, once opened, creates
a standard length bed. The Dinette Sleep has
M1 type-approval and was tested following
R14, R16 and R17 directives.
“We didn’t stop at the initial idea. At CTA,
we wanted to make a complete and articulated range of this product”, Ursula Scalia
said. “We called it the Dinette Sleep System
range. There are currently four versions and
the system is based on the different combination of two elements, specifically the base
fixing method to the floor and the backrest.
The base can be anchored to the vehicle floor
or fixed on sliding rails. The backrest can be
simple or double. In the second case, the Dinette Sleep can form a bed on its own, without using any additional external elements”.

Light and versatile
Particular attention was dedicated to the
weight factor. Considering the structure
alone, complete with belt attachments but
without the support base or the padding, the
single backrest version weights less than 32
kilograms and the double backrest version
comes in at about 35 kilograms. The complete seat, with padding, can weigh around
50 kilograms. The width of 102 centimetres
was chosen as the best compromise.
Targeted primarily at the European market,
the Dinette Sleep is designed primarily for
campervans. However, application on motorhomes and other types of vehicles is by
no means excluded. CTA is providing various
assembly methods according to the chassis
type. The upper structure of the sofa has one
type-approval, while the lower parts have different approvals according to the anchorage
method to the chassis.
“We want to ensure maximum system versatility and this is why, in addition to different
types of base, we are supplying the Dinette
Sleep with or without padding and with or
without upholstery”, Ursula Scalia said.
There are plans to further expand the range
to make a bigger bed and XL version in the
future. An “easy” version that will be more
cost-effective without integrated seat belt
body is also planned.

Contacts

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.

The range
DESCRIPTION
Dinette Sleep: 2 seats dinette - flat sleeping
Dinette Sleep: sliding 2 seats dinette - flat sleeping
Dinette Sleep: 2 seats dinette with double backrest
- complete sleeping
Dinette Sleep: sliding 2 seats dinette with double
backrest – complete sleeping
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P.R.E.M. Line

Extra glossy and eco-friendly
Prem Line’s high-gloss surfaces are well-known in the RV world. The Italian furniture style expressed
through PET technology
Words Renato Antonini, photo Enrico Bona

P

rem Line is celebrating its first 15 years
of business in 2021. It is a relatively
young company that has established
a name for itself for its high-quality products
and especially for the tenacity with which
it has perfected the initial idea of using PET
in the furniture industry for the finishing of
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panels. Industrially developed in 1941, PET
(polyethylene terephthalate) is a polymer
widely used worldwide for applications in the
medical and in food packaging sectors (water bottles and containers for fruit and vegetables). Prem Line’s founder Vanni Pedron
introduced PET to the furniture industry for
the first time on a global scale in 2006, fully
convinced of the validity of what is essentially
an eco-friendly material. When disposed of

by incineration, PET releases only water, oxygen and carbon dioxide into the air, due to
its chemical structure based on oxygen (O),
hydrogen (H) and carbon (C) molecules. Today, the company management has passed
into the hands of the founder’s children,
Laura and Stefano, but on closer inspection,
the winning idea that started the business remains in the name Prem, that stands for “Pedron Rivestimento Ecologico Mobili” (Pedron
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ecological furniture coatings).
“PET is an environmentally friendly material”,
said Laura Pedron, Sales Director and CEO of
Prem Line. “It can be recycled and it has always been used for medical and food packaging. We were the first to introduce this
technology in Italy in the furniture sector as a
material and on processing level in 2006. We
have also successfully introduced PET to the
RV sector, where we entered in 2012.”
Prem Line is today one of the leading companies in the production of PET decorative
surfaces and its products are exported worldwide. Although Prem Line does not sell directly to RV builders, it is well established in
the industry, especially in the German, UK, US
and Australian markets. The extremely highgloss Dialux® finish has become very popular
over recent years.
Plant and production processes
The PET sheets used to coat the furniture panels are made by extrusion and are protected
by a nanotechnological process to make them
scratch- and solvent-resistant. Products with a
glossy or matte surface show consistency over
time without changing colour as the result of
UV exposure. All production processes are
carried out in the company. The plant, which
employs 20 people, covers an area of 10,000
square meters and is located in Friuli Venezia
Giulia, in the North East of Italy.
The first step of the process is to make the
PET sheet onto which the paper décor of the
customer’s choice is applied. This production
technique enhances the aesthetic qualities of
the decoration (by creating an extra-glossy
or extra-matt finish) as well as its technical
properties, increasing its surface resistance.
Finally, it is coupled with the support panel.
MDF (medium-density fibreboard) is generally
both for the furniture sector and for the RV
sector, but other types of materials can also
be employed.
“The panel production process begins with
the cutting of the support to create the right
size”, explained Laura Pedron. “Then, the material is sanded because you need a perfectly
flat support, without imperfections, above all
to create the glossy finish. After sanding, we
move on to the calender, where the décor
(paper+PET) is applied to the panel by means
of hot polyurethane gluing. We have two calenders to coat the panels. One is dedicated to
the planar coating of panels with a maximum
width of 1280mm, the other dedicated to
the coating of post-forming elements such as
handles or special profiles”.
Using a hot-rolling polyester PET sheet technique (PET-Prem™), the company produces

both panels and finished elements. There
are many possible processes, starting with
the treatment of the edges. In addition to
the classic edging, post-forming coating of
the edges made during the sheet application phase is also possible. On request, we
can also carry out folding operations for the
folding of the panel (with 45° etching on the
back of the support), as well as milling and
drilling according to drawing with numerical
control machines, for example to create recesses for handles and hinges.
Dialux , Supermat+ and Supermat+ Plus
“PET surfaces are our core business, our original product” said Laura Pedron, Sale Director and CEO of Prem Line. “We have three
product lines. Dialux® is our workhorse with
an extra-glossy finish, but in recent times we
have introduced the Supermat+® and Supermat+® Plus matte finishes to meet the trends
in the furniture industry. For the RV sector,
most of the requests are still for the glossy finish, but matte finishes are starting to become
more popular and we are ready to provide a
high-quality product.”
• Dialux® - Extremely high-gloss surfaces,
for high impact furniture: an exceptional
gloss of 96/100 gloss is achieved. By using
a nano-technological treatment, the product is remarkably scratch-resistant for easy
cleaning and heavy-duty use conditions.
Durability is guaranteed. It also has a high
resistance to chemicals and solvents. The
surface does not undergo colour changes
over time and has excellent resistance to
UV rays.
• Supermat+® - Extremely matt surfaces,
with very low light reflection (< 6 gloss),
with a characteristic velvety effect noticeable to the touch. By using a nano-technological treatment, the product is remarkably resistant to scratches, chemicals and
UV rays.
• Supermat+® Plus - Evolution of Supermat+®, offers even matter surfaces (extra
opaque, very low reflectivity, < 3 gloss) and
is completely smudge-proof.
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Digital printing and
customised product
As far as the decoration is concerned, in
the RV sector, today wood is appreciated, but also white and ivory plain colours.
For the decoration, Prem Line generally
receives the paper from the customer,
but the digital printing process can independently produce various types of
designs.
“Digital printing means we can satisfy the
most diverse requests and work even on
small batches, with a minimum quantity
of 500 square metres to meet the needs
of RV manufacturers who want to produce small series of vehicles”, explained
Laura Pedron. “We are open to various
product customisation solutions”.

Premcycle
To offer an even more
ecological
product,
Prem Line has created Premcycle, a recycled PET surface. Premcycle is made
using a part of PET already used for
other purposes (water bottles). Once
ground, the material is introduced into
the new PET composition. This is Prem
Line’s response to the great debate on
sustainable design, with the aim of reducing the negative effects of industrial production in terms of pollution and
waste disposal. The recycling of foodgrade PET bottles is well established.
Prem Line decided to follow the same
principle for the creation of PET furniture surfaces.

Laura Pedron
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Wallas-Marin Oy

Combined Diesel Hob
and Heater for Campervans
An innovative cost and time saving system comes from Finland
to make the lives of users and builders easier

E

stablished in 1972, Wallas-Marin Oy is a privately owned
company, located in Kaarina, Finland. The company has excellent experience in boat products (heaters, cookers, ovens), heaters for cottages, and stoves and heaters for recreational
vehicles, especially focusing on the van sector. Despite the Covid
emergengy that also touched Finland in 2020, Wallas has been
able to grow and confirms to be fully operational and structured
to supply clients also in the 2021 season without delays in production. Building on the strong experience in nautical technology
for over 40 years, Wallas XC Duo is a new all-in-one heating and
cooking system for campervans. XC Duo is, first of all, a safe and
convenient solution, both for builders and van owners. The combination of cooker and heater in a single system means there are no
gas tanks since the fuel for the XC Duo is fed from the fuel tank
of the vehicle and it takes operational power from 12 V leisure
battery.
How it works
The design and the idea of Wallas XC Duo is suitable for big builders as well as for campervan specialized conversion companies: the
solution saves installation time and, most of all, weight and space
onboard the vehicle. XC Duo, based on a “balanced flue” system,
pumps fresh air from the outside for the combustion through one
tube and then extracts the exhaust out through the other tube
to the underside of the vehicle to the head unit. The system is
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Words Enrico Bona

In partnership with

extremely safe,
since there is no open
flame and it has a sealed combustion: XC
Duo does not produce condensation or
spread poisonous gasses around the campervan overnight. The exhaust system,
moreover, has also been designed to be
particularly silent for the sleeping comfort of owners and camping neighbors.
It must be added, as an advantage, that
recreational vehicles that do not install gas
systems have no parking restrictions, which
is an important factor when choosing a
campervan, along with the flexibility of city
parking.
The cooker is operated by simply pushing a
button and it has a very user-friendly control panel named Wallas PI-thermo.
This allows the delayed start/stop in order
to protect the system from accidental operativity. PI-thermo control adjusts the heater function of XC Duo to heat up fast and
after that it keeps the effect of the heater
even to assure smooth inside temperature
without any noticeable sound variations.
The heater can also be controlled by simple

rheostat in manual control mode.
The combustion process takes place in a
closed loop with the help of a combustion
fan. The process is fully automatic and tolerant of the changes in the air pressure.
Combustion adds no moisture or odor to
the living areas.
The cooking surface is divided into the hottest temperatures on the left side while the
right hand side is dedicated to cooking at
lower temperatures. As convenience is
one of the priorities at Wallas-Marin,
the system has ceramic hobs and
a glass top, which is easy to
keep clean.
The modern design, similar to domestic kitchen
models, is currently available in elegant black.
Wallas-Marin is looking into adding other
colors for customization.
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Jussi Oksanen

Benefits
The strenght of XC Duo is a 2 in 1 product.
When the blower lid is lowered the unit turns
into a heater. The temperature is adjustable
from 0.9kW up to 1.8kW and, despite the
high heating capacity, the surface of the lid
will not get hotter
than what is comfortable to the touch.

diesel is also an economical solution compared to heating with gas. On the builder’s
side our new system makes their life much
easier: eliminating the gas tank, indeed,
saves space and weight and gives them a
very easy product to
install on their lines.
XC Duo is suitable for
main campervans on
Fiat, Mercedes, Volk“Compared to gas,
swagen, Ford and Psa
diesel gives you indechassis. This product
pendence because it
comes from the land
is available almost evof snow and cold, and
erywhere, and gives
we, in Finland, know
higher safety to the
something
about
user” says Jussi Okheating systems! The
sanen, CEO of Wallas
The Wallas PI-thermo control panel
feedback we are col“XC Duo provides a
lecting from many big
worry-free experience
as there is no need to check on the propane builders and negoziations we are having
tanks or to be concerned about poisonous with them, confirm that we are heading in
emissions. In most countries, heating with the right direction”.
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Wallas XC Duo benefits

Wallas-Marin Oy is a privately owned company, located in Kaarina, Finland and established
in 1972. Wallas products, mostly cookers, heaters and ovens, are aimed to the Boat, Cottage and Camper industries. All systems of the Company use diesel or paraffin oil as fuel
and, due to low power consumption, are ideal for 12 V off-grid applications. Wallas-Marin
is committed to quality, sustainability, and responsible consumption making durable products with a long life cycle.
Wallas applies, indeed, a corporate responsibility which includes Sustainable Development
Goals as preserving the environment, assuring safety and health for workers and keeping
high standards in enviromental design of products.

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Safe
Single Installation
Easy to clean
Simple controllability
Economical
Efficient
Uses very little battery power
Moisture free - no water vapour
Good air movement in the vehicle
Sealed combustion
Silent exhaust
No gas bottles
Space-saving
No parking restrictions
Tunnel friendly
High Altitude option
Optional separate fuel tank
(for petrol vehicles)
• 2-year warranty
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Nuova Mapa

New projects and new ideas

Work has begun to expand the new Nuova Mapa headquarters to cope with the increase in requests
for table supports, beds, revolving seat base plates and much more. A revolutionary new product will
be unveiled soon
Words Renato Antonini

T

here is turmoil at Nuova Mapa’s headquarters in Altedo, Italy. Structures
and machinery are growing in the
scope of an evolutionary process needed
to manage the pressing demands of the
market. Strong of the good results achieved
with the table supports and beds that are
the Italian company’s two major products,
Nuova Mapa experienced an increase of
turnover even in 2020, despite the pandemic, continuing the successful streak that
started a few years ago.
“Our business has grown constantly and
so we decided to expand the company, to
work better and face the future with more
confidence”, Davide Maini, CEO of Nuova
Mapa said.
“Actually, this evolutionary process started
last year, but we had to put it on hold because of the COVID-19 pandemic. We are
now back on track and expect to complete
the expansion phase in just over a year. First

of all, we will double of the production
spaces, passing from the current 2000 sqm
+ 200 sqm of the external hub dedicated
to semi-finished products, to the new 4000
sqm indoor area, on a total surface of more
than 15000 sqm of property. This will allow
us to organise the assembly, warehouse and
R&D departments better. We are also doubling the number of machines, introducing
high-tech equipment, some automatic and
others robotic. For instance, we are adding
a second new welding robot and will soon
be introducing a further fibre laser cutting
system with automatic loading and unloading capabilities”.
The investment will be used to develop new
projects and to better manage the consolidated product line. Today, Nuova Mapa
makes entrance steps, revolving cab seat
base plates, ladders, parking feet and much
more, but its greatest commitment is to table supports and beds. The company is active only in the RV sector, with over 67% of

production destined for export (Europe and
Australia). With experience and next-generation machinery, paired with a research
and development department, most of the
production process is managed within the
company, ensuring a great dynamism, and
constant quality control of the final product.
Tables and beds
Table supports, consisting of a base and
the tabletop shifting system, account for
a significant percentage of Nuova Mapa’s
business. Nuova Mapa is one of the few
European companies to make this type of
product. So far, about 152000 pieces have
been manufactured. The shifting system
that supports the tabletop is a fine piece of
equipment that allows the various movements (longitudinal, transversal and 360°
rotation). It is equipped with a light but
sturdy mechanism, for which aesthetically
pleasing aluminium (not iron) profiles are

Electric beds in the showroom
Left: the table with the handy
movement system
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Company profile
An Italian company founded by Enrico Maini in 1963, Nuova Mapa started
off working for the auto industry, progressively moving into the RV sector
during the late ‘80s, with the production of luggage racks and steps. Since
2001, Nuova Mapa has been operating for the RV sector exclusively, and has
progressively specialized in the manufacturing of table supports, electric beds,
removable steps and swivel seats. Located in Altedo, in the vicinity of Bologna,
the current production site covers an area of 2,500 sq. m, employing around
20 people. The processing of metals and manufacturing of various products
is for the most part carried out in-house and self-sufficiently, without relying
on outsourcers, except for heat treatments, galvanizing and paint jobs. Within
Italy, Nuova Mapa directly ships out and delivers its products. All of these
factors yield extreme flexibility and speed in production, providing benefits
for customers. Currently, about 30% of production remains in Italy, while the
remaining 70% is exported within Europe, and partly to Australia.

Left: a robot for welding telescopic table supports,
revolving seat base plates, and parking feet
Below: a 3000-watt fibre laser-cutting system, 1500
x 3000 size, with automatic loading and unloading,
working 24 hours a day

CNC bending machine: two
systems, one of which equipped
with bending robot

Company truck for delivering product

used. The shifting system incorporates the extension flap support (a
feature that is increasingly in demand) and has a single convenient
control handle. All the movements can be carried out with just one
handle on the edge of the table. “For us, it is all about strength,
practicality and solidity, together with good looks. These are the
primary aspects that characterise all our projects”, said the CEO of
Nuova Mapa. As far as the table support is concerned, traditional
or telescopic legs are available, with a round or square section, in
various colours and with chrome or plastic-coated finish. The table
support with an electric telescopic central leg is interesting. It can
be raised and lowered electrically, simply by pressing a button. A
manual version is also available. This is foot-operated using a control
placed at the base. Since 2014, Nuova Mapa has also been involved
in the production of electrically operated beds, with the Flat model
standing out for its extremely limited footprint. The bed moves on a
system of belts and is characterised both by being slim and having
a completely flat bottom. In just over 9 centimetres, it successfully encloses everything you need: mattress, support structure and
electric motor. The attached motor avoids encumbering the wall
unit underneath. A new integrated folding roof lifting system for
the campervan market is slated to be presented soon. Once again,
Nuova Mapa confirms its ability to offer new solutions capable of
offering comfort to users and sales arguments to manufacturers.

Revolutionary table
Nuova Mapa’s experience with tables for the RV sector is remarkable and will soon result in a revolutionary new product for campervans. The project is already at an advanced stage of development. It will certainly be launched at the 2021 edition of the
Caravan Salon in Düsseldorf but a preview for a selected number
of operators may be organised already in the upcoming weeks.
“During the difficult phase of the pandemic, we worked hard on
new projects and we developed a new table concept”, said Davide Maini, CEO of Nuova Mapa. “It is intended for campervans,
the product that most attracts the public today in Europe and the
American market. I cannot give anything away just yet, the product is still being tested and perfected, but I can anticipate that it
is a variable surface table, very small when not needed, to take
up the smallest possible space, but able to turn into a large dining
table whenever needed. It will obviously be offered with different
types of finishes, to adapt to different styles and different price
ranges of the vehicle”.
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Vacust

Shaping the comfort
for the drive and
the rest
Vacust Technology uses a vacuum system, made in
Italy, that’s applied inside the cushions of the driver
and passenger seats to copy the ergonomic shape
of the user. To prevent the inflammation of the
sciatic nerve, this modern evolution uses vacuum
polyurethane to keep the memory of the shape,
but can also create a variable massage system
Words Giorgio Carpi

V

acust® Technology uses a patented
system that creates a vacuum system
that adapts perfectly to any surface or
shape, which was created 10 years ago by the
intuition of an Italian entrepreneur. There are
several applications for this technology, but
one of the most interesting ones for the automotive and RV sector relates to driver’s seat.
For some time, Vacust® has been working
on various development projects with prestigious global car brands. The vacuum system
technology is applied inside the seat cushions
and allows it to copy the ergonomic shape of
the user. In other words, the chair takes the
shape of the user and allows a correct distribution of weight, and thanks to the greater
support surface, it avoids the compression of
the deep nerves which consequently allows
better blood circulation and allows the user
not to feel the need to keep changing position during long journeys. Vacust® technolo-

gy can also be applied to the backrest of the
seat with the integration of a lumbar support
equipped with a second pneumatic system.
This increases the support surface and offers
a very large point of contact with the body.
The origins
Originally, the system was made of microspheres which, once the air was pumped out,
got compacted while maintaining the memory of the chosen shape. The density and type
of material used varied with the absorption
capacity of shocks, vibrations, thermal insulation and seat stiffness.
“For more than 20 years we have developed
extreme sports equipment, such as safety systems for paragliders, hang gliders, harnesses,
neoprene wetsuits, and much more,” – says
Alessandro Mazzucchelli, Vacust CEO. “During
the development of a kitesurf harness, we
needed to create a back support capable of

The inventor Alessandro Mazzucchelli with
the Matrix seat awarded with the DAME

distributing the heavy load that the back is
subjected during kitesurfing. We created the
first Vacust application and were a finalist at
the ISPO Munich in 2012. Two years later,
Vacust has received the special “Nikola Tesla
Award” from the Union of Croatian Innovators during the 42th International Exhibition
of Inventions of Geneva (Inventions Geneva),
and won the Gold Medal and a Diploma. In
2017, the P400 Matrix helm seat from Besenzoni with Vacust vacuum custom shape technology won the DAME Design Award at the

Below: cylinders with controlled collapse direction

Above: control board for moving the pressures in the seat cushion
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Above on the right: areas of movement of the foam in the seat cushion

In partnership with

2017 Mets Trade in Amsterdam,” Alessandro Mazzucchelli added. The problem with
standard inflatable supports is that they are
always dome-shaped and don’t give any real
back support because under compression the
air moves where it’s not needed. The Vacust
patented system comes to life and enhances
an existing technology used in vacuum mattresses in ambulances. Removing the air from
the PVC bags filled with EPS balls creates a
solid block. Originally, this system was only
possible while in horizontal position, but Vacust overcame this limititation with a special
air-permeable membrane capable of keeping
the material in place, even when upright.
The evolution with the Foamvac
A few years ago, Vacust’s creator entered a
partnership with Toscana Gomma Spa, part
of the Olmo group, a European leader in the
production of slab and moulded, flexible polyurethane (=PU) foams for several markets,
such as: automotive, mattresses and furniture; in the automotive sector, they are one of
the main suppliers of PU slab foams, PU seat
foams, PU head-rests and arm-rests for several OEMs. Thanks to the collaboration with
Toscana Gomma’s chemistry department, Vacust identified a system to vacuum the polyurethane and control both the density and
the bearing capacity of the padding and the
direction of the collapse, something which,
until now, had not been possible. By increasing the frictional resistances between the materials gave these vacuum polyurethane pads
a shape memory performance. This evolution
of the performance of the polyurethane in
vacuum is an improvement over the initial Vacust technology. It means that in driver and
passenger seats today there is soft polyurethane that is vacuum-packed and allows the

Contacts

size of the seat to change, making it wider,
much more supportive and sporty. When the
air can re-enter the pneumatic bag, the foam
recovers its original volume and softness.
Vacust massage technology
By using two different kinds of foam, it’s
possible to change the seat’s stiffness and
support without changing the shape. This
patented technology creates an amazing
massage system that can be applied to the
driver and passengers seats in a car or motorhome. The Vacust Ischial Massage (VIM)
creates a decompression in some specific
areas while sitting. The massage system uses
high-density foam that is compressed using a
vacuum process and released via a solenoid
valve. The firmness of the foam is pleasant
and progressive and still soft to push with a
gentle pressure. A special solution allows the
system to decide which direction the foam
can collapse and compress. The Vacust control module board, developed entirely by the
Vacust electronics department, manages up
to nine different channels and is activated
during timed ignition sequences. It monitors
the external pressure and the negative pressure inside the pads, records individual adjustments and compensates for pressure changes
at different altitudes. It is able to communicate with any device, from a PC to a tablet
via a dedicated app. The insertion of the pads
is programmed according to the geometry of
the seat in such a way that when totally collapsed (about 10 mm) they are in line with
the surface of the backrest cushion or seat
cushion. The process developed with Toscana
Gomma allows Vacust to perform a joinh process whereby the whole system is integrated
into the cushion, offering 5mm to 10 mm of
foam to cover the system, depending on the

direction of the seat occupant.
“The golden rule of sciatica prevention is to
avoid sitting for hours. With our system, we
simulate a walk by alternatively decompressing the buttocks. In this way, tiredness of the
legs, and tingling and pain in the buttocks are
prevented. The need to stop the vehicle to
get out and walk is not required as frequently,” says Alessandro Mazzucchelli.
Another extraordinary application of Foamvac
is the use of foam inside the lumbar support
bladder. The “D” shape that the foam is able
to remember and maintain perfectly fills the lordosis cavity,
offering a large contact
surface and a softness
that increases with increasing volume. The
new advanced lumbar Vacust Massage
System, allows the
control of four independent volumes. It provides
normal lumbar, high support, low support, and
asymmetrical support
in case of an oblique
position on the seat,
integrated with the
massage system.

Above: back cushion with co-molded lumbar support and FOAMVAC lumbar support
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Simple but brilliant
How many uses can a cushion have? You
can rest your head to sleep, it can support your back, keep your legs raised in
bed, on a chair or on the sofa. Born from
the creativity of Alessandro Mazzucchelli,
CEO of Vacust, and produced in collaboration with Toscana Gomme, the Folding
Pillow is a multifunctional pillow based on

a solution that is as simple as it is ingenious.
A transverse (not perpendicular) cut preserves all the original support of the cushion
when extended, but allows a section to be
bent up to 180 degrees.
Filled with polyurethane memory foam and
coated with fabric 100% Cotton, the Folding
Pillow seems to be a great solution for rec-

reational vehicles where space is always
limited and a multifunction pillow would
definitely be useful. With a dimension of
730 x 430 x 138 mm, this pillow can be
used in an RV bed to sleep, but also to
watch TV or read, offering a much more
functional and practical solution than the
classic pillow.

WATCH TV
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Thetford iNDUS

Is it the future of camping toilets?
Last summer, Thetford presented the innovative iNDUS system for camper toilets with a lot of
drum roll. During a presentation from the Dutch headquarters in Etten-Leur, camping journalists
were taken along the advantages and ease of use of the new system. My hands itched immediately
to subject the system to a test in real life, because only then you can really experience whether it is
a valuable addition to the current motorhomes

T

he current toilet solution for motorhomes and caravans is actually nothing
more than the hygienic equivalent of a
hole in the ground. A pot with a hole in the
bottom that is connected to an open holdingtank in which the waste is collected. It’s
simple, it’s flawless and does the job. But it is
far from ideal, the waste in the holdingtank
will always start to smell and depending on
the outside temperature, the smell can become unpleasant very quickly. Of course, the
market has come up with chemicals for this
that slow down the decomposition process
and counteract fermentation. That chemical solution is a plaster on the wound, but
it does not solve the problem. The better the
effect of the added substance, the worse it
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Words Jos Mark

is for the environment. And to be honest, the green stuff just doesn’t work as
well. When the tank is full, it needs to
be emptied, another unpleasant and
often nasty job that nobody really looks
forward to.
iNDUS is the next step in toilet hygiene for campers
With the iNDUS system, the tank is located elsewhere in the motorhome. We
are now only talking about motorhomes
because the system is not yet planned to
be deployed in caravans.
The iNDUS system uses three tanks. Tank
one an existing clean water tank for
rinsing if no greywater is available yet.
Tank two the gray water tank, as soon
as waste water has been collected there,
it is used to flush the toilet. Finally, tank
three in which the waste is collected.
The third tank is of course the most interesting because there is profit to be
made there. With the current toilet solution, you can on average stay off grid for
two or three days with two users before
the tank needs to be emptied. Thetford
promises that iNDUS can take up to seven
days before the waste holdingtank needs
to be emptied. I will come back to this issue
later in this story whether that is feasible in
practice.
Chemicals are also used when using iNDUS.
An automatic dosing system equipped with
three cartridges, bottles actually, provides
each phase of the flush with its own additive that prevents you from flushing the toilet
with dirty wastewater and prevents the fermentation of the waste and that supports in
the breakdown of the solids.
How does Thetford iNDUS function
The beautiful freestanding toilet bowl would
not look out of place in a designer bathroom.
The soft-close seat enhances that feeling. As
soon as you lift the seat, you actually only
see a black sphere at the bottom of the toilet
that closes the passage to the system. The
control panel has three buttons, one to open
the sphere, number two for the small flush
and number three to start the large flush.
Once open, we see a mixing chamber under
the sphere in which the faeces are collected. Deeper in the mixing chamber, invisible
from the top, a macerator has been installed,
which is most like a blender that ensures that

flush is always with clean drinking
water and there is no macerator
present, which can cause toilet
paper and faeces to clump in the
tank.

all solids in the
mixing chamber are ground until the waste
is liquid enough to pass through the relatively thin hoses (approx. 3 cm thick) to be discharged in the black water tank. Electronics
keep an eye on the entire process, ensure the
correct amounts of water and additives and
counteract clumping in the black water tank
by stirring it every so often.
Once full, the system is emptied by placing a
drain hose with shut-off valve on a suitable
drain. Open the shut-off valve and press a
button on the system. The black water tank is
first pumped empty, after which the holdings
of the grey water tank is pumped through
the black water tank and thus flushes away
any residues. In practice, the entire process
takes about a minute.
How does iNDUS differ from other black
water systems in motorhomes
In comments on my videos about the system,
people often incorrectly compared iNDUS
with a regular black water system. However, there are major differences between both
systems. For example, a traditional black
water system has larger connecting hoses to
transport the waste. That is more difficult to
build in a normal European size motorhome.
The black water tanks are often larger, the

iNDUS under control with an
app on your smartphone
iNDUS is of course very connected. There is an app that keeps you
informed of the status of the additives and displays the fill levels of
the different tanks. On the basis of
that information, iNDUS also calculates how many days you can still go
ahead before you have to empty or refill. The
app also informs you about the proximity of
discharge points to empty the tank. It provides a lot of peace for the itinerant motohome users.
Secretly tested with real users for two
years
Thetford did not take any shortcuts when
developing iNDUS. A toilet must work, and
users must be able to use it without problems. That everything seems to be right in
the factory is not enough because practice
always presents you with surprises. User
errors cannot be imagined until you experience them. That is why three motorhomes
have been equipped with iNDUS in absolute
secrecy, two of which have been in a rental
fleet, while number three is Thetford’s own
motorhome that has been used and tested
in real use by the staff. Those motorhomes
were deployed for two years and iNDUS was
tested in real life. Users were required to sign
strict confidentiality and afterwards the developers interviewed the users to document
their experiences.
To ensure that users would never run out of a
toilet, an extra porta-potti toilet was provided in each motorhome. According to Thetford, it did not have to be used during the
entire test period.
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L ive test Thetford iNDUS
The Thetford iNDUS
macerating toilet
with its control panel

Where do the liquids go
I’ve mentioned the additives a few times.
A dispenser has been fitted in which three
bottles of liquids are placed. They are labeled
A, B and C to keep it as simple as possible
for the end-user. A. Is for greywater, B is for
rinse water and C is for black water. When
the system is in use, a dose of bottle A is automatically added to the greywater holding
tank every so often. This additive ensures
that fats are broken down and that odors
are prevented. During flushing, a reservoir is
filled with greywater and additive
B, from that reservoir the
toilet is flushed with blue
colored flushing water. Finally, additive C is added
to the black water holding
tank. This helps to break
down the solid ingredients and prevents odors
and fermentation. We
were very curious about
the color and the smell
of the wastewater when
emptying. Our experiences with the standard
toilet tanks are not very
positive and the result of
this mixture can hardly be
better than we are used to.
Spoiler Alert, it doesn’t smell
like anything, but it looks disgusting!
Five days four nights real live test
Now that we know what Thetford iNDUS
does and how it works, it is time to put it to a
real test. There is only one way to put iNDUS
to the test and that is to use it for what it is
intended for. In October 2020 we received
the keys to one of the motorhomes and detailed instruction on how to use the system.
We had one of the test motorhomes at our
disposal for a week. We filled the tanks and
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the refrigerator and left for a luxury campsite at the Veluwe. The plan, “we will not use
the sanitary facilities on the campsite for five
days”. Furthermore, we would just enjoy nature, walk, cycle and relax a bit.
The first thing I was very curious about is
the sound. In this system, multiple electric
motors run to make it function. How much
noise does that make and is it disturbing?
A complete rinse takes about fifty seconds,
during which time the toilet bowl is rinsed,
the sphere closed, the macerator starts to
turn and finally an air pump pushes the remains through the hoses to the black water
tank. Outside the motorhome you don’t hear
much of it, in the motorhome it is no more
disturbing than a water pump that works on
a pressure system. But what if you go to the
toilet at night. Then you do not have to flush
the toilet every time you pee. The macerator
cup has approximately space for three times
use without flushing. In the morning you of
course press the button immediately before
you use the toilet again. That way the use is
silent. In short, noise is not a disturbing factor when using iNDUS.
How about fragrance. During use in October
at outside temperatures of about 15 degrees,
we did not notice any unpleasant odors. The
rinse water has no odor but looks pleasantly
blue. We also hardly saw any residue from
the wastewater in the rinse water. The toilet bowl always remained shiny clean after a
flush.
The ease of use, anyone can handle the toilet. A short instruction is sufficient for the use
of the toilet. Simply know which button to
use when and that’s it. The buttons also
indicate what they do. It’s all easy to
use and remember. I’ll get back to
emptying the system in a minute.
Using the app. This also shows the
way automatically. You will receive
timely warnings when additive containers run out and also when the
water tank, grey water tank or black
water tank becomes full or empty. It
takes about four weeks
with a set of cartridges
and they cost about 30
euro. Our experience is

that we liked the idea to know exactly what
the status of the system was, that indeed
gave us peace of mind.
After four days and nights with two people
using the toilet and the shower in the motorhome, the freshwater tank was actually the
first to be empty. We filled it on day four. After
that, the greywater tank was full at day five.
Taking a shower in the motorhome every day
also makes that fill up much faster. Normally we would have also taken the opportunity
of the showers at the campsite, but now we
deliberately have left that out. On departure
on day five it was time to empty the tanks. I
was very curious about the results of our hard
work. Emptying is very easy and it all works in
a clean manner. You put the outlet hose with
the nozzle on the sewer and you click open
the valve. Then you press the start switch and
the system quickly flushes the tanks empty.
The whole action takes about 1 to 1.5 minutes. I have never been able to empty my greywater and toilet tank that quickly. In the video
that you can watch via this link, you can see it
in person how I experienced it.: https://www.
campingtrend.nl/indusvideo
Are there no disadvantages to the iNDUS system at all? Yes, and I think this should not go
unmentioned. The liquids used in the system
are not yet suitable for septic tanks. You can
therefore only discharge the system into a
sewer system that is not attached to a septic
tank. In practice, many users do not know
what they are discharging into and that is
disadvantageous for the owner of the septic
tank. I certainly expect Thetford to come up
with a safe solution for septic tanks, but it is
not available at this moment.
Conclusion
I was already enthusiastic about the system beforehand and although there are many technical components present, Thetford expects a
carefree life of at least 10 years. An acceptable
maintenance cycle is now being considered,
so that it should function even longer without
problems. It is simply and pleasant in daily use.
Odorless to the toilet and no more lugging
heavy toilet tanks. I can answer the ultimate
question: “Would you like to have it yourself
in the next camper? My answer would be YES.
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The magnificent
mover
Just once in a while an invention comes along that revolutionises the industry it is aimed at. In our
first article of this series, we look at a prime candidate - the chassis mounted caravan mover. It might
not be in quite the same class as the iPhone but its effect has proven equally lasting
Words Terry Owen

Y

ears ago, there was a standing joke –
what do all caravanners have in common? Well, apart from always getting
to the front of the traffic queue, the answer
was - a bad back! There was good reason
for this since touring caravans had slowly
got heavier over the years as manufacturers
bowed to customer demands for ever more
luxury and convenience.
Of course, in the USA, caravans and trailers had always been big and heavy, so it’s
perhaps no surprise that the idea for chassis
mounted mover originated there. A patent
describing a powered mover driving the
wheels of a trailer via friction with its tyres
was granted to a ‘D Stevens’ as long ago
as 1974.
Early forms of mover
In Europe the problem of manoeuvring
heavy caravans was first addressed by motorised hitch trolleys and later, powered jockey
wheels. One of the very first motorised trolleys was the so called ‘Mr Shifta’ that first
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appeared in the UK in 1989. It had a towball to engage with the hitch head and was
powered by an on-board traction battery
and electric motor. It worked quite well but
was really too big and heavy to accompany
the caravan on an outing. Nevertheless, for
a while, it more or less had the market to
itself and quite a few were sold.
The next development came from a UK aerospace company that had a product range in
aircraft handling equipment. They saw a
Shifta, Powrwheel, Bigfoot

gap in the caravan market and launched a
powered jockey wheel that temporarily replaced the caravan’s standard jockey wheel.
Called the ‘Powrwheel’ it took its power
from the caravan’s leisure battery or from a
dedicated auxiliary battery. It was launched
in February 1991 at the caravan show in Birmingham. Although much lighter than the
Mr Shifta, it still weighed in at 20 kg, making it not too practical to carry around.
There was also the issue that chassis man-

ufacturers were none too happy with the
strain the mover could put on the jockey
wheel mounting bracket which, in Europe
at least, was not designed to take such forces. In 1999, a rival UK company launched
their ‘Bigfoot’ jockey wheel that came with
an optional bracket to allow hitch engagement, but it was clear that a better solution
was needed.
Breaking the mould
It was another UK company, Carver, which
broke the mould by designing a mover that
clamped to the caravan’s chassis and acted
directly on the tyres via friction rollers. Carver was already well known in the UK caravan industry for its water and space heating
products so the new mover was a natural
development. Carver was aware of the US
patent, even referencing it in its own patent
application.
Initial concerns about the cost of production
were put to the test when an early version
of Carver’s mover was demonstrated to
the caravanning public in 1996. They were
asked to write down how much they would
pay for such a device if it ever went on sale.
The results convinced Carver to go into production without delay!
Carver’s mover sparked a revolution when it
launched the following year. People would
stare in amazement as caravans moved under their own power, something never seen
before. On level ground it was actually possible for the caravan to tow the car backwards, to the even greater astonishment of
onlookers. Early versions came with a wired
handset but a wireless version – the Mover
II – soon followed.
In those days very few UK caravans came
with shock absorbers and the mover motors
occupied the space where the shock absorbers would have been. However, if Carver
was to break into mainland Europe, where
shock absorbers were the norm, a solution
was needed. The result was to drive the rollers via a chain and sprockets, thus allowing
the motors to move out of the way of the
shock absorbers. Unsurprisingly, the new
mover was called the ‘Euromover’.
In 1999, Carver sold their water and space
heating business to Truma in Germany.
However, the mover business was just too
good to let go, especially with a twin axle
version under development.
Dutch interest
At that point Dutch company IVRA was developing its own mover, helped by redun-

Reich
Move Control
Economy Light

Carver - the company that sparked a revolution

C

arver is a family-owned business
founded by Joseph Carver in Walsall,
near Birmingham, in 1776. During its first
100 years the company begun manufacturing metal products and went on to
produce munitions during the First World
War. In 1959 the first Carver clamps were
produced, forming an important part the
basis of the business as it is today.
In 1967 the company moved to a new,
purpose built, factory in the Brownhills
district of Walsall. About this time, they
began to manufacture space and water
heating systems for touring caravans. It
was so successful that Carver became the
sole supplier of such products to the UK
caravan industry.
In 1996 John Carver, a keen caravanner, saw the need for a chassis mounted
mover and produced the first prototype.
However, by 2002, Carver had sold all its
touring caravan business to German rival
Truma.
Today the Carver Group remains involved
in the static caravan business, making
gas and electric heating appliances under
the Widney brand. The Group has also
diversified into the heating, ventilation
and air conditioning (HVAC) business.

dant Carver personnel. The result was the
‘Move Control’, launched at the London
show in October 2000. It was novel in that
the motors were mounted inboard, away
from any muck thrown up by the wheels.
The design also avoided any shock absorbers that might be fitted. Long, gritted rollers
transmitted drive to the wheels, giving excellent traction. Later versions switched to
aluminium.
It was also the first mover to feature soft
start electronics - something that has since
become standard on virtually all movers. The
revolutionary design caught the eye of German manufacturer Reich, who bought the
product from IVRA in May 2001.
Twin axle issues
In the meantime, Carver’s twin axle mover
development continued to make progress.
The problem with a twin axle caravan is that
it naturally resists turning. Early experiments
using a single axle mover proved less than
encouraging.
To overcome the turning problem Carver
realised it would have to find a way of releasing the sideways force that builds up on
the inside wheels. The answer was to continually pulse the inside drive motor so the
wheels moved a short distance in the same
direction as the outer wheels. The result was
a somewhat ungainly crabbing motion and
a very large turning circle, but it worked. At
this point, speed control was still some way
off.
The other issue to be overcome with twin
axle caravans was their sheer size and

Carver’s twin
axle mover,
as produced
for Truma

weight. Carver addressed this with more
powerful motors and larger rollers for better grip. However, tests showed that, on
a 25-degree slope, a really heavy caravan
would tend to creep slightly; despite the
worm gearing that might have prevented
it. Carver therefore decided to go to the
expense and complication of developing
brakes for the motors.
The first public demonstration of Carver’s
twin axle mover took place in a corner of
the Birmingham show in February 2002. It
featured an experimental type of metal roller with a special mesh for grip. The roller
never made it into production but the mover soon did. Following independent tests
in May, Truma finally persuaded Carver to
sell. The new mover launched with Truma
badging in the summer of 2002, giving a
welcome boost to the sales of twin axle caravans.
Powrwheel Ltd formed - sales take off
Meanwhile, back in January 2001, the owners of the Powrwheel jockey mover formed
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Above: Powrtouch

Below: Powrtouch for caravans with shock absorbers

Truma’s SE & TE movers signified a big leap in
design

Powrwheel Ltd, and launched a chassis
mounted mover, the ‘Powrtouch’. It came
in two versions, one for caravans without
shock absorbers and a chain driven one for
caravans with them.
To help gain market share the Powrwheel
optimistically offered a five-year guarantee this compared to just two for the Carver and
Reich products at that time.
The marketing ploy worked and sales took
off. So too did warranty claims, but Powrwheel lived up to its promise to get an engineer out to any stranded caravanner in
the UK. Caravanners are a tight knit bunch
and the word soon went round that, whilst
a Powrtouch mover might let you down,
the company would not. As a result, sales
soared.
Powrwheel too had been experimenting
with a twin axle variant of its mover and
was keen to beat Carver to market. The new
product launched in 2001, ahead of Carver’s version. It was basically the single axle
model but with different control electronics.
This simplified production and meant that
there was no additional weight penalty.
The market was growing at a heady rate
and Truma wanted its fair share. Initially,
Carver continued production on their be-

half, but soon the whole operation transferred to Truma’s HQ in Bavaria. Truma then
decided it was time to take the mover to the
next level.
Truma’s site at Putzbrunn contains a build-

Up until this point all movers were engaged
and disengaged manually, either by operating a bar with an ‘over-centre’ action or
winding a nut that slowly moved the rollers
in and out. The first could require quite a
bit of force, especially if the two sides were
linked together with a cross bar. The second
could be tedious, with as many as 70 turns
being required by some models.
There was a clear need to offer a motorised
solution and the race was on to do so. In
2006 Truma introduced the SE (single axle)
and TE (twin axle) models with the ‘E’ standing for electric engagement. At the same
time Truma dispensed with gritted rollers in
favour of aluminium alloy ones. These had a
much longer life and had proved themselves

The use of worm gearing, as in this Enduro mover,
can eliminate the need for a separate brake device

Truma’s site at Putzbrunn

ing with a basement whose access is via a
long ramp set at 15 degrees - a commonly
adopted gradient on which mover manufacturers do much of their testing. The building
soon became home to mover development,
with many prototypes being hammered up
and down that slope. Its use was eventually
replaced by a special test rig.

Speed control

I

n the beginning there was no form of speed control. The drive
motors were either on or off. This could make controlling the
caravan tricky, especially in confined spaces.
From late 2000 the problem began to be eased
with the introduction of soft start and soft stop.
This made the caravan much easier to control.
In 2010 AL-KO introduced its Mammut with
infinitely variable speed control, the first mover
to have this feature. The Powrtouch brand introduced a form of speed control in 2012 with

the launch of its FM
Electronics System. This
allows the motors to be
driven at 25%, 50%
and 75%, as well as full
speed.
Extremely precise speed
control came with Truma’s XT mover in 2013 and its brushless motor
technology. This really is good enough to allow an egg to be trapped
without breakage.

The slide bar on Truma’s XT handset enables very precise speed control
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over and over on that 15-degree ramp.
Truma’s design was a giant
leap forward and it won the
much-coveted Red Dot Design Award. Reich and Powrwheel responded with motorised drive attachments that
could be retrofitted to their
movers.
By now the success of the
BPW Mover
mover in sales terms was
tempting other companies
into the market. Dutch company Tradekar Benelux BV launched their Truma buys Powrwheel
Enduro brand in 2007. Produced in collab- Despite the competition Powrwheel was
oration with German partner EAL GmbH, it doing very well, aided by social media resold well. Sales were helped by companies ports of excellent on-site support for those
like Purpleline, who spearheaded marketing who had problems. The success did not go
in the UK and other areas. The first design un-noticed by Truma, who bought the comechoed the Carver unit but more advanced pany in 2008, and provided the necessary
support to drive its products forwards.
products soon followed.
Interestingly, up to this time, several man- The result was the Powrtouch Evolution, a
ufacturers used the same motors and gear- brand-new design that is more powerful
boxes. These were very similar, if not iden- and reliable than previous models. To quote
tical, to the ones from the original Carver MD Phil Clark, sales remained buoyant but
mover and were made in the UK by a com- warranty claims “dropped off a cliff”.
pany called EMD (now part of Parvalux).
They proved to be extremely reliable; so Mammut, the AL-KO mover
good in fact that they’re still in use on some With all these movers coming to market,
models. Today Parvalux is a key supplier two major companies were conspicuous
to the caravan mover industry, providing by their absence - chassis and running gear
manufacturers AL-KO and BPW. These comgeared motors and even friction rollers.
panies were in the enviable position of being able to modify their chassis to eliminate
the need for clamping with its inherent
The Evolution
reduction in ground clearance.
was a major step forward for Powrwheel
The obvious and quick solution would
have been to partner with an existing
mover manufacturer but instead ALKO eventually decided to go it alone.
This could explain why it was not until 2010 that AL-KO’s Mammut mover
appeared.
Recognising the importance of the UK
market, the launch took place at the
Birmingham caravan show in February
2010. The newly modified chassis rails
appeared from April that year, each
carrying the letter ‘M’ to denote suitability for the Mammut.
The Mammut is unusual in that the
control electronics are
carried in the motor housings; there is no separate
control box. This makes
for a simplified installation and maintains interior
locker space.
BPW chooses Reich
Rival manufacturer BPW,
decided to partner with
Reich. The new mover
came to market in 2012,
with BPW branding. It
bolted to a crossbar running through specially cut
holes in the chassis rather than underneath it, as

XT special gold version

with clamping systems. Following the 2017
DexKo Global takeover of BPW, chassis production ceased, and with it the IMC mover.
However, Hobby currently does something
very similar on the chassis it makes for its
own caravans, with Reich once again providing the mover.
Brushless motors and a second Red Dot
award for Truma
The electric motors used up to this point
had one thing in common - they were all
12-volt DC motors with carbon brushes carrying current to a central armature. Whilst
such motors can be very powerful, they do
have a problem in that precise speed control
is difficult.
Enter Truma’s XT mover, which launched
at Dusseldorf in 2014. It uses three phase
brushless motors with feedback such that
the control circuitry always knows exactly
what the motors are doing. The result is an
efficient mover that will track straight despite one or more wheels going over obstacles.
The XT represented another huge leap forward and once again saw Truma win the
Red Dot Design Award for one of its movers.
That is perhaps why, despite being a premium product, it sold well, reaching 10,000
units by the beginning of 2015. Truma celebrated by producing a special version, all
in gold.
A twin axle version of AL-KO’s Mammut
launched at the Dusseldorf show in August
2015 but only as a four-wheel drive model.
This is because AL-KO believes a two-wheel
version can get stuck when climbing a kerb,
if a driven wheel becomes lifted from the
ground.
The Mammut is a high-end product and
AL-KO realised it also needed an entry level
offering, if it wanted a larger
slice of the market. In 2016
the Ranger was launched at
the Dusseldorf show. It features manual engagement and
a clamping system to attach to
the chassis.
In a further development the
‘Enduro’ brand launched a
combined mover and levelling system in 2016. Basically,
the mover levels the caravan
side to side with the aid of a
portable ramp and motorised
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D ossier Most successful inventions

Reich’s Pro 3.1 is one of the
most powerful movers currently
on the market. It can move
a 3.1 tonne caravan up a
15-degree gradient

steadies level it front to back. A crosshair
of lights on the handset tells you when it’s
level.
Excellent consumer choice
Today the choice of movers has never been
greater. Truma offers a range of movers,
topped by its ground-breaking XT - still the
only mover to offer the efficiency of brushless motors. Truma’s Powrtouch brand is
enjoying success with its Freedom and Evolution movers. Reich also offers a range of
movers including some of the most powerful on the market. Some movers even have
smartphone apps, in case you can’t find the
handset.
Purple Line continues to market the Enduro
brand along with the Quattro and E-go
brands. The latter also offers a ‘plug and
play’ mover. With this, the motor drive units
are easily detachable and powered from a
suitcase containing a lithium battery. The
idea is that the suitcase and drive units can
be carried in the car, significantly reducing
the weight penalty on the caravan. Purple
Line operates in several markets including
the UK, Australasia, and the USA.
Back in 2009, Danish company Kronings
entered the mover market with some nicely engineered products featuring software
upgradeable control boxes. However, following bankruptcy and new ownership in
2019, Kronings now just offers the unique
‘Robot Trolley’. This is a motorised unit with
a self-contained battery and rubber tracks
Robot Trolley
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that engages with a special
bracket on the caravan’s ‘A’
frame. This is positioned to
give greater down force than
would be possible at the hitch,
although the latter may be
used in some circumstances.
Originally launched and manufactured by Mover Technology
as the Camper Trolley in 2010,
development passed to Kronings when the two companies
merged in 2014.
Interestingly, powered jockey
wheels remain strong in some
markets – Australia for example, where the more rugged
chassis are better suited to this type of device. AL-KO even offers one with a hand
operated ratchet, so removing the need for
a battery.
Future developments
The question is - what next for our beloved
chassis mounted caravan mover? There is no
doubt it’s here to stay and that strong competition will continue to keep prices down,
especially at the entry end of the market.
We’ll undoubtedly see more brushless motors and more information passed back to
handsets on things like battery voltage,
drive engagement and fault diagnosis. Of
course, if the idea of the self-propelled caravan ever takes off (e.g. Dethleffs’ e.home
Coco), the chassis mounted mover would
become redundant for those models.
Weight reduction will also be important as
most of today’s movers are no lighter than
the first models. We may even see a mover
that can learn a parking manoeuvre and repeat it. Whatever happens, it’s going to be
interesting!
Conclusion
Whilst all forms of mover have had a positive
effect on the market, there is no doubt that
the chassis mounted mover, first introduced
by Carver, gave the industry a shot in the
arm like nothing else. Although primitive by
today’s standards, even requiring a connecting cable from the hand controller, it proved
an instant hit with end users. But it wasn’t

just end users that loved it, the dealers that
fitted it did too, for its good profit margin,
and the fact the punters could sometimes
be persuaded to buy caravans that they
might not have otherwise bought.
It’s no wonder that intense competition
soon followed, with big players like Truma
and Reich able to take the product to new
levels of convenience and performance.
Today, that competition has driven prices
down in real terms, and consumers have a
choice like never before. The result is that
many people have been able to continue
touring when they might otherwise have
had to stop.
There is no doubt that caravan sales have
benefited greatly, especially those in the
heavier, more luxurious bracket. What’s
more, bad backs through mauling heavy
caravans are now a thing of the past!

Increasing power

A

s movers have developed, they
have been able to cope with ever
heavier caravans. There are two ways
in which this has been achieved. The
first and simplest is to lower the gearing. This has little or no effect on the
weight of the mover but of course reduces speed.
The second is to use more powerful
drive motors. However, this can mean
more weight and this is an issue, as it
eats into the caravan’s payload. Carver’s first twin axle mover had larger
motors and weighed in at a whopping
42kg compared to just 30kg for the
single axle version.
One way of getting more power out
of a given size of DC motor is to go for
four poles instead of the normal two.
In essence this means an extra pair of
stationary windings and brushes. The
motor consumes twice the current but
produces twice the torque. You just
need to ensure it doesn’t overheat.
This is exactly what Truma did when
it brought out the ‘R’ versions of its SE
and TE movers in 2009 (shown on the
left here below).

97

N

ews from the world

North America

Record December RV shipments drive
North American full-year volumes up 6%
The Elkhart, Indiana-based RV Industry Association (RVIA) has confirmed that the
North American RV industry’s December 2020 wholesale shipments set an all-time
record with 40,382 units delivered
Words Craig Ritchie

T

he milestone – representing a
year-over-year gain of 46.8%
from the 27,516 units shipped in
December 2019 – drove full-year shipments for calendar year 2020 to a total
of 430,412 units – a 6.0% increase over
2019 and on par with the third-best annual shipment total on record in spite of
much of the industry being shut down
for weeks on end by the Covid-19 pandemic.
For the month of December towable
RVs totaled 36,504 units for a YOY increase of 48.1% over the 24,649 units
shipped in December 2019. Motorhome
shipments of 3,878 units marked a
35.3% gain over the previous December
Total shipments monthly vs. last year
total of 2,867 units.
“The Covid-19 pandemic has struck
a body blow to our nation in so many
ways, but the RV industry has
managed to provide a glimmer
DEC 2019
DEC 2020
of hope by allowing people
Towables
to enjoy an active outdoor
Travel trailers (ALL)
18,720
28,047
lifestyle while also controlling
Travel trailers - 5th wheel
5,253
7,670
their environment,” said RVIA
Folding camping trailers
394
516
president, Craig Kirby. “The
Truck campers
282
271
shipment numbers for 2020
All towable RVs
24,649
36,504
reflect the surge in demand
Motorhomes
that began in early summer
Conventional (Type A)
1,116
1,062
and continued for the remainVan campers (Type B)
297
796
der of the year. The forecast
Mini (Type C)
1,454
2,020
for 2021 confirms the expecAll motorhomes
2,867
3,878
tation that order activity will
Total RV shipments
27,516
40,382
continue to rise this year.”

RV/MH Hall of fame announces 2021 inductees

T

he Elkhart, Indiana-based Recreational Vehicle/Manufactured
Housing (RV/MH) has announced the names of its 2021 inductees
for the organisation’s RV/MH Hall of Fame.
Inductees include: Eleonore Hamm, RVDA of Canada; Jeff M. Hirsh,
Campers Inn RV; Bob Parish, Wells Fargo CDF; Jim Sheldon, Fleetwood
Enterprises; Bob Tiedge, Lippert Components; Ken Anderson, MHIA;
Keith I. Casenhiser, MH Parks; Charles E. Lott, Fleetwood Homes; Debra
J. Pizer, Zeman Properties; Alan H. Spencer, Dakotaland Homes.
Pending Covid-19 restrictions, the official induction dinner is scheduled
to be held at the RV/MH Hall of Fame on August 2, 2021.
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Wholesale RV shipments
YOY Last Year

CUM. 2019

CUM. 2020

YOY To Date

49.8%

274,630

298,478

8.7%

46.0%

74,875

81,508

8.9%

31.0%

6,534

6,255

-4.3%

-3.9%

3,402

3,372

-0.9%

48.1%

359,441

389,613

8.4%
-27.6%

-4.8%

16,420

11,892

168.0%

4,248

7,222

70.0%

38.9%

25,961

21,685

-16.5%

35.3%

46,629

40,799

-12.5%

46.8%

406,070

430,412

6.0%

Florida RV SuperShow deemed a success

I

n spite of growing numbers of new covid-19 infections in the
state, the 36th annual Florida RV SuperShow opened as usual
in late January to surprisingly large crowds, reflecting continuing
strong demand for RVs. Dave Kelly, executive director of the Florida RV Trade Association which owns and operates the event, said
that attendance was estimated to be down by about 25 percent
for the five-day show, held from January 13 to 17 inclusive at the
Florida State Fairgrounds in Tampa. The year-over-year drop in attendance was attributed to the lack of Canadians in 2021– the
Tampa region is a popular winter home for tens of thousands of
Canadian citizens, who have been precluded from traveling to the
US since the border closed due to
Covid-19 restrictions in March
2020. Kelly noted, however, that
sales at the 2021 show were very
strong as the North American RV
market continues to surge. Show
visitors were coming to buy rather than shop, he said, being fully
cognizant of the industry’s tight
inventory pipeline. The vast majority of visitors observed safety

protocols calling for temperature checks at the
venue entry, mask wear, social distancing and
frequent use of hand wash stations. Apart from
the prevalence of masks and social distancing,
the 2021 show appeared much like any other,
said Kelly, the biggest difference overall being
the cancellation of the trade-only Industry Day
on January 12.

California to ban internal combustion engines by 2035

T

he US RV industry is closely monitoring developments in the
State of California after Governor Gavin Newsom issued an
executive order to ban the sale of vehicles powered by internal
combustion engines in the state by 2035.

Under the terms of the executive order, the California Air Resources Board (CARB) has been instructed to develop regulations to ensure that 100 percent of all passenger motor vehicles sold in the
state, including Class B and Class C motorhomes, are zero-emission by 2035.
In addition, CARB will develop regulations to mandate that all operations of medium- and heavy-duty vehicles, which would include
Class A motorhomes, shall be 100 percent zero emissions by 2045.
The executive order will not prevent Californians from owning gasoline-powered cars or motorhomes, or from selling them on the
used car market.
Motor vehicles are said to be responsible for more than half of all
of California’s carbon pollution, 80 percent of its smog-forming
pollution, and 95 percent of toxic diesel emissions.
With sales of US2.2 billion in 2019, California is the second-largest
RV market in the United States.
As other US states tend to follow California’s lead on pollution
control issues, it is anticipated that additional jurisdictions will announce similar plans in the upcoming future. Oregon Governor
Kate Brown has already indicated that her state will initiate issue
a similar directive.

CCRVC concludes successful virtual conference and expo

T

he Canadian Camping and RV Council (CCRVC) couldn’t be happier with
the results of its first-ever virtual Canadian
Outdoor Hospitality Conference and Expo,
which ran from January 18 to 22 inclusive.
The four-day industry event presented a
number of trade-oriented seminars and
workshop sessions featuring a total of 65
speakers in all. Sessions included collaborative discussions on networking, franchising,
campground accounting, branding, hiring

practices, industry trends and insights, online reputation management, social media
advertising, communicating with media,
and a unique tourism marketing panel discussion with representatives from the Government of Canada.
The online event also featured a virtual trade
show, and an awards presentation. CCRVC
executive director Shane Devenish said the
results of the virtual conference were encouraging enough to warrant consideration

of adopting an online platform for future
events throughout the year, and continuing
with a virtual program once face-to-face
conferences are allowed to resume.
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Luxury caravanning
at Mitchelton Airstream Hotel
Jayco Australia owner Gerry Ryan and his team at Mitchelton Wines recently opened the doors to
a brand-new Caravanning experience: Mitchelton Airstream Hotel. Nagambie’s Mitchelton Wines is
now home to five luxury Airstreams, which combines Caravanning with high class wining and dining
Words Irene Viergever

S

et on the picturesque Mitchelton Estate with stunning bush and vineyard
views, the five full-sized Airstream RVs
offer a gorgeous and comfortable stay for
guests all year-round. The Mitchelton Airstream Hotel takes guests into the heart
of nature, while providing all the creature
comforts of a luxurious hotel, including an
ensuite, cleaning service, luxe linen, and a
private deck to soak up the stars at night.
Australian AboutcampBtoB correspondent

Irene Viergever was one of the lucky ones
to try the Airstream Hotel when it just
opened its doors in January. The stunning
views over the vineyards and mobs of kangaroos hopping in front of the Airstream,
combined with award-winning wine and
food that Mitchelton Wines has to offer
made it an unforgettable experience.
Nagambie is located within two hours from
Melbourne, which makes it a popular destination for weekend getaways. With in-

ternational travelling off the books for unforeseen times, initiatives like Mitchelton
Airstream Hotel promote the Caravanning
lifestyle to an audience that would be more
likely to travel overseas.
The RV demand in Australia has seen an
enormous raise since Australians are unable to travel internationally. These conditions, along with a desire for Australians
to reconnect with family and support local
businesses, provide an immense opportunity for the Caravan & Camping industry
Down Under. We hope to welcome more
innovative initiatives like Gerry Ryan’s Airstream Hotel in Australia, to promote the
RV Industry to a broader audience.

Victoria’s regional travel voucher scheme

W

ith regional Victorian tourism operators and caravan parks still recovering
from the devastating impacts of the 20192020 summer bushfires and the coronavirus
(COVID-19) travel restrictions, Victorian Premier Dan Andrews announced the large Travel Voucher Scheme late 2020. The Regional
Travel Voucher Scheme is designed to help
drive visitation to regional Victoria and support businesses and communities to recover,
including the Caravan & Camping industry.
Victorians are encouraged to explore their
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state with thanks to the Scheme providing
eligible Victorians with $200 to help cover costs of accommodation, attractions, or
tours in regional Victoria.
A total of 120,000 travel vouchers will be
made available, which will be released over
three rounds (Dec 2020, Jan 2021 and March
2021).
The $28-million Regional Travel Voucher
Scheme is the largest travel voucher scheme
in Australia. Similar but smaller programs
have been running in South Australia ($5 mil-

lion), Tasmania ($12.5 million) and Northern
Territory ($16.2 million).

AL-KO Vehicle Technology Australia & New Zealand
appoints Grant Douglas as new Managing Director

A

L-KO Vehicle Technology Group is
delighted to announce the appointment of Grant Douglas, who will lead
the organisation in Australia and New
Zealand.
Based in Melbourne, Grant Douglas
joined the team on 7th December 2020
as Managing Director. He has spent his
career to date in many roles and industries from Graduate Trainee in the mining
industry, strategy consultant with BCG,
General Manager and Director roles in
the transport and manufacturing industries and Chair of the Board of Family Life
(a “not for profit” organization helping
individuals, families and communities in
need).
“I am extremely pleased to welcome
Grant Douglas to the business“ said Harald Hiller, President & CEO of the AL-KO

Vehicle Technology Group. “Grant brings
significant experience & leadership to our
Australia & New Zealand operations and
I am confident that this will lead to strong
benefits for our customers.“
Grant succeeds Peter Mannfolk who is stepping down from the role as Managing Director of AL-KO Australia & New Zealand. “The
AL-KO Vehicle Technology Group thanks Peter for his hard work and commitment. We
wish Peter and his family all the best for the
future“ said Mr Hiller.
In his new role as Managing Director, Grant
Douglas will oversee all facets of the business across the multi-site operations in Australia and New Zealand.
“I am looking forward to leading AL-KO and
meeting our customers“ said Grant “AL-KO
has built a strong business over the years
and it will be great to take the business on

the next stage of its journey to deliver exceptional outcomes for the business, its
people and its customers.“

OzXcorp signs on a distribution partner

O

zXcorp and NCE have joined forces to distribute the DCX
power platform across Australia and New Zealand. Despite
the Covid pandemic, OzXcorp has remained focused on their R&D
development of the DCX electrification platform. The DCX platform consists of either a 14.3kWh or a 7.1kWh hot-swappable
chassis mounted battery linked to a 5kW 230VAC inverter/charger,
scalable solar up to 4kW and a hefty 130Amp 12Volt DC supply.
As Andrew Huett, technical founder of OzXcorp describes, “The
DCX system is a complete turnkey solution to electrification of
your Caravan or RV and allows you to experience either a fully-electric solution that omits LPG totally using the 14.3kWh battery or, continue to embrace fossil fuelled appliances with electric
convenience using the 7.1kWh battery.”
Importantly, they have forward designed the system to be aligned
with the impending new electrical standard AS/NZS 3001.2 Draft
and focused on improving OEM install times with a completely
plug-n-power solution requiring no technical intervention or probability of uncertainty to achieve a correct install.
“Functionally, we have a handful of early adopters and Beta partners now achieving zero-carbon operational footprints with our
DCX system and whilst that is an achievement in itself, importantly
also is the significant improvement in their day-to-day customer
experience,” says Andrew. “The DCX system was not designed
to be just a big battery but rather a complete solution that focused on low weight, improving usable in-cabin space utilisation,
speed of install, minimal user intervention and importantly when
or if anything goes wrong on the road, completely hot-swappable
products without the need for an electrician.”
The DCX power platform will be available via NCE from approximately April 2021.

Dometic Releases colourful iceboxes
in Australia as a world first!

P

ortable fridges and cool boxes are must have items when enjoying the outdoor lifestyle in Australia. Used while four-wheel driving, (free) camping, BBQing and fishing: all activities true Australians
love! Dometic (Waeco) has been leading the portable fridge market
Down Under for years and it is therefore not surprising that Australia
is the first country to introduce the brand-new range of Dometic colourful iceboxes.
The new Dometic Patrol series offers consumers the ability to personalise their icebox in the same way that they choose a puffer jacket or
backpack. The Dometic Patrol icebox is made from a single piece of
rotomolded polyethylene for outstanding toughness. Thanks to its
high-performance design, they keep ice frozen for days and make
fresh food and cold drinks available for outdoor adventurers in all terrain conditions and in any climate. Limited edition colours of Ocean,
Olive and Mango were added to the legacy Dometic Slate and Mist
colours. In addition, the icebox comes with a range of clever accessories and a set of removeable stickers to personalise the box.
Dometic has been predominantly active as a major supplier to the
Australian RV OEM market. Not new to the aftermarket, Dometic
recently expanded the retail range with a wide offering of outdoor
leisure gear. This new camping and outdoor range include tents, inflatable awnings, camping furniture, portable cooking appliances and
portable power solutions. The Dometic camping and outdoor leisure
gear is now widely available throughout the major camping retail outlets in Australia.
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Japan Camping Car Show (JCCS)
postponed till the “Cherry Blossom Season”

T

Words Bartek Radzimski

he Show must go on, but in April. The Japanese RV Association (JRVA) made the decision to postpone the new model
and season kick-off show to the first weekend of April.
Originally scheduled for February 11th – 14th and aligned with the
3-day weekend, the show will lose one day with the new dates
being April 2nd – 4th. JRVA and the show organizers took the
decision due to the recent increase of COVID cases and the issuing
of a “State of Emergency” by the Japanese government for several
regions including the Tokyo Greater Area.
Although the “State of Emergency” is announced until February
9th, the likelihood of its extension is high, thus, to assure the safety
of the employees and RVing public the change was made. The
venue will again be Makuhari Messe located about 1 hour outside
of the center of Tokyo.
On the positive side, the “Cherry Blossom Forecast” (yes, there is
such a forecast) made by the Japanese Weather Association predicts
the best blossom viewing in Tokyo for March 24 to April 2, so we
suspect that many show visitors will combine the show visit with
blossom viewing.

Japan’s largest end user club
reaches milestone: 12,000 members

K

uruma Tabi Club which translates to “Vehicle Traveling
Club” celebrated a milestone surpassing 12,000 members. Per JRVA figures, 119,400 RVs are currently registered
on Japanese roads, thus the club’s members represent 10%
all users. Originally set up in 2014 as an end user focused extension of JRVA, the club has aimed to providing its members
with various support to further enjoy RVing in Japan.
With the continued increase in new users, the club supports
its customers to get the best possible experience after purchasing the RV. Two membership levels, Standard (approx. 35
euro/year) and Premium (70 euro/year) give members access
to various services including RV relevant travel information, as
well as a host of discounts on affiliated campsites, event admissions, car ferries, camper rentals, hotel accommodations
and even domestic/overseas package tours.
The club’s representative, Mr. Nobuyuki Takahashi (President
and CEO of Car Interior Takahashi Co., Ltd.), who is also Vice
Chairman of JRVA, has been responsible for the club since it’s
founding. “In the last years, we have seen that about 70%
of our new members are brand new vehicle users and if we
combine new & used vehicles then that number is close to
90%” said Mr. Takahashi. “Due to this, it is absolutely critical
that our club helps these newcomers have the best possible
experience thus retaining them as long-term users.”
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JRVA board of directors elected

T

he members of the Japanese RV Association, currently numbering about 130 companies, have elected the new Board of
Directors at the General Meeting held on Feb. 12th, 2021.
The General Meeting, typically held during the course of the Japan
Camping Car Show, was held online for the first time in the Association’s history and resulted in the election of the new Board. The
role of Association Chairman was assumed by Mr. Kenji Araki (CEO
of Nuts RV Co. Ltd.) and Vice Chairmanships were assumed by Mr.
Nobuyuki Takahashi (President and CEO of Car Interior Takahashi
Co., Ltd.), Manabu Kawade (Chairman and Representative Director
of LT Campers Co., Ltd.), and Hideaki Yamada (President and CEO
of LAC Holdings).
The directors plan to focus on key aspects of further growing the JP
industry. Mr. Araki, along with assuming the roles of a chairman will
focus on further strengthening of the association from the industrial
and manufacturing perspective. Mr. Takahashi will aim his activities
on infrastructure development, Mr. Kawade on lobbying and governmental relations while Mr. Yamada’s objective will be generating ideas to bring further income to the association while providing
benefits for its members.
With this appointment, the association’s management is handed
back to largest players who are sure to take the association and the
industry to the next level in their three-year term. “Attracting new
users and further growing the industry will require an expansion in
RVing facilities and ways for end users to enjoy the RV lifestyle in our
market” said Mr. Araki. “Reassessing the long-term goals and focusing on our associations’ growth to meet the increasing demand will
be one of our key focuses.”
Before the onset of COVID, the
industry saw a steady increase in Kenji Araki
new users as well as growth in
rental market stemming from both
domestic & international tourists.
Thought-out the pandemic as the
Japan’s government avoided hard
lockdowns, RVing has continued to
thrive and come into the spotlight
as one of the best ways to stay safe
while vacationing domestically.

