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It is time, once 
again, for the 

Caravan Salon 
and other major 
European trade 
shows, although 
it is not yet clear, 
at the time of 
writing, how the 
pandemic is go-
ing to evolve in 

the coming weeks. As always, we will be at 
the Düsseldorf show to meet the key players 
of the RV industry. Many of the innovations 
that will be presented in the Technology & 
Components area (halls 13 and 14) are fea-
tured in this issue of Aboutcamp BtoB, and 
are extremely interesting for professionals 
in the caravanning sector. We have always 
told our readers about the value and effec-
tiveness of trade fairs. We have supported 
them, even in the difficult year of 2020, and 
promoted the Caravan Salon in Düsseldorf as 

an unmissable event and invited component 
manufacturers to participate. Last year, we 
also created a video reportage in Düsseldorf 
(which can be seen in the video section of 
www.aboutcampbtob.eu) to give the many 
non-European technical and product manag-
ers the opportunity to discover the new tech-
nologies, materials and components we saw 
there. This year we will repeat this useful ser-
vice, supported by the Caravan Salon, which 
has launched a similar service called “Virtu-
al Technology Days” with videos of product 
presentations filmed on the stands (you can 
read about this in the magazine).
Fortunately, many European camper and car-
avan manufacturers believe, like us, in fairs 
and some have even solicited the participa-
tion of suppliers to support the event and 
enrich it with content. However, not all man-
ufacturers allowed their product and techni-
cal managers to visit the Düsseldorf show last 
year. A paradox that cannot be explained and 
that makes the investment of some compo-

nent manufacturers very demanding if visi-
tors from outside Europe may not arrive this 
year either.
Our call is addressed to all European motor-
home and caravan manufacturers: the Tech-
nology & Components area of the Caravan 
Salon in Düsseldorf is a hotbed of ideas, 
innovation and future trends. Here, large 
companies and small entrepreneurs put their 
know-how, passion and creativity at the ser-
vice of the sector. And we also turn to the 
Erwin Hymer Group, which has decided to 
participate in the Caravan Salon every two 
years, therefore in 2022. The reasons are of a 
strategic nature and have nothing to do with 
safety at the time of Covid 19. We would like 
to ask the top management of Erwin Hymer 
Group to allow their technical directors, pur-
chasing managers and product directors to 
participate in the Caravan Salon 2021. Halls 
13 and 14 are the place to be in 2021! 

Antonio Mazzucchelli
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The 10th AIC 2021 (All in CARAVANING) 
show at the Beijing Etrong International 
Exhibition & Convention Center was a re-
cord-breaking success, proving that caravan-
ning is becoming increasingly popular in Chi-
na. The indoor and outdoor exhibition area 
totaled 39,000 square meters and welcomed 
more than 200 brands, attracting 25,448 vis-
itors in total, up by 6% compared to the pre-
vious year. More than 550 caravan models of 
different price ranges were on display.

10th All in CARAVANING in Beijing was a record-breaking success
“We are so delighted to once again present 
a high-quality trade show to the industry. 
During the three-day event, we welcomed a 
new record of 25,448 visitors. This fact not 
only underlines the importance of AIC for 
the Chinese RV industry but also shows that 
face to face meetings are demanded than 
ever before.” Mr. Marius Berlemann, Gener-
al Manager of Messe Düsseldorf (Shanghai) 
Co., Ltd. said. On the business side, the show 
produced remarkable results. Exhibitors and 
visitors said they were highly satisfied with 
the outcome, which exceeded expectations 
in many respects. New exhibition zones as 
well as exciting concurrent events received a 
positive response.
Many manufacturers see AIC as a great plat-
form for launching new vehicle models. In 
view of the one-year delay due to the pan-
demic, exhibitors went the extra mile by 
presenting a wide range of new models for 
caravanning fans. More than 20 manufac-
turers exclusively unveiled their latest vehicle 

News

Aboutcamp BtoB helps professionals in the caravan/RV and leisure industry around 
the world keep up to date with all the latest business news and market trends in this 
sector. It’s the most well informed source of B2B information in the caravan industry, 
with a unique global perspective and an international team of correspondents deliv-
ering daily news online at www.AboutcampBtoB.eu, a bi-monthly e-newsletter, and 
a high quality print magazine delivered (free) in Europe, the United States, Australia, 
New Zealand, South Africa, Japan, China, Korea, Argentina, Brazil, Chile. The About-
camp BtoB magazine is published four times a year with features including exclusive 
interviews with senior management from the industry, reviews of the major exhibi-
tions around the world, and reports about the latest market trends, plus in-depth 
profiles of OEM suppliers who specifically manufacture components for this sector. 
With all the recent acquisitions, new technological developments and more and more 
consumers buying leisure vehicles around the world, Aboutcamp BtoB is essential 
reading for everyone working in any business related to the caravan industry. While so 

many flock to the internet, and have 
an inbox full of emails, Aboutcamp 
BtoB decided to print a paper mag-
azine so that it gets more noticed, 
read, appreciated and discussed; so, 
we wish you happy reading!

Editorial
Editor in Chief: Antonio Mazzucchelli
direttore@aboutcamp.eu

Art director: Federico Cavina 
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+39 338 9801370
commerciale@aboutcamp.eu

Advertising

Aboutcamp BtoB is also a website updated daily with news and in-
formation dedicated to RV builders and OEM producers. The web-
site 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

Web edition

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

Headquarters

Would you like to receive the print 
edition of Aboutcamp BtoB?
It is free of charge! Subscribe on 
www.aboutcampbtob.eu or 
scan the QR code

Print edition

models at the AIC.
The outdoor equipment zone is a new ad-
dition this year and has become one of the 
most popular areas at AIC. Visitors showed 
strong interest in buying the tents, camping 
products and various outdoor items on offer. 
The exhibition area with technical accesso-
ries, equipment and extension parts was also 
very popular. In particular, the Innovation 
Zone and the German Pavilion, where prod-
ucts “Made in Germany” were presented, 
attracted the attention of many visitors. As 
the first international pavilion at a leisure fair 
in China, the German Pavilion was initiated 
by the German Federal Ministry for Economic 
Affairs and Energy and co-organised by the 
Association of the German Trade Fair Indus-
try. The varied accompanying programme on 
all aspects of mobile leisure was also success-
fully received.
AIC 2022 will be held at the Beijing Etrong 
International Exhibition & Convention Center 
next June.
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A WORLD OF COMFORT

AIR HEATERS / THE NEW AIRTRONIC 3 PRODUCT LINE

Aug 27 – Sept 5, 2021 
Hall 13, Stand B11

THE PERFECT FIT FOR 
MAXIMUM INDEPENDENCE 
AND ULTIMATE COMFORT!

|   EBERSPAECHER-CLIMATE.COM

Because our diesel and gasoline heaters use fuel from the vehicle tank, you can save space 
and weight and enjoy maximum independence at the same time. The newest developments 
of air heaters with outstanding technology offer many new advantages:
• Large variety of new air heaters with 2 to 8 kW performance
• Integrated altitude adjustment for up to 5,500 meters
• Extremly quiet operation thanks to optimzed heating performance 

control and an acoustically improved metering pump
• Controllable for any solution via CAN, S+ or LIN; CI-Bus version available

ECC-034-21-RV-AZ-A4-AboutCamp-EN-210629-rz.indd   1 29.06.21   13:46
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News

ProSmart
MONITOR YOUR ADVENTURES

TEAM 
BMPRO 
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Dometic’s results for the second quarter 
of 2021 show net sales were SEK 5,571 m 
(3,329); an increase of 67 percent, of which 
66 percent was organic growth. Operating 
profit before depreciation and amortization 
(EBITDA) was SEK 1,100 m (504), represent-
ing a margin of 19.8 percent (15.1 percent). 
Operating profit (EBIT) before items affecting 
comparability was SEK 955 m (361), repre-
senting a margin of 17.2 percent (10.9 per-
cent). Operating profit (EBIT) was SEK 898 m 
(300), representing a margin of 16.1 percent 
(9.0 percent). Profit for the quarter was SEK 
560 m (125).
Juan Vargues, Dometic’s President and CEO 
made the following statement on the results:
“Net sales in the quarter totaled SEK 5,571 m 
(3,329), a new quarterly record for Dometic 
despite the continuously challenging supply 
chain disturbances around the world. Organ-
ic net sales growth was 66% compared to the 
second quarter 2020, which was largely im-
pacted by COVID-19 pandemic related lock-
downs. EBIT before items affecting compara-
bility reached an all-time high of SEK 955 m 
(361), corresponding to 17.2 (10.9) percent 
of net sales. Increased net sales, price man-
agement and cost reductions made a positive 
contribution to profitability, while there was 

Dometic reports 67% increase in net sales in second quarter of 2021
a negative impact from currency effects, as 
well as from increasing raw material prices 
and freight costs. We continue to adapt our 
pricing to compensate for the increasing raw 
material prices and freight costs. In line with 
our strategy, sales through Distribution and 
Service & Aftermarket continue to perform 
strongly. Rolling-12 month net sales’ share 
via these two sales channels is 47% com-
pared to 39% for the same period 2018. On 
July 2, we announced our sixth acquisition 
this year. Four of the acquisitions are in the 
area of mobile power solutions, where mar-
ket demand for sustainable and effective off-
grid products is rapidly increasing as more 
and more people spend time outdoors using 
a vehicle or boat as their base.” 
“Our efforts to drive the sustainability agenda 
towards a more resource-efficient industry 
continues at pace. A further three of our sites 
switched over to renewable electricity supply 
in the second quarter and we are fully com-
mitted to our target of reducing CO2 emis-
sions in relation to net sales by 50 percent 
by 2030. Operating cash flow for the quarter 
improved to SEK 875 m (311) and our Net 
debt leverage ratio was 1.4x (3.1x). Our order 
backlog is record high for the period and we 
are optimistic about the demand outlook for 

forthcoming quarters, despite current uncer-
tainty caused by global shortages of critical 
components, freight capacity and new pan-
demic breakouts. Retail inventory levels are 
low across all vertical end markets, and we 
believe that the inventory restocking period 
will be extended due to the global shortages.  
We are encouraged by our results for the first 
six months of 2021 and the important steps 
we have taken on our strategic journey. We 
remain optimistic about the long-term trends 
in the Mobile Living industry and will contin-
ue to drive our strategic agenda to deliver on 
our financial targets.” Vargues concluded.
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Stellantis invests £100m in Vauxhall’s 
Ellesmere Port plant for new era of 
electric vehicle manufacturing
Stellantis is investing £100million in Vauxhall’s Ellesmere Port 
manufacturing plant in the UK to transform the site for a new 
era in electric vehicle manufacturing.  Ellesmere Port will be-
come the first Stellantis plant to produce a solely battery-elec-
tric model, in both commercial and passenger versions, by the 
end of 2022, for Vauxhall, Opel, Peugeot and Citroën brands 
and for both domestic and export markets. This dedication to 
battery electric vehicles will go towards achieving the UK Gov-
ernment’s decision to stop sales of pure petrol and diesel en-
gined vehicles from 2030. Carlos Tavares, Chief Executive Of-
ficer at Stellantis, said: “Performance is always the trigger for 
sustainability and this £100million investment demonstrates 
our commitment to the UK and to Ellesmere Port. I particularly 
want to thank our highly skilled, dedicated workforce for their 
patience and contribution; we never let them down.  Equally, 
I want to thank our partners the Unite Union for their open 
mindset and strong cooperation and, of course, the UK Gov-
ernment for their continued support. Producing battery electric 
vehicles here will support clean, safe and affordable mobility 
for the citizens. Since 1903 Vauxhall has manufactured vehi-
cles in Britain and we will continue to do so.”
Stellantis is the LCV market leader in Europe and, in the UK, 
Vauxhall leads sales in the fast growing all-electric LCV seg-
ment. The plant at Ellesmere Port will celebrate its 60th anni-
versary next year, having been built in 1962, and produced its 
first car, the Vauxhall Viva, in 1964.  Since that time, it has pro-
duced subsequent generations of the Vauxhall Viva, the Vaux-
hall Chevette and then each generation of the Vauxhall and 
Opel Astra.  In total, since 1964, it has built over 5.2 million 
vehicles. This new era of manufacturing will see a transforma-
tion of the Ellesmere Port plant “fit for the future”, with a new 
body shop, upgraded general assembly, a compression of the 
site area and the creation of an on-site battery pack assembly.  
In addition, there will be further support to enable a pathway 
to carbon neutrality for the plant by the middle of this decade.  
The plant aims to be 100% self-sufficient for electricity and 
work will commence imminently on potential wind and solar 
farms. Stellantis has also announced the intention to consult 
on further investment into the Ellesmere Port site with the cre-
ation of a new UK parts distribution centre.
Vauxhall, Opel, Peugeot and Citroën brands have already com-
mitted to each offering all-electric versions of their entire re-
spective van model ranges before the end of 2021. Fiat Profes-
sional is also committed to offering electrified and alternatively 
fuelled versions across its van range. With rising LCV usage in 
urban areas, partly due to the growth in demand for online 
delivery services, these zero-emissions-in-use vans will make 
a significant contribution to reducing emissions in towns and 
cities across the country. The passenger car version will enable 
families to enjoy a “zero emission” active life with up to 7 
seats, benefitting from a modern high-tech interior, with great 
levels of comfort and adaptability and interior space, premium 
comfort and smart safety features.
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  Seat heating + ventilation

  Lumbar support

   New armrests 
with hand button and 
memory-function

  Seat occupancy detection

  Air suspension

Comfort in 

top form

Front seats for 

motorhomes

Luxury seat
„GIS-Liner 3“
with maximal
comfort:
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News

DexKo Global, a global leader in highly 
engineered trailer running gear, chassis as-
semblies, and related components, has an-
nounced that its subsidiary AL-KO Vehicle 
Technology Group GmbH has entered into 
an agreement with H2 Equity Partners to ac-
quire the Dutch towbar manufacturer Brink 
International.
Founded in 1903, Brink has more than 100 
years of expertise in the manufacturing in-
dustry. The company’s product portfolio 
includes fixed, detachable, retractable and 
next generation towbars. More than 25 
million vehicles globally are equipped with 
Brink products. The connection between 
towbars and trailer couplings expands Dex-
Ko’s technological scope.

DexKo Global to acquire Brink International
Fred Bentley, CEO at DexKo, emphasized the 
importance of this transaction: “We are in-
credibly excited about adding Brink to our 
portfolio. Brink offers a leading market posi-
tion and another premium brand to DexKo. 
The company is characterized by its wide 
range of high quality, innovative products 
and the superior service it provides to cus-
tomers.”
Harald Hiller, President and CEO at AL-KO, 
continued: “The strategic fit between Brink 
and DexKo could not be better. Both com-
panies offer a highly engineered product 
portfolio critical to safety and performance. 
This acquisition allows us to expand our 
product portfolio and operations footprint 
and gives us access to new regions.”

Sven Arend, CEO at Brink, added: “This 
transaction brings great opportunities for 
both companies. We look forward to work-
ing with the DexKo and AL-KO teams and to 
further developing the business together.”
Financial terms of the transaction were not 
disclosed. The transaction is subject to cus-
tomary closing conditions and regulatory 
approval.
Brink Group is one of the European mar-
ket leaders in towing systems with over 75 
years’ experience in the automotive sector. 
Under the motto “Your Perfect Fit”, the 
Brink Group offers an easy and safe connec-
tion between practically any vehicle and the 
load you want to carry or tow. With this, 
Brink Group enables millions of end users 
all over the world to go out and live their 
active lives. So far, more than 25 million cars 
have been fitted with a Brink towbar. Brink 
Group, with its headquarters in Staphorst, 
the Netherlands, has approximately 700 em-
ployees in 8 countries and manufacturing 
locations in the Netherlands, France, South 
Africa and Thailand.
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Lippert acquires specialized metal fabricator Trazcor, Inc.
Lippert has announced the acquisition of 
substantially all of the business assets of 
Trazcor, Inc. (“Trazcor”), a specialized met-
al fabrication company located in Goshen, 
IN. With over 30 years of experience, Traz-
co supplies custom aluminum sidewalls and 
panels to the recreation and transportation 
OEM markets.
In addition to providing aluminum sidewalls 
to the North American RV industry, Trazcor 
also supplies custom fabricated products to 
the Utility Trailer and Marine industries. Its 
80,000 square foot facility in Goshen, IN 
has the capabilities to process aluminum 
coil in multiple forms and sizes to furnish 
brake, mesa and multi-blank panels in over 
50 unique colors. Lippert is no stranger to 
the metal fabrication business, vertically in-
tegrating its own metal fabrication needs 
in 1998 with a facility in Goshen which 
now incorporates over 153,000 square feet 
of brake presses, coil fed, roll-form and 
precision CNC machines.
“The Trazcor product line fits nicely into 
Lippert’s core manufacturing competen-
cies,” said Ryan Smith, President of Lip-
pert’s OEM Segment. He continued, “Ev-
ery year Lippert purchases approximately 

500,000 tons of steel and 4,000 tons of 
aluminum, so there are immediate syner-
gies that our two companies can realize. 
We are very close to the majority of Traz-
cor’s existing customers and will continue 
to deliver the level of service that they have 
come to expect from Lippert. We are ex-
cited to welcome the Trazcor team to the 
Lippert family and are looking forward to a 
bright future together.”
Andy Murray, Chief Sales Officer for Lip-
pert, commented, “Trazcor has an in-
credible business model and remarkable 
products. We see this as a tremendous op-
portunity to grow a new product line for 
Lippert using a strong financial background 
and great industry relationships. When we 
look at strategic acquisitions, we look for 
organizations that fit our core manufactur-
ing competencies, exceptional culture and 
a long runway to grow the business, and 
Trazcor fits this model perfectly.”
Michael Koronkiewicz will be leading the 
Trazcor sales effort for the Lippert team. 
Koronkiewicz, who joined Lippert in No-
vember after a five-year career as the VP 
of Sales with Welch Packaging, is thrilled 
about the new opportunity. “There is a lot 

News

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

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

Naldini
furniture   care   qualitysi

n
ce

 1
96

1

Our experience at your service

Production of  flat and curved 
kitchen doors 
and lockers

Fratelli Naldini Srl

of positive energy about the opportunities 
that this acquisition provides,” he stated. 
“We are looking forward to growing our 
existing relationships within the industry 
and are excited to add this great product 
to our current product offering.”
With over 90 manufacturing and distri-
bution facilities located throughout North 
America, Europe, Africa, and Asia, Lip-
pert™ is a leading, global manufacturer 
and supplier of highly engineered prod-
ucts and customized solutions dedicated 
to shaping, growing, and bettering the 
RV, marine, automotive, commercial vehi-
cle, and building products industries, and 
their adjacent markets. Lippert also serves 
a broad array of aftermarket segments, 
supplying best-in-class products designed 
to enhance recreational pursuits, both on 
the road and on the water.



11
    

EXPERIENCE THE NEW 
EPSILON LITHIUM BATTERIES

THE BEST BATTERY IN THE RV MARKET BECOMES EVEN BETTER

M
AD

E I
N THE NETHERLANDS

SINCE 2007

Two new models: 12V100Ah, 12V150Ah 
Highest capacity in standard casing 
available on the RV market 
Compact and lightweight construction 

Cell heating: allows charging  
below 0 degrees 
Easy installation 
IP 66

WWW.SUPER-B.COM
Visit us at the Caravan Salon 
Düsseldorf in Hall 13 and outdoor area
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DREONI GIOVANNA 
RV’S GENUINE 
INDUSTRIAL 
TAILORS SINCE 1966

Carpets for cabs 
and living cells, 
cab seats’ covers, 
curtains, quilts, bedspreads, 
coatings for living area settees 
and the wall panels, 
tailored thermal protection.

www.dreoni.com
Via G. di Vittorio, 19 
59021 Vaiano (PO) ITALY
Phone +39 0574 988880
Fax +39 0574 987231
info@dreoni.com 

HALL 13
STAND C33

The OM654 four-cylinder diesel engine from the powertrain portfolio 
of Mercedes-Benz Cars will be available for all versions of the Sprinter 
from this autumn. It has already been available for the Mercedes-Benz 
Sprinter Panel Van and the Chassis Cab variants with rear-wheel drive 
since the end of last year. Mercedes-Benz says this significantly im-
proves driving comfort in the Sprinter 2021 and also improves fuel con-
sumption. As a further innovation, Mercedes-Benz has combined the 
modern 2.0-litre engine with the 9G-TRONIC automatic transmission 
for the rear-wheel drive Sprinter too. The 6-speed manual transmis-
sion remains unchanged in the range. The OM 654 engine generation, 
which conforms to the Euro VI-E and Euro 6d emissions norms, offers 
further improved noise and vibration characteristics. This means it is 
pleasantly quiet inside the Sprinter and disruptive vibrations have been 
reduced. The combination of an aluminium housing with steel pistons, 
the stepped recess combustion process and the NANOSLIDE® cylinder 
wall coating for reduced in-engine friction, together with the dynam-
ic multi-way exhaust gas recirculation and the in-engine exhaust gas 
aftertreatment, facilitate lower consumption as well as low emissions. 
Due to its near-engine position, the exhaust gas aftertreatment works 
with little heat loss and in optimum conditions. The OM654 engine is 
available in four output categories for the Sprinter, depending on the 
drive and body variant selected: 84 kW (114 hp), 110 kW (150 hp), 125 
kW (170 hp) and 140 kW (190 hp).

Driving comfort upgrade 
for Mercedes-Benz Sprinter

The UK’s NCC (National Caravan Council) has taken the decision to 
reschedule the Motorhome & Caravan Show from October 2021 to 
October 2022. This decision was taken after feedback from exhibitors 
and, while the industry is seeing unprecedented demand from con-
sumers for leisure vehicles as a result of the UK staycationning boom, 
because of challenges in the supply chain which made the timing of 
this year’s show, and the additional demand it would generate, un-
tenable for some. On 25th June 2021 the UK government published 
its report on their first round of pilot test events. NCC Events, which 
organises the show, anticipates that the updated event guidance will 
help organisers manage the potential risks of running large-scale in-
door events by implementing proportionate mitigating measures, but 
these are unknown at present. Accordingly, it was not currently possi-
ble for NCC Events to advise what COVID-19 restrictions or measures 
would be required for exhibition stands in October. NCC Events was 
acutely aware that it was only 14 weeks to the show opening and 
many exhibitors were having to consider large scale financial commit-
ments in terms of stand design and build. It has, therefore, made this 
announcement as early as possible to give exhibitors as much notice 
as possible. The NCC Events team will now turn its focus to the Car-
avan, Camping & Motorhome Show in February 2022 at the NEC as 
this will be the ‘kick start’ industry event for the new 2022 season.

NCC postpones 
Motorhome and Caravan Show
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PROVIDERS OF SUSTAINABLE 

INCINERATION TOILETS 

SINCE 1999

Cinderella Eco Group, producers 
of the market leading Cinderella 
Incineration Toilets, launched our 
fi rst 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 
homes, caravans and mobile homes, 
as well as solutions for industry and 
emergency relief organizations. 

3-4

Learn more about Cinderella at 
www.cinderellaeco.com

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

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

End 
product
 is clean 

ash

Cinderella Travel, incineration 
toilet adapted to caravans 
and mobile units

WHEN NATURE CALLS

• 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
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On July 2, 2021, Dometic acquired Büttner 
Elektronik – a Germany-based provider of mo-
bile power solutions for the outdoor market: 
high-end mobile power products, including 
solar power solutions, batteries and battery 
chargers.
“I am pleased to welcome Büttner Elektronik 
and its employees to Dometic. With Büttner 
Elektronik we are strengthening our prod-
uct offering and distribution network in the 
fast-growing area of mobile power solutions 
for the Outdoor lifestyle. Our strategy for 
profitable expansion in Mobile Living is built 
on a combination of organic and acquisitive 
growth. This is our sixth announced acquisi-
tion this year and our pipeline of potential fu-

Dometic has acquired Büttner Elektronik
ture acquisitions remains strong” 
says Juan Vargues, President and 
CEO of Dometic.
Büttner Elektronik serves several 
vertical end markets in the out-
door space. The products are pri-
marily sold in Germany and ap-
proximately 75% of net sales is in 
Service and Aftermarket. 2020 net sales were 
approximately EUR 13 million with a good 
operating margin and strong organic sales 
growth. The company is privately owned, has 
17 employees and is headquartered in Neuen-
kirchen, Germany. Expansion in the fast-grow-
ing market for mobile power solutions is a 
strategic priority for Dometic. The market de-

mand for sustainable and effective off-grid 
mobile power solutions is rapidly increas-
ing as more and more people spend time 
outdoors using a vehicle or boat as the 
base. The acquisition of Büttner Elektronik 
broadens Dometic’s offering and distribu-
tion network of mobile power solutions for 
the European outdoor market.

News

Yannick Vöhringer: 
third Managing Director

Yannick Vöhringer has been appointed 
as an additional Managing Director of 
Vöhringer, the family-owned company, 
which celebrates its 100th anniversary 
this year. He will take over the operation-
al management tasks of the business from 
Jürgen and Thomas Vöhringer during the 
course of the year. From January 1, 2022, 
he will be responsible for day-to-day op-
erations together with his management 
team. Yannick Vöhringer was born in 
1988. After studying economics, he gained 
several years of experience in China and in 
the company. With this early generation 
change, the family-owned company, is 
setting its course for the future. The two 
former managing directors Jürgen and 
Thomas Vöhringer will continue to support 
the new management team in an advisory 
capacity. Vöhringer is a pioneer in light-
weight innovation. Its premium solutions 
(lamination, profiles, furniture elements 
and PU products) are in demand world-
wide. Under the umbrella brand “Vöhring-
er Innovations Technologie” (V.I.T.) with the 
products Vflex, Vunder Tech, Vstrong and 
V3d Composite, the medium-sized com-
pany sets international standards in the 
future market of lightweight construction. 
In addition to the caravan and motorhome 
market, where Vöhringer is a partner to top 
manufacturers with its innovative products, 
the Vöhringer team develops lightweight 
innovations for other target markets.

Best half-year for Germany’s caravan industry
The CIVD (the association for the caravan industry in Germany) has reported that in the first 
half of this year, almost 63,000 motor caravans and caravans were newly registered in Ger-
many – the best half-year in its history despite the Corona pandemic and contact restrictions. 
This corresponds to a growth of about 15 percent compared to the first half of the previous 
year. New registrations of motor caravans, which rose by over 22 percent to around 48,500 
and reached an all-time high, played a special role in this record result. Caravan registrations, 
on the other hand, fell by five percent, mainly due to problems in the supply chains.
Caravanning as a form of holidaying continues to enjoy great and increasing popularity, as 
shown by the high demand for leisure vehicles. A total of 62,575 motor caravans and caravans 
were newly registered in the first six months. This is 14.9 per cent more than in the first half of 
2020, which had already given the industry a new all-time best. By the middle of the year, as 
many new leisure vehicles were registered as in the whole of 2017 – which was a new record 
at the time. The industry is mainly experiencing an influx of newcomers who are interested in 
a holiday with a motor caravan or caravan for the first time, as Daniel Onggowinarso, Man-
aging Director of the caravanning industry association CIVD, reports: “Caravanning is one of 
the safest forms of holiday in these times, as you travel individually with a leisure vehicle and 
only with people from your own household and are largely self-sufficient thanks to your own 
sleeping, living, cooking and sanitary facilities.”
The development of the first half of the year is all the more remarkable as the business envi-
ronment in the first six months was rather negative, as CIVD’s Managing Director points out: 
“Due to the re-increase of VAT, many customers had brought forward their vehicle purchas-
es into the old year. In addi-
tion, the long period of very 
high infection rates and the 
Corona measures severely re-
stricted sales and distribution. 
Thus, neither caravanning 
fairs nor the in-house fairs at 
dealerships could take place 
in spring. Potential custom-
ers, however, want to see and 
touch the vehicles “live”. Real 
product presentations speed 
up purchase decisions consid-
erably. Travel restrictions at home and abroad have not helped growth either.”
The outstanding half-year result was driven by new motor caravan registrations. These in-
creased by 22.4 percent compared to the same period last year and reached a new record 
for this period with 48,508 vehicles. Last month also delivered a top result: 9,388 new reg-
istrations are 2.6 percent more than in June 2020. The situation in the caravan market is 
somewhat different. New registrations fell by 5.0 percent to 14,067 in the first six months. 
The month of June was also below the previous year’s figure with 3,391 vehicles (minus 5.1 
percent). According to the industry association, problems in the supply chains are primarily 
responsible for the decline: “The pandemic is still having a strong impact on the availability of 
components and raw materials worldwide. Manufacturers have many vehicles that are practi-
cally finished but cannot be delivered because a certain part is missing,” explains Onggowinar-
so. “However, we are optimistic for the second half of the year. If the situation in production 
develops positively, the mark of 120,000 newly registered vehicles could be reached for the 
first time at the end of the year,” says the association’s managing director.
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DECORATIONS
FOR LEISURE VEHICLES

M.B. Trading is a leader supplier
for RVs decorative stickers in Europe.



16
    

At CARAVAN SALON DÜSSELDORF from 28 August to 5 September 2021 (trade visitor day on 27 
August), visitors are invited to experience the whole variety of mobile leisure. During these ten 
days, the Düsseldorf exhibition grounds will be transformed into a true caravanning paradise. In 13 
halls and on the open-air grounds of the Düsseldorf fairgrounds, 566 exhibitors will present leisure 
vehicles, equipment and accessories for every taste and budget

In 2021, CARAVAN SALON Düsseldorf is 
repositioning itself with a hybrid offer and 
digital additions for trade visitors and end 

consumers. Messe Düsseldorf has developed 
a special “matchmaking tool” for this, which 
was already successfully used at virtual.med-
ica and virtual.drupa in November and April. 
Manufacturers and dealers, trade visitors and 
end customers can use it to communicate 
with each other in the run-up to the fair and 
arrange appointments for the duration in Düs-
seldorf.
Project Director Stefan Koschke: “Especially in 
these times, the matchmaking tool enables 
targeted management of appointments and 
will prevent large crowds in front of the ve-
hicles. In addition, it is available both for the 
transfer of technical know-how between the 
experts and the exhibitors, but also enables 

caravanning fans who are eager to buy to 
make an initial detailed enquiry with the man-
ufacturers’ advisors. I think the matchmaking 
tool will further increase the attractiveness of 
CARAVAN SALON Düsseldorf as it supports 
the targeted preparation of an effective visit 
to the fair.” The tool can be used to arrange 
appointments both on the website www.cara-
van-salon.com and in the trade fair’s app. 
“Importantly, we want to maintain the virtual 
meeting after the fair and keep access activat-
ed until November,” adds Koschke.
The “matchmaking” can be used both in the 
run-up to CARAVAN SALON to exchange 
information and during the fair for appoint-
ments on site and meeting in so-called virtual 
meeting rooms. Professionals use it to expand 
their network, deepen their expertise and 
solve individual technical problems. Thanks to 

the tool, end customers can quickly and easily 
exchange information with the large caravan-
ning and camper community. And it makes it 
easier for exhibitors to reach their special cus-
tomer target groups.

“Virtual Technology Days” for experts 
from Asia, Australia and North America
The “Virtual Technology Days” herald a new 
trade fair era for the caravanning industry. For 
the first time, experts from all over the world 
will have the opportunity to participate virtu-
ally in the presentations of the technology ex-
hibitors at CARAVAN SALON Düsseldorf. For 
this purpose, videos of product presentations 
will be filmed at the stands in the “Technology 
& Components” area, showing and explain-
ing current technical developments. At the be-
ginning of the films, speakers and experts will 

Virtual meetings for 
non European trade visitors

P review Caravan Salon Düsseldorf
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A. Linnepe GmbH
A. Müller GmbH
Accusysteme TransWatt GmbH
Alde Deutschland GmbH
ALDEN Deutschland GmbH
ALU-LINE
APLAST D.O.O.
ASN Autositze Nobis
AST-Technik
ASUKA / Sat & Sound BVBA
Baldacci S.R.L.
Bartolacci Design S.R.L.
batterium GmbH
b-b Systemtechnik GmbH
Beckmann GmbH
Blase GmbH & Co. KG
Brianza Plastica S.p.A.
Brunner S.r.l.
Busbiker Europe BV
Bus-Boxx GmbH & Co. KG
BV Metaalwarenfabriek UMEFA B.V.
Camos Europe GmbH
Camp24 Check-in GmbH
CAMPING-PROFI GmbH
CAN S.R.L.- AIRXCEL EUROPE
Caratec GmbH
CaravanMoverShop
Castagnari S.r.l.
Changzhou Joel Plastic Co., Ltd.
Clesana AG
CMS Europe GmbH
Comet-Pumpen
CTA S.r.l.
D.G.N. SrL
Die Mass Schneider
Dimatec S.p.A.
DINOL GmbH
DriveDressy GmbH
Dynavin GmbH
EAL ENDURO GmbH
Eberspächer Climate Control Systems
eepos GmbH
Eksal d.o.o
Emergoplus GmbH
EMKA Beschlagteile GmbH & Co. KG
EMUK GmbH & Co. KG
Estorfer Kunststoffbetrieb GmbH
E-T-A Elektrotechnische Apparate GmbH
Eurom B.V.
F.A.P. s.r.l.
FELA GmbH
Fiamma S.p.A.
Fibrosan C.T.P. Sanayi ve Ticaret A.S.
FILIPPI 1971 s.r.l
Flamefield Ltd.
Forster Individual Batteries GmbH
Freebird Coated Aluminium BV
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Fujian Dachun Electrical Co., Ltd.
GARMIN Europe Ltd.
GES International Srl
GIMPEX OTOMOTIV SAN. TIC. A.S.
Go Outside OG
GREYSTAL SA
gruppo sigel italia spa
GuG GmbH
H. D. Knorz Vertriebs-GmbH
Haba B.V.
hegotec GmbH
Heidersdorfer Produktions-
HEOSolution GmbH
Horrex B.V.
HPC Hydraulics BV
Ideatermica di Noemi Decandia
Ilse Technik
Indel B S.p.A.
Integrated Gas Technologies ApS
ISI Umwelttechnik GmbH
ixoo solutions barcelona, Ltd. Co.
JEHNERT Sound Design GmbH
Jf Sound srl
JVCKENWOOD Deutschland GmbH
KATHREIN Digital Systems GmbH
KGM DESARROLLOS S.L
KIRRON Light Components GmbH & Co KG
Klaus Hünerkopf Neukirchen
KOMPLAST srl.
Konrad Baur GmbH
LAPI PLAST SRL
LAVI SARL
LED-Lichtzentrum
LILIE GmbH & Co. KG
LIONTRON GmbH & Co. KG
Longkou Yongan Vehicle Window
MAS Elektronik AG
Megasat Werke GmbH
Milenco Limited
MMT GmbH
Mobil-Safe GmbH
morland
Moscatelli s.r.l.
MPK Metall- und
Multi-Mover Europe BV
NDS Energy s.r.l.
NETA ELEKTRONIK
Newpowa America Inc.
Nobilpan S.p.A.
Ofolux S.r.l.
OZ ENGINEERING INCORPORATION
PALOMAR SRL
Pandora Trade LLC
Paola Minguzzi
Phaesun GmbH
Pioneer Electronics Deutschland
PLASNOR, S.A.

Plastoform Smarjeta d.o.o.
PNK Hitech Co., Ltd.
PROSTOR bvba
PSICONTROL NV
Ralf und Christian Schmitz GbR
Ranger RV Supplies Pty. Ltd.
Ravago Building Solutions Germany GmbH
Reisch Tech GmbH
REMIS GmbH
RKB electronic AG
Roto d.o.o.
Sand Profile GmbH
Satco-Europe GmbH
Scalabros Srl
SCHEER Heizsysteme
SCOPEMA SARL
SFC Energy AG
SGUINZI PIETRO SPA
Ship-Car S.r.l.
SHR-Hydraulik
smart textile solutions GmbH
Solar Swiss GmbH
SOLARA GmbH
Solbio Bvba
SOLERA-THERMOFORM GROUP SPA
SOPLAIR SAS
SR Mecatronic srl
STS Oberholz GmbH & Co. KG
Sunman (Zhenjiang) Co., Limited
Super B Lithium Power B.V.
SURTECO GmbH
TBB Power(XIAMEN) Co.,Ltd
Tec-Power GbR
TELECO GmbH
ten Haaft GmbH
Titan Technology GmbH
Toptron Elektronik GmbH & Co.KG
Toptron Gastechnik GmbH & Co. KG
Travelvision bv
VB - Airsuspension B.V.
Verne Power B.V.
VETRORESINA S.p.A.
Victron Energy B.V.
Vitrifrigo Srl
Vöhringer GmbH & Co. KG
Voos Oto Aksesuar San. Ve Tic. Ltd. Sti.
VOTRONIC Elektronik-Systeme GmbH
Wasserschutzplanen miru-tec GbR
Webasto Thermo & Comfort SE
Weih-tec
Westacc Group b.v.
WOMO-Sicherheit
ZADI S.p.A.
Zambelli-technik spol. s.r.o.
ZEN-RAD SARL
ZURRSCHIENEN.COM
Zwaardvis
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A.M.A. Composites S.r.l.
ACR Brändli & Vögeli AG
Alois Kober GmbH
alphatronics GmbH
ALPS ALPINE EUROPE GmbH
AREV Lighting GmbH
Audio Design GmbH
BOBs Garage - bike-holder
Büttner Elektronik GmbH
Camper Van Schmiede
Camptools GmbH
CBE S.r.l.
Cinderella Eco Group AS
Cleves GmbH
Dometic Germany GmbH
Dometic Germany GmbH
Dometic GmbH
Ed. Heckewerth Nachf. GmbH & Co. KG
Egoé s.r.o.
Fahrzeugbau Meier GmbH
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FAWO GmbH
flix GmbH
Frankana Caravan + Freizeit GmbH
G + S Sitz und Polstermöbel GmbH
Gimeg Nederland BV
GIMEX melamine & more GmbH
GOK Regler- u. Armaturen-Gesellschaft
HELLA GmbH & Co. KGaA
Helmut Bünte GmbH
ITALCOLVEN SRL
Jokon GmbH
KB Skatelab Maciej Skiba
LCI Industries B.V.
Liberco Systems GmbH
Lima Trade srl
map spa
Maxview Vertriebs GmbH
moog TRAILERPARTS GmbH
Nordelettronica S.r.l.
ORC Exklusiv GmbH
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PARAT GmbH + Co. KG
Polyplastic B.V.
QUQUQ GmbH & Co. KG 
REICH GmbH
REIMO
Roma Nijverdal BV
Rühl Leder GmbH
RVSTARS GmbH
Schaudt GmbH
Sky up srl
SOG®Systeme GmbH & Co. KG
Tecnoform S.p.A.
Tergus® Rückenmöbel e.K.
Thetford GmbH
Thitronik GmbH
Thule N.V.
Thule N.V.
ToMTuR GmbH
Truma Gerätetechnik GmbH & Co. KG
Zentrale Autoglas GmbH
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be presented with their matchmaking data so 
that the participating trade audience can con-
tact them directly via the chat function. This 
year, the “Technology Days” are aimed at par-
ticipants from overseas who are not yet able 

to take part at the event in Düsseldorf due 
to the pandemic. Due to the time difference, 
they are divided into three main target mar-
kets: Australia (on 1 September from 8:00 to 
12:00), North America (on 1 September from 

15:00 to 18:00) and Asia (on 2 September 
from 8:00 to 12:00). Following the “Virtual 
Technology Days”, the videos will be avail-
able “on demand” in the trade visitor area at 
www.caravan-salon.com.
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LAM SPA
INNOVATION AND CRAFTMASHIP 
SINCE THE 1960

HOW FAR WE HAVE COME,

 HOW FAR WE CAN GO.

www.lamspa.it
Via Guido Rossa, 4   

41057 Spilamberto (MO) - Italy 
Tel. +39 059 784392 - Fax +39 059 7474210 

welcome@lamspa.it 
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A technology leader 
for over 90 years
Airstream has differentiated its brand as a technology leader 
since it unveiled its very first trailer in 1931

Leading an iconic, heritage brand can’t 
help but feel like wielding a dou-
ble-edged sword. On one hand it’s 

easy, because the product is nearly guaran-
teed to sell itself. But being trusted with the 
stewardship of an industry icon also brings 
enormous responsibility – and especially in 
the case of a brand that has differentiated 
itself as a technology leader for more than 
90 years.

nterview with Bob WheelerI Words Craig Ritchie 
and Antonio Mazzucchelli

That brand, of course, is Airstream – easily 
the most-recognized RV builder in the world 
thanks to the enduring popularity of its icon-
ic, bullet-shaped aluminum trailers. Although 
Airstream today manufactures both towable 
and motorized product, its timeless alumi-
num trailers still represent around two-thirds 
of its total annual production, with custom-
ers on multiple continents ranging from 
young families to celebrities to NASA.
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Airstream president and CEO Bob Wheeler 
began his career with General Motors, be-
fore shifting to the RV industry in 1993. He 
joined Airstream in 2002 as vice president 
of product development and engineering 
and was named president and CEO in 2005. 
He was kind enough to speak with About-
Camp BtoB recently, sharing his thoughts in 
a wide-ranging conversation on everything 
from global markets to so supply chain the 
enduring appeal of a 90-year-old design.

Aboutcamp BtoB: Airstream has been 
uniquely successful in attracting new, 
young buyers with a product that 
doesn’t look all that much different from 
the original Airstreams built in the 1930s. 
How exactly does that work?
Bob Wheeler: Ever since the company was 
founded in the 1930s design, quality, and 
innovation have been the three pillars on 
which we’ve stood. This is our 90th year in 
business, and those values remain every bit 
as important to buyers today as they did back 
in 1931. 
Of course, there’s more to it than that, and 
it starts with thinking beyond the immediate 
sale of the product. In the 1950s the found-
er of this company stepped back from over-
seeing the day-to-day operations and be-
gan leading fantastic caravans across North 
America, through Central America, into 
South America, and across Europe. In 1959, 
he led the famous Cape Town to Cairo cara-
van, in which 40 trailers traveled from Cape 
Town, South Africa to Cairo, Egypt. Then, in 
1963, there was an Around the World cara-
van from Singapore to Portugal, which was 
all filmed and turned into a travel program 
narrated by Hollywood legend, Vincent Price.
It was initiatives like those which really ce-
mented Airstream in the minds of RV buy-
ers as this key to adventure. That’s an im-

portant element to understand, because as 
RV builders, we are merely the means to an 
end. We’re not here to make travel trailers 
and motorhomes, we’re here to make prod-
ucts that enable people to have adventures. 
People don’t buy an Airstream because they 
want an Airstream. People buy an Airstream 
because they want to have wonderful expe-
riences.

Aboutcamp BtoB: That focus on positive 
experiences would seem to perfectly res-
onate with the enormous cohort of mil-
lennials now entering the RV market.
Bob Wheeler: It really goes across multiple 
generations. But there is a sense of authen-
ticity that goes with having an Airstream, 
with its unique history and heritage. Unlike 
just about everything else in the modern 
world, Airstreams are still hand-made, and 
they clearly come from a different time and 
era. 
You can see exactly how they’re assembled 
and built. There’s no mystery, it’s a very 
honest design. And I think the response of 
younger buyers is that they recognize, re-
spect, and want things in their life that have 
those characteristics.

Aboutcamp BtoB: Is it not a bit ironic 
for a buyer to value those things, while 
still wanting solar panels and plenty of 
USB ports so they can keep their various 
next-generation devices charged?
Bob Wheeler: We’ve transitioned away 
from the idea that camping means you have 
to completely disconnect from the world. 
Camping is about focusing on nature, but 
we realize that people still need the oppor-
tunity to stay in touch. If they have that, then 
it makes them more comfortable to camp 
for longer periods. In a study of their camp-
grounds, KOA found that when there’s real-

ly good Wi-Fi, people tend to stay for three 
days longer. And that’s just an indication that 
they don’t need to be online all the time, but 
they need the ability to be online when they 
do choose to connect.
So we’ve taken this approach that we can 
capture all the brand value and all the his-
tory in the products we make, but we have 
to provide people with modern conveniences 
that they consider to be just as basic as wa-
ter, power and LP, and that includes connec-
tivity. So we’ve made connected kits standard 
in many of our models, and they’re available 
for aftermarket purchase as well. It gives 
people good, high-gain cell antennas so they 
can get a mobile signal in many places. 
Of course, we’re looking at the next gener-
ation of connectivity as well. Satellite is be-
coming more widely available and far less 
expensive, so owners can connect literally 
anywhere they can camp. We look at what 
our customers are really asking for and try 
to respond.

Aboutcamp BtoB: It must be quite a bal-
ancing act, when the brand values that 
have been such a part of Airstream’s her-
itage include differentiating on technol-
ogy leadership.
Bob Wheeler: We consider it a responsibility 
as a company to lead the industry and to con-
tinue to push innovation in the same way in 
which our founder Wally Byam did, starting 
in the ‘30s. Airstream introduced so many RV 
industry firsts – the first flush toilet, the first 
onboard refrigerator, and the first onboard 
water heater, for example. We consider that 
part of our DNA and part of our responsibil-
ity. Today, it takes the shape of connectivity.
We embarked on a path four years ago to 
create a smart multiplex system that also has 
cloud connectivity, allowing owners to con-
trol and monitor the product from anywhere. 
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That was no small undertaking, but we knew that part of the positive 
experience for our customers includes giving them the confidence 
and the comfort to travel to remote places and understand what was 
going on with the RV in a very intuitive way that you can control 
with an app, whether you’re in your campsite or halfway around the 
world. Homes get smarter, cars get smarter, and people expect the 
same in their RV. 
We also recognize that the world is shifting to an electric vehi-
cle-based future, and much more rapidly than anyone would have 
predicted even five years ago. We have to be responsive to that chal-
lenge. It’s a huge opportunity, but it also could be a crisis to the in-
dustry if it doesn’t figure out how to make its products attractive to 
people who want electric vehicles, both in the towable space and the 
motorized space. We’re keeping a close eye on how the technology 
is evolving, and exploring the ways we can bring those innovations 
into the RV world. 

Aboutcamp BtoB: That continuing focus on technology must 

be a relief to NASA, since they’ve been using your products for 
decades.
Bob Wheeler: We love our history with NASA, it’s something we’re 
so proud of. It started in the late ‘60s when we built the mobile quar-
antine facility for the first lunar astronauts returning from the moon. 
From there, we built the first Astrovan as part of the Space Shut-
tle program. It’s not just part of our history, but NASA’s as well, and 
there’s one on display at Cape Canaveral.
More recently, we worked with Boeing to recreate the Astrovan in a 
more modern form to shuttle their Starliner crews to the launchpad 
on their way to the International Space Station. Space isn’t as elusive 
a frontier as it used to be, and in addition to NASA itself there are 
dozens of commercial ventures making great strides. We’re excited 
to continue our role in helping American astronauts launch into orbit.

Aboutcamp BtoB: Here on earth, Airstream has long been a bit 
of an explorer as well, as one of the first RV companies in the 
US to develop an export business. How does that look today?
Bob Wheeler: One of our founder’s core beliefs was that internation-
al diplomacy could be fostered by leading caravans around the world. 
The belief was that face-to-face contact is the key to developing in-
ternational understanding and friendships. 
As a result, we’ve had a business presence in Europe for many years. 
It’s a comparatively small proportion of our business overall, really 
based upon customers who want something that’s completely dif-
ferent from the domestic product available there. But it’s forced us to 
innovate on that front. European RVs are generally lighter in weight 
than North American product, so in order to meet the demands of 
European markets we’ve had to lighten the product and understand 
tongue weight in ways that we haven’t had to before. It’s been good 
for us as a company to force some of those disciplines into place, 
while enjoying greater exposure in many different markets around 
the world.
The European product looks like any other Airstream on the outside, 
but the chassis, the suspension, the underpinnings, the electrical sys-
tem, even the way the cabinets are built is different in order to fit the 
market requirements. That experience is going to help us as we move 
toward a future with more electric vehicles, as an example, which will 
also require lighter weight product.

Aboutcamp BtoB: Do you see any clear synergies with Europe-
an markets?
Bob Wheeler: We are enjoying a fantastic opportunity with our sister 
company, Erwin Hymer Group, to see the best of RV manufacturing 
and design in Europe at every level, through multiple companies that 
are part of the Hymer AG family of products. So we’ve already visited 
a number of plants in Europe to better understand their approach to 
product design, product manufacturing, and material management. 
In some ways they’re far ahead of companies in the US.
The European approach to RV manufacturing is very different, there’s 
a lot more money spent on development, tooling, and capital equip-Bob Wheeler in front of the Airstream factory
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ment. But as a result, you get a product that’s 
built to a very high-quality standard yet in-
volving fewer labor hours. European build-
ers invest upfront in the design, tooling and 
equipment. 
I like to say that I think the European RV in-
dustry is about 15 years ahead of where it is 
in the US, and that’s not good or bad, it’s just 
been driven by the needs of the market and 
the size of the tow vehicles, amongst other 
things.
In terms in further Airstream products being 
sold into Europe, we’re exploring. We have 
a small, but successful, business model do-
ing things the way they are. But shipping 
Airstreams across the Atlantic isn’t the most 
efficient way, perhaps. If we see a good op-
portunity to work with our partners there 
that makes economic sense, we’ll certainly 
take advantage of that. It just hasn’t present-
ed itself at this point.

Aboutcamp BtoB: In terms of potential-
ly expanding the product offering, are 
we talking about product like the Base-
camp?
Bob Wheeler: That was an interesting proj-
ect because we had to set aside some of the 
things that we felt were really core to the 
Airstream brand. We knew the Basecamp 
was going to be aluminum, rivets, or round 
in profile, but we couldn’t hold on to all three 
elements. So we kept the aluminum and the 
rivets, and set aside the round profile. And 

it turned out to be very popular with people 
that want to go off road, including a number 
of younger buyers. 
The Basecamp is more rugged, it’s less cushy 
and comfortable than some of our other 
products, and really built for those off-road 
adventures. Now we recently expanded the 
line to add a 20-foot model, along with the 
16-foot original. 

The Basecamp 20 has proven very popular, 
and we have a big backlog on those. We’re 
building all the 20s we can, trying to get a 
better sense of that customer and what 
their wants and needs are moving forward. 
It could potentially lead to larger products in 
that family. And it’s certainly influenced the 
design of our recent motorhome launch, the 
class B Interstate 24X, which is really like a 
Basecamp on a Mercedes Sprinter chassis. It 
has a similar design language and feel, it’s a 
rugged, outdoor, off-road product. So that 
segment appears to be growing strongly, 
and we’ll continue to try to innovate in that 
space, both in the towable and motorized 
products.

Aboutcamp BtoB: What other markets 
would Airstream be active in, apart from 
North America and Europe?
Bob Wheeler: We have a successful partner-
ship in Japan, that one goes back 25 years, 
and we do business in South Korea. 
We went into China about seven or eight 

years ago, but we were too far ahead of 
the market, unfortunately. There is a future 
there, it’s a matter of when, not if. 
One challenge with developing export busi-
ness today is that as demand for RVs in the 
US has spiked over the last couple of years, 
especially during the pandemic, it makes it 
that much harder to dedicate resources to 
really exploring markets outside our own 
country. There are clear opportunities, but 
exploring those is tough when the inventory 
pipeline domestically is so heavily depleted 
already.

Aboutcamp BtoB: On that note, how is 
Airstream doing these days in terms of 
supply chain and inventory pipeline?
Bob Wheeler: Supply chain has consumed 
probably 50 percent of our effort over the 
last 12 months. It’s everything from air con-
ditioners to refrigerators and cooktops to 
vinyl and seat foam, mattresses and pillows. 
Even commodities like lumber, hot- and cold-
rolled steel, aluminum, copper have become 
scarce, and more expensive. 
Not having access to materials has forced 
workarounds on many facets of our produc-
tion. Right now, we’re building units that are 
in some cases 95 percent complete and hav-
ing to put them in the yard and bring them 
back in to finish them later when the missing 
parts arrive. It’s terribly inefficient.
With supply issues as they are right now, 
we’re moving steadily – we’re not where we 
want to be, but it’s where we are at the mo-
ment. Ask me again next week and you’ll get 
a different answer. It’s very up and down.
Last year our RV shipments were down 14 
percent because we shut down complete-
ly for six weeks, and we just couldn’t make 
up that ground through the rest of the year. 
Now, like everyone else, we have supply 
chain headwinds. But even so, this year we 
expect our shipments to be up in spite of the 
supply headaches, so we feel bullish about 
where we are looking forward.

Aboutcamp BtoB: In the last 100 years, 
very few industrial products have re-
mained faithful to their original design, 
yet Airstream travel trailers are one of 
these products. What are the advantag-
es and disadvantages of being linked to 
this product image?
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Bob Wheeler: The Airstream trailer is the perfect example of form 
following function. It’s perfectly designed to do what it does. It’s 
based on an aircraft fuselage design, which was a proven approach 
to semi-monocoque engineering. 
Because that basic aluminum shell has been so durable, it’s become 
iconic and instantly recognizable as the brand – that silver shell. Luck-
ily for us, it’s so perfect for what it does we really don’t have to tinker 
with it. So, the advantage is that we’ve got something great, we 
know how to build it, it lasts forever, we don’t really feel like we need 
to innovate tremendously terms of its shape.
Now the disadvantages are sometimes that can be constraining to be 
tied to this history, but where we’re able to flex our design muscle is 
on the interior. There is no iconic Airstream interior, the shell is just a 
vessel which allows us to take creative approaches to different interior 
designs, and in particular, with respect to the technology that goes 
inside. 
So it’s the best of both worlds. I like to say we acknowledge and 
respect our history, without being constrained by it. We’ve got this 
beautiful piece of industrial art, this iconic shell, but inside we can 
pack in new technology that people expect, we can offer creative 
designs from very modern to very traditional, and appeal to all sorts 
of buyers and all sorts of tastes. 
In that sense, our history is perhaps our greatest advantage of all.

Aboutcamp BtoB: And that internal flexibility would permit 
Airstream to really appeal to the glamping movement. 
Bob Wheeler: We love the glamping movement because it gets peo-
ple into the camping space that probably never would have done so 
otherwise. Our biggest involvement is with the Auto Camp organiza-
tion, and their line of Airstream-based luxury accommodations. Auto 
Camp was founded on a model of stationary Airstreams. They went 
from a small location in Santa Barbara, California, to additional op-
erations in Napa Valley, Yosemite, upstate New York, Cape Cod and 
Moab. They’re buying properties all over the US with this business 
model, which has proven very successful.

We’ve never been in the hotel space, we’ve always been in the RV 
space so this seemed like the perfect entrance into that world, with 
a partner that understands hospitality innately while also loving and 
respecting the Airstream brand. We see it as a great way to both get 
into an adjacent industry, but also introduce that customer to the idea 
of an Airstream. And who knows how many buyers would go stay 
there and have this great experience in the wilderness and decide, 
maybe at some point I want to go and get one of my own and travel 
with it? We think it’s a great way of planting seeds with these buyers 
that they may have an Airstream experience in their future. 

Aboutcamp BtoB: With Covid-19 and so many people working 
from home, are you now seeing people buy Airstreams as res-
idences?
Bob Wheeler: In the US you’re not supposed to live in your RV, so 
I don’t really have data on that. But what we have seen, especially 
in the last year, is more people who used to work in an office 
realizing that their jobs can be done from anywhere. If they have 
decent Wi-Fi and a good cell connection, anyone can work from 
an Airstream. 
We launched a floorplan earlier this year that had an office in it – we 
know that a best practice for working-from-home includes having a 
dedicated space, and we’re trying to create that kind of approach to 
floorplan layouts for people that want to take their jobs on the road. 
But certainly, the connectivity factor is probably the most important 
part of that, and we’ve done everything we can to help facilitate that 
for our customers.
The whole development of power systems is also very exciting be-
cause more people want to camp off-grid, especially as campgrounds 
become more congested. People camping off-grid need good bat-
teries, they need solar, they need energy-efficient and water-efficient 
systems so they can stay out longer. We’re seeing more and more 
demand for that, both in our travel trailers and our motor homes. 
There’s a focus on lithium-ion batteries, better inverters, better solar, 
better monitoring of systems and usage. All of it represents an op-
portunity for Airstream to continue innovating, as it has done for the 
past 90 years.
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One-Stop Adhesive Solutions
for the Global RV Industry

www.hbfuller.com
www.koe-chemie.com

© H.B. Fuller Company, 2021.

Looking for High-Performance Adhesive Solutions?

At H.B. Fuller, we offer a full portfolio of products for the RV industry. From 
panel manufacturing to assembly bonding or sealing applications, we offer 
reactive hot melt and liquid PUR adhesives in addition to sealants, mastics, and 
tapes for the transportation industry.
Our one-stop-shop for all RV-related products for manufacturers and complete 
product portfolio allows for overall supplier consolidation. 

Take the right path at the right pace. Contact us today!
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“Drive small, 
live big!“
Actually, it should be: 
drive sensibly and live 
luxuriously. These are 
the words of Jens 
Kromer, Managing 
Director of Bürstner 
GmbH, on his 
understanding of 
how motorhomes 
should be 
designed today 

Born in Stuttgart, Kromer is half Ger-
man and half French. He lived in 
France for more than 30 years and 

worked in several sales and marketing posi-
tions in the bathroom furniture industry for 
23 years. 
He started at Bürstner in July 2015 as Man-

nterview with Jens KromerI Words Antonio Mazzucchelli 
and Peter Hirtschulz

aging Director. After his first impressions and 
experiences in the industry, he came to the 
conclusion that he needed to focus more on 
his understanding of brand management 
at Bürstner as he believes that a strong, in-
dependent and unmistakable brand, and a 
corresponding strategy, are the basis for the 

success of a company. Kromer has just cel-
ebrated his sixth anniversary at the compa-
ny, and a lot has changed at Bürstner. This is 
reason enough for Aboutcamp BtoB to invite 
Jens Kromer for an interview. Antonio Maz-
zucchelli, editor-in-chief and Peter Hirtschulz, 
German editor met him virtually.
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Aboutcamp BtoB: Mr. Kromer, Bürstner 
has recently started the creation of a 
new production plant. Can you give us 
some details on this project?
Jens Kromer: Due to the current high de-
mand for leisure vehicles, we will expand our 
production capacities and convert and mod-
ernize our two locations in Kehl and Wissem-
bourg. As part of the industrial reorganiza-
tion, the Compact Campers have been built 
in Wissembourg since January 2021. The 
construction works to increase capacity in 
Kehl will continue until autumn 2022.

Aboutcamp BtoB: What is the rela-
tionship between the various Bürstner 
plants, how is production divided?
Jens Kromer: The two production sites in 
Kehl (Germany) and Wissembourg (France) 
have always worked very closely together. 
Wissembourg has always acted as the most 
important supplier of furniture parts for the 
production site in Kehl. As part of the neces-
sary capacity increase, it was decided to use 
the existing skills and to start with building 
Compact Campers in Wissembourg (since 
January 2021). Wissembourg will continue 
to expand its competencies in the segment 
of Compact Campers in the future. The Kehl 
plant focuses on Panel vans and Motorhomes.

Aboutcamp BtoB: In the past Bürstner 
was one of the most important pillars 
in the Erwin Hymer Group (EHG)-group. 
Will Bürstner remain one of the pillars 
of the EHG-group in the future and how 
about the position among the major Eu-
ropean manufacturing companies in the 
sector?
Jens Kromer: Bürstner is a traditional brand 
with strong (product) values that has been 
successfully represented internationally for a 
long time. As part of the Erwin Hymer Group, 
we operate in the upper mid-price segment 
and represent an important pillar within the 
group, not least because of our broad prod-
uct portfolio.

Aboutcamp BtoB: How is the relationship 
between Bürstner and the rest of the 
Erwin Hymer Group structured today? 
What has changed with the entry into 
the Thor group?
Jens Kromer: With the takeover by Thor In-
dustries, we became part of a global group 
of companies, the global number 1 for lei-
sure vehicles. The group can rely on a strong 
network of production and sales locations.
Nevertheless, the brands work in their en-
trepreneurial freedom in order to best meet 
individual customer requirements within the 
framework of their respective positioning.

Aboutcamp BtoB: Looking at the produc-
tion of recent years, it seems that the in-
novative strength of the past (see prod-
ucts such as Brevio and GrandPanorama) 

has been slowed. Is that right? Why? Too 
expensive for a group strategy?
Jens Kromer: If you have followed the lat-
est reports, we can proudly say that, as the 
inventor of the famous fold-down bed, we 
have achieved a new dimension in our com-
petencies, especially in the area of #wohn-
fühlen. With the Lyseo Gallery, we will soon 
be bringing a vehicle into series production 
which, thanks to its patented gallery roof, 
will enable completely new possibilities of 
spatial awareness.

Aboutcamp BtoB: Is the new Lyseo Gal-
lery a product intended solely to be talk-
ed about or will it have a productive and 
commercial future? How was this con-
cept born? What are the links with other 
EHG projects?
Jens Kromer: The Lyseo Gallery is a near-se-
ries show car. The production version Lyseo 
TD Gallery is expected to go into produc-
tion from autumn 2022. In this case, we 
were able to fall back on a basic technology 
that was developed within the Erwin Hymer 
Group. The application in the front area of 
the vehicle above the driver’s cab is a patent-
ed exclusive solution for Bürstner. With the 
Lyseo Gallery we underline our expertise in 
vehicle interiors.

Aboutcamp BtoB: Are campervans a mar-
ket phenomenon that Bürstner is strong-
ly committed to?
Jens Kromer: Yes, definitely. Bürstner is 
known as a full-range supplier and has em-

Bürstner Lyseo Gallery
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barked on a very successful path with the 
Campeo, Eliseo and Copa series. With in-
dividual solutions and strong brand values, 
Bürstner vehicles have quickly established 
themselves in the campervan segment in re-
cent months.

Aboutcamp BtoB: Will the campervan 
segment have product and typology de-
velopments, perhaps with more compact 
vehicles with a pop-up roof? Or will it 
be just a refinement of the consolidated 
scheme, with the classic campervan on 
the Ducato?
Jens Kromer: In addition to our Campeo 
and Eliseo series based on Fiat Ducato / Citro-
en Jumper, we have been offering a vehicle in 
the Compact Camper segment since spring 
2021. We will continue to expand this area 
as well.

Aboutcamp BtoB: Let us talk about cara-
vans: is that a market segment that still 
matters to Bürstner?
Jens Kromer: With a look into the past, it 
becomes clear that Bürstner started with car-
avans. As already mentioned, Bürstner oper-
ates as a full-range supplier today. Of course, 
this segment will continue to be an import-
ant pillar in the Bürstner product portfolio.

Aboutcamp BtoB: What problems and 
what opportunities did the Covid period 
have for Bürstner?
Jens Kromer: Since the beginning of the 
pandemic, the situation has changed both 
for Bürstner and for the entire industry. The 
already increasing demand for recreational 
vehicles has increased significantly again in 
the past few months. Our products are more 
trendy than ever. Of course, this positive mar-
ket development also brings challenges. The 
effects of Covid were particularly felt in the 
supply of materials.

Aboutcamp BtoB: What are the current 
problems with the supplies of materials 
and components?
Jens Kromer: In the spring of 2021, the 
major effects of Covid on the production 
sites became apparent. The causes are var-
ied. They range from delivery bottlenecks for 
chassis, electronic components and windows 
to raw materials such as wood or plastic.

Aboutcamp BtoB: How is the present 
situation at Bürstner in relation to deliv-
ering new vehicles and in terms of pro-
duction and the waiting lists (are there 
any?) for clients? 
Jens Kromer: Of course, the disruptions in 
the supply chain have also had an impact on 
Bürstner. Due to, in some cases, short-term 
production postponements, so far, we have 
been able to avoid longer line standstills so 
have been able to avoid cancellations of or-
ders. In spite of all efforts, however, some 

long delays are inevitable.

Aboutcamp BtoB: Bürstner is par-
ticipating and benefitting in the 

present market boom. How do 
you think the infrastructure 
will accommodate all the new 
vehicles that were sold re-
cently?
Jens Kromer: As a manufactur-

er of leisure vehicles, we are primarily trying 
to expand the dealer network and service 
structure. In addition, of course, there are 
many other actions that must be taken. Since 
the interest in recreational vehicles has no-
ticeably increased, we are sure that further 
new possibilities in the field of camping will 
be opened up (such as farms, hotels and new 
campsites and parking spaces).

Aboutcamp BtoB: Is there any engage-
ment by Bürstner in helping all the new 
clients find  campsites and motorhome 
sites or other places to enjoy their Bürst-
ner products?
Jens Kromer: This shows the advantages of 
a strong group. Here we work very closely 
with our colleagues from FreeOnTour. Ac-
cordingly, Bürstner customers also benefit 
from their offers and services.

Aboutcamp BtoB: As a member of the 
EHG you will not participate in this year’s 
Caravan Salon. How do you plan to com-
pensate missing contact with existing 
and prospective clients?
Jens Kromer: : In the past 12 months we 
have had very good experiences with the 
strategic alignment of our sales and mar-
keting measures in digital formats. We were 
able to reach thousands of new customers 
via the digital channels and, together with 
our local trading partners, inspire them 
during our concept of Bürstner Days for our 
new products and offers. 
Of course, we will continue with what we 
started last year and will expand our Bürst-
ner Days concept to the main European 
markets. 
Nevertheless, trade fair appearances con-
tinue to play an important role in our sales 
and marketing strategy. With our aim to par-
ticipate in the leading trade fairs every two 
years, we are accommodating those custom-
ers for whom a visit to the trade fair plays an 
indispensable role in their purchase decision. 

Above and on the left:
Campeo 4x4, Bürstner’s 
first all-wheel drive vehicle

Below: 
Bürstner headquarters
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EASY TO CLEAN . HAIL RESISTANT . LOW THERMAL EXPANSION COEFFICIENT . LIGHT . 
HIGH ELASTICITY . WATERPROOF . STRONG CORROSION RESISTANT . DURABLE 

HIGH QUALITY GRP 
FOR RECREATIONAL VEHICLES

Brianza Plastica’s ELYCOLD and ELYPLAN fiberglass rolls and sheets are the ideal solution for the construction 
of panels for industrial, commercial, temperature controlled, recreational and public transport vehicles.   
The excellent resistance and dimensional strength, combined with lightness and easy workability, make them 
perfect for the construction of walls, anti-hail roofs, floors and interior coverings.

www.flatlaminates.com - sales-flatlaminates@brianzaplastica.it

Hall 13
Stand E88



30
    

The Italian 
soul of the 
Rapido Group
Giuseppe Pinto has been the general 
manager of PLA Camper and Giottiline, 
the brands acquired by the French group 
Rapido at the end of 2016, for just over three 
years. This Italian manager tells us about his 
experience including the excellent results, 
innovations introduced and changes in the 
processes of design and production

The Rapido group has controlled PLA Camper and its 
Giottiline brand 100% since 2019. This Italian compa-
ny is based in the Italian “camper valley”, in Colle di 

Val d’Elsa (Siena). Giuseppe Pinto (47) has extensive experi-
ence in the automotive sector. He graduated in management 
engineering with a production technology focus, and has a 
master’s degree in Lean manufacturing. He has dealt with 
most areas of operations: production, logistics, purchasing, 
etc. For 11 years he worked in the Fiat group. Aboutcamp 
BtoB interviewed him at the beginning of June. Here’s what 
he told us.

Aboutcamp BtoB: What is your training and what expe-
rience did you have before joining PLA?
Giuseppe Pinto: I arrived in this industry three and a half 
years ago. My entry into the company was managed directly 
by Pierre and Nicolas Rousseau, who hold the reins of the 
group. I really appreciated the opportunity that was given to 
me, because instead of looking for the classic general manag-
er in the commercial field, who already knew the market and 
customers or in the financial field, they chose a figure who 
knew production and was Italian. This is something I under-
line the importance of, because it would have been easy to 
take a trusted person, perhaps French, from within the group, 
and put him in charge of the Italian activities, but instead they 
preferred to look for a local manager who would facilitate the 
integration of the company within the group.
I started working in the Fiat group, and also gained experi-
ence abroad: first in England and then almost two years in 
the U.S., before finally returning to Turin to take care of cor-
porate projects that have also caused me to travel a lot. I have 
followed projects in the operations and supply chain of pro-
duction plants throughout Europe, and then I was entrusted 
with the responsibility of an engine assembly operating unit 
in Turin, the NEF unit.
When I arrived in Tuscany, I was plant manager and director 

nterview with Giuseppe PintoI

Words Antonio Mazzucchelli
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of one of the companies of the KME group 
before I went back to the automotive sector.

Aboutcamp BtoB: When did you join this 
company: what did you find and what 
opportunities did it offer for develop-
ment, growth and organization?
Giuseppe Pinto: I found something stim-
ulating, great skills and competence in the 
people brought together by Pierluigi Alinari 
- all experts in the sector. I found a genu-
ineness in this sector. I still consider it a bit 
unbalanced between being artisanal rath-
er than industrial, even if it is making great 
strides. I also found a great desire and energy 
on the part of Pierre and Nicolas and their 
team to establish itself as one of the major 
European players.
I liked this, as until then I had worked in 
structured multinational companies, with 
all that that entails in terms of control, but 
also because of the possibility of expressing 
one’s ideas and professionalism with great 
autonomy. Almost immediately I contribut-
ed with the curiosity and positive criticism of 
someone who “comes from outside”, push-
ing a bit on the application of basic princi-
ples of the automotive industry. I am helping 
to bring about this change, with a renewal 
of processes, and the results are being de-
livered: when I started they were producing 
900/950 units, and now, after three years, 
we are going towards 1,700.

Aboutcamp BtoB: So you were at almost 
half the current production volume. Was 
this due to lower demand or because 
there was not enough production capac-
ity?
Giuseppe Pinto: There was enormous po-
tential not fully exploited. There was a ten-
dency not to question the status quo and 
operating methods. Intervening on this front 
revealed significant pockets of productivity, 
so with the same lines we went from 900 to 
1,700 units. And things will continue to im-
prove as we are investing in a double track. 
Last year, we introduced a carpentry depart-

ment, while we will soon have a mechani-
cal traction production line with transversal 
campers, a more industrial solution.
There was enormous potential and choosing 
to no longer produce 40-50 different models 
really helped. Already in the first year we had 
dropped to 18-20 models. This allows for 
the improvement of standards, greater pro-
ductivity, higher and immediately recognized 
quality: the market has noticed this and has 
begun to appreciate it. Having the Rapido 
group behind us has had enormous signifi-
cance, and the attention of dealers and end 
customers has increased.

Aboutcamp BtoB: Let’s talk about this 
upcoming change. What have you spe-
cifically foreseen and when will it be fi-
nal?
Giuseppe Pinto: The first production on the 
new assembly line will start as early as July, 
while we will finish the expansion of the area 
dedicated to changing rooms, offices and the 
canteen area, completing the works by the 
end of the summer. Immediately after the 
fairs, we plan to organize the actual inaugu-
ration, with the production line up and run-
ning. Basically, in the first phase of our plan, 
we added the carpentry unit to the current 
main site, and we stopped being just assem-
blers. I believe that this year we will be able 
to produce a good percentage of our kits in-
ternally, and this is helping us to bring back 
competence, flexibility and some new oppor-
tunities. It is a path that we have only recent-
ly embarked on, but it is absolutely winning.
In phase 2, in addition to the birth of the new 
production line, we have planned to move 
the warehouse to the main site. To date, we 
have operated in three different structures: 
the main one in Pian dell’Olmino, one in Bel-
vedere, where we have been producing two 
van models since last year, and then a third 
site dedicated to the warehouse, which we 
plan to leave before the end of the summer. 
From a logistical point of view, receiving all 
the goods on an external site means moving 
them at least three times before use. Keeping 

it at the main site, next to the assembly line, 
will help a lot.

Aboutcamp BtoB: How did you manage 
the most critical phase of the pandemic 
and what were the repercussions?
Giuseppe Pinto: Very well: we had intro-
duced the Covid protocols early, and every-
one was already equipped with masks. We 
had identified a series of internal rules which 
we then updated by signing the agreement 
with the trade unions. This allowed us not to 
waste even a minute of production: we only 
had to stop from 20 March 2020 because we 
were considered “non-essential”, otherwise 
we would have continued. The workers, it 
seems to me, appreciated the fact that we 
had already distributed masks inside and had 
the thermometers available at the entrance 
to the sites. We had already filled out ques-
tionnaires at the entrance, in short, we had 
already done a lot to make everyone feel in 
a “safe” place. Some repercussions came lat-
er: during this year we had several absences 
for precautionary isolation for positive close 
contacts, we also had some positive cases, 
fortunately without any serious problems.

Aboutcamp BtoB: How does the phase 
of euphoria that Europe is now going 
through affect you?
Giuseppe Pinto: It concerns us a lot because 
we are very export oriented. We export over 
80% of our production, in particular to Ger-
many, Spain, and France. Right now the de-
mand is very strong. It has really increased 
everywhere, and we are sorry that sometimes 
we are not able to satisfy all requests.

Aboutcamp BtoB: Regarding suppliers of 
the base vehicles, you were among the 
first to believe in alternative brands to 
Fiat, such as Citroën. What is the balance 
now and how do you intend to pro-
ceed after the creation of the Stellantis 
group?
Giuseppe Pinto: We certainly had an excel-
lent intuition. Credit must be given to Pierlui-

Giottiline head quarter and plant 
in Colle di Val D’elsa, Siena
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gi Alinari, but even earlier to the old Giottiline 
for having seen in the long term. Back then 
it was a way to differentiate ourselves: we 
were the first to propose this alternative and 
it has undoubtedly proved successful. We are 
recognized by Peugeot-Citroën itself for hav-
ing given a big boost to their RV market.
The birth of Stellantis is still to be discovered 
and experienced, but luckily I have an ex-
cellent relationship with everyone from my 
past in the Fiat group. The thought of stay-
ing with only one supplier, even if with the 
strongest and most reliable, creates a bit of 
concern for me. For the moment, however, 
things are going very well, and now that Ro-
berto Fumarola has become the head of the 
Stellantis motorhome division I feel like I’m 
playing at home. I hope I don’t have to open 
the door to some other mechanics supplier, 
but I can’t rule it out.

Aboutcamp BtoB: Fewer and fewer com-
panies are engaged in the lower end of 
the market, do you still believe that it 
can give satisfactory results?
Giuseppe Pinto: We are sure of it. Given 
that being present in the lower end of the 
market is very difficult, I think that perhaps 
this explains why fewer and fewer compa-
nies are present: it is not for everyone!
In any case, the decision to acquire PLA and 
Giottiline by the Rousseau family was made 
precisely to complete the Group’s portfolio, 
which was not present in the entry-level 
range. In addition, looking at the market, I 
believe that both the generational change 
and this renewed sensitivity towards the 
camper - both for the traditional camper and 
for the van - are pushing and will continue to 
push young, new people who are approach-
ing these for the first time. The entry-level 
offers greater peace of mind: it is clean, func-
tional, under warranty, in short, much prefer-
able to a used one.
Pierluigi Alinari was here with us almost all of 
my first two years, and he often repeated to 
me that we had to offer the camper for ev-
eryone. In my opinion, he was right. I am also 
convinced that in Italy, just as we are good 

at building utility cars, we can also make a 
camper for everyone.

Aboutcamp BtoB: Are you planning to 
redefine your product range?
Giuseppe Pinto: Absolutely, yes. The mar-
ket is constantly evolving and increasingly 
demanding. Customers needs change and 
we want to be ready to satisfy them; for 
next season we have completely revisited 
the entire Siena range and we will launch a 
completely new model in which I personally 
believe very much; in addition, we worked 
on the third layout of the campervans, which 
for us are a new range only introduced in the 
current season. And next year there will be 
further developments that we are already 
working on.

Aboutcamp BtoB: You entered the cam-
pervan segment last year, and now you 
will add another model. How much will 
it contribute as a percentage of the turn-
over of your brands? Is it a product that 
you cannot fail to have, or do you be-
lieve in it and think it is an important 
development?
Giuseppe Pinto: We strongly believe in it. 
In the budget for the season that is about to 
begin with vans, we plan to reach 30% of 
our forecast volumes, and it will already be 
much more than the current season, almost 
double. I think campervans are really going 
to be on par with motorhomes. It is not a 
fad, it is something that will continue in the 
medium to long term. We’ll be there.

Aboutcamp BtoB: What are the rela-
tionships and synergies with the Rapido 
group?
Giuseppe Pinto: In my opinion, a perfect 
harmony has been generated. In the initial 
phase there was a lot of help from the group 
towards us, and it is absolutely normal to 
have to help us change the course a little. 
But appetite comes with eating, so beauti-
ful ideas of Italian creativity and the skills we 
have here have also allowed us to create a 
return flow, which is giving great benefits.

Here in Italy, for example, we now produce 
profiles for Itineo, a brand that is typically 
produced in Mayenne - next season we will 
make four models - and we are having very 
positive feedback. We have gained confi-
dence and interest is growing which pleases 
me very much. Conversely, with the launch 
of the campervans, we had a great deal 
of support from the technical office of our 
French colleagues: we started from a typically 
Rapido project base on which we then did all 
the work that belongs to us, maintaining an 
important quality of that project, but look-
ing for opportunities to contain the cost and 
meet the expectations of our markets.

Aboutcamp BtoB: Are you able to esti-
mate how many PLA and Giottiline mo-
torhomes are currently on the roads of 
Europe? 
Giuseppe Pinto: Speaking only of PLA, from 
2010 to today, I would say that there is hard-
ly a scrapped vehicle yet, so all the products 
are circulating. In my opinion we do not 
reach 10,000 vehicles: the first years were 
from 300-400 units and after my arrival we 
broke through 1,000, but we are only talking 
about the last three years.

Aboutcamp BtoB: How did you set up 
the after-sales service and spare parts 
management?
Giuseppe Pinto: After-sales service is essen-
tial and we are doing a lot of work on it. We 
have a long way ahead of us, but I am con-
vinced that structuring a good after-sales ser-
vice will help us develop brands on the mar-
ket and grow even more in the definition of 
our products. Furthermore: the sooner and 
better critical situations are managed, and 
the sooner the customer returns satisfied, 
and perhaps chooses to buy a new Giottiline 
camper. This generates good word of mouth.

Aboutcamp BtoB: The pandemic has 
called into question the effectiveness of 
some consolidated promotion and sales 
tools, such as trade fairs, printed cata-
logs, direct sales in showrooms. What 
are your thoughts on this?
Giuseppe Pinto: I am a bit conservative on 
this issue. On the one hand, I personally con-
tinue to appreciate the traditional catalogue, 
the paper, the photo and the tranquility with 
which it is possible to search for things of 
your interest; on the other hand, I am not 
entirely convinced that the web tool alone 
is sufficient for promotion and sale. On too 
many occasions at the fair we meet people 
who go into total panic when we propose 
to read the technical data sheet via mobile 
phone. And this is a pan-European thing.
In addition, last year at the various discussion 
tables with other manufacturers, I helped 
push for fairs, as they are still too important 
a way to “touch” the quality of our products 
and the solutions offered. I continue to be 
convinced of this, so much so, that from now 
on I can confirm our participation in the tra-
ditional fairs in this sector.
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The new Silent Plus 
8100H and 5900H 

are coming...

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

www.telecogroup.com

Silent Plus
Featuring cutting-edge 

technology, the new 
air conditioners offer 

higher performance and 
thin, compact internal diffusers.

The new diffuser, measuring just 45x45 cm, can be easily installed in the living compartment passageway without obstructing wall unit 
doors, the wardrobe door or the living area door. It’s also significantly thin, with a thickness of 4.2 cm. The Silent Plus operates with a hi-
gh-efficiency heat pump; providing high heating power at very low consumption rates, it can effectively heat the interior of a motorhome 
or caravan even with outdoor temperatures as low as 4°C. The Silent Plus new range uses the R32 coolant, ensuring high performance 
but less environmental impact, in line with a Teleco environmental policy that has seen all air conditioners use this gas since 2020.
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Seizing challenges and capitalising on opportunities 
have been hallmarks of Anthony Wollschlager’s career. 
The new Airxcel group president shares his thoughts on 
the unique challenges and opportunities ahead as the 
global RV industry enjoys some of its best days yet

Challenge and 
opportunity

Words Craig Ritchie 

HALL 13
BOOTH D33
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Reflecting on the past 18 months, 
Airxcel group president Anthony 
Wollschlager says the world’s expe-

rience with the coronavirus pandemic has 
clearly brought tremendous challenges, but 
also tremendous opportunity.

Seizing challenges and making the most of 
opportunities have been key themes through-
out Wollschlager’s career. Following seven 
years at Wesco Distribution, Wollschlager 
joined Elkhart, Indiana-based Dicor Products 
in February 2016 as its chief operating officer, 
then was named president in October 2017. 
In June 2021, Wollschlager again faced new 
challenges and opportunities when Jeff Ruth-
erford, Airxcel president and CEO, named 
him group president for Dicor parent, Airxcel 
Inc. – a newly-created role with full oversight 
of the company’s Dicor, United Shade, Vixen 
Composites, MCD, Cleer Vision Windows and 
Cleer Vision Tempered Glass business units, 
along with full responsibility for both OEM 
and aftermarket sales and marketing in the 
US RV market.

Aboutcamp BtoB caught up with Wollschlager 
in mid-July to talk about the challenges and 
opportunities that lie ahead, including his 
thoughts on the changing needs of new RV 
buyers, today’s M&A environment, and the 
resiliency of the aftermarket.

Aboutcamp BtoB: Congratulations on 
the new responsibilities, which come at 
an interesting time. On one hand the RV 
industry is enjoying an extremely strong 
market. Yet at the same time, it faces con-
tinuing supply chain headwinds.
Anthony Wollschlager: It is an interesting 
time. Being a committed partner is one of 
our business pillars, and we strive to be that 
every single day. There are some things that 

are beyond our control, but that doesn’t nec-
essarily fit with our mindset of always seeking 
continuous improvement. So, we’ve mitigated 
that by adding resources and capabilities in or-
der for us to be the best supplier that we can 
be. We’re not perfect by any means, but we 
are doing everything we can to keep product 
moving to both the OEM customers and our 
aftermarket customers in spite of these head-
winds.

Aboutcamp BtoB: Has the supply situa-
tion created any new opportunities, in 
terms of being able to enter new markets 
or leapfrog competitors?
Anthony Wollschlager: If you’re the kind 
of person who sees the glass as being half 
full, then you see there are always opportuni-
ties. That’s part our mindset internally, but of 
course it’s critical to ensure that you’re doing 
something for the right reasons and that you 
have full buy-in from your customers, whether 
that be in the aftermarket or whether that be 
at the OEM level.
We’ve stayed true to who we have been and 
who we are, while looking to grow our busi-
ness in various areas, whether that comes 
from entering a market segment that we’re 
not in, or whether that comes from expansion 
of current products that we have today, or 
whether that comes from acquisitions. Seiz-
ing opportunity is about creating sustainable 
value, and we are always looking to do that.

Aboutcamp BtoB: Is this a good M&A en-
vironment today? Would there be better 
opportunities for OEM or aftermarket 
sectors?
Anthony Wollschlager: There are some op-
portunities. Airxcel made acquisitions through 
this challenging period: we acquired Cleer Vi-
sion and Cleer Vision Tempered Glass in the RV 
market, and we acquired Custom Air Products 

and Services – CAPS – in May. CAPS serves the 
Specialty HVAC markets. So our company has 
grown in part through acquisitions... in fact, 
the building that I sit in, with the Dicor sign 
out front, was an acquisition that we made 
when the environment was very different.
M&A opportunities exist, one just has to de-
termine whether they’re a good fit or not.
We serve both OEM and aftermarket cus-
tomers, and both segments are critical to our 
overall business. They’re tied together, starting 
with a product sold at the OEM level which 
might one day be replaced with another prod-
uct purchased through an aftermarket chan-
nel. And we view those different market seg-
ments through the same lens as being equally 
critical again to our overall business. We may 
have different models and how we go to mar-
ket and those two different segments, but 
they go hand in hand, and we look at them 
as such.

Aboutcamp BtoB: A lot of the RV manu-
facturers are facing production backlogs, 
and dealer inventories have never been 
as thin as they are right now. Does that 
create any additional opportunities in the 
aftermarket?
Anthony Wollschlager: Sure. The aftermar-
ket is very strong, and it’s tremendously resil-
ient. Back in 2008, when the demand for new 
RVs was lower than what we’re seeing today, 
the aftermarket was still strong, with people 
still looking at doing upgrades to their current 
unit or doing general maintenance. Yet today, 
even with the demand for new RVs, the after-
market remains very active. 
The more RVs that are on the road obviously 
represent more opportunities for equipment 
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upgrades or maintenance work. The more 
people that buy RVs, the greater the oppor-
tunities in the aftermarket for sure. That in-
cludes opportunities on the service end of it, 
as well as direct consumables.
We sell a lot of consumables and products that 
lend themselves to the do-it-yourself buyer. 
Window coverings are a good example. Our 
MCD Innovations and United Shade window 
covering brands are easily interchangeable, it’s 
not a complicated process that involves spe-
cial tools or anything like that. We see a lot 
of people upgrading to Maxx Air ventilation, 
as another example, and that’s well within 
the realm of the average handyman as a DIY 
project.
We obviously have other products that rep-
resent more of a service type of offering due 
to their installation complexity, such as our 
different Coleman-Mach and Maxxair air con-
ditioners, Suburban water heaters and furnac-
es, and CAN cooking appliances. We have a 
nicely balanced portfolio in that sense, with 
products that need a technician and others 
that don’t.

Aboutcamp BtoB: Is that aftermarket buy-
er changing as we transition into seeing 
younger consumers in the market? Are 
younger buyers still as comfortable em-
bracing do-it-yourself projects, or is that 
migrating toward more of a service offer-
ing as well?
Anthony Wollschlager: That’s a good ques-
tion that’s tough to answer given that as an 
industry, I think we’re all still learning what the 
requirements are for those new buyers. The 
influx of millennials and other first-time buy-
ers into the marketplace is showing that these 
consumers are looking for new experiences 
with RVs, and that’s not necessarily always go-
ing to the same RV park and setting up there 
on the same weekend every year. They may be 
doing completely different things and having 
very different experiences from what we’ve 
seen historically. So there’s still a little bit of 
an unknown where the requirements of these 
new buyers really are for the aftermarket, and 
I think that’ll play out in time. 
Obviously, technology is playing a huge role 
in our industry right now, and the new buy-
ers are coming in with all-new expectations. 
This is not only on the front-end of buying the 
unit, and having what it needs to have in it to 
have a great experience, but also on the back 
end, where if something was to go wrong, we 
need to think of how that customer is going 
to be serviced and how easy is it for that tech-
nology to be upgraded.
There’s a lot of dialogue happening internally 
and externally with our customers every single 
day, which is great. That’s what we want, to 
have that constant communication. And that 
drives a lot of our product development, for 
sure. We value that input, because it helps 
ensure we’re looking at things through the 
appropriate lens in order to bring the products 
to market that are truly being asked for. And I 
think we’ve done that over time with a great 
deal of success.

Aboutcamp BtoB: Presumably that would 
also apply in the OEM world as well.
Anthony Wollschlager: Yes, for sure. Prod-
uct development is part of our DNA. We talk 
about that, oh it seems like every single min-
ute of every single day! What’s the next new 
thing that we’re going to produce and bring 
to market? It drives everything we do. 
And that new product pipeline, I have to 
say, continues to be robust. Customers who 
want to have the latest and greatest capabil-
ities know they can find that in our portfolio. 
Balancing that is a full range of established 
product for customers building units for buy-
ers who prefer a more traditional approach. 
That’s been a key to our success over the last 
30 years and I don’t see that changing any 
time soon.

Aboutcamp BtoB: How challenging is it to 
juggle that pipeline right now? Because 
you have OEMs desperately needing 
parts, aftermarket shelves that need to 
be stocked, and service orders that need 
to be fulfilled – all presumably impacted 
to some degree by supply chain?
Anthony Wollschlager: There are a lot of 
tactical decisions being made every single day, 
and that’s required in this environment. Un-
fortunately, we have to be tactical every single 
day to ensure that we keep product flowing to 
all channels at the appropriate levels.
However, I don’t see that as an excuse for 
not being strategic in our business. And that’s 
what we continue to do. We do see this mo-
ment in time having some sort of finish line, 
especially when demand catches supply. So 
to put our strategic focus on the back burner 
right now would be a disservice, not only to 
ourselves, but our customers and to our em-
ployees.

Aboutcamp BtoB: With all three channels 
clicking right now, how much more run-
way do you feel remains?
Anthony Wollschlager: Well, I think the 
length of that runway is up to us, as an in-
dustry.
I think obviously from a supply standpoint 

we need to make sure we keep up with the 
demand that exists in the marketplace today. 
I think from an OEM standpoint we need to 
make sure that our quality is perfect and that 
we’re doing the best that we possibly can for 
those new buyers to ensure they have a great 
experience with their RV.
To me those two elements are critical. And if 
one doesn’t come to fruition, then that has 
the potential to negatively impact the demand 
that we’re seeing today. It’s all about the expe-
rience anytime that you do something new. If 
you have a great experience, then you’ll want 
to do it again. If it’s a disappointment, then 
you probably won’t have as much enthusiasm 
to try it again. And I think that’s where our 
mindset is, at least on the supply base right 
now. It’s our obligation to be able to feed that 
demand by getting products to our customers 
on time to the best availability.
So sure, there are serious challenges today, 
and there’s risks associated with those chal-
lenges. But I think for us internally, we’re fo-
cused on being the best that we possibly can. 
And we hope that that will allow our OEM 
customers and our aftermarket customers to 
truly benefit in the long term.

Aboutcamp BtoB: Let’s wrap up with a 
question about magic. If we could give 
you a magic wand, how would you use 
it?
Anthony Wollschlager: I think we would all 
like to see supply catch demand. But that’s to-
day – beyond that, in the longer term, I would 
love to see the growth rate of our industry 
continue on today’s trajectory. I do believe that 
as an industry, we have the capability to make 
that happen by ensuring that buyers continue 
to have truly wonderful experiences with their 
RV.
We all face clear challenges today, and every-
one knows that navigating through them will 
not be easy. But there are a lot of really good 
things happening as well, and as an industry, 
we need to be cognizant of that and not lose 
focus on those opportunities. That’s the stra-
tegic part of the business, and that’s the stuff 
that is truly exciting to me.
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Thanks to the twin sheet technology, Lippert was able to create a 
larger than average folding roof, able to contain a double bed mea-
suring 200 x 130 cm, without increasing its weight. Another advan-
tage of this technology, compared to fibreglass pop-up roofs, is the 
possibility of industrializing production, so it is possible to mass pro-
duce large volumes while maintaining constant quality standards. The 
lifting system is another original feature. It has a double mechanism, 
both pantograph and folding, which allows for more space in height 
even on the lower side of the roof. 
“Compared to the first version, Vela will have greater interior space”, 
says Tommaso Gasparrini, aftermarket manager Lippert RV Europe; 

“We have made sure that, once opened, the roof is much higher 
at the front and rear. And to date, our analysis shows the 
pop-up roof for the Fiat Ducato has greater interior space 
than all its competitors. We have also modified and simpli-
fied the roof release system to open it. Now a single lever 

frees the two safety catches at the same time ”
The new Vela is available for the Fiat Ducato, Citroën Jumper and 
Peugeot Boxer with H2 roof and lengths L2, L3 and L4 (i.e. 541, 
599 and 636 cm). Vela creates a real additional room equipped 
with autonomous lighting thanks to perimeter lights and spots 
for reading, sockets for charging smartphones and air condition-
ing vents. The  washable and removable fabric is fireproof and 
can be combined with a special insulated sheet with a water-

proof outer layer and an insulating inner layer.
Vela is also designed for the installation of portholes and 

photovoltaic modules, and can also accommodate a roof 
air conditioner.

New Vela: the evolution 
of Lippert’s 
pop-up roof

Exactly one year after the launch of its first development of a 
pop-up roof, Lippert is presenting an evolved version of Vela 
at the Caravan Salon Düsseldorf 2021. This folding roof is pro-

duced in Europe and uses a thermoforming process called twin sheet. 
This involves the joining of two thermoformed sheets with an air gap 
between them. In this way, avery robust, but at the same time light 
roof is achieved with a weight reduction of  20 or even 30 percent 
compared to similar fibreglass products. In addition, it is possible to 
force hot or cold air into the cavity to air-condition this additional 
room. 

The new Lippert Vela, the second generation of its pop-up roof, will be premiered at the Caravan Salon 
Düsseldorf 2021. Developed and produced in Europe, Lippert pop-up roofs are built with a twin sheet 
thermoformed technique. Sturdy and light, they offer a spacious extra, very well equipped bedroom.

ompany news LippertC HALL 14
BOOTH C25
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R-Bike also 
available for 
Mercedes Sprinter, 
Ford Transit and 
Volkswagen Crafter
After launching the R-Bike carrier for the Fiat Ducato, 
the first modular bike rack system for campervans, 
it is now time for versions designed for the 
popular  Mercedes Sprinter, Ford Transit 
and Volkswagen Crafter mechanics

R-Bike, developed and designed by Lip-
pert’s European division to  carry two 
e-bikes with ease and safety, is a revo-

lutionary and flexible system that offers a new 
family of bike racks, ideal for traveling tourists 
who love sporty and dynamic holidays. Thanks 
to a system of modular accessories, R-Bike can 
also carry skis, snowboards, surfboards or can 
be equipped with a storage box.
After the initial development of the product 
for the Fiat Ducato and its counterparts the 
Citroën Jumper and Peugeot Boxer, Lippert is 

completing the range by making R-Bike avail-
able also for other popular vehicles in the 
campervan segment. The complete R-Bike 
range will be presented at the Caravan Salon 
in Düsseldorf, where Lippert will have a large 
stand and several products from its aftermar-
ket and OEM catalogue for Europe. 
The specifications of the new models are sim-
ilar to the version for the Fiat Ducato, starting 
with a weight of only 10 kg, which makes 
R-Bike competitive with any other bicycle or 
roof rack system on the market. The frame 
has oval section aluminum tubes (30 x 45 
mm) which are oxidated and painted, a solu-
tion that offers better structural solidity than 
round tubes and enables R-Bike to have a re-
markable maximum load capacity of up to 40 
kg in any configuration. Furthermore, R-Bike 
can be easily installed with a new gluing sys-
tem that uses a single-component polyure-
thane mastic: the bike carrier is mounted on 
the tailgate of the van without  screws and 

without drilling any holes in the original ve-
hicle body.
“Holidays with recreational vehicles are a 
trend that is now stronger than ever and 
which, in our vision, will also be confirmed in 
the years to come” comments Tommaso Gas-
parrini, Aftermarket Sales Manager, Lippert 
RV Europe. “The campervan, without any 
doubt, is the vehicle that marks the direction  
of the present and future market. Through 
the study of this innovative range of bicycle 
racks, Lippert wants to reach both the after-
market customer and the OEM market of the 
van segment with a line of extremely versa-
tile products suitable for solving the needs of 
any type of travel and traveller. They are also 
aesthetically exclusive, perfectly efficient and 
functional on a technical and technological 
level,” he continued.
R-Bike for Mercedes Sprinter, Ford Transit and 
Volkswagen Crafter will be available from 
January 1, 2022.

ContactsIn partnership with
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Curved and flat premium 
windows from Polyplastic
Polyplastic by Lippert, a well known brand of high quality windows for the RV market, 
bets on its premium range of products at CSD 2021: the Polyvision line comes with two 
brilliant, high performing and efficient solutions for flat or curved walls 

Polyvision is a high quality range of alu-
minum frame windows by Polyplastic, 
the Nederland based company spe-

cialized in production for the global RV mar-
ket, starting from the raw acrylic material to 
the design and manufacturing of integrat-
ed acrylic-based solutions. The Polyplastic 
Group, acquired by Lippert in 2019, also, in-
cludes two other companies, Delta Glass and 
Double Cool, strictly involved in production 
and supply. The Polyvision range of windows 
by Polyplastic, on display at the Caravan Sa-

lon 2021 introduces itself to the market with 
two models: Polyvision Aero and Polyvision 
Curved. Both systems are aluminum framed 
and double formed acrylate windows, UV sta-
ble cast, and both integrate a thermal bridge 
to prevent condensation and enforce a better 
isolation. This barrier against the cold bridge 
is embedded into the frame with 75mm radi-
used corners. 
In detail, Polyvision Aero is a flush framed 
window specifically designed for flat walls 
and Polyvision Curved is designed and engi-

Words Enrico Bona

C ompany news Lippert
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Schaudt boosters: indispensable 
on motorhomes with EURO 6 engines

Markdorf, Germany – Schaudt GmbH 
Elektrotechnik & Apparatebau is a 

leading supplier of electronic controls and 
energy management systems for the Euro-
pean Caravan Industry. 
Located in Markdorf, Germany, Schaudt,  
acquired by Lippert in April 2021, has 
been supplying the recreational vehicle 
market in Germany and throughout Eu-
rope for over 40 years. 

TECHNICAL FEATURES

Model Output Current Input Voltage Output Voltage Reverse Current Weight Dimensions (HxLxW)

WA 12545 45 to 70 A 12 to 15 V 13,4 - 14,7V < 0,2 mA 1150 gr 73 x 170 x 193 mm

WA 12525 20 to 30 A 12 to 15 V 13,7 - 14,7V < 0,4 mA 410 gr 59 x 148 x 95 mm

neered for curved chassis with Radius 5000. 
Polyvision Curved is currently designed for 
campervans based on Fiat Ducato chassis 
but, due to the unstoppable growth of the 
demand for campervans, a well-defined trend 
of this historical moment of the RV market, 
Polyplastic is now engineering, also, develop-
ments of the product aimed to equip differ-
ent vehicles, starting from a version for Ford 
Transit chassis.  
Polyvision Aero, instead, having a flat shape, 
makes versatility its decisive point and can be 
installed as a window system on motorhomes 
and caravans with flat wall in any thickness. 
Both systems, thanks to an extreme design 
and  Polyplastic’s expert use of materials, fit 
into the chassis of the client’s vehicle with a 
frame just protruding 8 mm; the acrylic win-
dow, in turn, integrates into the aluminum 
frame, The window system is clamped with 
supplied clips, so that no holes need to be 
made in the wall for mounting. Polyvision 

systems, also, offer the option for sliding 
windows, aimed to those clients who need 
to open lights close to entrance doors or, for 
instance, when installing standard accessories 
such a bike rack or similar on the back wall 
for motorhomes. Polyvision Aero and Poly 
Curved are available, for an immediate and 
guaranteed in delivery times use on client’s 
production lines, in the most popular standard 
windows sizes on the RV market. A complete 
customization, however Polyplastic remarks, 
is also possible in dimensions for those cus-
tomers who have particular construction or 
style needs: “Our R&D Department is always 
ready to listen to client’s needs and motivat-
ed to constantly grow also by client’s inputs” 
says Lorenzo Manni, Vice President Sales, Lip-
pert RV Europe.
As the dimensions, also colors of the alumi-
num frame of Polyvision Aero and  Curved 
can be totally customized in the process, in 
order to match, if needed, with the client’s 

palettes. The standard color offer, in both 
ranges, is yet very extensive and includes all 
window components. In the original config-
urations, indeed, both Polyvision Aero and 
Curved, offer the aluminum frame in Black, 
Graphite and Natural colors. The acrylic of 
the window is available in two options: Gray, 
Transparent, or Privacy Black version, with a 
dark effect from the outside. Based on the 
acrylic selection, then the client can choose 
the print screen’s color: Black or Graphite or, 
ultimately, a window without printscreen. 
“The flushy design of both products, Aero 
and Curved, their several technical and color 
options, their complete customizability, make 
them a particularly popular choice by our cus-
tomers for their premium vehicle ranges: all 
Polyvision solutions are, without any doubt, 
a luxury feature aimed to the clearest and el-
egant design a builder can offer to his most 
demanding end user” concludes Lorenzo 
Manni.

Schaudt has, therefore, proven to key Euro-
pean caravan manufacturers over many years 
that it delivers innovative power supply sys-
tems, boosters, controlling solutions, indicator 
panels, and linking all of these systems and 
making them completely expandable. These 
products are setting new standards within the 
industry.  
Among the latest additions to the Schaudt 
catalogue is the WA 121545 booster which 
expands its range of service battery charging 
optimizers for motorhomes alongside the less 
powerful WA 12525.

The Schaudt boosters are designed for 
optimal charging of lead acid, lead gel, 

AGM and lithium batteries LiFePO4 
while driving motorhomes with 12 

V systems. These are extremely 
efficient products especially 

for vehicles with EURO 6 
engines which have alter-
nators designed for en-
ergy-saving charging. In 
these cases, the charging 
voltage fluctuates strong-

ly according to the 
driving conditions, and 
without a booster, the 

charging is inefficient.
The booster is a switch mode-up/step-down 
converter that compensates for the fluctu-
ating alternator voltage and provides a high WA 12545

WA 12525

charging current. If there is an alternator signal 
“D +”, it goes into operation with a very high 
level of efficiency.  A built-in fan is very quiet 
and only runs at high performance When a 
battery temperature sensor is connected, the 
charging voltages are adapted to the battery 
temperature.
But even if a traditional alternators is being 
used, the recharging of the service battery is 
significantly improved by using the booster. 
In particular, in the case of long charging ca-
bles, the charging current is much higher; and 
in the case of AGM batteries that require a 
charging voltage of 14.7 V, the use of a boost-
er is essential. 
On the WA 12545 model, the maximum 
charging current can be selected from four 
values: 45, 55, 63 or 70 A.
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The Fiat Professional Ducato, the preferred mechanical base of the camper sector in Europe, has been 
renewed. New engines, fully renewed dashboard and a lot more safety: these are the main cards with 
which the new Ducato plays its game

Words Renato Antonini

roduct news Fiat Professional

New Ducato, new horizons

The Fiat Professional Ducato has al-
ways been continuously evolving 
over time. This has allowed it to be 

a leader in the market for 40 years. The 
Ducato is a market leader, having become 
the best-selling light commercial vehicle in 
Europe in 2020 with sales of 149,000 units 
(+8 percent on  2019). And so the Duca-
to has reached its eighth edition, which 
although apparently similar to the previous 
one, in reality has many profound changes: 
starting with the engines and ending with 
the fully renewed dashboard. The official 
presentation of the new Ducato, which took 
place in the presence of Eric Laforge, Head 
of LCV Enlarged Europe at Stellantis, con-
cludes a cycle of growth and renewal that 
began a few months ago with the launch 

P

of the E-Ducato, the Stellantis Group’s first 
full-electric commercial vehicle. 
Roberto Fumarola, Head of RV Enlarged 
Europe pointed out that the Ducato is an 
ultra-tested product, and at the same time 
it builds a bridge towards the future with 
advanced technological solutions that can 
be successfully exploited by the RV sector. 
In fact, let’s remember that the Fiat Pro-
fessional Ducato has been the preferred 
mechanical basis for European motorhome 
manufacturers for many years. The new 
version strengthens the collaboration rela-
tionship between the manufacturers them-
selves and Fiat Professional, the brand in 
which Ducato has long been part of and 
has now become one of the planets that 
gravitate in the Stellantis orbit.

Style and technique
A new vintage Fiat logo, in a large size, fea-
tures on the front of the Ducato, but the 
grille and the engine housing have also been 
renewed. In addition, the LED headlights are 
30% brighter than halogen lamps. Under 
the bonnet, the newly-developed engines 
show great strengths: the power levels have 
remained unchanged (120, 140, 160 and 
180 hp), but the new 2.2 Multijet3 diesel 
engines have been developed to comply 
with the Euro 6D-Final regulations. There is 
torque of up to 450 Nm available, as before, 
but fuel consumption has been reduced as 
well as CO2 emissions. The engines are more 
efficient and lighter, offering greater flexibil-
ity of use and are now quieter. A new and 
improved 6-speed manual transmission is of-
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fered in all four levels, while the sophisticated 
“9-Speed” automatic transmission is avail-
able with the 140-hp, 160-hp and 180-hp 
variants. The new Ducato guarantees better 
maneuverability and extreme ease of park-
ing, thanks to the self-adjusting electrically 
assisted drive system. 

Cabin: here is the future
As soon as you enter the cab, you realize 
that the Ducato has taken a decisive step 
forward, not just in terms of style, but also 
driving comfort and practicality. There is a 
new all-digital configuration of the inter-
nal instruments: the full digital cockpit can 
immediately and clearly provide practical 
journey information and alerts, with a great 
deal of flexibility to meet drivers’ real-world 
requirements. The screen (up to 10”) in the 
middle of the cabin supports the driver with 
important informations. In addition to the 
new Uconnect interfaces we can exploit a 
satellite navigation system including TomTom 
3D maps and built-in wireless Apple CarPlay/
Android Auto. The digital central mirror digi-

During the presentation of the new Ducato 2021, Eric LaForge, 
Head Of Stellantis LCV Enlarged Europe, and Roberto Fumarola, 
Head of Stellantis RV department for Enlarged Europe, answered 
journalists’ questions. Here are some answers offered during the 
Q&A session. 

In the camper sector, what is the sales ratio between the 
Ducato with automatic gearbox and with manual gearbox? 
The automatic gearbox we launched two years ago was necessary 
because we had a robotic gearbox and the market was asking 
us for this evolution. When we started we expected penetration 
of the new automatic transmission of around 35%. Instead, we 
quickly reached 50%. 

What is the most requested colour?
In the Sevel factories we are producing at very high rates and some 
colours, such as metallics, take a long time to process. There is a 
great demand for metallics, but we must make choices to ensure 
the supply to all our customers. The most supplied colour is white. 
But we are very satisfied with the new pastel colours, which are 
bright and meet the needs of both the motorhome and LCV mar-
kets.

Are camper manufacturers buying mechanical bases with 
electric brake, which seems to us a perfect solution for 
campers? 

In conversation with the managers

We offer it as an option and it was not available immediately. For 
now, it has not yet taken off in orders. We are aware that it is a 
very important evolution for the camper sector.

On the first samples of campers that we could see, many of 
the innovations proposed in the new version are missing ...
The camper sector is a bit conservative, but we are confident that 
it will welcome many of the innovations proposed. To continue to 
be the leaders in this sector, we must continue to invest in innova-
tion. Many contents of the new Ducato were created expressly for 
the camper world. And often many solutions do not arrive on oth-
er brands of our group. But it is a choice. It is right that Ducato is 
the first to have infotainment with 10-inch monitor, electric brake, 
automatic gearbox, ADAS.

Do those who buy the camper with the automatic gearbox 
mainly choose it in the 180 HP version? 
This combination is perfect, but it is still a niche solution, because 
it has a higher price than other combinations that are nevertheless 
extraordinary. In our opinion, an excellent price / performance bal-
ance is achieved with the 160 HP, but even the 140 HP expresses 
excellent performance.

Eric Laforge

Roberto Fumarola
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tally projects and thus improves the rear view 
to replace the conventional mirror. A very 
interesting solution is the new electric park-
ing brake, to create more room in the cabin. 
And we can see a smaller steering wheel with 
various controls. The door panels have been 
enhanced with additional compartments and 
the cockpit has a compartment for wireless 
cellphone charging. Last but not least, the 
adoption of keyless startup guarantees time 
savings and ease of use.

Security systems
Ducato 2021 becomes even safer and eas-
ier to drive. The new version of the Ducato 
improves the offer of Advanced Driver As-
sistance Systems (ADAS) both on the road 
and when parking. Only some of them, for 
example are:
• Adaptive Cruise Control with Stop&Go 

function. It set and automatically adjusts 
the vehicle speed to maintain a safe dis-
tance from vehicles ahead.

• Lane Control. It prevents unintentional de-
parture from the lane.

• Digital central rearview mirror. Central 
rearview mirror becames a digital LCD 
high-resolution display.

• Blind Spot Assist. To detect upcoming ve-
hicles that are not visible inthe rear-view 
mirrors.

• Autonomous emergency brake control. To 
stop the vehicle for unexpected obstacles 
(such as pedestrians and cyclists).

• Road sign recognition. Vehicle detects 
speed warning signs on the road and gives 
information to the system.

• Driver attentiveness monitoring. Sound 
and message when the system detects in-
attentive driving patterns.

•  Tyre Pressure Monitoring System (TPMS)

But that is not all. Ducato motorhome base 
vehicle will offer very soon (2022) a Level 2 
autonomous driving, combining 3 important 
new ADAS: the Adaptive Cruise Control, the 
Lane Centering and the Traffic Jam Assist.

Test on the track
We carried out a road test driving the new 
Ducato on a few laps on the Balocco cir-
cuit (Vercelli, Italy), an experimental track 
owned by the Stellantis group. What struck 
us most positively about the new Ducato 
was the handling combined with the plea-
sure of driving, with an evident step forward 
compared to the previous version. This is 
undoubtedly thanks to the new electronic 
power steering, which is fluid and precise, 
and also the new, smaller steering wheel 
with an automotive style and various inte-
grated controls. We tested the more power-
ful versions of the Ducato with 160 and 180 
hp Multijet 3 engines: they are aggressive 
engines with good levels of running noise. 

We also tried the 9-speed automatic gear-
box, which we had already appreciated on 
the Ducato MY 2019: it works well, with 
fluid changes and always manages to adapt 
to the demands the driver makes of the en-
gine. The electronic components of the cab-
in have made a marked progression and the 
10 ìnch monitor is an excellent solution for 
managing infotainment. Many of the pro-
posed functions are optional but we hope 
that they will be accepted by the RV sec-
tor as essentials. Surely, an electric parking 
brake should not be missing on a camper, 
as it makes it easier to pass from the cabin 
area into the living area, as happens in most 
cases now.

Our editor in chief testing the new Ducato
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Caravanning is a pretty green way of living in any light but the AL-KO Vehicle Technology Group, part 
of Dexko Global, is making it even greener. As a major supplier to the RV industry AL-KO is acutely 
aware that both its manufacturing activities and the use of its products generate CO2 emissions. With 
this in mind the company is taking a holistic approach aimed at continual reduction

AL-KO started with a long hard look at 
market trends before arriving at a clear 
strategic view. It is now in the process 

of honing its product portfolio and manufac-
turing processes. This entails a number of key 

elements. The first involves building prototypes 
and doing numerous road tests. The findings 
are then collated along with AL-KO’s own sim-
ulations and calculations by the R&D team.
This is high level work and to lead the way, 

AL-KO is collaborating with renowned Euro-
pean universities and new mobility technology 
partners such a Huber Automotive. AL-KO has 
built up further expertise in electrical engi-
neering, electronics and software though stra-

AL-KOCompany news

Words Terry Owen

HALL 14
BOOTH A03

Number of electric cars worldwide from 2012 to 2020 Km range - Battery Electric Car

Hybrid 
power chassisAL-KO drives forward 

with green caravanning
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tegic acquisitions of companies such as CBE,  
Nordelettronica, and Safim. Overall, this gives 
AL-KO the confidence to push forward with 
innovations such as the Vario X lightweight 
chassis and the hybrid motorised chassis.
AL-KO is adopting a two-pronged approach. 
The first looks at the ‘green trailer’, and how 
its production and use can be made to use less 
energy. The second applies those ideas to the 
motorhome, to make it greener too.  

1 - The Green Trailer

Propulsion trends until 2030
The number of battery electric cars is rising 
rapidly. The range of these cars can be adverse-
ly affected by towing. 
AL-KO has a solution for this – a motorised 
trailer, increasingly referred to as an e-trailer or 
e-caravan. 
AL-KO’s system connects the wheels to mo-
tor/generators which, in turn, connect to an 
on-board traction battery. Excess power is fed 
to the battery when available and taken out 
when needed, such as for an uphill climb.

Tests carried out by AL-KO, using a Tesla Model 
X on a run from Bavaria to south Tyrol during 
cold winter conditions, produced some en-
couraging results.
Solo, the car achieved a range of 265 km. 
When towing an unmodified caravan this 
dropped to 132 km. However, with an e-car-
avan based on AL-KO’s next generation plat-
form and with improved aerodynamics the 
range increased to 180 km. The expectation is 
that, in summer conditions, the towing range 
will exceed 200 km – a very practical proposi-
tion for going on holiday.
An e-caravan has potential advantages too.  It 
can mean a significantly enhanced range for 
the towcar, especially if it’s a BEV. What’s more, 
it’s easy to build in such features as stability 
management, and a manoeuvring system. The 
motive battery can even be used for energy 
storage at home when not in use. 
Of course, an e-caravan will cost a little extra, 
but this can be offset by the advantages.

Saving weight
AL-KO sees energy-effective weight savings 
as another way forward, e.g. when a 1500 
kg caravan becomes a 1400 kg caravan with 
the same space conditions and identical 
payload. To this end AL-KO’s Vario X chassis 
saves approximately 30% in weight (up to 35 
kg), and this saves energy both in manufac-
ture and in use. 
Each year AL-KO fabricates some 60,000-trail-
er chassis, with an ever-increasing number 
being the Vario X. Given that each Vario X 
chassis saves about 20 kg (mean value) in 
weight, if all 60,000 were to be the Vario 
X, the weight saving would be equivalent to 
1,000 mid-range cars.  
Weight is not the only factor to be considered 
when designing a green trailer. Aerodynamics 
too, are a very effective lever for reducing the 
CO2 footprint and increasing range. AL-KO 
believes that an improvement of 30% is possi-
ble in the overall drag coefficient, especially if 
optimisations at the front, the rear of the cara-
van and its underbody are undertaken.  
Whilst the main responsibility for aerodynam-
ics clearly lies with the caravan manufacturer 
AL-KO can help with things like design clad-
ding for the hitch to body gap and underbody 
smoothing.

Ecology and sustainability 
AL-KO strives for a CO2 neutral supply chain 
– all the way from the choice of materials, 
through upstream suppliers, to its own pro-
duction. For most components, steel is the 
material of choice for a number of reasons. 
Firstly, it takes significantly less energy to pro-
duce than other materials such as aluminium, 
carbon fibre, or magnesium. 
Secondly, it is 100% recyclable, indeed 
some 570 million tonnes are recycled annu-
ally (source: Stahl-online.de article “Recy-
cling-Weltmeister Stahl”), making steel the 
most frequently reused material. When con-
sidering what material to use for the Vario X 
chassis AL-KO chose steel because it represent-
ed by far the best ratio of economy to ecology. 

2 - The Green Motorhome

AL-KO’s lightweight AMC (AL-KO Motor Chas-
sis) has been setting standards in lightweight 
construction for over 35 years.  Constant evo-
lution means that it now saves 30 to 40 kg 
compared to the original chassis. Indeed, a 7% 

Contacts

weight saving has been achieved just over the 
last four years. 
As well as the AMC, AL-KO offers a low frame 
version designed to reduce the overall height 
of the motorhome, improving aerodynamics. 
This chassis is also configured to provide the 
necessary installation space for alternative 
drives without compromising the overall vehi-
cle height and thus the aerodynamics. More-
over, AL-KO is promising a further big evolu-
tionary step soon.
All AL-KO’s components are produced using 
highly efficient, state of the art machinery. 
This, in itself, saves several hundred tonnes of 
CO2 each year. 
Furthermore, AL-KO is actively shaping new 
vehicle concepts and system carrier platforms 
like the Hybrid Power Chassis. With these the 
onboard diesel engine provides the most ef-
fective propulsion for long distances, and the 
pure electric mode for Low Emission Zones 
and campsites. A further benefit is 4WD on 
demand for all those loss-of-traction situations 
most motorhome owners are familiar with.
The pure electric range is a very useful 60 km 
and the vehicle can operate using drive from 
either the front or rear wheels, or both. The 
chassis can be entirely self-sufficient with no 
need to plug it in to recharge the batteries.  This 
is because they are automatically recharged 
during driving. However, if a charging point is 
available, it makes sense to use it to store pow-
er for vehicle traction or to feed power back to 
the mains when demand is high. 

Conclusion
In 2010 AL-KO was one of the first, if not the 
first, to present a hybrid vehicle at the Dussel-
dorf show. It was ahead of its time, but that’s 
all changed now. Driven by the upcoming shift 
in vehicle propulsion from combustion to other 
technologies by 2030, AL-KO’s two-pronged 
approach aims to provide the market with suit-
able new driving gear solutions, and to do so 
in a timely manner alongside the legal changes 
needed to pave the path for future registration 
of trailers with their own traction drive.
As far as AL-KO is concerned it’s not just 
about green caravanning, it’s also about mak-
ing it even more comfortable and practical. 
Examples of this include the integrated ma-
noeuvring system on e-caravans and auxiliary 
battery on e-caravans and motorhomes along 
with quiet driving on campsites and low emis-
sion zones. This is perfectly in line with AL-KO’s 
mantra ‘Quality for Life’.

AL-KO’s green trailer 
platform

AMC low frame

In partnership with
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ing benches, belt frames, swivel consoles, 
substructures and more.
The company has been experiencing great 
success in the motorhome and van conver-
sion sector. Furthermore, the market for 
motorhomes and camper vans (including 
Fiat Ducato, Mercedes-Benz Sprinter and 
likewise) has grown surprisingly in recent 
years. In 2020, Germany is the largest Eu-
ropean market, with more than 78,000 
motorhome registrations. In comparison 
to 2019, Camper vans reached a market 
share of 47.5% and a growth of 64.1. 
Low-profile motorhomes experienced an 
increase of 37.1% and integrated models 
by 26%.

Individual needs
The needs of multifunctional vans 

are quite different to those of 
traditional motorhomes 
and require specific solu-
tions. Each element has to 
be individually designed 
according to specific di-
mensions, especially for 

Aguti

Aguti, a German company that is part of the AL-KO VT Group, has 
developed a sleeping bench for several types of vans, that is as versatile 
as a Swiss Army Knife

A new 
sleeping bench 

for a new 
market

Words Paolo Galvani

There is no European recreational 
vehicle manufacturer that is not on 
Aguti’s list of customers. The Ger-

man manufacturer is a leading provider 
of seat systems and seat connections for 
motorhomes, vans, electric vehicles, and 
special vehicles and has been part of AL-
KO Vehicle Technology Group since 2020. 

Aguti also offers sleep-

the rear seats or the rear bench. In “nor-
mal” vehicles, the main focus is the ergo-
nomic aspect. However, when it comes to 
multifunctional vans, a bench needs to be 
ergonomic, versatile and functional, and it 
is fundamental that it can be easily con-
verted into a bed.
Aguti has developed the S2 sleeping 
bench, with two individually adjustable 
and foldable seats, that fulfils all those re-
quirements.  It offers the well-known com-
fort of Aguti seats and can accommodate 2 
persons, with just a few hand movements.
Intelligent folding kinematics offer a con-
tinuously variable adjustment of the back-
rests. In combination with a special exten-
sion or an integrated flex board, a quick 
and simple folding mechanism turns the 
two seats into a sleeping bench and a com-
fortable lounger. The location of the seat 
belt buckles is underneath the seat. Also, 
the integrated 3-point seat belt and Isofix 
guarantees all required safety standards.

Multiple options
The backrests and the headrests can be in-
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dividually adjusted. Like most Aguti prod-
ucts, the S2 sleeping bench can be custom-
ized with several options, such as one or 
two integrated 3-point seat belts or differ-
ent headrests (“G2000” and  “Comfort”). 
The dimensions of the S2 sleeping bench 
including adapters for Aguti’s Rail-in ver-
sion measure 100 cm wide, 80 cm deep 
and 122.5 cm high, with a weight of ap-
proximately 62 kg. 
The angle of the backrest adjustment can 
be set between 15 and 90 degrees. The 
ASBC (Aguti Safety Bend Control) belt 
frame ensures a controlled deformation in 
case of a crash.
The S2 sleeping bench is designed to be 
compatible with the original rail system 
from Toyota and PSA (“K0” = Peugeot 
Expert + Traveller, Citroen Jumpy + Space 
Tourer, Toyota Pro Ace + Pro Ace Verso, 
Opel Zafira Life), MB Vito + V-Class or can 
be fitted with the Aguti Rail-in system for 
all other types of vans. 
Currently, Aguti is developing a holistic ap-
proach for all sleeping benches. This will 
also include a 3-seater sleeping bench and 
a specific rail system.

A unique philosophy
Aguti, certified to DIN EN ISO  9001:2015, 
has its own philosophy that can be summa-

rized as: “flexible and reliable, for innova-
tive products with know-how & quality”.
Aguti’s values are knowledge and know-
how regarding the importance of ergo-
nomic, comfortable, and healthy seating 
as well as the adaptation to individual cus-
tomer requirements.
To keep up quality standards, the compa-
ny primarily manufactures in Germany and 
attaches particular importance to close 
co-operation with its customers. The in-
house development department research-
es innovative products and functional solu-
tions to enable a quick response to market 
demands and turns the company into a 
perfect business partner for all kinds of 
challenging individual products.
Today, the Aguti team counts about 50 
people and supplies approximately 50,000 
front seats per annum, which accounts for 
just over half of its revenue. The other half 
is generated by belt frames, swivel con-
soles, substructures and more.  Such a high 
output, generated by such a proportionally 
low number of employees, is only possible 
due to the company’s core activities: de-
sign, development, prototyping, purchas-
ing, logistics, sales, and marketing. For 
the manufacturing of its products, Aguti is 
co-operating with 12 core suppliers.
Aguti seats are all-rounders in terms of 

Since January 1st, 2020, Aguti has been 
part of the AL-KO Vehicle Technology 
Group, that is active around the globe 
and continuosly expands its growth. 
The group focuses on technology, 
research, and development in the area 
of vehicle technology. Aguti’s products 
complement the existing range of 
services and products from AL-KO and 
its partners by seating technology, such 
as individual seats, benches, swivel 
consoles, substructures, and mountings 
for vans, motorhomes, or special vehicles. 
An innovative and powerful team of in-
house designers and a development 
department create innovative products 
and functional solutions on a daily basis. 
Aguti Produktentwicklung & Design 
GmbH continues to operate under the 
existing company name and is managed 
as an independent unit within the AL-KO 
Vehicle Technologiy Group. As a result, 
Aguti is also part of DexKo Global Inc., 
which was formed in 2016 from a merger 
of Dexter and AL-KO and is the world’s 
leading manufacturer of axles and chassis 
components in the light segment.

Company profile

comfort, safety, and ergonomics. The seats 
and benches are specifically customized 
to the needs of motorhome and van users 
and fulfil all travel and comfort require-
ments. The anatomically shaped seating 
surfaces ensure healthy, comfortable, and 
body-supported positions. Hardly any other 
seat manufacturer offers such a wide range 
of specifically designed upholstery foams. 
In addition, the amount of multiple swivel 
consoles and substructures enables the in-
stallation of all common vehicle types.

ContactsIn partnership with

S2 SLEEPING BENCH TECHNICAL SPECIFICATIONS

Dimensions W 1000 x D 800 x H 1225 mm

Weight approx. 62 kg

Backrest inclination +15° | +90°

Longitudinal adjustment on rails

Compatible rail systems MB, PSA “K0”, Rail-In (Aguti)
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CBE

The new range of products with the LIN BUS connection system 
developed and produced by CBE, has been expanded with a new 
control panel dedicated to campervans that will be officially 
launched at the Caravan Salon in Düsseldorf

CL-BUS: the range of control 
panels is expanded with PL3

Words Paolo Galvani

technology for some time before launch-
ing CL-BUS (CBE LIN BUS), a system that 
relies on the LIN-BUS standard but is open 
to integration with other communication 
technologies, including, of course, CI-BUS.
In 2020, the PL50 control panel was in-
troduced featuring a colour display that is 
perfect for integration into high-end mo-
torhomes. To meet the needs of manufac-
turers of entry-level or mid-range vehicles, 
the PL50 panel was then joined by the PL10 
version, which offers the same functions, 
but without a colour display. It can be pro-
grammed through a specific APP that is sup-
plied to the manufacturers of motorhomes 
and caravans as a b2b application which can 
also be used by the assistance network.

D ialogue and integration: with elec-
tronics, information technology 
and connectivity increasingly at the 

center of every aspect of our lives, even 
the components of recreational vehicles 
must adapt to this new trend that simpli-
fies the use of products, transforms them 
into complete and greatly versatile solu-
tions and changes the way you interact 
with them. 
CBE, the manufacturer of 12- and 230V 
electrical systems and devices, such as 12V 
modules, control panels, battery chargers, 
tank probes and lighting management 
nodes, which has supplied many of the 
leading European RV manufacturers for 
over 40 years, has been researching this 

roduct newsP

Paolo Moiola and Dorian Sosi

HALL 14
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CBE, based in Trento (Italy), is a quali-
ty leader in Europe in the field of elec-
tric and electronic equipment applied 
to caravanning. A staff of about 100 
people working in three different fac-
tories design, develop and manufacture 
complete systems adapted to suit the 
specific needs of every recreational ve-
hicles manufacturer. Its indisputable ex-
pertise and know-how, developed over 
40 years of experience, united with the 
trust granted by an increasingly higher 
number of European and non-European 
manufacturers, enable the company to 
supply control panels, distribution box-
es, battery chargers and wiring harness-
es specifically designed to be used on 
recreational vehicles. A wide assortment 
of aftermarket accessories (switches, 
sockets, frames, test panels, inverters, 
photovoltaic modules etc.) completes 
the product range. In 2018 DexKo 
Global Inc. (through its subsidiary AL-
KO Vehicle Technology Group) signed 
an agreement which has led to the ac-
quisition of CBE.

About CBE

ContactsIn partnership with

The missing piece: PL3
Now the range of new-generation control 
panels is enriched with a new model: PL3. 
“The high number of campervans built in 
Europe,” explains Paolo Moiola, co-CEO of 
CBE, “pushed us to create a new control 
panel of smaller dimensions which allows 
easy placement even in small spaces, such 
as a cabin of a campervan. Smaller dimen-
sions, however, do not mean less technol-
ogy. In fact, the managed functions are 
virtually the same as those of the PL50 and 
PL10 panels. Only the interface has been 
simplified. We decided to invest in a new 
design that still recalls that of the PL series, 
abandoning the mechanical buttons and 
proposing a fully touch sensitive panel”.
The range of products with the LIN BUS 
connection system is already on board as 
standard components on some premium 
motorhome ranges of the Laika (Ecovip se-
ries) and Niesmann + Bischoff (iSmove se-
ries) brands, and this year Rapido also add-
ed it to some of its most prestigious series.

The challenges in the time of Covid-19
The challenges for CBE are not just of a 
technological nature. In the last 18 months, 
the market has had to adapt to a pandemic 
situation that has completely overturned 
the way the entire sector operates: forced 
closures, production slowdowns, lack of 
components and an extreme and sudden 
increase in demand have redesigned the 
landscape within which suppliers of com-
ponents to the OEMs have had to operate. 
This situation also put pressure on CBE, 
however it was able to react promptly.
“What we have learned in the last year and 

a half,” says Moiola, “is that we need to 
know how to go beyond the simple rela-
tionship of information exchange between 
customer and supplier. And this aspect is 
important that it remains even when things 
will return to normal. I refer to the flow 
of information - much more in-depth, con-
tinuous, and confidential - that has been 
activated between our company and the 
motorhome manufacturers and which is 
the only way to be able to produce and 
deliver according to the real needs of our 
customers. It is useless to provide material 
in abundance, but at the wrong time. Our 
commitment is to be able to deliver what 
you need, at the right time, and to allow 
you to complete a production. Today, we 
need to seek optimization in every corner, 
rethink all processes, because when the 
components are not ready on the shelf or 
arrive with a discontinuous flow, it is nec-
essary to be more reactive”.
In the case of CBE, which has been part 
of DexKo Global Inc. since 2018 through 
its subsidiary AL-KO, an important synergy 
has been created with Nordelettronica, also 
recently acquired by the group. 
“We have three factories and they have 
two more,” says Dorian Sosi, co-CEO of 
CBE. 
“By working together, at least on some 
product lines, we are also able to respond 
effectively to any peaks in demand, also 
because all our production sites are per-
fectly aligned in terms of quality”.
Meanwhile, requests are increasing not 
only from large manufacturers, but also 
from those who make recreational vehicles 
in a more artisan way. 

“If it is true that the large OEMs are all 
growing, compared to 2019, the small 
manufacturers, who are also supplied 
through our distributors, are recording 
unexpected peaks,” adds Sosi. 
“The distributor who previously bought 
200 products a year, now perhaps asks 
for 50 a month: many try to stock up 
because they are afraid of not having a 
product. In any case, we have structured 
ourselves to supply even the smaller 
manufacturers in the best possible way 
without penalizing the big buyers”.
Despite the contingent challenges, CBE 
has never stopped creating innovation 
and even now it is already looking at 
new technologies. In the not too distant 
future, there will be therefore more im-
portant news. The joint answer of Paolo 
Moiola and Dorian Sosi leaves no room 
for doubt: “Stay tuned!”.

Scheme of the connections 
among batteries, the 
12 Volt distribution box 
and the PL3 control panel
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It is a complex period, although un-
doubtedly positive for Nordelettronica, 
which closed the year 2020 with a turn-

over of over 11 million euros. And 2021 is 
off to a good start, even better than 2020, 
with a 20% increase in the first months 
compared to the same period of the pre-
vious year.
“At the end of 2020 we began to perceive 
a strong increase in orders, - the CEO of 
Nordelettronica Alessandro Chies explains - 
an increase that has consolidated in 2021 
with a significant growth, linked to the per-
ception of RVs as a positive mean for go-
ing on vacation, even with the pandemic. 
Unfortunately, some issues emerged due to 
the difficulty of finding raw materials in the 
electronics sector. We are managing these 
challenges in the best possible way thanks 
to our collaboration with CBE, another com-
pany which, together with Nordelettronica, 
produces electrical components for RVs and 
has merged into AL-KO Vehicle Technology 
Group, member of DexKo Global. The en-

Even in these times of great change, Nordelettronica is empowered by its belonging to the AL-KO 
Vehicle Technology Group. A new control panel with impactful aesthetics will be presented at the 
Caravan Salon in Düsseldorf, but the company is also working hard to offer products suitable for 
systems with lithium batteries

Aesthetic value, 
excellent usability

Words Renato Antonini

Alessandro 
Chies

try of Nordelettronica into the group was 
a strategic move for AL-KO, towards more 
knowhow in electronics for RV and the 
group’s other segments, while for us being 
part of the group means greater stability 
and the ability to better interact with im-
portant customers.” 
Nordelettronica continues to operate in the 
two headquarters and is making invest-
ments to increase production and improve 
the product. In particular, Nordelettronica 
is investing in machinery in the Romanian 
plant, where 85 people work and where 
most of the electrical wiring production 
comes from. At the headquarters in Ita-
ly (40 people), the investment is related 
to equipment for research and design. 
The positive market period is driving the 
company to acquire new customers in the 
two areas where it operates: the RV and 
industrial cleaning sectors. For the latter, 
Nordelettronica is particularly focusing on 
increasing its market share. As for the RV 
sector, Nordelettronica registered a 30% in-

crease in the sales of products intended for 
campervans, the trend of the moment. The 
smart alternator led the manufacturers to 
use the booster, too, with large orders for 
the 40 Ampere NE 325 model.

roduct news NordelettronicaP HALL 14
BOOTH A06
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Nordelettronica, established in Italy 
in 1978, has always been focused on 
electronic equipment for the RV sec-
tor: from battery chargers for camp-
er vans and low-voltage distribution 
module to electrical wiring and control 
panels. Outside of the caravanning 
sector, Nordelettronica makes wound 
components for industrial electronics, 
like switching and power transform-
ers. Production has also focused on 
the industrial cleaning sector (floor 
cleaning machines). Study, design and 
manufacturing activities are performed 
in-house. This means considerable flex-
ibility and solutions targeted to the cus-
tomers’ real needs. Having been re-or-
ganised in 2011 with the introduction 
of new partners, Nordelettronica has 
gained new momentum and the turn-
over has gone from 5.5 to 11 million 
Euro over the past seven years. Direct 
exports represent 30% of sales, with 
70% of products sold to Italian compa-
nies, which in turn export at least half 
of their production. The production site 
in Arad, Romania, managed by the sub-
sidiary SC Nordelectronica East srl, was 
added to the Treviso (Italy) site. At the 
end of 2020 Nordelettronica has been 
acquired by AL-KO Vehicle Technology 
Group, subsidiary of DexKo Global.

Company Profile

ContactsIn partnership with

NE 362 panel

Nordelettronica is presenting the new 
NE 362 panel to the public of the Car-

avan Salon Düsseldorf 2021. It is a control 
panel equipped with a monochrome dis-
play completely made of glass, with capac-
itive buttons.

“It is a panel with a strong impact - the 
CEO of Nordelettronica Alessandro Chies 
says - it looks like a small tablet mounted 
on the wall, made entirely of glass. We 
have managed to control the production 
costs of the NE 362 by upgrading an ex-
isting panel, so we can offer it to the cus-

Shunt
With the increasing development of lithi-
um batteries and a growing demand on 
the market, Nordelettronica is committed 
to offer instruments capable of reading the 
SOC (state of charge) of the batteries. This 

New NE 354 charger
The good results achieved in the cleaning 
sector with the 24 V - 35A battery charger 
persuaded Nordelettronica to design also a 
12 V version for the RV segment. Thus the 
NE 354 charger was born, which is capable 
of delivering up to 50 Ampere. The combi-
nation with conventional batteries is inter-
esting, but so is the combination with lith-
ium batteries. NE 354 allows you to charge 

tomer at advantageous prices. We noticed 
interest in the initial presentation phase 
and we already have orders. This is not an 
exclusive product for a specific customer, it 
can be purchased from any manufacturer.”

The NE 362 panel can be integrated with 
any Nordelettronica system. This 170x103 
mm panel (external thickness of about 8 
mm) has a slightly smaller size than usual, 
which facilitates its installation on vehicles, 
and allows the management of a menu 
suitable for controlling multiple functions 
and units inside a camper.

is why the company is working to develop 
this new product. It will be possible to use 
it both on motorhomes and campervans. It 
is expected to be on the market by the end 
of the year.

the batteries in less time. It has a size of 
290x220 mm, with a height of 101 mm. 
The weight is not high: 4,5 kg. 
The NE 354 charger is a wide-range prod-
uct, it is compatible with a power supply 
from 100 to 240 V and adjusts automati-
cally. It is therefore suitable for the Euro-
pean market, but also for North America 
and Japan.
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ompany newsC Truma

Truma’s expertise in heating, air-conditioning and cooling systems, and a user-focused approach, has 
made it a market-leader in the international caravan industry. It has applied this same approach for 
its first Cooler, a portable compressor fridge/freezer that’s been developed with Truma’s partner in 
Australia and tested to handle extreme conditions and temperatures

Truma’s user-focused approach 
brings success for new Cooler

In the short time since its launch in 2020, 
the Truma Cooler has already won pres-
tigious awards and achieved strong sales 

success; now Truma is looking for more dis-
tributors for the Cooler in North America, Eu-
rope and the rest of the world. 
Aboutcamp BtoB spoke to Jan-Peter Albers, 
Product Manager at Truma to find out more 

Words John Rawlings

about its first fridge and the new markets and 
customers the Cooler is designed for.

The customer journey
During the coronavirus pandemic, Truma has 
witnessed a lot of new customers entering the 
market who are seeking outdoor adventurers 
like camping and other outdoor activities. This 
made 2020 the perfect year to launch Truma’s 
first portable Cooler.
To meet the needs of every customer, any-
where in the world, Truma looks at the com-
plete user journey to ensure all needs are met 
and anyone using its products gets the perfect 
outcome and results every time.
Truma started developing the Cooler in 2018 
with its division in Australia so it could be 
designed to handle the extreme tempera-
ture ranges and conditions in the Australian 
Outback; but Truma didn’t just test the Cool-
er’s cooling efficiency, it also had to consider 
battery performance and the durability and 
usability of the design for any leisure activity. 
As a result, with a cooling performance down 
to -8F or -22C, Truma has already heard of 

some customers using its Cooler to transport 
COVID-19 vaccines that have to be kept at a 
certain low temperature.
This extreme testing regime means the Cool-
er’s design is highly durable and can be used 
for any adventure or leisure activity anywhere 
in the world. It operates on 12v, 24v, 110v and 
230v, so is suitable for worldwide use, and is 
available in a range of sizes from 30 to 104 
litres.
“For the Truma Cooler compressor fridge and 
freezer, this user-focused approach has al-
ready paid off with great sales achieved since 
its launch and some highly-respected awards, 
including the Reddot Design Award 2021 and 
the European Innovation Award 2021,” says 
Jan-Peter Albers.

‘Edutainment’
Before buying a product like the Truma Cool-
er, customers usually prefer the convenience 
of doing their own research online before vis-
iting a retailer, especially during periods when 
there are covid restrictions in force.
To help customers during this research pro-

HALL 14
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ContactsIn partnership with

Above: optional insulated cover
Below, from the left: digital display, 
USB ports, bottle opener, handels

cess, Truma has a Cooler Edutainment cam-
paign in place which educates and answers 
questions in an entertainment format. 
This product knowledge is available online 
and can also be viewed on a mobile phone 
so that customers or the sales representative 
in the shop can see the Cooler in action. In 
addition, there is an interactive app to help 
customers get to know to the cooler. This in-
cludes Edutainment videos, a demonstration 
mode, Feedback interfaces and usage data 
shared with Truma.
 
Truma service
As customers usually want to actually see the 
product before purchasing it, Truma recogniz-
es the need for suitable Point-of-Sale material 
to support the perfect user experience at the 
retailer.
The user’s journey doesn’t end with the sale 
though. In addition to interactions with the 
customer via the App, Truma provides excel-
lent customer service and is there to help end 
users as well as the dealers, who can forward 
the enquiries directly to Truma to deal with.

Social, environmental 
and technological responsibilities
Truma takes its social, environmental and 
technological responsibility seriously. 
“We can’t bear to see any products being 
thrown away,” says Jan-Peter Albers.
Truma donates its so-called ‘class B merchan-
dise’ which can’t be sold to end users or em-
ployees to good causes. One such project is a 
co-operation with a local graffiti artist called 
Christian Hundertmark (C100). Christian brings 
slightly used fridges, which are designed to last 
for many years, back up to speed, before being 
donated to youth centres and sports clubs. 

Dealer network 
The Truma Cooler has been a real success for 
its retail partners as they are able to offer a 
durable, safe and efficient product together 
with a complementary user experience.
“Truma would now like to extend its retailer 
network across the world, particularly in the 
United States and the rest of Europe (outside 
Germany) – so why not join it on the exciting 
journey to provide innovative and durable 
cooling solutions to outdoor loving people!” 
says Jan-Peter Albers.

Truma Cooler features
The Truma Cooler is designed to be durable 
and easy to use for all activities. 
It can be charged on 12v, 24v, 240v or 110v 
and provide dual-zone cooling, or even 
freezing, if items such as food need to be 
kept cold. For easy access, the lids and in-
terior baskets are removable, and there’s 
the added convenience of an integrated 
bottle opener on both sides, plus USB ports 
to charge devices while outdoors, and even 
Bluetooth connectivity.
The carrying handles fold flush with the 
side of the Cooler and it is easy to clean out 
thanks to a drain in the bottom. A digital dis-
play means the inside temperature(s) can be 
controlled precisely, and an LED light means 
you can see what’s inside even after dark.
For maximum durability, it has reinforced 
corners and long-lasting stainless steel hing-
es, but if additional protection is required, 
Truma offers an insulated cover as an acces-
sory, complete with side pockets for items 
such as cutlery.
The Cooler has a high energy efficiency rat-
ing and can chill the interior down to -8F 
(-22C). 

In addition to a range of Truma Coolers 
available to see at the Caravan Salon Düs-
seldorf this year, the Truma stand will also 
have its combi heaters, air conditioners, 
movers, gas system products,  and, for 
the first time, its new iNet X-System. 

The new iNet X-System enables the user 
to digitally control the vehicle’s appliances 
(via a control panel or an app) to create a 
‘smart’ RV experience.

Truma at the Caravan 
Salon Düsseldorf 
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CAMPER PROFESSIONAL
Contact: bona@fuorimedia.com
Mob.: +39 348 843 5190

CAMPING BUSINESS
Contact: 

diana.croce@fuorimedia.com
Mob.: +39 351 751 7267

Do you want to reach Italian 
professionals in the RV sector?

Then, Camper Professional is 
the magazine for you!

Reach RV manufacturers, dealers, small RV 
builders and special vehicle producers in Italy 
with our quarterly publication in Italian! Printed 
and shipped to all key players in the industry.

Do you want to reach mobile home 
manufacturers and the owners of 

campsites in the whole Europe?

Then Camping Business is the 
magazine for you!

Reach professionals and operators in the European 
camping market and all the companies involved in 
B2B trade in the camping industry with our online 

daily news magazine in Italian and English!
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FOCUS Allestitori e produttori artigianali
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TRIGANO VDLA tu per tu con Romain Girard

CONCORDE REISEMOBILE Intervista a Joachim Baumgartner

CARTHAGO ITALIAIntervista a Antonio Garbari

INNOVAZIONI: la mansarda gonfiabile di Bürstner

Il nuovo stand S.I.F.I. che verrà allestito al Salone del Camper di Parma in settembre

COMPONENTI ED ACCESSORIPER CARAVAN E AUTOCARAVAN

Vi aspettiamo al Salone del Camper 2021Padiglione 2, Stand M023
SiFi s.r.l.
Via Cà de’ Testi 16/6 • 40037 Sasso Marconi (BO)
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camper, caravan and camping industryThe perfect media choice for 
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At the end of June, some leading companies in the wood supply chain for the RV market had the 
idea of organizing a convention for their customers to present the latest news and strengthen their 
relationships through a face-to-face meeting, an opportunity that the business lacked in the last year 
and a half during the global pandemic

Unity is strength
and leads to success

Words Antonio Mazzucchelli

The Sandei Group, which represents 
four companies (Industrie Compensati 
Colorno, Maller, Sandei and Xuzhou 

Hongwei Wood) and Decor In srl invited a 
hundred guests to its facilities for a two-day 
study on technologies, materials, processes 
and products. 
Aboutcamp BtoB also attended and can only 
applaud this initiative as it had the merit of 
bringing together professionals and techni-
cians from some of the most important com-
panies in the world who produce Recreation-
al Vehicles and the woodworking chain. 
It was a courageous conference that brought 
together not competitors but colleagues, and 
also allowed valuable exchanges of views on 
the market and some phenomena that every-
one is experiencing.
The event, which alternated moments of 
in-depth analysis with other more convivial 
ones, allowed participants to get to the heart 
of these corporate realities. This included the 
Sandei Group which, having acquired Mall-
er a few years ago, now intends to reaffirm 
itself in first place on the worldwide RV mar-
ket; and Decor In, an important company in 
the production of quality printed and impreg-
nated decorative papers, and already a leader 
in the RV sector, that has now decided to also 
present itself directly to B2B customers.

It was an important opportunity to get to know not 
only the companies in this sector, but also the people 
who work there. We met close-knit teams who work 
in a sincere and enthusiastic way. We are sure that the 
important value of their respect for each other is also 
reflected in their relationships between customers and 
suppliers.
Despite being the first event of its kind, its direction 
and purpose was impeccable: Atelier Italian Revolution 
was a very high profile event, where nothing was left 
to chance. Although it is the first event of this nature in 
Europe, without a doubt, given the success achieved, it 
will not be the last.

Event report

Top left: Maurizio Sandei, CEO of the 
Sandei Group, and Matteo Confalonieri, 

CEO of Decor In during the Atelier Italian 
Revolution event. Top right: a moment of 

the conference in which Nat Schiavello, 
Managing Director of NCE Pty Ltd, was 

connected from Australia.

The welcome kit for participants.
Below: the dinner menu.

The showroom 
set up in the 
conference 
room for the 
participants

A highly specialized publisher in the 

camper, caravan and camping industry
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MallerCompany news

All five companies involved in the Atelier Italian Revolution event are major 
players, but Maller has taken on the role of ambassador, as the last stage in the 
Italian wood processing value chain, maintaining direct relations with the client

Ambassador for the value 
of the entire supply chain

Maller, of the companies in the Sandei Group, is the one most 
directly involved in the Atelier Italian Revolution event, since 
veneer application is the last stage in the entire production 

process, which includes plywood and decorative paper production. 
Maller Srl is thus the company with direct relationships with the man-
ufacturers of recreational vehicles and mobile homes in Europe and 
beyond.  
“In December last year,” says Nicola Di Benedetto, Sales Director for 
Maller Srl, “I started thinking about a convention which would bring 
concrete added value to the entire value chain. Elisabetta Sandei, 

Managing Director of Maller, and Maurizio Sandei, President of the 
Group, supported this idea and we decided to organize an event. 
Our meeting with Matteo Confalonieri from Decor In was decisive, 
since he immediately understood the importance of the project. We 
believe that we have achieved our aim of communicating the know-
how, economic stability and professionalism of all the companies in-
volved in the production process.”
Established in 1973, Maller Srl makes veneer panels for the mobile 
home and recreational vehicle industry, as well as semi-finished prod-
ucts for furniture manufacturers. The raw material, i.e. the plywood 

Nicola Di 
Benedetto
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panel, is made by Industria Compensati Co-
lorno, which is located just a few kilometres 
from Maller. This makes for a direct supply 
chain and also optimises production plan-
ning. Maller applies the veneer to the ply-
wood panels, and is able to guarantee very 
fast delivery times.
“We got a lot of positive feedback after 
the Atelier Italian ReVolution event,” Di 
Benedetto says: “we were able to commu-
nicate the value of Italian supply chains, of 
the excellence born of the long tradition of 
Italian woodworking, as well as the well-es-
tablished and highly effective synergies be-
tween companies which have been working 
together for many years. We started with 
the raw wood stacked in the Industria Com-
pensati Colorno forecourt and discovered 
how they make their plywood panels. We 
then went to Decor In to discover how they 
make their decorative paper for the RV sec-
tor. And Maller showed us the delicate pro-
cess of applying the decorative paper to the 
panels which gives us the finished product. 
We brought along the technical and sales 
managers of the world’s biggest camper and 
caravan makers.  But not just them. We also 
hosted other actors in the supply chain who 
use our panels: manufacturers of furniture, 
wall and flooring solutions and insulating 
materials.”
Maller is a primary actor as a maker of ve-
neered plywood panels for the caravanning 
industry. The Sandei Group, which acquired 
Maller in 2017, has made large investments 
in restructuring the company, buying new 
machinery, reorganising its use of space and 
optimising its processes. The synergy with 
Industria Compensati Colorno has become 
key to Maller’s continued growth. With its 

history of over 50 years in the production 
of poplar plywood panels, Industria Com-
pensati Colorno opened its new factory in 
San Polo di Torrile (PR) in 1990, where it has 
a total surface area of 56,000 sq.m., with 
16,000 under cover. In 2014 it stipulated a 
joint venture agreement - transformed into 
an acquisition in 2020 - with Xuzhou Hong-
wei Wood, one of the largest plywood pan-
el makers in China. This enables the Parma 
company not only to grow its Asian market 
share, but also to obtain other high quali-
ty woods as an alternative to poplar. And in 
these very particular times, that may well be 
a valuable opportunity.
“The European market has a very limited va-
riety of woods,” says Di Benedetto. “There 
are very few alternatives to poplar, in its 
French, Spanish and Italian varieties. Having 
a company in Asia enables us to analyse ev-
erything that Mother Nature has to offer and 
give priority to green considerations, select-
ing woods that grow particularly fast. It is 
simply a fact that European plantations have 
been under stress in recent years and are 
finding it difficult to regenerate themselves. 
Our China partner gives us a continuous flow 
of material and enables us to study, test and 
try out new varieties of wood in our produc-
tion. This will also help us to find alternative 
pricing solutions - especially at a time when 
the cost of the raw material has skyrocketed.  
It’s essential to be able to offer alternatives, 
because being only able to offer increasing 
prices is a dead end and, quite frankly, inap-
propriate for people who put their heart and 
soul into their business.”
In 2020, Maller Srl’s three veneering lines 
processed and sold around 1,200,000 pan-
els, amounting to a total area of 3,600,000 

ContactsIn partnership with

The industrial group controlled by the 
Sandei family today owns four production 
companies, all in the wood sector, but dif-
ferent from each other.
Sandei. Founded in 1962, it is one of 
the main Italian companies committed to 
the recovery and disposal of wood waste 
(sawdust, shavings, packaging, crates, 
pallets, construction waste...). It promotes 
the green economy thanks to well-struc-
tured services for businesses.
Industria Compensati Colorno. Active 
since 1970, it produces various types of 
wood panels used in the RV sector, in 
boating and in furnishing.
Maller. It was founded in 1973 and cur-
rently specialises in melamine faced pan-
els for the RV sector and mobile homes. It 
also produces semi-finished products for 
the furniture industry.
Xuzhou Hongwei Wood. Established 
in 2002, it’s the Chinese company of the 
group. It is focused on wood material 
solutions for automotive interior panels, 
furniture and construction.

The Sandei Group

sq.m. of finished panels. Maller currently 
supplies almost all European RV manufactur-
ers, and also has a consolidated presence in 
the Australia and New Zealand markets. It is 
expanding its capacity with the installation 
of a new machine, thus adding a new pro-
duction line to its existing three.
“In addition to the company in China, Mall-
er and Compensati Colorno, we also have 
a waste management company for han-
dling wood, bulky, hazardous and non-haz-
ardous waste,” says Maurizio Sandei, the 
Group’s President. “This is another side of 
the eco-friendly culture at the heart of our 
corporate mission. All our companies are 
eco-sustainable, but Sandei Srl in particular 
also helps other companies to recycle their 
waste, thus creating a virtuous cycle which 
is waste-free and non-harmful to the envi-
ronment.”
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Decor In Printing (commonly known as Decor In) is located in Northern Italy and has a history of over 
70 years in the production of printed and impregnated decorative papers. Long-time appreciated 
supplier of the best-known finishers of wood panels for the recreational vehicle sector, Decor In is 
choosing to appear more directly by organising the first edition of Atelier Italian Revolution together 
with the Sandei Group

Emotions 
in printing

Decor In makes printed and im-
pregnated paper with an array of 
finishes for two main markets, es-

pecially paper impregnated with urea and 
melamine resins for finishing chipboard or 
MDF or HDF panels with hot press cycles 
that melts the resin and makes the paper 
stick permanently to the panel. More spe-
cifically, finish foils are used In the caravan-
ning sector. “This type of paper has devel-
oped significantly over recent years. These 
high-performance products are technically 

perfect for flat and curved surfaces alike.”

Decor In operates in the decorative papers 
market in two main directions, selecting 
original materials, scanning and processing 
files to develop trendy new proposals and 
develop projects based on specific custom-
er needs and ideas. In the creative work-
shop (DIP Academy), original materials such 
as textiles, veneers, stones, marble and ce-
ramics, are selected as inspiration for new 
decorative ideas. The specialised personnel 

and aesthetically very satisfactory with 3D 
effects and appealing gloss and matte al-
ternations,” said Matteo Confalonieri, CEO 
of Decor In Printing. “We have invested in 
the paper sheet world because we firmly 
believe in this very versatile product suit-
able for both flat lamination (with PU/
EVA/Vinyl glue calenders) and curved lam-
ination, using profile wrapping machines. 
These results are all achieved using one 
product. This means that the same reel of 
foil can be used to coat any surface. It is 

Decor InCompany news
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work with advanced technological equip-
ment to acquire images directly from the 
original materials, modifying the subjects, 
separating the planes, colouring them and 
finally engraving the printing cylinders. 
Rotogravure printing pairs the most strin-
gent quality and quantity parameters with 
maximum flexibility. Digital printing offers 
unlimited colour variety through the use of 
a four-colour process. It allows the repro-
duction of unlimited patterns that can be 
customised quickly but is still not cost-ef-
fective for large production volumes.

“In the past, the decoration manufacturer 
offered a collection and the market was 
forced to adapt accordingly. That is no 
longer the case today. Decor In has made 
customisation one of its strengths,” con-
tinued Matteo Confalonieri. “Today, we are 
increasingly asked to develop specific ideas 
for the caravan, naval contracting and con-
tracting worlds in general, and also for fur-
niture. Hence the need to be very fast and 
versatile. We must create the idea, turn it 
into a sample or a mock-up, receive orders 
and process them very quickly and effec-
tively. This used to take months. Today it 
takes days, weeks at the most. We do the 
creative part, prototyping, cylinder engrav-
ing, printing and final impregnation, i.e. 
saturation with thermoplastic resins and 
coating with protective varnishes on our 
surfaces, all in-house and this makes our 
production cycle very efficient. From idea 
to product is not just a motto for us. It is 
a fact.”

Decor In is committed to eco-sustainabili-
ty, seeking to minimise the impact that the 
chemicals used have on the environment. 

No solvents are used and water-based 
inks are used for printing the paper. The 
foils are also impregnated and coated 
with water-based products, mainly made 
by German and Austrian suppliers, such 
as the giant BASF, which has always been 
committed to researching and developing 
products with a low environmental impact. 
Even the papers are sourced from suppliers 
that have an ecological focus in addition 
to guaranteeing quality and high perfor-
mance. 

“We strive to meet the growing demand 
for green products. Sustainability, but also 
a focus on quality. We have implemented 
an automated management system a while 
ago that ensures numerically controlled 
dosing of the chemical components to 
guarantee products of consistent quality. 
The quality aspect is crucial for us because 
our foils are used on top-range panels and 
the risk of quality problems after applica-
tions is unacceptable”. 

Decor In addresses the caravanning sector 
directly by participating in the successful 
event Atelier Italian Revolution. The com-
pany is a reliable business partner capable 
of playing a key role in the finishing and 
marketing of Decor In decorated paper 
products. This means that the entire supply 
chain – from plywood and paper produc-
tion to panel finishing – counts a group of 
companies working in close connection. 

“We joined this project with enthusiasm 
because it allowed us to introduce the 
short supply chain concept, one that is ef-
ficient, versatile and made of companies 
that have chosen excellence as their prime 
objective”, continued Matteo Confalonieri. 
“I think it is very important to know the 
seriousness and reliability of your suppliers 
especially in these hectic times. Decor In 
is a subsidiary of international companies. 
Our main partner is the largest panel fin-
ishing company in Israel that has about 13 
melamine panel finishing presses. We are 
an export-oriented company. We capitalise 
on our Italian DNA to draw on the ability 
and creativity to offer tailor-made solutions 
that meet all our customers’ needs. Today, 
we want to make the name of Decor In 
known in the caravanning sector because 
we are a reliable alternative to companies 
that have been operating in this sector for 
longer. We bring flexibility, reliability and 
skills to the table. Our history is a 70-year 
success story”.

ContactsIn partnership with

Decor In is the result of 3 generations in 
Decor Printing and Impregnation busi-
ness. First step in Decorative Papers was 
moved by Giuseppe Confalonieri in 1947, 
starting from ink business, then to print-
ing in the 70’s and finally to impregnation 
in the 80’s, going through graphics (for 
the creation of designs) and cylinders’ 
engraving and recently digital printing. 
Decor In Printing realizes the ideas of its 
customers in order to meet the needs of 
interior designers and architects to “dress 
up” new and innovative designs. Ad-
vanced technology facilities can capture 
images directly from original materials, 
change subjects, separate layers, color 
and variations to reach the final stage of 
printing cylinders. Rotogravure printing 
meets the highest qualitative and quan-
titative parameters combined with the 
utmost flexibility. Digital printing offers 
an unlimited color variety and possibility 
of reproduction of small lots in the begin-
ning phase of the new decor or for cases 
in which the small lot is needed because 
of special projects. The impregnation 
phase with thermo-curing resins selected 
and guaranteed by important internation-
al chemical companies enables a product 
of quality and reliability.

Company Profile

Matteo
Confalonieri
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Company news Alde

In late 2011, after enjoying huge success in the Europe, Swedish-based RV heating manufacturer 
Alde decided it was time to launch in North America.  It’s huge market but the problem is deciding 
where to start…

Alde 
gains ground 
in North America

Words Terry Owen

Initially Alde worked with RV manufac-
turer Six-Pac from California, to install 
the first Alde system in an American RV. 

It worked extremely well and was quickly 
followed by two further systems in Roadtrek 
Sprinter van conversions. The first saw test-
ing in the harsh winter climate of Yukon in 
Alaska, whilst the second demonstrated the 
luxury of under floor heating. 

Building a customer base
Following the complete success of these 
prototype installations, Roadtrek decided to 
continue the fitment of the Alde system to 
their Sprinter conversions. Alde Corp. was 
then founded (in Vancouver, Washington 
State) in June 2012, to service the market. 
At the same time the Alde product was ap-
proved for use in the US. 

Alde made its first appearance at the Louis-
ville trade show in November that year, and 
at the Tampa RV super show the follow-
ing January. This led to interest from T@B 
with the first orders being placed for their 
teardrop shaped travel trailers. The rights 
to produce these iconic trailers eventually 
passed to nüCamp, who have since become 
one of Alde’s most important US customers.  
Alde heating now features in most of their 
products including their 28-foot (8.5m) Avia 
travel trailer.
CEO Scott Hubble explains “At nüCamp, 
we hang our hat on building the exception-
al.  When we embarked on comprehensive 
heating and hot water solution in 2013, 
Alde quickly stood out to us.  Not only was 
there nothing like it in the US at the time, 
but the company history and track record of 
success in Europe  was extremely impressive. 
Employing the Alde Hydronic Heating and 
Hot Water System has not only been a differ-
entiator for us, but the product has emerged 
as one of the cornerstones of any nüCamp 
in which we feature a restroom.  Alde has 
been a wonderful partner over the years. 
They have enabled us to deliver the premier 
teardrop trailer on the market and continue 
to walk along side of us as we grow.”

New HQ in Elkhart

HALL 13
BOOTH A14
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the Alde system can be described as ful-
ly-hydronic whereas the others are effective-
ly semi-hydronic. 
Alde also offers the luxury of underfloor 
heating and heated towel rails. All the Alde 
system uses to distribute the heat around 
the RV is a small pump taking typically just 
0.5 amps at 12 volts DC. Together with the 
boiler control circuitry that takes about the 
same current, this makes the Alde system 
perfect for wild camping away from the 
electricity grid.  
With an efficiency of 93% the boiler itself 
is also very economical. (Image 2). It is pow-
ered by propane or electricity (or both) and, 
in a motorhome or camper van, engine heat 
can also be used.  
Similarly, the boiler can be used to heat the 
engine before starting it. (Image 3). There is 
currently no diesel option but it is possible 
for a diesel heater to be fitted in the glycol 
circuit if need be. 
The boiler’s compact dimensions and low 
weight (31lb/14kg dry) mean it can easily 
be hidden inside a bed bunk or small cup-
board. Those wanting continuous hot water 
can specify the Flow option, which delivers 
3.5 litres per minute. (Image 4).
(Image 5). Control is via an easy-to-use co-
lour touchscreen. What’s more, Alde heat-
ing can be linked to Truma air conditioning 
to give full climate control.   
Most of Alde’s components are manufac-
tured in Sweden, although an exception is 
the gas valve for the North American sys-
tems, which is sources in the USA. Those 
that will carry liquid are individually tested 
before leaving the factory to ensure there 
will be no leaks. 

Conclusion
One of the unique things about the Alde 
brand is the enthusiasm and loyalty shown by 
end users. Once they’ve experienced the com-
fort of Alde heating, little else will do. The re-
sult is that North American RV manufacturers 
are beginning to learn what their European 
cousins have known for years – that specifying 
Alde heating can help to sell your products.

In partnership with Contacts

In 2017 Airstream came on board, starting 
with their 30- and 33-foot classic trailers. In 
a way this was perhaps no surprise as Alde 
heating had become standard on Airstream’s 
export products, including those to Europe. A 
prototype installation was made in a US mod-
el and tested in a cold chamber. This clearly 
demonstrated the advantages of the Alde sys-
tem over the previous blown air system.  
Another interesting customer is Bowlus. The 
first Bowlus travel trailer was built in 1934 
by aircraft engineer Hawley Bowlus. Its 
all-aluminium construction was revolution-
ary and continued in production until 1936 
when all Bowlus production ceased.  The 
design rights were bought by Wally Byam 
and, with a few modifications, it became 
the first Airstream. 
In 2013 the Bowlus was revived by Geneva 
Long and her tech entrepreneur parents, 
John and Helen Long, from Canada. They 
had an original Bowlus and decided to re-
launch the brand as a super high-tech prod-
uct fit for the 21st Century.  Alde heating 
suited the bill perfectly, not just because of 
its advanced control system, but also be-
cause it allowed them to be the first to offer 
heated floors.
Roadtrek continued to fit Alde heating until 
the demise of the Erwin Hymer Group North 
America, to which it belonged. Now, under 
the ownership of French motorhome manu-

facturer Rapido SAS, it is set to resume once 
more. 

New HQ established 
Back in 2013 sister company, Truma, set 
up its US base in Elkhart, Indiana as it too, 
launched into the North American mar-
ket. It made sense for the two companies 
to work together and so, by 2019, Truma 
North America had established a 44,000 sq 
ft (4,088 sq m) headquarter building, which 
also housed Alde. 
Truma Corp. now acts as the US distribu-
tor for Alde and the two companies share 
a mutual service network, along with lo-
gistics and warehousing. A joint sales team 
supports both OEM and retail customers 
throughout North America. Moving to 
Elkhart has allowed Alde to be closer to its 
main OEM customers and to supply them di-
rectly from the warehouse. Systems can be 
supplied in pre-assembly form or as individ-
ual components in bulk. 
The building is home to approximately 30 
staff and comprises a huge warehouse, cold 
chamber, product and sales training facility, 
a production area for kits, pipes and parts, 
along with an aftermarket service and repair 
workshop.  
The brand-new cold chamber is used for 
testing customers’ vehicles and giving them 
feedback on the installation. In this way 
Alde works closely with its customers to give 
the very best results.                                  

Shows
With the exception of issues caused by Covid 
19, Alde has been present at all the main 
shows in the US since Louisville in 2012. 
The Alde system has been well received by 
the public and OEMs alike. Feedback sug-
gests its big attraction is that that it’s small, 
compact, energy efficient, and that provides 
natural air humidity. 

Focus on the Alde offering
(Image 1). Although others offer liq-
uid-based heat transfer systems, Alde is the 
only one to offer natural convection radia-
tors to provide the required heat.  Others 
use heat exchangers with booster fans to 
get the heat where it is needed. This means 
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ompany newsC Thule

The increasing popularity of the outdoor, combined with the coronavirus pandemic, is changing the 
RV market like nothing that has gone before. Thule is responding with new products aimed at a new 
type of consumer, and at the smaller van conversions that are becoming so popular. Here we look at 
two new steps and what brought them about

    New steps 
from Thule

Over the last few years, the outdoor 
leisure market has been enjoying 
strong growth, spurred on by a 

young generation keen to get back to na-
ture. But when the Covid pandemic closed 
campsites across the globe, it seemed like 
the industry was entering its darkest time 
in living memory.  However, the realisation 
that RVs are the perfect social distancing 
activity has now lifted the market like never  
before. Suddenly we have a new group of 
consumers, aged 35+ rather than the more 
traditional 55+, and the compact van seg-
ment is growing almost as fast as the pan-

Words Terry Owen

demic did. The majority of the growth in 
the global RV market is coming from van 
conversions and smaller, compact RV’s.
Thule’s Sales Director, Patrick Dehaen says 
“We are extremely positive about the next 
few years, we see a whole new, younger, 
audience stepping in. At some point there 
will be a correction, but we don’t see the 
industry going back to its old numbers”. 
Against this backdrop Thule sensed a 
changing market for its steps. RVs are now 
becoming multi-purpose vehicles, rather 
than just being used for summer holidays. 
Steps would be used much more than pre-

viously. 
Furthermore, the shift in emphasis away 
from traditional white boxes towards sleek 
automotive bodies produced a requirement 
for steps to better integrate with the design 
of the vehicle rather than appear as some-
thing of a bolt-on afterthought. Dark tones 
in vehicle body colours are very trendy at 
the moment.
Another factor driving the growth of small-
er vehicles is that the number of driving 
license holders for up to 3.5 tonnes is in-
creasing, whereas those up to 7.5 tonnes 
are decreasing.

HALL 14
BOOTH A09-A11
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ContactsIn partnership with

Standard version

Enter Thule’s second generation (G2) slide-out step
At the Thule Group, they take quality very seriously and product 
safety is their top priority. 
In addition to adhering to tests specified by global test standards 
and regulatory requirements, they also perform additional internally 
defined Thule tests to meet the enhanced safety and quality levels 
they require of a product. These tests consist of fatigue tests, static 
and dynamic tests, chemical resistance tests, temperature tests, and 
extensive field testing. 
Since the RV consumers and their travel patterns are changing, 
Thule sets the bar even higher for their new Slide-Out G2 Step col-
lection. They revised the internal requirements in terms of load and 
cycles but also invested in new testing equipment. Tests show a real 
improvement in performance under heavy loads, combined with a 
weight reduction of 7-10%.

Three different models are available, according to the host vehicle:

Each model is also available in three different widths, namely 400-, 
550-, and 700-mm. Serviceability is improved in that the footboard 
can easily be removed without the use of tools. This makes it simple 
to clean both the board and its housing box when on site or else-
where. In the event of a 12-volt failure a manual override feature 
allows for step deployment and retraction.
For better integration with the host vehicle an anthracite front panel 
assures a harmonized integration in the vehicle design, whilst the 
sleek design avoids a boxy look and feel. The edge of the aluminium 
footboard becomes merely a contrasting line. 
An LED lighting kit is available to improve visibility at night, or simply 
to give that cosy feeling. All models are 12-volt, operated via switch 
on the vehicle. The new steps will be available to OEMs from July 
2021 and to the aftermarket from January 2022. 

Thule Single Step Compact
As well as re-engineering its popular slide-out step, Thule identified 
a need for a completely new step designed for the upcoming trend 
in smaller vehicles with less ground clearance.   
With these vehicles free space underneath the chassis is increasingly 
scarce as emission regulations lead to larger silencers & catalysators. 
Also, floor panels and chassis members tend to be lower to the 
ground with the result that some step positions require less drop 
of the footboard for a comfortable step height. The key goal was 
to develop a compact single step without compromising on the  
stability of the step. 

The end result is a high performing single step that shows an out-
standing performance with higher loads. Indeed, under severe over-
load conditions the step showed less deflection than expected and 
less deformation afterwards.

Conclusion
Thule’s products have one thing in common and that is that they’re 
all engineered and tested to high standards. It may be something to 
do with their Swedish parentage, but it does mean they have an ex-
cellent reputation for quality and reliability. No wonder they are sup-
plying so many OEM’s. They’re also very good at interpreting market 
trends and producing products that are right for the time. The two 
new steps are a very good example of this.

Ducato, Jumper and Boxer version

Crafter version

Deployed

Retracted
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The Eberspächer Group is one of the world’s leading system developers and suppliers for the automotive 
industry. Besides its exhaust technology, air conditioning and automotive electronics, most customers 
– including in the RV sector – know Eberspächer for its auxiliary heaters from the Climate Control 
Systems Division

Airtronic 3: 
new Eberspächer 

air heater generation

Words Enrico Bona

Regardless of the weather and season, 
Eberspächer heating systems ensure 
that the right temperature always pre-

vails within the “four walls on wheels”. This 
means you can travel as you please with the 
motorhome year-round – even when it’s not 
always warm outside. Like in the spring or 
fall, when the days and especially the nights 

grow increasingly cold. Or maybe while in the 
mountains, where sudden swings in weath-
er can blow in. Whether it’s about providing 
heating to campervan conversions or addi-
tional heating for an RV’s existing propane 
heating system, fuel operated heaters are 
particularly suitable for campers who value 
self-sufficiency and comfort when cooler out-

door temperatures prevail. 
The thermal management experts from Esslin-
gen, Germany, offer two different fuel operat-
ed heating systems for use in motorhomes or 
campervans: air and water heaters. Air heaters 
are particularly suitable if fast interior heating 
is required. With the Airtronic air heater, Eber-
spächer has just the right solution. This year 
the company is introducing the third gener-
ation of the proven all-rounder. We talked to 
Steffen Such, Executive Vice President of the 
Special Markets Business Unit at Eberspächer, 
about the new product generation.

Aboutcamp BtoB: Eberspächer will be 
presenting a new generation of the Air-
tronic air heater for RVs at the Caravan 
Salon 2021. Why did a new generation 
have to be developed?
Steffen Such: With the third generation of 
our proven Airtronic fuel operated air heater 
we have relaunched the product family. We 
have now brought all performance classes up 
to the same technical level. The second gener-
ation comprised two model variants in a total 
of six versions with heat outputs ranging from 
2 to 4 kW. With four model variants in 12 ver-
sions going forward, the Airtronic 3 will cover 
output classes up to a heat output of 8 kW. We 
can thus offer customers the perfect heating 
solution for every vehicle size and purpose of 
use. Whether you are travelling to mild regions 
with cooler nights or to cold, frosty climes – 
the Airtronic 3 meets all the requirements.

roduct news EberspächerP HALL 13
BOOTH B11

RV application with an 
Eberspächer Airtronic air heater
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In partnership with Contacts

Aboutcamp BtoB: Sounds exciting. What 
can customers look forward to?
Steffen Such: The Airtronic 3 combines state-
of-the-art technology with proven functions 
– and all this in a new design. We have, for 
example, upgraded the automatic altitude 
adjustments now covering heights of up to 
5,500 meters – depending on the variant. 
We carried out special product tests for this 
purpose. The sky is the limit for your moun-
tain trips with the Airtronic 3. We have also 
redesigned the combustion chamber to lend 
more flexibility regarding the heater’s mount-
ing position in the vehicle. This is a consider-
able advantage, especially for installation, as it 
lets you make the best possible use of the RV’s 
limited space. With the new heat exchanger, 
which ensures better flow conditions, we have 
once again boosted efficiency – as we did with 
the sensor-controlled starting sequences.

Aboutcamp BtoB: That’s a lot of technical 
details. What about comfort in terms of 
noise and precise control of heat output?
Steffen Such: We continue to rely on our 
optimized metering pump technology, which 
means no more of the traditional “ticking” 
sound when filling up. The Airtronic 3’s step-
less heat output control also contributes to its 
extremely quiet operation. The modified posi-
tioning of the temperature sensor has further 
improved the temperature control. For us, 
comfort includes durability: the proven brush-
less motor makes a service life of 5,000 hours 
possible.

Aboutcamp BtoB: Can you tell us about 
the altitude tests?
Steffen Such: A fascinating topic! As I men-
tioned, with the new generation we have 
increased the automatic altitude adjustment 
from 3,000 to 5,500 meters for the most pop-
ular product versions. Our technicians have 
run tests in an altitude chamber. Several test 
cycles were defined for this purpose, covering 
different use cases for the heaters at different 
altitudes as well as the extreme case. Over 50 
measurement cycles were performed to test 
the cold-start capability and measure emis-
sions, for example.

Aboutcamp BtoB: What are the main 
advantages of air heaters like the Air-
tronic 3?
Steffen Such: Air heaters are generally known 
for making heat available very quickly. Its en-
ergy-saving operation means the Airtronic 3 
is also especially suitable for heating at night. 
We have optimized this in the new generation 
and further reduced power consumption for 
long operating times. By using a fuel oper-
ated heater like the Airtronic 3, the propane 
consumption of the RV can be minimized 
significantly. Further space or weight for large 
propane tanks is not required. Therefore, fuel 
operated heaters are the ideal solution for RVs 
with a limited space capacity and to meet per-
missible total vehicle weight standards. With 
the Airtronic 3, users are well prepared for all-
year-round camping or especially camping in 
cold regions and seasons.

Aboutcamp BtoB: Which variants of 
new Airtronic 3 heaters does Eberspäch-
er offer?
Steffen Such: As I mentioned, the product 
generation includes four model variants in 
12 versions. In the RV sector, the Airtronic S3 
Commercial (2 kW), the Airtronic M3 Com-
mercial (4 kW), the Airtronic L3 Commercial 
(6 kW) and the Airtronic XL3 (8 kW) are used, 
depending on the vehicle size and purpose of 
use. Diesel and gasoline versions are available 
for both the Airtronic S3 and M3. The Airtron-
ic M3 Recreational (4 kW) was specially devel-
oped for RV applications with a complex air 
ducting system. To determine which variant is 
the most suitable in a given case, apart from 
the size of the vehicle the intended application 
plays the biggest role. Where does the user 
want to travel with the RV, or what sort of 
temperatures and temperature fluctuations 
awaits him there? Where in the vehicle is the 
quickly available heat particularly important?

Aboutcamp BtoB: How is the heater con-
trolled?
Steffen Such: We offer various operating el-
ements to ensure easy and convenient control 
of our heaters – depending on the customer’s 
requirements. The most common control vari-

Steffen Such

On the left page: the newly 
designed exterior also sets 
the Airtronic 3 apart from its 
predecessor; the permanently 
installed EasyStart Pro operating 
element is intuitive to operate.

On the right: digital camping 
convenience with the EasyStart 
Web operating element.

ant is EasyStart Pro, a permanently installed 
operating element. The desired start time and 
heating duration can be set in advance with 
a timer. The display and an LED color ring 
around the operating button indicate the cur-
rent function status. In Europe, digital control 
with EasyStart Web is also available. Using a 
digital device – a smartphone, Amazon’s Al-
exa, or any other Internet-enabled device – 
the heater can be controlled through the cor-
responding app regardless of physical range. 
EasyStart Pro and EasyStart Web can also be 
combined for the ultimate in comfort, allow-
ing you to conveniently operate the heater in 
the vehicle itself via the permanently installed 
element and via the app when on the road.

Aboutcamp BtoB: How does Eberspaech-
er react on new standards in the industry 
of central controlled applications?
Steffen Such: For RV applications, we also 
offer our Airtronic M3 Recreational as a CI-
BUS variant. Then, the heater can be easily 
integrated in the OEMs CI-BUS-based central 
operating device. With our CI-BUS variant, we 
followed this trend.

Aboutcamp BtoB: Is a retrofit of the Air-
tronic 3 also an option for RV users?
Steffen Such: Absolutely! Our air heater can 
also be used as an additional heater for the 
front area of big motor homes. Also if users 
wish for more self-sufficiency while travelling 
in cooler temperatures, fuel operated heat-
ers are an ideal solution: they use the vehicle 
tank’s fuel for heating. Space-saving instal-
lation is possible either underfloor, in a false 
floor, in a seat base or storage compartment. 
We have a large network of partners around 
the world who retrofit Eberspächer heating 
solutions.
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Designs and colors 
for the home on wheels
For its customers from the caravanning and RV-ing industry, Schattdecor has developed an addition to 
its current decor selection. These specifically cater to the requirements and needs for a home on wheels

Words Peter Hirtschulz

In particular, decorative surfaces must take several factors into 
consideration: material, design and colour have to appear time-
less and modern in a small space and convey a feeling of a 

livable space. Dietmar Höglmeier, Sales Key Account Manager for 
the Caravan sector at Schattdecor, said: “That’s why we constant-
ly analyze social developments and changes and growing trends. 

Travelling and road trips are 
more popular than ever. There 
are different types of travel for 
which we have put together an 
extensive design package, tak-
ing into account market-spe-
cific features. During our inter-
cultural cooperation, we began 
with the questions: how do 
people want to travel, what is 
important to them and what 
are they unable to do without? 
How must a mobile home be 
furnished? Should it be ready 
for a short road trip? Does it 
need to serve as a long-term 
home or as a mobile vacation 
home? The results helped us 

collect information about designs and decors that are needed for 
today’s caravan and RV market.”

Schattdecor successfully and increasingly supplies customers from 
the European and American markets with decorative surfaces that 
are particularly suitable for this area due to their properties, and 

Dietmar 
Höglmeier

roduct news SchattdecorP

Rochefort Nussbaum 
Postfoil 3D

Amberwood 
Postfoil 3D
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design. Meanwhile, the company offers an 
extensive package of products, designs and 
a recently added decor collection for cus-
tomers in both markets.
Mr. Bastian Kastner, Head of Foil Sales, 
USA: “For both locations we analyzed co-
lour palettes found in nature and tried to 
look at different types of travel more pre-
cisely based on destinations and cultures. 
Our product portfolio clearly reflects the 
demand for new materials and technolo-
gies. We’re also keeping up with the times, 
trends and customer needs in the RV mar-
ket; but needs change and our task is to 
adapt our product portfolio accordingly 
and to develop new surface solutions and 
decors.”

Höglmeier: “In addition, of course, the 
product plays an important role. Schattde-
cor’s flagship products for the caravanning 
market are presented in the Finishfoil prod-
uct portfolio as Postfoil and Smartfoil. Our 
effect surfaces are particularly successful 
thanks to a natural matte/gloss look and 
an authentic feel. The current trend fea-
tures super-matte plain surfaces with an 
anti-fingerprint effect. We can influence 
the haptics that correspond to the optics in 
the area using our modern film technology 
- from a synchronous pore structure using 
matte/gloss technology with a veneer-like 
surface to a super matte surface. Both, 

when combined, create an imitation that 
is barely distinguishable from the original.”

As individual as our travel experiences are, 
so are the demands and needs of different 
target groups using motorhomes or trail-
ers, e.g. caravans are just as varied; even 
when we are on the move, we value our 
own identity and characteristic style - and 
this also applies to the smallest of spaces. 
As surface specialists and decor printers, 
the company understands its mission to 
provide its customers with target group 
specific decor recommendations, combined 
with a wide range of colour schemes and 
backed up by extensive background re-
search to support them in their design and 
decision-making process. Therefore, for the 
new Caravan Selection, more emphasis was 
placed on the cooperation between design 
and sales departments.

Elaine Andrea Herrmann, a designer at 
Schattdecor said: “Our goal was to develop 
a concept that takes all vehicle types into 
account: entry-level, mid-range or luxury 
vehicles. The detailed research on types of 
journey and worlds of colour is intended to 
support our customers in the decision-mak-
ing process and generally provide deeper 
insights into our work, into the world and 
into the end consumer’s needs. In motor-
homes, decorative surfaces must be able to 
emanate a timeless effect in a small space, 
convey homliness and reflect the needs of 
the users in a lasting way. The appeal of 
the motorhome lies in having everything 
you need for your daily life in a small space. 
When it comes to trends, we are still seeing 
big differences between North America and 
Europe, but with continued global connec-
tivity both markets are starting to merge.”

The result is an addition to the existing car-
avan selection that is tailored to the mar-
ket. The comprehensive scope of the new 
Caravan Selection can be seen at www.
schattdecor.com. Here it is possible to find 
more details about the current collection 
including the extensive research and design 
background.

ContactsIn partnership with

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

Company Profile
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“Dometic is making a good progress in our strategic journey. We are optimistic about the long-term 
trends in the Mobile Living industry,“ says Henrik Fagrenius, President of EMEA at Dometic. “At Dometic, 
we have a clear strategy to develop outstanding products where market demand for sustainable and 
effective off-grid products is rapidly increasing as more and more people spend time outdoors using a 
vehicle or boat as their base. We strive to lead the development in this fast-growing market by combining 
our own developed offerings with acquisitions that give us an extensive product portfolio and a larger 
distribution and service network“

Positioned for growth in 
the mobile living industry

Words Peter Hirtschulz

Henrik Fagrenius In 2020, Dometic had net sales of more 
than SEK 16 billion with EBIT margin of 
12.0 percent. The company has a large 

customer base worldwide including a distri-
bution, service and aftermarket network of 
nearly 40,000 retailers and repair shops. Its 
aim is to be the leader in branded solutions 
for Mobile Living in all applications where the 
company is present. Innovation of new prod-
ucts and solutions is a strategic cornerstone 
and in 2020 the innovation index increased to 
22 (16) percent. With headquarters in Stock-
holm, Sweden, Dometic shares are traded on 
the Nasdaq Stockholm Large Cap.As a pio-
neer in the “Mobile Living Area“, Dometic is, 
and will be, committed to driving sustainabil-
ity in this market. This means the Company 
is providing smart, reliable and safe products 
designed with a lifecycle perspective to in-

crease resource efficiency and reduce the en-
vironmental footprint throughout the product 
lifecycle; providing a safe, healthy, diverse and 
inclusive workplace; and ensuring business 
practices meet the highest ethical standards. 
Dometic  recently announced that its efforts 
to drive the sustainability agenda towards a 
more resource-efficient industry continues 
at pace. A further three of Dometic sites 
switched over to renewable electricity in the 
second quarter 2021 and confirmed that they 
are fully committed to their target of reducing 
CO2 emissions in relation to net sales by 50 
percent by 2030.
Based on these principles, Dometic is to 
launch three new and innovative products 
at the Caravan Salon Düsseldorf 2021 - the 
world’s biggest show for recreational vehicle 
manufacturers and all related industries.

Company news Dometic HALL 14
BOOTH C03-C05
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Unique combo heater
A novel solution to the market is combin-
ing the cabin heater and hot water supply 
into one unit. The Dometic CH Combo 
Heater is a cabin heating device as well as 
a warm water supply unit.  It provides both 
cabin heating and warm water supply in a 
super-fast and energy saving way. It also 
comes with multiple smart control options 
for the ultimate convenience.
The series features two independent cir-
cuits for heating  air and warming water as 
well as an additional cabin vent function to 
provide second-to-none flexibility.
The water heating works independently of 
the cabin heating. In addition, the versatile 
features of Dometic heaters show an inde-
pendent vent function.This create a pleas-
ant indoor climate and can help to prevent 
the build-up of mold in critical “cold spot” 
areas.
Dometic CH Combo Heaters give campers 
a cozy place to relax after an active day 
outdoors. The vehicle is comfortably warm 
inside upon arrival and there’s enough hot 
water for several showers in a row, with al-
most no break in-between. A smart control 
system takes care of everything. A few easy 
settings on the control panel are enough 
to program the “coming home” timers for 
the cabin and water tank heating. It is also 
possible to save your favorite settings for 
quick recall or set the heater to night mode 
for a quiet and restful night’s sleep.
Another benefit of Dometic’s new 2-in-1 
heaters are that they make very economi-
cal use of the precious energy resources on 
board. For example, it is possible to set the 
time for how long the heater should keep 
the water warm.

Custom-fit window blinds 
for latest Fiat Ducato models
In conjunction with the start of production of 
the new Fiat Ducato V8, Dometic is introduc-
ing elegant, neatly integrated window blind 
solutions that fit the new campervan model 
like a custom-made suit. The new, well-engi-
neered double-pleated blinds – Dometic FP210 
for the windscreen and Dometic SP310 for the 
side windows – provide excellent privacy, sun 
protection and thermal insulation against heat 
or cold when staying at the campsite.
Quick and easy to install, these retrofit prod-
ucts match the look and convenience of a 
factory-fitted system. Just like the previous 
models designed for Fiat Ducato and its sis-

ter models Peugeot Boxer and Citroën 
Jumper, the new front and side 

panels are made from a ro-
bust, double-pleated hon-
ey-comb material. 

The two handling bars of the 
new FP210 windscreen dark-

ening blind can be adjusted in 
both directions – top-down or bot-

tom-down, and to any position de-
sired. This gives camping friends plen-
ty of options to create their preferred 

combination of privacy or sun pro-
tection. 

The new models take ac-
count of the modified in-
terior design of the new 
Fiat Ducato V8. The opti-
mized additional Domet-
ic A-pillar cover comes 

ContactsIn partnership with

with a new guide rail 
for attaching the option-

al electronic central rear-view mirror. 
There’s no need to disassemble the A-pillar 
covers or other components. The result is 
aesthetically pleasing; for example, the SP310 
side panels , appear like an original product, 
integrated into the door.

New rooftop tents for 4WDs to Europe
After their successful market introduction in 
the Pacificregion, Dometic brings its new roof-
top tent designed for 4WDs to the European 
market. The new rooftop tent, TRT 120E, was 
first introduced in the Australian market last 
year. It has gone through tough, real-life us-
age tests and has now arrived in the European 
market. At this year’s Caravan Salon, Dometic 
will showcase the product for the first time to 
the European audience.
The Dometic TRT 120E  is designed for active 
adventures on 4WDs and provides the best 
comfort for any outdoor overnight excursion. 
It includes a 5 cm, high density foam mattress 
that’s big enough to comfortably sleep two 
people.
Built for the outdoors, it features a two-layer 
construction, suitable for even the most re-
mote destinations in the middle of winter. The 
TRT 120E’s robust design is further enhanced 
by a durable water-resistant PVC tent cover 
with a UPF 50+ protection rating that can 
handle just about anything that is thrown at it.
Thanks to the double layered windows with 
integrated fly screens, it allows plenty of 
airflow through the tent while keeping in-
sects out. Despite the robust construction, 
its frame is made from lightweight alumini-
um alloy. Setting up the Dometic TRT 120E 
is simple with a 12 V operation and wireless 
remote control that assembles the tent in a 
matter of minutes.

The custom-fit 
window blinds 

for latest Fiat Professional 
Ducato models
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roduct newsP Filippi 1971

The new Adamas panel offers remarkable surface resistance: ideal for laminating with finish and 
pre-impregnated papers, it is a green product entirely made in Italy with a secured supply chain

Adamas, 
high-strength furniture panel

Words Renato Antonini

the panels in Ilomba.
“Compared to Ilomba it has a greater sur-
face resistance, - explains Ivo Bolis, sales 
manager of Filippi 1971 - in fact, based on 
the tests carried out in the CATAS labora-
tories, the Ilomba panels have a hardness 
in class 1, while Adamas reaches class 2. 
Highly resistant to accidental impacts, the 
new panel can be used for the construc-
tion of various furnishing elements inside 
RVs: doors, bathroom walls and cabinets, 
dinettes and much more, with thickness-
es from 3 to 30 millimeters. Ilomba has a 
still visible wood-cathedral surface, while  
Adamas manages to fully cover the surface 
of the underlying wood.”

In addition to a harder surface, Adamas 
is remarkably more resistant to humidity, 
which guarantees an excellent durability 
over time. Poplar plywood panels assures 
lightweight and workability, two important 
characteristics for the RVs furnishing. But 
that’s not all: the internal process carried 
out at Filippi 1971 to transform an Ital-
ian plywood panel into Adamas guaran-
tees high flexibility in the supplies, so that 
small batches, end-of-series productions or 
special series can be accommodated with 
the company’s trademark impeccable ser-
vice. But Filippi 1971 also emphasizes the 
“green” connotation of Adamas.
“Our new panel with ultra-resistant surface 

To celebrate its 50th anniversary from 
its foundation in 1971, the Italian 
company, headed by the Filippi fam-

ily, put its renowned R&D team at work 
to offer the market a jewel, the Adamas 
panel. Named after the Latin term that 
means “diamond”, a name that is a whole 
program, it immediately refers to the resis-
tance of the material. 
Adamas is a poplar plywood panel with a 
surface treatment made with special resins 
that give the raw panel surface homogene-
ity and considerable resistance. The result 
is a panel that can be laminated from fin-
ish to pre-impregnated papers. This means 
that Adamas becomes a real alternative to 

HALL 13
BOOTH D49
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Founded 50 years ago and active in the 
furniture industry ever since, Filippi 1971 
firmly fits into the recreational vehicle 
world in 2000, starting to supply lami-
nated lightweight panels to motorhome 
and caravan manufacturers around the 
world. In 2013, the partnership with the 
entrepreneur Giorgio Levoni opens to a 
new phase of consolidation and expan-
sion that sees, among other initiatives, 
the launch of a new production line us-
ing the digital printing for the customi-
zation of the panel surface. At the end 
of 2016, the relentless activity of Filip-
pi 1971 R&D delivers VittEr®, the new 
generation compact laminate which is 
highly customizable in the design and 
texture, is scratch-, fire-, and water- re-
sistant and 100% formaldehyde-free. At 
the beginning of 2017 a new building is 
set up exclusively for the manufacturing 
of complete furniture kits; the cabinet 
making has then been completed with 
the production of curved doors and any 
kind of special components, taking the 
range of action even broader than ever. 
The RV industry is the core business for 
FILIPPI 1971 but its activity is extended 
also to alternative niche markets which 
always push them to innovate, thanks 
also to the “Filippi Lab” R&D department 
recently enlarged and equipped with 
an autoclave featured in the composite 
products area. Today Filippi 1971 delivers 
to more than 20 countries worldwide.

Company Profile

Filippi 1971 srl • contact@filippi1971.com
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treatment uses only Italian poplar - says 
Francesca Filippi, marketing manager of 
Filippi 1971 - for which special crops are 
used. It therefore clearly differs from the 
African imported Ilomba faces coming 
from forests and not from plantations, 
and often subject to embargoes. The mar-
ket has been looking for an alternative to 
Ilomba for long and we are now happy to 
be able to offer an even greener product 
that embodies Filippi 1971’s commitment 
for a more sustainable approach in all the 
served sectors”.

New challenges
The new Adamas panel will make its first 
official appearance at the Caravan Salon in 
Düsseldorf, an event that has always been 
of great importance for Filippi 1971, with 
an uninterrupted presence at the German 
fair from 2003 to today. Despite the open-
ing to other markets, the RV sector still rep-
resents the core business of the company, 
accounting for 70% of its turnover. There 

is therefore a strong desire to propose new 
products, through research & development 
and major investments aiming to satisfy 
the growth of the market and increase the 
Company’s market share. Investments were 
also made to improve the joinery of Filippi 
1971, where both manual processing and 
machineries were strengthened: new staff 
has been hired, including more women, 
production capacity has been increased 
and the level of refinement has been set to 
even higher standards.

50 years of experience

In July 2021 Filippi 1971 celebrates its 
first 50 years of life, a significant anniver-
sary that testifies to the experience and 
the ability to keep up-to-date to stay on 
the market as protagonists. Back in 1971 
the name was different, Filippi Legnami, 
but the control of the company has con-
tinuously been in the hands of the Filip-
pi family. Many things have changed in 
half a century, and many will still change 
because Filippi 1971 has proven several 
times to be one of the most dynamic com-
panies operating in the RV sector. Cele-
bratory events are planned in the coming 
months, Covid permitting: at the time of 
going to press we do not have a calendar 
yet, but we will keep you informed, both 
on these pages and on our website.

Here and below:
the Filippi 1971 headquarters 
in Berbenno (BG), North of Italy
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The story of Reimo actually begins unin-
tentionally and rather by chance. The 
enthusiastic water sportsman Günter 

Holona liked to enjoy his hobby of water 
sports in his spare time. So, he had to go to 
the water, lakes and beaches. The absolutely 
ideal vehicle for getting there and transport-
ing the water sports equipment was undoubt-
edly a motorhome. So, Holona - together with 
friends in his own garage - built and convert-
ed his first Mercedes 406 in his own garage 
for a holiday to Greece as early as 1969. The 
idea and his skills were so well received by his 
friends that over time he had to remove and 
convert mostly VW campervans.
With this knowledge and due to the fact that 
the planned career as a teacher did not corre-
spond to his professional ideas, he gathered 
some friends in 1980, borrowed start-up cap-
ital and began his own company, called REI-
MO. Kurt Manowski was there as the “man 
of the first hour”, and he still helps to steer 
Reimo’s fortunes today.

Germany is one of the countries in the world where camping has a long tradition. The heart of the 
European caravanning industry beats here. This is proven by the companies based here as well as the 
popularity among the population. One of the most successful German companies in the camping 
and caravanning industry with the broadest range of products is REIMO, which, according to current 
forecasts, is aiming for a turnover of 300 million euros in 2021

Words Peter Hirtschulz

40 years later, Reimo has developed into 
a company with over 200 employees. At 
the heart of the company, Reimo produces 
high-quality equipment for campervans of dif-
ferent brands and sizes. 
These include VW, Mer-

Company news Reimo

cedes-Benz, Fiat, Ford, Citröen, Renault and 
Peugeot.

Camping with 
best knowledge and belief

Felix Holona and Kurt Manowski

Reimo 
central warehouse & administration
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For 40 years, the company has also been 
professionally converting minibuses and 
vans into camping buses and leisure vehi-
cles. This also includes the development and 
production of pop-up roofs, high roofs and 
self-made sleeping/seating benches as well 
as furniture parts.
Currently, Reimo offers more than 300 in-
terior modules and over 50 roof types for 
over 60 different vehicles as its core compe-
tence for campervans, each customised. But 
Holona and Manowski do not only extend 
vehicles, they also continue to develop their 
company’s range of products.
As “men of the trade” with their own regu-
lar camping experience and innovative ideas, 
they have always had an ear for the wishes of 
campers. This is one of the strengths of the 
company: the ability to translate their own 
experience and the wishes of campers into 
products and services that are tailor-made 
for their requirements. Nevertheless, today 
Reimo is first and foremost a wholesaler and 
close partner of the specialised trade.
This has resulted in a range of accessories, 
many of which Reimo has developed itself, 
but also third-party products, all of which 
fulfil the wishes of campers. The result is per-
haps the most comprehensive online shop in 
Europe with a complete accessories cata-
logue that currently comprises 1,044 pages 
with more than 20,000 products.

These practical accessories and extension 
components are exported by Reimo to more 
than 58 countries worldwide; in addition to 
all European countries, this also includes the 
USA, China, South Africa, Australia and Ko-
rea. 
Reimo even operates its own warehouse in 
Sydney to be able to reduce delivery times 
to customers based in Australia and New 
Zealand.
Most of Reimo’s business is controlled from 
its headquarters in in the hessian Weiterstadt 
in Germany. There is the administration cen-
tre and a 14,000 m² central warehouse. This 
is so optimally organised that 95 percent of 
all orders can be shipped within 24 hours.
Also in Weiterstadt is the modern Reimo 
production facility with its own carpentry for 
the interior elements, as well as the produc-
tion of pop-up roofs and benches.
A so-called “megastore” is located in neigh-
bouring Egelsbach. It is on two levels and has 
more than 1,500 m² of sales area to show 
more than 5,000 products for camping, car-
avans and motorhomes. Another branch is 
in Bochum, North Rhine-Westphalia.
More than 200 employees work at all three 
locations. In addition to its extensive range of 
accessories, Reimo also sells its own practical 
campervans in Egelsbach and Bochum. But 
not only those: since autumn 2000, Reimo, 
under the management of Kurt Manowski, 
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has also taken over the distribution of the 
entire vehicle range of the Slovenian com-
pany Adria Mobil in Germany. This now also 
includes the Adria brand, Sun Living. 
In addition to the high-quality Adria brand, 
Reimo is keen to keep its own product port-
folio at the highest possible level. Reimo’s 
success is based on the daily philosophy of 
the company’s founders and staff to always 
offer products and services to the market to 
the best of their knowledge and belief.
And in order to be able to keep this promise 
of quality, Reimo has meanwhile launched 
four own brands with “Camp4”, “Reimo 
Tent-Technology”, “Holiday Travel“ and 
“CARBEST”. These brands are supported 
and marketed by their own catalogues. A 
special vehicle extension catalogue, for ex-
ample, comprises 312 pages, the Tent-Tech-
nology catalogue 84 pages and CARBEST 76 
pages.
The CARBEST product range enjoys a high 
reputation in the industry among various 
vehicle manufacturers. In many places, 
CARBEST products are also used as original 
equipment for motor homes and recreation-
al vehicles. Since 2002, CARBEST has stood 
for high-quality technical products. What 
began with inverters and cab accessories for 
retrofitting is now a global brand with an 
extensive range representing, for example, 
high-quality vehicle electronics from lights to 
lithium batteries, refrigerators, coolers, aux-
iliary heating and window systems.
In order to be able to offer these and many 
other products at a special price/perfor-
mance ratio, they are manufactured in 
specialised factories and sourced without 
intermediaries. This enables Reimo to offer 
high quality and moderate prices. Speaking 
of quality: Reimo products are subjected to 
extensive tests in the German development 
department. To the best of their knowledge, 
in-house engineers, technicians and expe-
rienced camping professionals ensure that 
quality and functionality meet the highest 
possible camping standards.
In the year of its 40th anniversary, Reimo  
was hit by a severe blow of fate. Company 
founder Günther Holona passed away unex-
pectedly, but the tradition of the company, 
as well as the family of the company’s found-
er, honour his legacy and continue to devel-
op it. After more than 10 years as purchasing 
manager, Felix Holona, the son of the found-
er, has taken over the position of managing 
director together with Kurt Manowski. In 
addition to the two of them, the co-founder 
and wife, Helga Holona, is still with the com-
pany; as well as the long-time companion 
and head of the development department, 
Ralf Hoffmann. Since 2020, Manuel Fietkau, 
the son-in-law of the Holona family, has also 
been working for Reimo - and all of them 
adhere to the philosophy “to the best of our 
knowledge and belief”.

The megastore at Egelsbach Van rear with roof
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 Digi talisiere Jetzt 42 GmbH 

An intelligent system control centre for OEM and retrofitting has been developed 
by the Berlin start-up company “Digitalisiere Jetzt 42 GmbH”

OnDuty, the new 
mobile command centre

Words Peter Hirtschulz

Nowadays, modern motorhomes and 
caravans in all classes and segments 
are equipped with many technical 

devices and equipment. These include, 
for example: lighting, level indicators for 

batteries or various tanks, but also air con-
ditioning or heating systems and much 
more. Each device is individually devel-
oped and controllable by the correspond-
ing manufacturer, similar to how there are 
various remote controls for TV, decoders, 
etc. on the table at home. A common and 
independent monitoring control simplifies 
the comfort and convenience for the users. 
Added value arises automatically through 
the use of the information from the devic-
es that were previously unnetworked.
Now the Berlin start-up company “Digital-
isiere Jetzt 42 GmbH” has developed On-
Duty - a tried-and-tested product similar 
to the smart home for the mobile leisure 
vehicle industry. “Why have more than one 
control element when it can be done dif-
ferently? There was no such thing, so we 
just did it,” says Daniel Kalwitzki, the cre-
ative mind behind OnDuty.
The theoretical basis for this development 

C ompany

is, among other things, the “CI-BUS” 
(Camping Industry BUS) launched in 2011 
by the German Caravanning Industry Asso-
ciation (CIVD). A CIVD working group de-
veloped a BUS system specially adapted to 
the demands of the caravanning industry. 
This created the necessary conditions for 
the establishment of a common platform 
for the creation, maintenance and service 
of a uniform data bus system in the cara-
vanning industry and put it on paper in a 
“CI-BUS cooperation agreement”. But On-
Duty can do so much more: further neces-
sary systems have been developed, such as 
switching and light control units that can 
be used modularly from very small to very 
large.
That was the theory, but what about the 
practical implementation? The idea for 
OnDuty was born during a six-month trip 
through Europe by the founders, Ines and 
Daniel Kalwitzki, in their own camper van, 

HALL 13
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The couple Kalwitzki on tour 
when deciding for OnDuty
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so OnDuty solves real problems from the 
everyday camper life. After all, who hasn’t 
laid awake at night wondering if the rear 
garage doors are locked? With OnDuty, ev-
ery camper can easily check this in the APP 
and, if necessary, lock the doors without 
having to get out of bed.
“OnDuty is made in Germany and based 
on 10 years of industry experience. It is a 
modular, smart and intelligent platform for 
controlling a motorhome, yacht, boat or 
island solution. With OnDuty, all compo-
nents of a usable system are combined in 
a unified operation,” says Daniel Kalwitz-
ki. “We were simply dissatisfied with the 
many display elements for the different 
devices, some of which are very traditional 
and from different style eras. It was time 
for a single smart and contemporary dis-
play that can control all the fixtures of a 
recreational vehicle. That’s why we de-
veloped the OnDuty display,” he sums up 
further.
OnDuty integrates all common systems 
such as water, light, air, energy supply 
and management, heating/air condition-
ing, etc. It is operated via a central display 
or the APP. OnDuty is already an integral 
item for a premium liner manufacturer 
from Germany and, with a new Compact 
edition, is also available for the first time 
to all campers and dealers for all vehicle 
classes at an attractive price. The system is 
sold through a network of distributors and 
dealers, which can be viewed at onduty.
online.

Touch screen display or APP operation
All functions of the system can be conve-
niently controlled by touch operation on  
the permanently installed OnDuty display. 
The same range of functions is also available 
via the APP “OnDutyControl” on a tablet 
or smartphone. The app uses the vehicle’s 
WLAN network for this purpose. A future 
cloud integration will also make it possible 
to operate the system from any location.
The fixed display variant can of course also 
be used without WLAN and even the con-
nection of additional physical switches is 
possible. Every user can choose the best 
of all worlds. The integration of all compo-
nents available in the system not only en-
ables operation via just one interface, but 
can also create energy-saving functions for 
the first time through intelligent dependen-
cies. Whether inverters, tank integration or 
lighting control, OnDuty enables operation 
without constantly having to get used to 
manufacturer-specific operating element.

Green Caravanning - a small 
contribution to the environment
For example, when the batteries are fully 
charged, the energy surplus of a solar sys-
tem can be used to run the refrigerator and 
thus conserve the gas supply. The self-suffi-
ciency time is extended and the use of fossil 
fuels is minimised.
“We will soon be refuelling our electric mo-
torbike with the solar surplus. Why should 
we waste the energy gift of the sun?” the 
founder elaborates. This is an absolute nov-

ContactsIn partnership 
with

elty in the motorhome sector. Normally, 
manufacturers of electric installations al-
ways proudly show how quickly their bat-
teries are full. What other options arise from 
the solar surplus has not been considered 
so far.

For OEM and retrofitting
Even when a vehicle is retrofitted with 
items, owners can still benefit from the On-
Duty options. “For example, ambience is not 
a value, but a feeling,” says Daniel Kalwitzki. 
“With OnDuty, everyone can dim their lights 
to an individual level and feel comfortable, 
even with the LEDs already installed, which 
experience shows are too bright when un-
dimmed. Without the system, you have to 
live with the brightness of the LEDs that the 
manufacturer has provided. The adjusted 
light saves the battery, because especially in 
the evening, light is the main power con-
sumer.” Temperature control via room zones 
increases comfort. People no longer have to 
think in terms of devices, but simply specify 
a target temperature for the sleeping and 
living areas - the OnDuty system handles 
communication with the corresponding de-
vices in the background. It is possible to mix 
heating and cooling devices from a wide 
range of manufacturers, as the OnDuty sys-
tem is completely manufacturer-indepen-
dent.

“OnDutyCore Compact” 
available with immediate effect
The OnDutyCore Compact Edition system 
is now available on onduty.online and us-
able for all campers/dealers for every vehicle 
class: starting from an entry-level price with 
small surcharge compared to the usual en-
ergy management systems for the smallest 
van license for self-builders and the small 
van class up to the Black license for liners.
Thanks to the different editions, large man-
ufacturers can use OnDuty just as much as 
self-builders. Individual configuration is pos-
sible by the user or the manufacturer. Re-
mote support in the event of problems with 
the vehicle, and the capability for individu-
ally controllable updates via an encrypted 
procedure, round off the advantages for the 
installation partner as well as for the body-
builder.
The company behind OnDuty, “Digi talisiere 
Jetzt 42 GmbH”, is a member of the CIVD. 
There are 67 CIVD member companies on 
four continents that have signed the CI-BUS 
cooperation agreement, clearly demonstrat-
ing the trend: the caravanning industry is 
going digital.
Detailed information is available at any time 
via onduty.online. At the Caravan Salon 
2021, the integration of batteries in OnDuty 
will be presented on the LIONTRON stand. 
This integration works without additional 
devices, just with a cable - simple and con-
venient.
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In the first half of the year Vitrifrigo broke all records, and the company is now looking ahead to 2022 
with an enhanced and diversified range of camper vans, featuring new medium-capacity compressor 
refrigerators, as well as compact models with an extremely high performance

High-performance 
with compact design

Words Renato Antonini

Vitrifrigo has enjoyed a decidedly posi-
tive period over the last few months: 
the Italian company specialized in 

compressor refrigerators is therefore pre-
paring to embark on the 2022 sales season 
with renewed enthusiasm, starting from the 
Caravan Salon in Düsseldorf, where it will 
be present with its own stand. 
“In the first half of 2021 we registered re-
cord numbers - Enrico Pandolfi, Sales Di-
rector of Vitrifrigo, explains - with + 8% 
compared to the same period of 2019. And 
2019 was an exceptional year for us, the 
best year ever, where we achieved a turn-
over of 41 million euros”.
Vitrifrigo’s excellent performance is due to 
a combination of factors: undoubtedly the 
growth of the European and North Ameri-
can market, where the company is well es-
tablished, as well as the growth recorded in 
Europe within the camper van segment, in 
which Vitrifrigo has always believed and to 
which it has addressed most of its efforts. 
Over the years it has optimised its compres-
sor refrigerators for camper vans, and when 
the market for such vehicles started to ex-
perience a substantial growth, it was ready 
to meet the growing demands of manufac-
turers. The pandemic forced a slowdown in 
the Horeca sector (refrigerators for hotels, 
bars and restaurants), in which Vitrifrigo is 
firmly established, but the RV and yachting 
sectors have been able to offset the losses 
more than significantly. The company has 

no problems delivering the product to its 
customers at the moment (there is only a 
small delay due to seasonality), and this is 
because it was prepared for the growth of 
the market and had already developed ad-
equate strategies to face the crisis related 
to the availability of materials and compo-
nents.
“During the difficult period caused by the 

pandemic and with the consequent shut-
downs due to the general lockdown - Mi-
chele Marchionni, Export Manager of Vitri-
frigo, says - we dedicated ourselves to the 
development of new products for the RV 
market, trying to combine the various needs 
of the OEMs: limited weight, reduced con-
sumption, increased performance. A diffi-
cult challenge, which we feel we faced in 

roduct news VitrifrigoP HALL 13
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the best possible way. At the Caravan Salon 
in Düsseldorf we are presenting interesting 
new products for camper vans, an increas-
ingly broad and diversified market segment. 
We can count on the latest R600 compres-
sors: compared to their predecessors with 
the R134 standard, they are lighter, more 
performing and use environmentally friend-
ly gases”. 

Slim 90 refrigerator
This 90-litre model with compressor is suit-
able for classic camper vans based on Fiat 
Ducato or a similar category. It joins the Slim 
series, from which it takes its aesthetics and 
which offers refrigerators narrower than 
normal, to be installed on camper vans in 
the entrance area (final part of the kitchen) 
or in a raised position (it is shaped to fit the 
curvature of the walls). It incorporates a re-
mote compressor with the R600 standard 
ensuring 10% more space than the previous 
compressors, while offering not only a larg-
er freezer, but also reduced consumption 
and better performance. This refrigerator 
achieves an excellent compromise between 
performance, consumption and lightness. Its 
flexibility of operation should also be taken 
into account, which is guaranteed not only 
by the Night Mode (energy saving and noise 
reduction in the rest hours), but also by the 
Turbo Mode, a still rather rare solution that 
allows the temperature to be lowered to the 
desired threshold very quickly.

TL 43 refrigerator
The TL 43 model was launched at the Düs-
seldorf Caravan Salon 2020, but it is actually 
entering the market in these days. It is a top 
loading refrigerator with a capacity of 43 li-
tres. It is suitable for compact, narrow-width 
camper vans, such as the Volkswagen Trans-
porter, the Ford Custom and the Citroen 
Spacetourer. It is the lightest refrigerator in 
its category and stands out for its remark-
able flexibility of use. It features the Turbo 
Mode and the Night Mode, to save energy 
and reduce its noise during the night. It is 

also an “all-in-one” refrigerator: it can be 
used in refrigerator mode (from 0 to +10° 
C), but also as a freezer (from 0 to -10° C).

D20A & D30A refrigerators
Developed for both the RV and yachting 
sector, the new D20A and D30A refrigera-
tors are very compact models, which can be 
successfully installed on small camper vans, 
van-based MPVs with minimal equipment, 
real habitable cars, or conversions based on 
4x4 off-road vehicles. The D20A and D30A 
(capacity of 20 and 30 litres respectively) are 
drawer refrigerators, ultralight and featur-
ing both the Night Mode and Turbo Mode 
functions. But they are also “all-in-one” 
models (a Vitrifrigo’s exclusive in this prod-
uct range), which means that by adjusting 
the thermostat they can be used both as 
a refrigerator (from 0 to +10° C) and as a 
freezer (from 0 to -10° C).

Company profile

Vitrifrigo is a member of the VAG Group 
(Vitri Alceste Group), a very important in-
ternational reality operating in the indus-
trial refrigeration sector. They make re-
frigerators, minibars and air conditioning 
systems for hotels and offices, the nauti-
cal industry, milk and beverages, campers 
and caravans and the road transport sec-
tor. The company bases its policy on con-
tinuous research and development in the 
design, functionality and performance of 
their products. With about 250 employ-
ees and three production plants located in 
Italy, Vitrifrigo manufactures refrigerators 
that are the sum of the perfect balance 
of state-of-the-art technology and mod-
ern taste, equipped with compressors 
that have always been the byword for 
guarantee and efficiency. The company 
is equipped with modern assembly lines, 
which in the most recent plant occupy 
13,000 square metres, a department ded-
icated to thermoforming with finishing on 
a five-axis machining centre and a ware-
house for storing incoming and outgoing 
products. The presence of the Vitrifrigo 
brand is guaranteed internationally by an 
extensive distribution network. In particu-
lar, the North America, Canada and Cen-
tral America markets are managed by Vit-
rifrigo America LLC, established in 2005.

Enrico Pandolfi, Sales Director, 
Michele Marchionni, Export Manager
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taps and fittings. And to make sure it is 
ready to respond to the requests of man-
ufacturers and to supply its customers, Di-
matec has decided to massively increase its 
product stocks.
“Despite the difficulties, it was a good pe-
riod - says Pascal Sanguinet, Sales Manager 
at Dimatec - and we expect a good end of 
the year 2021. We have put great effort 
into increasing our stock: at a time when 
many companies are struggling to supply 
their customers, we are ready to meet all 
our partners’ needs. Last year we 
decided to expand 

Dimatec is increasing its warehouse stock to circumvent any potential problems relating to lack 
of supplies for its customers. And it has also designed new products for both interior and exterior 
lighting

Turn on 
the rear lights 

and look ahead

The 2020-2021 period has faced Di-
matec with some complex situations, 
but there have also been some pos-

itive notes: the turnover is high and the 
company has joined the Frankana group, 
which provides security and offers useful 
synergies. At present, approximately 50% 
of Dimatec’s business is related to the af-
termarket. For example, the company takes 
care of the distribution of IndelB/OFF prod-
ucts in a large part of the Italian market 
and, through Frankana, in the German 
market as well. However, the remaining 
50% is still focused on international sup-
plies to OEMs in the RV sector, especially 
with regard to interior and ex-
terior lighting, 

Words Renato Antonini, photo Enrico Bona

our stock to ensure, for some products, 
supplies for as many as eight months. Now 
we have pushed ourselves even further 
and, for some key products, we already 
have the entire 2022 supply in stock. While 
we made a considerable investment, we 
are sure that our customers will appreci-
ate our service and our willingness to help 
them in a difficult time”.
The increase in stock led to a reorga-
nization of the ware-

roduct news DimatecP

LED light bar 
for recessed installation 

mainly designed for campervan furnishings
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house. Increasing stock by approximately 
50% is no small thing and Dimatec has 
optimized its high-bay warehouse, moving 
products from fixed to dynamic locations. 
Additionally, the shipping system was re-
organized a new IT system implemented, 
bringing great advantages to the retrieval 
of products from the warehouse.
Furthermore, during the pandemic, Di-
matec has made a remarkable effort to 
improve its communication and training 
methods. Training has always been of 
strategic importance for the company: 
for many years, in the framework of their 
year-long collaboration with Truma, it has 
organized periodic courses for workshop 
technicians. Now it has developed online 
courses for the staff of Assocamp members 
(the Italian association that brings togeth-
er different stakeholders of the RV sector, 
primarily retailers with their service work-
shops) and for other professionals working 
in camper manufacturing factories.
Dimatec has also focused on intensify-
ing its B2B and B2C communication: it 
has increased its social media presence to 
keep in touch with the general public and 
prepared online product presentations to 
communicate rapidly and efficiently with 
camper and caravan manufacturers, espe-
cially those who will not take part in the 
Düsseldorf Caravan Salon.
Outside Europe, Dimatec’s main goal is to 
enter the North American market: a first 
attempt was already made in 2019, but 
the pandemic got in the way of the proj-
ect. Now, thanks to the support of its local 
distributor Elwell, Dimatec is looking to the 
American market with confidence again.

Rear lights
Please welcome the new Arrow Light light-
ing system: the name says it all, because 
it consists of a series of modular external 
lights which, taken together, create a par-
ticular arrow-shaped motif.
“It was a complex project - explains Alex-
ander Vohwinkel, OEM Sales Manager at 
Dimatec - that, from its conception to the 
final approval, lasted a whole year. It con-
sists of a set of lights that can be installed 
on the rear bumper of motor homes and 
caravans”.
Its key features are the two V-shaped 
lights, which are completed with a bar light 

to form an arrow. The V-shaped lights fit 
into a square 11 cm wide by 16 cm high. 
The lights are approximately 2 cm thick. 
The entire light group is made up of a po-
sition light (with light guide), stop light, 
direction indicator and rear fog light. It is 
a modular system, which allows for great 
freedom of installation: it can be installed 
horizontally or vertically, with one, two or 
three elements. The arrow-shaped motif is 
also used in the new multi-purpose light 
that groups the brake lights, direction indi-
cators, position lights and rear fog lights in 
a single block. This rear light group, which 
was developed at the specific request of 
a customer, is available on the market for 
anyone who may want it.

Interior lights
Dimatec carries on with the production 
of lighting elements for RV interiors. The 
company offers a wide range of products 
with spotlights and ceiling lights in frames 
of many different colours. However, black 
is becoming increasingly popular, espe-
cially for campervans, and is replacing the 
more traditional chrome silver. Almost all 
products are available both in touch-screen 
version and with remote switching through 
a separate mechanical switch. The new 
features include an extremely thin and 
light LED bar (only 6 mm thick), designed 
for recessed installation in campervan fur-
nishings. Not limiting itself to the European 
market, in recent months Dimatec has de-
veloped a flexible interior LED light, exclu-
sively for the American audience.

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

• Employees: 20 people.
• Turnover: 12 million Euro.
• About 50% of the turnover depends 

on the OEM market, the remaining 
50% on the after market.

Company Profile

ContactsIn partnership with

The new Arrow Light lighting system: 
three modular lighting elements to be installed 

on the rear of motorhomes and caravans, 
both on the right and on the left 

Pascal 
Sanguinet

A set for training 
courses and online 
presentations was 
built at Dimatec’s 
headquarters
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Company news

Thanks to the results achieved, CTA is getting ready to face the future at best: the new headquarters, 
with a production plant that will allow to triple production and improve product quality, are almost 
completed

Ready for 
recreational automotive 4.0

Words Renato Antonini

nents for recreational vehicles, is now ready 
to face the future thanks to its long experi-
ence and focus on innovation.
According to Dario Bellezze, General Man-
ager of the company, “the new plant will 
have an area of over 10,000 square meters, 
4,200 of which covered, with one floor en-
tirely devoted to production where 30 em-

CTA

New prestigious automated head-
quarters nearing completion, new 
hires and, in general, an undeniable 

qualitative leap in line with the demanding 
needs of the recreational vehicle market: 
this is CTA’s program for the 2021-2022 pe-
riod. The company, a reference for restraint 
systems for seat belts and other compo-

ployees will work”.
The production is lean-oriented and all pos-
sible improvement technologies have been 
implemented. The organization, workflows, 
client service management, as well as an 
expanded sales network and a technical 
department of excellence: these are the key 
elements of the new company structure 
that will allow high-level performance, in-
creasing the already excellent quality of the 
product. 
“We produce on average about 3,500 - 
4,000 units per month - continues Dario 
Bellezze - and, in the last year, we have also 
specialized in laboratory testing, in order to 
optimize the relation between functionality, 
strength and weight of our components. In 
the new plant, designed to triple produc-
tion, we will have two series production 
lines and one for customized products and 
small batches, all equipped with the latest 
technologies”. The 2021-2022 period will 
also be devoted to corporate training: “Find-
ing skilled manpower - concludes Dario 

HALL 13
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A rendering of the new CTA plant
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A leader of the European recreational vehi-
cle 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 per-
ceived inside the vehicle. The range of prod-
ucts includes: structures for safety belts, 
swivel plates for seats, TV/tablet brackets, 
ladders and luggage racks, comfort accesso-
ries 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 manufactur-
er 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 struc-

Company Profile

Bellezze - has become a serious problem. 
For this reason we are organizing courses 
on Industry 4.0 for all staff in collabora-
tion with world-class partners, such as the 
Department of Computer Engineering and 
Automation of the Sapienza University of 
Rome, thanks to a national collaboration 
agreement signed with ‘A come Azienda’, 
one of CTA’s partners”.
“CTA has invested a lot and firmly believes in 
innovation”, says Eng. Alessandro Polidoro, 
CTA’s trusted Project Manager, “every in-
novation opportunity has been carefully 
considered and evaluated, and all suitable 
methodologies and technologies have been 
acquired or are in the process of being ac-
quired and implemented. Considerable em-
phasis has also been placed on top-bottom 
training as well as on LEAN and quality-ori-
ented process improvement. Despite all the 

forward-thinking, the company is also root-
ed in its tradition, with a know-how built in 
over 45 years of activity“. And it is precisely 
by respecting its traditions that CTA is pav-
ing the way for what is coming next. Tradi-
tion and Innovation 4.0: a winning choice.

The latest developments 
at the Caravan Salon
The presence of CTA at the Caravan Salon in 
Dusseldorf highlights the company’s inter-
national ambitions and its commitment to 
RV manufacturers. CTA continues to focus 
on and invest in its corporate mission: the 
improvement of safety and comfort inside 
the vehicle through practical, innovative and 
extremely low-weight solutions. 
“Thanks to the successful presentation of 
the first prototype of Dinette sleep at the 
previous edition”, explains Ursula Scalia, 
CTA’s Sales Director, “this year we will be 
pleased to present a whole range of 2- or 
3-seater dinette solutions that can be con-
verted into a bed, fixed or floor sliding, with 
single or double flap to extend the bed or 
have a complete bed”.
This new product range was developed with 
the aim of improving the “critical” points of 
a product already on the market. The first 
feature to be improved was the weight: 

with a weight of about 39 kg in 
the basic version, it is one 

the lightest structures 
available on the mar-
ket. Comfort is also of 
great importance and 

for this reason we cre-
ated an ergonomic design 

with a mix of materials, such 
as hypoallergenic memory foam 
for the padding. Application ver-

satility is also key: the new 
seating system is available 
in different sizes, heights 

and versions, meeting the 
application needs of motor-

homes of various types, campervans 

Ursula Scalia

tures which weigh just 8.5 kg for spe-
cific 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. Qual-
ity, 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.

as well as mini campervans.
There are also many interesting new features 
for the aftermarket, such as the new stan-
dard seat belt anchor kits. “Our systems,” 
continues Ursula Scalia, “which have been 
improved for years in the first plant, are 
used by many manufacturers who find them 
reliable, versatile, light and easy to apply. 
This motivated us to design a way for this 
flagship product to be simplified and mar-
keted also in the aftermarket, giving those 
who want to renew their vehicle the oppor-
tunity to use a professional product compli-
ant with the current regulations. This is how 
CTA’s ‘standard kits’ were created. Indeed, 
thanks to these kits, end users can purchase 
a ‘package’ with everything they need to 
install the unit on their vehicle: upper struc-
ture, anchoring to the floor and screw kit. 
The standard CTA kits are currently available 
for Fiat Ducato, Citroen Jumper and Renault 
Master in different versions: front-facing, 
rear-facing (additional seat, where the mass 
allows) and face-to-face seating. The Isofix 
system is also available for seat installation 
on all front-facing units.”

Standard kit for 
anchoring the 

seat belts of Fiat 
Ducato van
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ompany newsC

The Italian manufacturer of high-qual-
ity sandwich panels and semi-fin-
ished components for caravans and 

mobile homes is boosting its well-estab-
lished eco-sustainable production with the 
introduction of a new recycling process of 
the company’s own waste materials. Palo-
mar is ISO 9001-certified and has always 
been focused on using renewable materi-
als and energy. The company is not new 
to products made with recycled material, 
such as panels made from fibreglass scraps 
that offer major savings when used as an 
alternative to wood for making furniture, 
shower trays and kitchen components.
Today, by establishing a partnership with 
a company specialising in the recovery of 
waste from a variety of production pro-
cesses, Palomar can now recycle all of the 
waste resulting from the processing of 
large sandwich walls and can reintroduce 
recycled high-density polyurethane sheets 
into its production process. Importantly, 
polyurethane is a valuable material for RV 
construction and was strongly hit by the 
raw material crisis with rising prices. 

“Palomar walls for recreational vehicles are 
made of two sheets – an inner sheet and 
an outer sheet – plus a layer of expanded 
polyurethane insulation”, explained Anita 

Palomar launches EcoSlab, a high-quality, high-performance sandwich panel virtuously made by 
recycling the company’s own waste materials. Also on display at CSD 2021 is the tried and tested 
heated floor for motorhomes and caravans

Words and photo Enrico Bona

Palomar

Nencioni, joint owner of Palomar with the 
Bagni and Giotti families. “Through this 
new recovery process, small and large cuts 
of material, such as doors and windows 
are returned into circulation instead which 
of being thrown away. For customers, this 
virtuous process means an insulating mate-
rial with extremely superior performance to 
polystyrene foam”. 
Like all raw materials, high-density polyure-
thane is seriously affected by 
raw material distribution poli-
cies of leading manufacturers 
and countries at this particu-
lar moment of time and this is 
causing the prices to skyrock-
et. “We are confident to have 
successfully solved the issue, 
at least in part. By optimising 
production, we guarantee our 
customers that their orders 
will be delivered complete 
and on time”, Anita Nencioni 
added.

CSD 2021: EcoSlab 
and heated flooring
The polyurethane recycling 
process introduced by Palo-
mar is the result of a part-
nership with an Italian com-

pany specialising in the recovery of large 
quantities of waste materials from indus-
trial production. Not by chance, scrap is 
a significant percentage of the material 
suitable for recovery. Palomar sends the 
waste to the recycling centre, where the 
polyurethane is separated from the met-
als, ground in an isocyanate-based process 
and compacted into calibrated sheets of 
various thicknesses and sizes, having den-

HALL 13
BOOTH D14

Palomar keeps 
the green direction 
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sities ranging from 30-35 to 250 kg. “We 
conducted a long and thorough search to 
find the right technical partner. Then, we 
carried out numerous tests together,” Ani-
ta Nencioni explained. “Today we have very 
high-quality raw material that is put back 
into circulation cost-effectively in the form 
of sandwich panels with recycled polyure-
thane foam insulation. This material is un-
questionably superior performance to poly-
styrene foam and, in our case, has green 
added value”. 

Palomar can now reintroduce recycled 
high-density polyurethane sheets into the 
manufacturing process using raw material, 
in terms of waste, specifically processed for 
the company’s needs. The sheets are 40, 
80 and 120 mm thick and are not limited 
to new applications. They can be reused to 
produce numerous interior parts, including 
doors, front ends, overcab floors and ga-
rage floors. On demand, the recycled ma-
terial can also be used to make the floors 
of the living pod itself. Palomar announces 
that samples are ready to be tested by cus-

tomers and will be on display at the Cara-
van Salon 2021 in Düsseldorf, in the large 
booth space HALL13 STAND D14.

At the prestigious end-of-summer event 
in Germany, Palomar will also once again 
be focusing attention on the heated floor 
product that, in the words of Anita Nen-
cioni, perhaps did not receive the recog-
nition it deserves by manufacturers due to 
the small size of the CSD 2020. “We are 
relying on our presence at Caravan Salon 
2021 because at Palomar we believe in our 
market and continue to invest in improv-
ing our products and internal processes. 
Implementing polyurethane foam waste 
recycling is a guarantee for the customer 
in terms of savings and definite delivery 
times, but also of the quality and techni-
cal performance of the material. With the 
trend of winter holidays in recreational ve-
hicles steady growing, the heated floor is 
receiving very interesting feedback from 
select manufacturers and we are confident 
that it will find the market confirmation it 
deserves in Düsseldorf.”

ContactsIn partnership with

Located in Tuscany, the beating heart 
of the PleinAir industry, Palomar Srl is 
a leading company in the production 
of high-quality sandwich panels and 
semi-finished components for caravans 
and mobile homes. The company was 
founded in 2003 by the merger of three 
societies already present in the sector, 
headed by the Bagni, Giotti and Nen-
cioni families and it’s now lead by a 
team of young entrepreneurs, skilled 
staff and avantgarde machinery to sat-
isfy its customers with its premium ser-
vices.
Palomar comprehends four production 
sites, in the industrial area of Bassetto 
in Certaldo, for a total of about 10,000 
square meters.

Company Profile

Developed in partnership with Ama Com-
posites, the Palomar heated floor for moto-
rhomes, caravans and mobile homes is de-
signed to provide cosy warmth throughout 
the living pod. The customer can choose 
whether to heat the entire floor or only 
some areas, such as the bathroom. 
The Palomar heated floor is based on the 
innovative Jess technology. The heat-con-
ductive membrane produced by the Ital-
ian Ama Composites is coated with a thin 
polyester film that transforms electricity 
into thermal energy for superior comfort 
on-board. 
The main advantages of the Palomar heat-

Heated flooring
ed floor system are reliability, durability, 
safe 12V voltage, perfect integration in 
production lines, low costs, low consump-

tion, no fossil fuel combustion emissions 
and the possibility of piercing up to 70% 
of the total surface. 

Anita Nencioni
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LAMILUX is a German family enter-
prise which has been manufacturing 
fibre-reinforced plastics since the mid-

dle of the last century. The fourth-generation 
company focuses on inspiring customers 
with innovative, perfected products and cre-
ative solutions, thus helping their customers 
to achieve their own success. At the begin-

LAMILUX is the expert for fibre-reinforced plastics (GRP) and provides innovations for the caravanning 
industry. GRP exploit their considerable, pioneering potential in a large number of industrial 
applications and thanks to their versatile qualities increasingly replace conventional materials such as 
steel or aluminium. LAMILUX’s GRP are primarily used as lightweight construction for the inner and 
outer face sheets for floor and side walls on caravans and motorhomes

Tomorrow’s 
high-tech materials 

to use today

Words Peter Hirtschulz

ning of 2019, Managing Directors Dr. Hein-
rich Strunz and Dr. Dorothee Strunz were 
joined on the management board by two of 
their three children, Johanna Strunz and Al-
exander Strunz.
Thanks to its technologically advanced, con-
tinuous production process, large manufac-
turing capacities and wide product range, 

this medium-sized company is the leading 
European producer and one of the global 
market leaders in the industry. LAMILUX sup-
plies customers around the globe in a wide 
range of sectors, such as the building indus-
try, the automotive and recreational vehicle 
sectors, refrigerated store room and cell con-
struction sectors, as well as many others.

Professional materials 
for robust recreational vehicles
Mobile homes travel from place to place and 
are exposed to a wide range of environmen-
tal influences. LAMILUX Composites are used 
as multifunctional materials in many areas of 
caravan and motorhome construction. These 
professional materials make motorhomes 
and caravans more durable.

The strongest outer shell 
thanks to GRP innovations
The complete outer shell of motorhomes 
can benefit from glass fibre-reinforced plas-
tics. From the outer shell of the roof to the 
side walls, LAMILUX Composites offers a 
tailor-made product solution for all require-

Company news Lamilux

The LAMILUX management
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Company Profile

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

Company Profilements. Low surface weight with high stabili-
ty, excellent lightweight construction poten-
tial, UV- and weathering stability as well as 
resistance to hail, for example, is provided 
by LAMILUX X-treme. The advantages of this 
material create the optimum hail-proof roof.  
On the other hand, LAMILUX HG 4000 is 
perfect for the outer premium side wall. This 
classic product combines the advantages of 
glass fibre-reinforced plastics with the look 
of aluminium. LAMILUX HG 4000 features a 
smooth, glossy surface with a high-grade ap-
pearance and the option of a metallic brilliant 
outer surface. In addition, the surface sealing 
with a gelcoat layer ensures excellent UV and 
weathering stability.

Functionality meets aesthetics
The interior of motorhomes also benefits 
from LAMILUX Composites because the 
products from the GRP specialist are very 
light so unnecessary weight can be saved to 
make the vehicles more efficient. Their deco-
rative design possibilities mean that LAMILUX 
Composites can also become interior design 
surfaces. LAMILUX LAMIfoamtex offers de-
sign possibilities and its three-dimensional 
structure improves interior acoustics. The 
high-quality decors on the visible side of LA-
MIGraph also facilitate individual interior de-
signs. In addition, the product is extremely re-
sistant to frontal impacts, is easy to clean and 
more resistant to moisture than plywood, 
thus preventing mould formation.
LAMILUX Composites not only offer individ-
ual solutions for interiors and side walls, but 
also a suitable product for the floor of a car-
avan or motorhome: Composites Floor, the 
highly resilient construction material with an 
attractive and abrasion-resistant PVC layer. 
For flooring in the cargo space or as a ramp 
installation, LAMILUX Anti Slip is the perfect 
choice. The glass fibre-reinforced laminate 
combines the good mechanical qualities 
and resistance of glass fibre-reinforced plas-
tics with an effective and abrasion-resistant 
non-slip coating. Another design-oriented 
solution for the rear external storage locker 
is LAMILUX Anti Slip Style. The underfloor 
material LAMILUX Woven Roving provides 
additional strength to the floor. The balanced 
glass content of the glass fibre-reinforced 
polyester laminate increases the mechanical 
strength and results in a lower coefficient of 
longitudinal extension.

Flexibility and stability: the strongest 
connection for a secure partner 
LAMILUX has supplied its glass-fibre rein-
forced plastics to all well-known caravan 
manufacturers worldwide for many years. 
LAMILUX Composites focuses on flexibili-
ty and stability at the same time - both in 
materials and in its co-operation with cus-
tomers and partners. The company now 
produces these materials on a number of 
separate flat sheet production lines, thus 
ensuring consistent high quality and fast, 
on-time delivery.  This delivers a highly 
extensive product range and widespread 
technical availability.

ContactsIn partnership with

Intensive 
technical support
In addition, the service at LAMILUX is 
augmented and complemented by an 
intensive transfer of engineering know-
how on site, support in the further pro-
cessing of fibre-reinforced plastics and 
collaborative development of new ma-
terial solutions as well as advice on all 
application-specific issues. More details 
can be found on www.lamilux.com 

Global service 
and rapid distribution
With local contacts available at all times and 
rapid international distribution, LAMILUX is 
the industry leader in supply reliability. This 
is due to its long-standing experience in the 
worldwide shipping of goods and the logisti-
cal know-how of the customer-oriented sales 
team at LAMILUX Composites. In addition, 
the large production capacities of the five 
flat sheet production lines ensure extreme-
ly timely material production. Strategically 
distributed branches in numerous countries 
worldwide ensure that LAMILUX Composites 
professionals are always available to custom-
ers in their respective time zones.

Certified quality assurance
TÜV-tested composites
LAMILUX commissioned TÜV Süd to appraise 
and inspect most of its laboratory and testing 
facilities to ensure consistently high, flawless 
quality. At the end of the detailed, comprehensive 
certification process, the TÜV specialists had assessed seventeen analysis, measurement 
and test methods with regard to their usefulness and validity for quality assurance and 
product development. This allows LAMILUX to reliably assure the quality of its end 
products based on a wide range of tests. The German specialist in fibre-reinforced 
composites analyses its products by means of mechanical, chemical and climatic tests 
in state-of-the-art laboratories.
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Company news Ama Composites

Super performance, super 
insulation, super light 

weight: Ama Composites’s 
objective is to introduce 

unconventional materials 
and technologies, 

often derived from the 
automotive and aerospace 

industries, into the RV 
industry, to improve the 
performance and styling 

of motorhomes and 
campervans, while lowering 

the cost and weight of 
the finished product and 

increasing its quality

Extraordinary 
solutions

Words Renato Antonini, photo Enrico Bona

Ama Composites is continuing to devel-
op the strategy launched a few years 
ago, with the ambitious objective of 

bringing automotive technologies and mate-
rials into the RV sector. Thanks to the support 
of the company headquartered in Northern It-
aly, the objective is completely achievable and 
RV makers can now improve their products in 
a variety of ways. 
“We entered the RV sector in 2006 with the 
launch of the LWRT technology (Light Weight 
Reinforced Thermoplastic),” says Marco Cor-
radini, CEO of Ama Composites, “an innova-
tive technology that remains the cornerstone 
of our production. This technology enables us 
to create entire parts of motorhomes, cam-
pervans and caravans, while offering light 
weight, dimensional stability and outstanding 
aesthetic quality. The technology has been in 
use in the automotive sector for some time 
now, first in the USA and later in Europe. Our 
aim has been to make the excellent results it 
offers available to the RV sector. We took the 

first step in this direction in 2006, when we 
designed and fabricated the overcab molding 
of Trigano’s CI Mizar and Roller Team Pegaso 
models for the company’s Italian division, in-
cluding the internal panelling in LWRT, which 
resulted in our recognition as best quality ven-
dor in 2006.” 
Ama Composites now has a well-established 
client base in Europe and is looking to intro-
duce the LWRT technology in America as well. 
LWRT technology has been used for car inte-
rior trims in the US for some time now, but it 
has not yet been adopted by RV makers. Ama 
Composites is thus offering concrete proposals 
to North American RV manufacturers, specifi-
cally for the fabrication of large components. 
But such an ambitious project demands a local 
production facility. The company has set up a 
business unit in Indianapolis, which is already 
manufacturing seats and steering wheels for 
off-highway vehicles, with a view to  starting 
up production of LWRT panels for the RV sec-
tor and low volume car manufacturers. 

Investments in growth
Alongside its North American project, the 
company is investing strongly in growing its 
RV market share. The Italian plant will soon 
see the arrival of a sophisticated new machine 
for complex LWRT processing, a fully automat-
ed production line, as is normal in the auto-
motive sector. 
“The new machine will be up and running in 
a few weeks,” says Marco Corradini. “This is 
a major investment in financial terms, but it 
is fundamental to growing our business. We 
want to integrate automotive methodologies 
ever more into our processes, and this means 
having the capacity to handle large produc-
tion volumes, based on perfectly organised 
processes, as well as obtaining, as soon as 
possible, the automotive certifications used to 
standardise and improve the quality of all au-
tomotive products and services worldwide.”
In the vast panorama of RV products, the 
campervan segment, which has grown enor-
mously in recent years, is strategic for Ama 
Composites. The company can produce a 
large range of campervan components for 
installation in the panel body. For instance, 
it makes the interior trim panels used in the 
sleeping area, door cover panels (for side-
hung rear doors and sliding side doors), the 
lower section of drop-down beds and wheel 
arch covers. It can also fabricate large structur-
al elements like motorhome front mouldings 
and semi-integrated motorhome cowlings, 
using the RTM technology. Ama Compos-
ites makes the frames for pop-up campervan 
roofs, with RTM or foamed resin outer shells 

HALL 14
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Marco Corradini
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already integrated with the LWRT Plug & Play 
internal panelling. In all the above cases, the 
LWRT structure can be coupled with insulation 
and finish materials, thus saving the RV maker 
a step in the assembly process and ensuring 
more even production quality. 
As Marco Corradini says: “Structural elements 
made with the LWRT technology are at least 
five times lighter than conventional thermo-
formed parts, and up to ten times lighter 
than glass fibre mouldings. What is more, the 
parts are completely washable, mould-proof, 
and non-allergenic. We are also working to-
gether with a number of fabric, PVC and TPO 
manufacturers to offer our clients the widest 
possible range of solutions: our  material, 
once coupled, strengthens the elements used 
around the interior.”
It is worth noting that Ama Composites has 
been able to keep down production costs by 
using special wooden moulds, even for large 
parts, thus doing away with conventional al-
uminium moulds. This is an excellent solution 
for small and medium production runs, and 
especially useful for preliminary runs which 
may require modification. Once the product 
goes into large series production, the compa-
ny can transition to metal moulds. 

Insulation and heating
One of the new proposals Ama Composites is 
making to the RV sector is the use of super-in-
sulation materials. The company has already 
used special aerogel composites in products 
for the building & construction industry - one 
of the very best modern thermal insulation 

ContactsIn partnership with

materials, already also in use in the aerospace 
and automotive industries.
“Aerogel is a super insulation material (SIM),” 
says Marco Corradini “as an example, 10 
mm of our Aeropan material is equivalent to 
around 100 mm of a conventional material 
like rockwool or polystyrene. We have already 
used it in building & construction applications, 
but we have also starting working with iso-
thermal vehicle makers and we can create 
very valid solutions for RVs. Our aerogel prod-
ucts can be integrated with existing construc-
tion systems, thus lowering costs.”
Ama Composites has concrete proposals for 
using aerogel and nanotechnology to improve 
the thermal insulation of campervans, which 
are not always very highly rated for this as-
pect. They offer a wide range of products, 
with semi-rigid and flexible panels, in thick-
nesses from 2 to 10 mm. These materials, 
made with silicon dioxide nanoparticles, are 
rated class A2 fire resistant, and are also water 
repellent, since they do not absorb water.
But that’s not all: Ama Composites has also 
created two heating systems for RVs and 
mobile homes. Working together with Palo-
mar (for the RV sector), AMA Composites 
has developed JESS (Joule Electric Stripes 
System), an innovative electrically-powered 
floor heating solution which uses a mem-
brane composed of a thermally conductive 
element coupled to one or more armatures 
and protected by a polyester film. The JESS 
radiant heat system creates a natural warmth 
in the interior and, since it does not work by 
convection and does not move the air, it does 

away with the circulation of dust and mites.
For RV vehicles, it runs on 12V power. 
It has a very low electrical draw, although this 
also depends on the materials it is inserted 
into.  Ama Composites’ floor heating system 
stands out from competing solutions be-
cause it is integrated directly into the vehicle 
and offers outstanding performance. Health-
ier and quieter than air heating solutions, it 
can still be combined with the air heating sys-
tems normally used on RVs. Ama Composites 
also offers an infrared heating system, called 
AMATHERM: a conductive fabric – available 
in standard fabric widths with a variety of 
electrical specifications – acts as a heating 
element to provide diffuse uniform heating 
over large surfaces. It is composed of a con-
tinuous conductive metal wire and glass fila-
ments with a continuous, untextured yarn. It 
can be used in a vast range of applications, 
from 12 to 400V and, while maintaining its 
electrical isolation, can resist temperatures 
up to 250°C. The stand out feature of the 
product is that, since it is a fabric, it can be 
used as a component in composite materials, 
or in sectors like the automotive, windpower 
and aeronautics industries, as well as in heat-
ing RV cabs and sleeping areas. In general, it 
can be used in all defreezing applications and 
in thin film resistance applications (around 1 
mm thick). The AMATHERM radiant heating 
technology acts quickly to heat only the tar-
get areas without having to heat the entire 
interior. The system can be installed in vari-
ous areas of the interior, on the floor, on the 
walls and on the ceiling.
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roduct newsP

E legant and trendy, the new Dark Light 
line from Ofolux explores the poten-
tials of the colour black. The range 

was developed to meet the needs of man-
ufacturers who, following the instructions 
of their designers, are creating interior set-
tings where dark colours provide a pleasing 
contrast to light-coloured doors and uphol-
stery. The new Dark Light range features 
several products, like spotlights that can be 
either fully recessed or provided with a pro-
jecting frame, which is black in this case. 
Other interesting products include adjust-
able spotlights with an articulated arm in 
two different heights and with a USB port 
in the base. The most striking product in 
the Dark Light range is the light profile de-
signed to be fixed under wall cabinets or in 
other positions, such as the cockpit ceiling. 
When off it appears as a solid dark bar but 

Growing orders from the RV sector are boosting business and Ofolux is launching a plan to expand its 
plant in Brunello. The Caravan Salon in Düsseldorf will be the opportunity to preview the 2023 season. 
Introducing the new Dark Light line and other interesting innovations

Black style, bright style

Words Renato Antonini, foto Enrico Bona

Ofolux HALL 13
BOOTH D59

once switched on the black borders frame 
a central LED light strip.
“The new Dark Light line is the result of a 
study carried out by our technical depart-
ment together with our extruded plastics 
supplier,” explains Cristina Oblatore, who, 
together with her brother Luca, has been 
running the company founded by their fa-
ther in the 1970s for many years now. “We 
will be presenting the product in preview 
at the Caravan Salon in Düsseldorf. We are 
offering it as an alternative to the classic 
grey aluminium profiles to create a better 
contrast with the lighter hues that domi-
nate many contemporary furnishing solu-
tions.”

Magic sensors
The in-house R&D department of Ofolux 
has developed a new 
electronic touchless light 
switch. To turn a light 
on, the user can simply 
skim the light in the point 
where the remote sensor is 
installed. This new func-
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tion is impor-
tantly applied 
in the light 
profiles above 
the kitchen 
counter when 

switching on 
the light without 

needing to touch 
a switch with dirty 

or wet hands like when 
preparing food is important. 
Another one of Ofolux’s innovations is also 
an infrared sensor, developed for special 
vehicle customers and now brought to 
the RV sector. Combined with the external 
light above the entrance door, a product is 
already included in the Ofolux range and 
with the addition of the sensor, it becomes 
even more practical because it switches on 
automatically when the user approaches 
the vehicle door in the dark. 
The considerable development of the 
camper van segment has prompted Ofolux 
to present innovations in this area as well. 
After all, Ofolux lighting systems have been 
appearing in motorhomes of several brands 
for some time now. 
“We have developed flexible light strips 
specifically for the RV sector with built-in 
electrical circuit protection against over-
loads and short circuits”, explained Andrea 
Emanuele, Key Account Manager Bus&RV 
at Ofolux. “This product is made in China 
to our design specifications and complies 
with stringent automotive standards.”
Ofulux is also planning a light strip for the 
upper part of the side panel above the slid-
ing side door with the camper van segment 
in mind. It is a LED light strip enclosed in an 
aluminium profile with ABS end caps.

Growth and investment
The rapid development of new products 
was fostered by equipping the company’s 
in-house design office with a prototype 
workshop. 
“The 3D printer in our workshop means 
that we can make test models very fast”, 
explained Luca Oblatore, owner of Ofolux 
together with his sister Cristina. “This al-
lows us and our customer to have a precise 

Cristina e Luca Oblatore

Above:
New warehouses as part of the expansion plan at Brunello (Varese) 

On the left: Andrea Emanuele

idea of the product so we can 
implement any changes before 
kicking off production.”
The Ofolux technical laboratory 
can design electronic compo-
nents and is always looking for 
new solutions. This is also useful 
at this stage when semiconduc-
tors are hard to come by. Ofolux 
has developed alternative solu-
tions, designed different elec-
trical circuits and extended the 
touch function to be ready for 
market demands.
The activity of Ofolux in sectors 
other than that of RVs is also 
important, as Cristina Oblatore 
explained. “We have been op-
erating in the automotive sec-
tor for over forty years and we 
have been working on lighting systems 
for buses, ambulances and oth-
er special vehicles for more 
than twenty. We are con-
stantly transferring our 
experience to the RV 
sector, aiming for the 
high quality and safety 
required by the auto-
motive sector.”
The compliance with 
high-quality standards has 
been recently reaffirmed by the 
hiring of new people in the Quality Office, 
specifically a technician in charge of Qual-
ity & Environment and a junior assistant. 
Ofolux also setting up IATF certification, 
which refers to quality standards in the au-
tomotive sector. 
The investments in human resources are 
complemented by investments in facilities 
and machinery. A new building of 2,000 
square metres plus large outdoor areas has 
been purchased next to the headquarters. 
It will be used as an electronic component 
warehouse and to expand the production 
department, increasing the production ca-
pacity to meet the ever-increasing demand. 
The in-house machining department will 
also be expanded soon with the addition 
of a laser cutting machine to the CNC ma-
chining cell.

Above:
Prototype of the overhead 
light for camper vans 
and detail of the sensor 
for touchless light switch 
system
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A world that changes ever faster leads to new ways of living inspired by movement. The VAN thus 
becomes the interpreter and synthesis of smart living and fast moving. A synthesis that Tecnoform 
has made virtuous through innovative solutions that will be presented at the Caravan Salon in 
Düsseldorf and during the Digital Event 2021

A new way of living RV interiors

Words Giorgio Carpi

The experience of the last year and a 
half has changed us, changing how 
we see the world around us. Our needs 

and priorities have changed and with them 
the awareness of the relationship with other 
people and the environment in which we live. 
We have become “smarter”, more social and 
greener. 
The manner of socialising is no longer taken 
for granted. We have learned to work in “re-
mote” mode, to make conference calls with 
colleagues and friends and even to toast and 
celebrate on-line.
At the same time, the drive towards the search 
for nature has grown. We have been “as-
sailed” by the need and desire to live in open 
spaces, away from cities, crowds and the deaf-
ening noise of modernity. We have started to 
pay attention to environmental issues. Living 
outdoors has become a way to feel free from 
restrictions but also an opportunity to redis-
cover the pleasure of engaging in sports and 
enjoying the beauty of nature, rediscovering 

Company news Tecnoform HALL 14
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Tecnoform is a company that has made inter-
nationalization a state of mind since its founda-
tion thanks to a market born on the intuition of 
pioneers from three continents: Europe, Amer-
ica and Australia. Logistic complexity is there-
fore native and an integral part of supply chain 
design, due to the acceleration in the last two 
years Tecnoform has responded by transform-
ing their working approach and increasing ori-
entation to improved service levels. The same 
CEO Renzo Kerkoc took the field personally 
leading projects for the rationalization of pro-
duction processes, investments in machinery, 
technologies, certifications and best practices 

Tecnoform: service level and enterprise 4.0

ourselves and our essence as human beings.
In this context, the RV world is extremely cur-
rent as it offers the possibility to move freely 
in safety and comfort. Consumption habits 
have changed and, in particular, it is the van 
segment that has global “gained momen-
tum” because it best interprets the needs of 
consumers: vans are easy to drive, light and 
therefore have a low ecological impact, they 
can be used on mountain roads and in the 
city, it is convenient for travelling but also for 
working, sleeping and eating. Interiors will 
therefore be modular, with an easily trans-
formable layout, and equipped with smart-
home functionality. The van embodies the 
possibility of experiencing movement. This 
represents a new way of life. 
This is where the habitability revolution cross-
es Tecnoform’s DNA. As Renzo Kerkoc, CEO of 
Tecnoform says: “By interpreting these chang-
es, on the wave of an intuition dating back 
to 2019, the company is developing furnish-
ing solutions that adapt to these needs and 
propose a new idea of habitability, optimizing 
it to the maximum!” An expression of this is 
the new line “Flexible Solutions - More than 
you think!” with its extendable and folding 
furniture products, easy to transform and able 
to make the most of the space available in a 
vehicle. 
Tecnoform thus combines comfort and func-
tionality in the name of a timeless elegance 
that characterizes the customization of prod-
ucts for shapes and decorations. 

Caravan Salon in Düsseldorf 2021 and 
Tecnoform Digital Event 2021
There will be two events at which Tecnoform 
will unveil the news for the 2022/23 season. 
Two chapters of the same book, a synthesis of 
tradition and innovation since 1965.

Chapter one: The Caravan Salon in Düsseldorf 
represents for Tecnoform a restart through a 
return to the origins. The company will pres-
ent the core products that have traditionally 
been part of its history and that make it a well-
known and loved brand. A curated selection 
of products will be exhibited in an exclusive 
environment, from which the high technolog-
ical quality and design skills of the company 

that has always promoted the Made in Italy 
style in the RV sector, through the selection 
of materials, decorations and matching pro-
posals. Renzo Kerkoc tells how the showroom 
was designed to welcome the designers and 
designers of the builders, to suggest new ideas 
and trends to them through the collection of 
products made with innovative and light con-
structions and through the choices of combi-
nations inspired by high fashion. You will find 
the Tecnoform stand in Hall 14/B33.

Chapter Two: the exclusive Tecnoform Digital 
Event, the second edition following the suc-
cess of the one held in 2020, to be held in 
the week of 18-22 October 2021. “Through 
digital” - continues Renzo Kerkoc - “we will 
present more conceptual aspects of design 
and technical product development, offering 
furnishing solutions and innovative ideas. This 
event is dedicated to the innovation and de-
sign offices that look to the future of the RV 
sector! “

The proposals of both events are the result of 
Tecnoform’s continuous dialogue with cus-
tomers, which is fed by the enormous value 
created by working in co-engineering and 
co-design. For Tecnoform these two concepts 
represent the peak of skills and services offered 
to the customer. With co-engineering, the 
company offers the possibility of developing 
and optimizing a product within the vehicle, 
thereby rationalizing production costs and 
more. Co-design allows the custom-
er to find the best product solu-
tion from both an aesthetic and 
functional perspective. Through 
these two skills, customers are 
guaranteed the maximum tai-
loring of the product and the 
development study carried out 
“by hand” by the technical and 
design offices of the customer 
and Tecnoform.
Renzo Kerkoc concludes: “Car-
avan Salon and Digital Event 
will be two distinct but con-
nected events like a Part 1 
and a Part 2, the first more 
focused on the company’s 

traditional products and the second on the in-
novative proposals and solutions of the future. 
The guiding thread will be a single great will 
of Tecnoform which, through its product pro-
posals and furnishing solutions, is the spokes-
person for a new way of experiencing RV 
interiors!”

for knowledge sharing, increasingly directing 
Tecnoform towards digitalization 4.0. 
The first concrete results were collected at the 
start of the pandemic and the consequent un-
controlled tensions at the intersection between 
the rise in demand and the shortage of raw 
materials. Tecnoform’s production flexibility 
allowed it to adapt quickly to the new situa-
tion, effectively helping to reduce the time to 
market of vehicle-producing customers. Phys-
ical and digital protocols of proactive collabo-
ration between Tecnoform and its customers 
have made it possible to keep the schedules of 
the respective productions aligned, optimizing 

ContactsIn partnership with

the production capacity of the supply chain in 
favour of a service level that has become more 
than ever a determining element of success. 
“Only by pursuing an ever greater integration 
of the supply chain” - concluded Renzo Kerkoc 
- “can we guarantee adequate capacity and 
production flows, whose high standards are 
already planned by engineering and industrial-
izing the product before entering production. 
This is why today more than ever, Tecnoform 
has both the burden and the honour of creat-
ing value between innovation and technology 
from the earliest stages of the customer’s rec-
reational vehicle life cycle”.
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The importance of choosing the right core material for sandwich panels

The content matters

When manufacturers of motorhomes and caravans build the 
walls, floors and ceilings of their vehicles, they know that as 
structural elements they need to withstand a wide variety of 

loads and weathering conditions over several years vehicle’s life time. 
Selection and quality of the materials used are critical for the overall 
performance and longevity of the vehicle; as the core material within 
the composite panels has significant impact on: 
• insulation performance 
• damp and moisture resistance 
• overall assembly strength. 
RAVATHERM XPS core material for sandwich panels produced by Ravago 
Industry Solutions has numerous benefits and in particular helps achiev-
ing the best insulation performances, while keeping moisture at negli-
gible levels. Why this? The blue and the grey XPS foam panels have a 
closed cell structure which gives them excellent insulating properties, 
long-term moisture resistance as well as high mechanical strength. Let’s 
have a look at how RAVATHERM XPS matches the specific demands of 
the motorhome and caravan industry leaders compared to alternative 
core materials in particular concerning moisture uptake.

Foam cores
The main materials used in leisure vehicle industry are extruded Poly-
styrene (XPS) foams, as well as some Polyurethane (PU) and Expanded 
Polystyrene (EPS).

Tests results
The tests conducted in Rhe-
inmünster (Germany) central 
laboratory of Ravago Building 
Solutions and confirmed by in-
dependent European laborato-
ries, are highlighting significant 
behaviour differences specifically 
in wet environment. 

Water pick up test (EN 12088) 
The graph below is a side-by-side comparative testing of RAVATHERM 
XPS LB blue and high quality “moisture resistant” EPS. Bath tempera-
ture 50°C. Samples’ thickness 30-mm.

Physics fundamentals:
• Heat and vapour flows are moving through a panel from the warm 

side to the cold side.
• Vapour is the moisture content in the air. Moisture content could 

be high in confined spaces in particular in wet rooms as bathrooms, 
toilets, kitchen corners; and is also generated by the breathing of 
people or animals.

• If temperature of the room or of the surfaces is above the dew 
point, humidity content in the air will condense into water.

• Vapour may travel through a panel using surface porosity of the 
warm side or via openings / joints even extremely small. 
While going through the panel, the temperature will decrease and 
may lead to condensation inside the core material.  
Vapour flow may also be blocked whenever cold side is more 
vapour tight than warm side of panel. 
All this will lead to accumulation of water in the panels’ core, which 
will eventually lead to an increased weight of the panel, rotting, 
mold development, and even icing if in cold climates. 
The mechanical action of icing will further damage the panel’s 
structure accelerating the phenomenon.

Tests:
The test has been extended to 2 months to illustrate a typical lifetime 
of a vehicle used in various climates and conditions.The homogeneous 
closed cell structure of XPS is showing limited water diffusion through 
the cell walls. 
With XPS the process is affecting primarily the area next to entry point 
and is propagating very slowly.
As a consequence if the entry point is limited only a minor portion of 
XPS core material will be involved; unlike the opened beadsstructure of 
expanded polystyrene – EPS - where vapour will rapidly diffuse through 
the entire EPS panels via the voids in-between the beads: even with 

Company news Ravago HALL 13
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RAVATHERM XPS 
features at a glance
• Energy efficiency and Thermal insulation
• High water and vapour resistance
• Long-Term proven performances
• High Mechanical performances
• Lightweight
• Easy to use

WPU by diffusion

testing time /days 7 14 49 57

EPS Water Pick Up /vol % 5.2 9,1 21,2 24,4

LB Water Pick Up /Vol % 2,6 4,3 11,0 12,4
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minor entry point full panel will be affected.
The graph is self explanatory: after 60 days, EPS is showing about 25% 
water uptake!

Water retention test
A comparative testing between EPS and PU.
Graph 2 below is a side-by-side testing of EPS and PU.
• 65°C bath temperature
• PU = 35/40 kg/m3
• 40-mm PU and 50 mm EPS thickness
• Test stopped after about 60 days since water saturated PU col-

lapsed by its own weight into water bath

EPS water uptake is accelerated as expected by bath water tempera-
ture. EPS is otherwise showing normal behaviour as described in previ-
ous comparative test.
PU is showing extremely rapid diffusion through entire foam block due 
to very high affinity of vapour with PU chemistry. 
In a second phase, we witnessed hydrolysis of PU structure in presence 
of moisture leading to permanent and total loss of any mechanical in-
tegrity, not even considering freezing impact. 

A close up image of EPS beads and XPS closed cells structures is il-
lustrating at a glance the advantages using XPS as core materials for 
sandwich panels:

Water retention test
A comparative testing between XPS and PU
As final test, RAVATHERM XPS X RTM – RAVATHERM XPS LB and PU 
product have been tested and results, as expected, showed the differ-
ence between XPS and PU performances:
• 50°C bath temperature
• PU = 50 kg/m3  
Significant diffences in the performance after 63 days: while PU product 
shows a water retention of nearly 40% at 50°C bath temperature, the 
RAVATHERM XPS of Ravago Building Solutions shows a performance 
that stays well behind 15%. The best performances show the grey 
product RAVATHERM XPS X RTM, with a water uptake of only 4,7%. 

Summary
The moisture resistance of the core layer material can have a signifi-
cant impact on the durability of the overall structure of a composite 
panel, as well as affecting long term insulation performance. Moisture 
in core insulation materials has a negative effect on thermal insulation 
properties and can contribute to the development of rotting and mold. 
Additionally, trapped moisture conducts heat 25 times better than air. 
Moisture can penetrate via very minor entry points to the core layer 
material by diffusion and condense. Damage to outer layers will also 
accelerate to moisture accumulating in insulation material. As well as 
good thermal performance, RAVATHERM™ XPS provides high mois-
ture resistance, ensuring a consistently good thermal performance over 
entire vehicle lifetime. EN 12088 (determination of long term water ab-
sorption by diffusion) standard is used to determine the water vapour 
resistance. RAVATHERM™ XPS products with their closed cell structure 
pick up very little amount of water. As a result, the thermal conductiv-
ity of RAVATHERM™ XPS doesn’t change significantly after the water 
pick-up by diffusion test compared to the thermal conductivity mea-
sured after storage under dry conditions.
RAVATHERM™ XPS foam, is the peace of mind of having selected the 
market best-performing insulation for your motorhome or caravan.
Mold is the most common problem in a motorhome or caravan. No-
one wants to see – or smell – mold on or into walls, floors or ceilings. 
Keeping moisture out is vital to protect the long-term performance 
and comfort of caravans and motorhomes. Water vapours released 
by showers, cooking, drying laundry, people and pets breathing, will 
increase moisture content in the air. Without regular ventilation, this 
moisture will condense on panels’ surfaces or – worse –, diffuse in the 
form of water vapour within the composite panels and condense there 
causing bad smells and mold and affecting long term performances. 
Wet insulation materials will not perform same as dry ones, thus ris-
ing heating or air-conditioning running costs of the vehicle. Wet core 
material with 10% moisture can lose up to 45% of its insulation per-
formance.
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About Ravago Building Solutions

The Ravago group, a fast-growing multinational company with a 
culture based on family values. Founded in Belgium in 1961 the 
company is committed to ethical and sustainable business practic-
es and forges strong relationships with its 7,000-strong workforce 
and 49,000 customers. As part of the Ravago Building Solutions 
business unit, Ravago Industry Solution manufactures and distrib-
ute specialized industrial products across Europe, Turkey, and CIS 
markets. Main application field of Ravago Industry solutions is the 
production of the XPS core material for Caravans, motorhomes and 
refrigerated trucks. RAVATHERM™ XPS is the name for the blue 
and grey foam boards which have been used for many years in such 
industrial applications; RAVATHERM™ XPS foams offer engineers 
and technical designers the confidence and the assurance that the 
most demanding of design specifications can be met. 
For further info: www.ravagobuildingsolutions.com/industry

RAVATHERM XPS 
features at a glance

On the left, picture 1: EPS beads’ struc-
ture. Picture 2 XPS closed cells’ structure 

Sample PU 50kg/m3 RAVATHERM
XPS X RTM

RAVATHERM
XPS LB

days of
exposure

Vol - % Vol - % Vol - %

0 0,0 0,0 0,0

7 5,8 0,8 2,6

14 12,4 1,4 2,8

21 17,9 2,0 3,3

28 21,9 2,5 3,8

35 26,0 3,1 4,3

42 27,8 3,5 7,3

49 34,2 4,0 11,0

56 36,0 4,5 12,4

63 39,4 4,7 12,4
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Fiamma has been working on continual 
product renewal for years with a focus 
also on internal dynamics. Marco Raimondi, 
the General Manager of the time-honoured 
global RV brand, explained that this process is 
urgent now more than ever and decisive to tackle the new market challenges

Investing in the 
product, service 
and internal 
processes

Words Enrico Bona

As we know, the global motorhome 
and caravan market is experiencing 
serious and generalised raw mate-

rial supply difficulties in a period in which 
sales and orders for vehicles from end cus-
tomers are on the rise. Marco Raimondi, 
engineer and General Manager of Fiamma, 
remarked that this situation is not limited to 
our sector and is a general economic prob-
lem. “Fiamma is working on a broad-rang-
ing project that goes way back,” he added. 
“Today we are making major investments 
to reorganise Fiamma according to a mod-
el that suits the current situation and the 
expected – and unexpected – market de-
velopments that we are seeing. The invest-
ments are big for our company, concern 
short-term plans and will be spread over 
many years to come”. 

roduct news FiammaP HALL 13
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The market is changing 
and so is Fiamma
According to Fiamma, huge changes are 
underway and are very different from the 
past. The vehicles are changing, but more 
importantly, so are the vehicle users. New 
customers with new needs and new objec-
tives are emerging. “Motorhome owners 
have evolved and the COVID emergency is 
not the only factor driving the registrations 
of recreational vehicles. The free-spirited, 
hardy, do-it-yourself travellers of the past 
have now given way to customers coming 
from experiences in other sectors who are 
seeking contact with an object, be it a mo-
torhome, a caravan or an accessory, and an 
exclusive and luxurious lifestyle with high 
added value that is also very functional”, 
Marco Raimondi explained. 

This means new challenges for Fiamma 
and the market in general on product lev-
el and in terms of customer satisfaction 
and after-sales service. The vehicles and 
accessories have changed in response to 
the evolutionary growth of customers and 
their objectives.  “For instance, the van 
phenomenon that we have recently seen 
was unimaginable only ten years ago. To-
day the van segment is the one experienc-
ing the biggest and most constant increase 
in sales. Fiamma has always focused on 
far-sighted market dynamics and wants to 
continue developing the human and tech-
nological resources to continuously expand 
and always anticipate market needs”. Fiam-
ma is engaged in a full, continuous prod-
uct rationalisation and review process that 
requires major investments and time and 
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In partnership with Contacts

confirms the recent exiting from a niche 
market dimension to become a new life-
style phenomenon that is more and more 
global. “Customers accustomed to other 
sectors are arriving and they expect prod-
ucts in line with their experiences, vehicles 
to accompany their passions with plenty 
of style and technological content,” Mar-
co Raimondi said. “For years we have been 
committed to continually rethinking and 
reinterpreting our products based on needs 
that evolve together with the end-users. 
For a company of our size, this means a 
great commitment to constant internal 
process optimisation, facility adaptation 
and personnel training. First and foremost 
to make good products, you need the right 
people and at Fiamma we have always seen 
the human element as the most important 
and qualifying.”
The internal development of the company 
based in Cardano al Campo, near Milan, 
is not a quick affair but, on the contrary, 
also involves investments in customer ser-
vice. “From a company like Fiamma, B2B 
customers expect products designed to go 
beyond their simple use. Today, the service 

remains directly involved in product de-
velopment that must also interpret a de-
mand for style in addition to practicality to 
be appreciated by today’s market”. Fiam-
ma invests in new product development 
and the reinterpretation and adaptation 
of tried and tested products and techno-
logical solutions to new needs, always in-
vesting heavily in design quality and, im-
portantly, in production quality. Despite the 
economic commitment, Fiamma is proud to 
be able to keep all the production in Italy 
and this is considered of primary value and 
distinctive for its product. In the internal 
reorganisation, Fiamma is also focusing on 
an investment strategy dedicated to the 
development of new applications and the 
continuous training of personnel, to con-
stantly guarantee quick response times to 
customers and the human factor that is an 
integral part of the superior product quality 
as confirmed by certifications.

B2B customer care
For B2B customer management, Fiamma 
has also reorganised the way orders are 
collected and processed to define an in-

Frame Sprinter
Frame Sprinter is the new Fiamma’s bike car-
rier especially designed for Mercedes Sprint-
er, post 2018 edition (H2/H3). Frame Sprint-
er is able to carry 2 to 3 standard bicycles 
or 2 e-bikes, its structure and support base 
are stainless steel, and the rail support can 
be set in 3 positions: standard, intermediate 
and lowered. 
The bike carrier is securely fastened to the 
hinges of the vehicle and offers also strong and 
safe locking systems such as Rail Quick Pro, for 
quick and safe locking of the wheel to the rail, 
Bike-Block Pro S, to lock the bike securely, and 
Rack Holder for the support base.

F80L awning

dustrial plan that ensures faster responses. 
The company is investing in increasingly 
automated service management and rap-
id customer response. Customers with a 
Fiamma Code can now interface with the 
company on the online platform in 4 lan-
guages (English, Italian, German, French) 
and automatically receive information on 
orders and spare parts, critical issues, bill-
ing, order status and product availability. 
The most recent implementation concerns 
the new automated B2B product critical 
issue management system. This is a sig-
nificant strategic innovation for direct cus-
tomers who can now report any after-sales 
critical issues online. Until now, non-con-
formities, damage or incorrect purchases 
and shipments could only be reported by 
customers by email. The management of 
each problem one by one required a lot of 
time and energy by personnel to deal with 
requests. The implementation of the online 
Critical Issue Management Area, on the 
other hand, streamlines intervention times 
for each procedure and ensures greater 
operational security for customers, partic-
ularly those abroad who can interface with 
Fiamma in real-time without delays caused 
by different time zones. 
“In this particular moment in time, Fiam-
ma customers appreciate our product and 
service quality are, above all, our timeliness 
and our general respect for delivery times 
despite the generally difficult situation,” 
concluded Raimondi. Despite the difficult 
circumstances, with shortages in the raw 
materials market and a consequent gen-
eral increase in production prices, Fiam-
ma is achieving to keep up with demands 
and provide answers to the market. “By 
optimising our planning system and order 
management processes, and by prepar-
ing material stocks appropriately, we have 
shortened lead times, buffered raw materi-
al delays and can respond worldwide fast. 
This is providing us with the opportunity 
for exponential growth”.

F80L is the new roof winch awning, suitable for large vehicles. Based on the aesthetics of 
the F80s, F80L is available in 4 lengths, from 450 to 600 cm. Thanks to the increased profile 
section of the arms, the awning extends 275 cm. 
F80L offers also Rain Guard with hermetic seal as standard, triple frontal guide, double LED 
preparation (visible even when the awning is closed), plastic end caps, painted aluminium 
covers, secure lock for the lead bar, dual-shock absorber and triple guide, in order to install 
two front panels or other accessories. F80L’s colors available are Polar White, Titanium Royal, 
Blue Royal Grey, Deep Black.

Fiamma at CSD 2021
Fiamma will be showcasing many new products in the large stand at the Caravan Salon 
2021 in Düsseldorf focusing, in particular, on the Frame Sprinter bike rack with height-ad-
justable shelf, suitable for carrying up to three normal bicycles or two e-bikes, specifically 
designed for the Mercedes van, and the new generously proportioned F80L winch-powered 
awning for caravans and motorhomes.
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FAP will be present once again this 
year at the important Caravan Sa-
lon in Düsseldorf. This will be the 

twelfth time for the company with its 
own stand although it has been at the 
national trade fair in Germany since the 
1980s through the local distributor. Last 
year, despite the problems caused by the 
pandemic, FAP has chosen to attend the 
Caravan Salon to express its support for its 
customers and reassert its role in Europe. 

“We are at the end of a difficult time, 
caused by the pandemic and by the raw 
material shortage that followed. During 
that, FAP consolidated its position on the 
European market and even expand its 
range of action”, explained Lapo Ermini, 
General Manager of FAP. “We have sealed 
important agreements in particular in Ger-

FAP

many following the interest many man-
ufacturers expressed for our Orus Line 
technical in lets. One is with Erwin Hymer 
Group for all their brands. We will supply 
different kind of inlets for water, diesel 
etc. French companies are increasingly ap-
preciating our products. We work inten-
sively with the Rapido group and we have 
concluded a broad-ranging agreement 
with Trigano VDL for the supply of our 
Magic lock (art. 1208) for garage doors.”

Diversifying to expand
The positive market performance of FAP 
is determined by the fact that, in times of 
crisis linked to the raw material shortage, 
the company has no supply problems hav-
ing previously secured stocks in the inter-
nal warehouses. To be more competitive 
and present all across Europe, FAP is di-

HALL 13
BOOTH E33

versifying the range offering even further. 
While locks remain the company’s core 
business, the share of turnover relating to 
other products is on the rise. Service filling 
modules are an example of this. The clas-
sic Orus Line range has been complement-
ed by the Orus Line Pro series of flush-fit-
ting lids that was previewed last year. This 
innovative, automotive-style product line-
up is at least initially dedicated to high-
end motorhomes. FAP is also excited to be 
gaining a footing in the UK market with a 
line of drain valves for recovery tanks. The 
company has progressed in many ways 
over the past year. New people have been 
recruited and labour force has increased 
by 10%. The workshop machines have 
also been renewed with the introduction 
of two new injection plastic machines. In 
2021, FAP acquired ISO/2015 certifica-

Not just locks

Strong of the results achieved over the past few years and thanks to a cleverly scheduled stock pro-
curement, FAP has expanded its range of action on the European scene and diversified production to 
include customised products in addition to locks

Words Renato Antonini

Compression 
lock

The new lock is extremely easy 
to open with just one finger

Orus Line Pro: 
AdBlue hatch
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tion, in addition to the ISO 9001 earned 
in 2003. Personnel is following European 
IMDS courses dedicated to the disposal of 
materials from end-of-life vehicles.

FAP for the camper van segment
The camper van phenomenon, with the 
massive demand for this type of vehicle 
throughout Europe, has attracted the at-
tention of FAP and the company is provid-
ing standard catalogue products as well as   
targeted customised interventions. 

“We are observing the camper van seg-
ment closely. It calls for new measures to 
differentiate our range on the market”, 
explained Lapo Ermini. “We have various 
products in our catalogue that are suit-
able for camper vans, such as drain valves 
and technical filler module for water and 

electricity systems. Additionally, we can 
respond to precise customer requests, 
with the design and production of specific 
products. An example is the locking mech-
anism for camper van pop-up roofs that 
we developed for the camper van division 
of the Rapido Group. The system consists 
of a handle with a folding roof latch and 
simultaneous release of the side locks. 
This major project demonstrates our abil-
ity to make products that go beyond our 
conventional locks supplying specifically 
customised products that meet specific 
needs.”

New compression lock
The 2022 news for FAP is a new com-
pression lock for the garage doors. FAP 
has always invested in research into new 
solutions, completing two or three proj-

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

Company Profile
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Lapo Ermini

ects each year, some customised, others 
included in the general product catalogue. 
Most solutions are patented. A patent ap-
plication has also been filed for the new 
compression lock, which will be presented 
at the Caravan Salon in Düsseldorf. This is 
a single or multi-point lock intended for 
RV garage doors. The special feature is its 
ease of use. The lock does not have to be 
turned because the external handle can 
be simply pulled with one finger. This ac-
tion operates an internal system that com-
presses the gasket and makes the door air-
tight. The solution stems from the earlier 
Twin Lock project. The internal mechanism 
is very similar but the external part is new. 
A preview has already been presented 
to several manufacturers and the Rapido 
Group has already included the new lock 
in its 2022 production.

Orus Line Pro Drinking water 
filler module

Various side 
connections

Connection to an 
external power supply

Three-point compression lock
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Company news

Borri is a company inspired by the 
typically Italian values of quality, re-
search and taste. It was established 

in 1951 in the so-called “camper valley”, 
the homeland of the majority of Italian 
RV manufacturers. Borri was originally a 
manufacturer of domestic furniture, but in 
1990 it started to make its new ideas and 
know-how available to the RV sector.
The company works with a number of RV 
makers, offering classic furniture with basic 
styling, but its quality and experience en-
able it to go far further. Borri has always 
stood out for its innovation and develop-

ment of advanced proj-

Quality, research and elegance inspire the Tuscan company in its on-going innovation and development 
of new ideas. These include luxury furnishings and saddlework, using cutting edge lightweight 
materials shaped by expert craftsmen

Italian craftsmanship 
at the service of luxury

Words Paolo Galvani, portraits Enrico Bona

ects, such as its development of processes 
for bending wood for curved front panels. 
But alongside wood, it has also developed 
considerable experience in veneering plas-
tic materials, such as PET and acrylics.

Extraordinary results
When fine woodworking and experience 
in innovative materials come together, the 
results can be quite out of the ordinary. 
An example is the collaboration with Nies-
mann + Bischoff, whose iSmove project 
used Borri for part of the interior furnish-
ings. The wall cabinet door is the result of a 
lengthy development process. Externally, it 
is finished with real wood, but the internal 

structure does not use the conven-
tional wooden hard-

ware mounting strips. Instead, the hinges 
are mounted with synthetic inserts welded 
into place by ultrasound, making the door 
more robust and long-lasting while reduc-
ing its weight by around 20%. The part, 
which measures 60x29 cm and is 15 mm 
thick, weighs just 1.1 kg, compared with 
the 1.35 kg of a conventional door.
Borri developed the production process for 
the project in-house. “The iSmove project 
was a very satisfying experience,” says 
Massimo Bartalini, technical/sales manager 
for Borri. “We reviewed their requirements 
for the project and proposed this new 
technique as a solution. The conventional 
wooden mounting strips were replaced by 
an insulating material which, in contrast 
with normal polysterene with its structure 
of expanded spheres, uses ovoid cells ori-
ented orthogonally to the surface under 
compression. They are thus better able to 
resist compression. Since there is no wood, 
the screws are installed using a special 
hand-fit synthetic insert. Once in place, we 
use an ultrasound gun to melt its plastic 
crown, which is thus irreversibly united 
with the outer wooden trim.”

Borri
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ContactsIn partnership with

About Borri
Borri is an Italian manufacturer of furniture for campers and caravans (as well as con-
ventional and domestic furniture), established in 1951. Born as a maker of furniture for 
the home, in 1990 the company started making furniture and furnishing components for 
caravans, campers, bungalows, mobile homes and yachts, and soon gained a significant 
market share, working with nearly all Italian manufacturers and launching major partner-
ships with many renowned foreign brands.
Borri has always oriented its adoption and development of new technologies by listening 
to its clients’ needs. The company is known for its flexibility, which enables it to handle cus-
tom orders to the highest quality and with short delivery times. With a view to optimising 
its resources in an integrated way and maximising customer satisfaction, Borri supports its 
clients throughout the process, collaborating with them closely and adapting its processes 
to their specific requirements.
The company stands out for its expert technical support, which includes the development 
of prototypes, the efficiency of its customer service and aftersales, its flexible, fast response 
to new inputs from the market and its short delivery times.

A continuous process
The most recent result of this continuous 
research, development and innovation, 
including industrial engineering to supply 
clients of any size, consists in combining 
diverse materials to offer solutions for the 
highest segment of the market. One of 
Borri’s unique gifts is its ability to combine 
technical know-how with the finest crafts-
manship.
The company has recently started working 
together with a master saddlemaker who 
has produced a series of fascinating ideas 
and prototypes, all deeply rooted in Italian 
leatherworking traditions. The aim is to 
offer high end RV makers a series of per-
sonalisation options to further elevate the 
quality of their products, offering their very 
demanding clients the luxury furnishings 
they expect.

Towards true luxury
These first prototypes include the access 
handles usually located at the sides of the 
doors opening into the cell. These are one 
of the first points at which the client comes 
into contact with the camper, and are often 
of mediocre quality, mostly made of zama 
or plastic mouldings. The option to finish 
them with leather inserts, using a mount-
ing made of a more noble material like 
wood or acrylic stone, ensures that the cli-
ent’s very first impression is of the luxury to 
which certain types of motorhome aspire.
Borri has also created a range of luxury 
worktops, tables and lateral profile finish-
ings, as well as furniture handles. A small 
insert - like a sort of embroidery stamped 
into everyday materials - is often enough 
to lend a touch of class to even the most 
banal object.
These styling proposals, born of craftsman-
ship, require great experience for their ap-
plication to industrial production process-
es. It is now up to the RV companies to try 
Borri’s new, bold ideas out for themselves. 
Luxury and craftsmanship are without 
doubt the high road to offering genuinely 
exclusive products.

Massimo Bartalini
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TecnoWall will be at this year’s Car-
avan Salon Düsseldorf, exhibiting a 
new product of certain interest to 

manufacturers who use sandwich panel 
bodies. The company, located in the area 
of Tuscany in which the majority of Italian 
RV makers are situated, has always been 
committed to improving the construction 
of sandwich panel RV bodies. TecnoWall 
has created a new system for uniting the 

For years, TecnoWall has been engaged in researching reliable, long-lasting solutions for the construc-
tion of sandwich panel bodywork: the latest outcome is the SY 110 system which creates a rounded 
joint between the wall and roof, with glass fibre covering to eliminate the risk of water infiltration

Fold the roof on the side-wall

Words Renato Antonini, photo Enrico Bona

roduct newsP TecnoWall

wall and roof with a curved joint which 
combines attractive styling with value for 
money.

The SY 110 project
“We have perfected an innovative system 
for easily curving the glass fibre in the joint 
between the wall and roof,” says Yuri Pieri-
ni, owner and Sales Director for TecnoWall, 
“which satisfies the requirements of the in-

creasing number of RV makers who want 
to make their products stand out with styl-
ish rounded corners but without using sup-
plementary cover profiles. A curved joint 
profile is certainly nothing new, they’ve 
been around for years: but TecnoWall is of-
fering its solution to manufacturers using 
glass fibre who want - for a variety of rea-
sons - to use small radius joints. Up to now, 
the smallest possible radius was 130 mm, 

HALL 13
BOOTH C33
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because the glass fibre caused cracking of 
the surface gelcoat. We are presenting this 
new product at the Düsseldorf Caravan Sa-
lon, and a number of campers using this 
system will already be on show: so far, ex-
clusively for a single manufacturer, but it 
will soon also be available to other mak-
ers. The product is an excellent solution for 
RVs, but I believe it could also be used for 
making the bodies of goods transport vehi-
cles with innovative styling.”
The system uses a curved aluminium extru-
sion to support the core material (such as 
polystyrene) over which the sheet of glass 
fibre is laid with the specified radius of 
curvature. The aluminium extrusion, which 
TecnoWall has made for the application, 
has reinforcing ribs internally and exter-
nal protrusions which fit perfectly into the 
CNC milled grooves in the roof and wall 
panels. The joint between the wall and roof 
is made under the line of curvature when 
one uses screws to go beyond the section 
of the roof panel to engage the external 
aluminium T profile. This profile remains 
in view externally on the wall panel and 
can also be used as a styling element of 
the wall itself. One has to apply sealant to 
areas exposed to water, but no sealant is 
visible, and infiltration is prevented in the 
long term. The system is completed in the 
vehicle’s interior with a PVC panel which 
snaps into the curved aluminium profile to 
conceal it from view inside the vehicle. The 
space between the aluminium profile and 
the plastic cover panel is ideal for routing 
cables. The PVC cover panel can remain 
exposed or concealed inside cabinets and 
wardrobes. The cover panel runs along the 
entire length of the curved aluminium pro-
file, and is thus ideal for routing cables as 
well as providing access for maintenance.
“After many years of experience in the con-
struction of sandwich panels, I realised that 
glass fibre sheets work well when they are 
bent properly,” says Yuri Pierini “with the 
appropriate radius of curvature, and risk 
damage when they are not properly sup-
ported by the polystyrene core, since the 
twisting of the vehicle’s body as it moves 
causes the finish gelcoat to crack. We thus 
looked for a way to bend the glass fibre 
sheet so that it was properly supported 
by the core material. We invested in the 
creation of two aluminium extrusions, to 
which we added a PVC cover panel to fin-
ish the system. The aim was to create a re-
liable system which is aesthetically pleasing 
and also quick and easy to install.”

Stylish and easy to install
The objective has been achieved in full. The 
SY 110 project, which is presented official-
ly at CSD 2021, offers a joint between the 
wall and roof panels with a radius of 110 
mm, thus assuring a pleasing finished ef-
fect and - first and foremost - fast installa-
tion on the assembly line. The roof panel is 
made, the glass fibre and polystyrene are 
bent around the curved aluminium extru-
sion, and then the wall panel is moved up 
and the two elements secured to each oth-

ContactsIn partnership with

The Italian sandwich panel manufactur-
ing company TecnoWall was founded in 
2001 in Tavarnelle Val di Pesa, working 
straightaway in RV market. In 2006, 
the company’s production site was 
transferred to Poggibonsi, with a sub-
sequent increase in production space 
in 2009. Today, the business provides 
employment for about thirty people, 
availing itself of a covered production 
site measuring 5800 square meters. 
TecnoWall continues to operate in the 
motorhome body segment, supplying 
companies with the highest quality in 
sandwich panels for walls, roofs and 
floors because TecnoWall is still the only 
one in the market to have 3 differ types 
of polyurethane gluing equipment.  
With a strong presence throughout the 
European recreational vehicle market, 
TecnoWall also boasts business relations 
with manufacturers in China, Australia 
and South Africa. The motorhome sec-
tor predominates, but the company also 
works in the naval and heavy transport 
vehicle sector, in addition to producing 
panels for the construction of prefabri-
cated housing. TecnoWall possesses UNI 
EN ISO 9001:2000 certification.
From 2019 TecnoWall owns the certifi-
cate for China compulsory product Cer-
tification named CCC, also. TecnoWall it 
is in fact, at the moment, the only Eu-
ropean sandwich panel’s manufacturer 
to have that Chinese Certification in RV 
market.

Company Profile

Stages of assembly

Insert the aluminium radius 
profile into the roof channel and 
fix it with screw to the roof itself

Use the plastic cover to 
close all the bending system

Lay the roof on the side-
wall and fasten at the 
same time the aluminium 
radius profile, the side-wall 
and the external junction 
profile using screw

Fold the roof and the 
radius profile and fix 
it with screw to the 
aluminium

4

1

2

3

er with the aluminium T profile. The instal-
lation is completed by covering the curved 
profile inside the vehicle with a PVC extru-
sion, which snaps into the grooves in the 
curved profile.

TecnoWall is thus continuing to innovate 
in two directions: on the one hand by 
making sandwich panels for Italian and 
European RV manufacturers, and on the 
other by offering the most demanding RV 
makers its rigid polyurethane composites 
under the tradenames FibroPlast and Tec-
noPlast, as a replacement for conventional 
wooden slats.
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Report French market

With over 32,000 RVs registered in 2020, France is undoubtedly 
the most important country for RVs after Germany. The tradition 
in the outdoor tourism sector is very strong, so much so that even 
the mobile home industry thrives. Here is a photograph taken by 
ECF and UNI VDL showing the strength of Paris in the sector

Number 2 in Europe!

The French market is the second largest in Eu-
rope for recreational vehicles. Apart from Ger-
many, with its stratospheric data (over 107,000 

RVs registered in 2020), France took the second place 
on the podium with 32,041 units (+1.7% compared 
to 2019), followed by Great Britain (27,711, -17.5%). 
The data for this first half of the year confirms the 
excellent performance of the market in France at a 
European level, with a gap  with  the UK that has been 
increasing more and more. France  shows extreme-
ly positive signs with a total of vehicles registered in 
the first part of the year exceeding 9,000 (9,378 to 
be precise), an increase of 53.6%: this figure com-
pares with an average growth of the continental mar-
ket of 19.7%. This data is officially  collected by the 
ECF - European Caravan Association. At the time of 
writing, the numbers from UNI VDL, the association 
of French producers, reach up to June and show that 
the trend shows no sign of waning. In fact, since the 
beginning of the year, overall registrations have accel-
erated further to reach 22,917 units. Of this figure, 
18,957 are motorhomes and 10,020 (more than half) 
are camper vans, while 3,960 are caravans. Compared 
to May, motorhomes grew by 46.27%, camper vans 
by 78.74% and trailers by 24.33%. 

Words Paolo Galvani

Country
Caravans Motor Caravans Leisure Vehicles Total

2020 2021 +/- % 2020 2021 +/- % 2020 2021 +/- %

Austria 122 192 +57,4 267 905 +239,0 389 1.097 +182,0

Belgium 273 367 +34,4 1.171 2.115 +80,6 1.444 2.482 +71,9

Denmark 734 910 +24,0 259 474 +83,0 993 1.384 +39,4

Finland 151 178 +17,9 450 559 +24,2 601 737 +22,6

France 1.588 2.144 +35,0 4.517 7.234 +60,2 6.105 9.378 +53,7

Germany 6.123 5.166 -15,6 15.383 19.059 +23,9 21.506 24.224 +12,6

Italy 102 118 +15,7 1.445 1.796 +24,3 1.547 1.914 +23,7

Netherlands 1.623 1.549 -4,6 540 692 +28,1 2.163 2.241 +3,6

Norway 277 446 +61,0 311 523 +68,2 588 969 +64,8

Portugal 14* 14* +0,0 24* 26* +8,3 38 40 +5,3

Slovenia 27 28 +3,7 53 71 +34,0 80 99 +23,8

Spain 409 369 -9,8 1.410 1.376 -2,4 1.819 1.745 -4,1

Sweden 516 694 +34,5 385 1.455 +277,9 901 2.149 +138,5

Switzerland 319* 399* +25,1 1.584 1.905* +20,3 1.903 2.304 +21,1

UK 3.866* 2.673* -30,9 2.448 2.076 -15,2 6.314 4.749 -24,8

Others 493* 523* +6,1 537* 750* +39,7 1.030 1.273 +23,6

Total 16.637 15.770 -5,2 30.784 41.015 +33.2 47.421 56.785 +19,7

Registrations of new Leisure Vehicles
January - March 2021 by ECF

*Estimates

TRIGANO
• Tournon - Chausson/Challenger/

Caravelair/Sterckeman
• Sablé-sur-Sarthe - Chausson/Challenger
• Le Mans - La Mancelle
• Quintin - Autostar
• Feurs - Notin
• Brantôme - Font Vendôme
• Mamers - Résidences Trigano
• Portes-les-Valence – Résidences Trigano

RAPIDO
• Mayenne - Rapido/Dreamer/Campérêve
• Auxerre - Stylevan
• Benet - Fleurette/Florium/Westfalia
• Fauillet - Rapidhome

PILOTE
• La Limouziniere – Pilote/Bavaria
• La Membrolle-sur-Longuenée -  

Le Voyageur/Hanroad/Mooveo

BÜRSTNER
• Wissembourg

IRM and O’HARA
• La Chaize-le-Vicomte - IRM
• Givrand – IRM/O’Hara
• Luçon (2) - IRM
• Lézignan-Corbières - IRM/O’Hara
• Beaucaire - IRM
• Lesquin – IRM

LOUISIANE
• Loudéac
• La Cavalerie

RIDEAU
• Venansault

Main production 
sites in France
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Present in the recreational vehicle sector for 60 years with its 
13 brands of motorhomes, camper vans and mobile homes 
(Rapidhome) assembled in five countries, the Rapido group 
employs more than 1,500 people and distributes its production 
between Europe and Canada (Cambridge, Ontario). 100 per-
cent family owned, the company headed by Pierre and Nicolas 
Rousseau has a turnover of around euro 550 million and boasts 
an enviable position in the segment of camper vans with suc-
cessful brands, including the emblematic Westfalia, whose ve-
hicles are produced in its German factory and in France, in Ben-
et. On the mobile home side, under the Rapidhome brand, the 
group produces 3,000 of them per year in its two French sites.

• Founded in 1948
• 2020 turnover = euro 550 million
• 13 RV brands, including Westfalia

Rapido Group

With the opening of a new plant for the production of camper 
vans in Paglieta, Italy, at the end of summer 2020, the Trigano 
group has set an example in terms of industrial and environmental 
rationalization as the Fiat plant that supplies the chassis is located 
only a few kilometers away. This is an investment that adds to the 
many others in recent years from the European number 1 in rec-
reational vehicles. The Group has now 25 brands of motorhomes 
and several plants in France, Italy, Spain, Slovenia, Germany and 
Great Britain. Led by Stéphane Guigou since last October, Triga-
no recorded a turnover of euro 2.2 billion in 2020, with 39,000 
motorhomes produced and 10,500 employees. With its flagship 
brands Chausson and Challenger and Caravelair/Sterckeman for 
caravans, it is the largest private employer in the Ardèche with 930 
employees and 8,000 motorhomes assembled per year. In 2020, it 
also produced around 4,000 mobile homes under the Résidences 
Trigano and Adria brands.

Trigano Group

• Founded in 1935
• 2020 turnover = approximately euro 2.2 billion, of which 

91% is from recreational vehicles
• 63 production sites

Based in Limouziniere since the 1960s, the Pilote group (GP SAS) is 
a pioneer in the motorhome sector, with a large number of innova-
tions. The family-run group builds and distributes leisure vehicles, 
camper vans and motorhomes under the Pilote, Mooveo, Frankia, 
Bavaria, Le Voyageur, Danbury and Hanroad brands. The compa-
ny, based in the Loire-Atlantique region, has three other factories 
in addition to the head office: in La Membrolle-sur-Longuen for 
camper vans and for the Le Voyageur brand, in Bavaria for Frankia 
and near Bristol for Danbury. The group employs 1,000 people in 
France and produces 6,000 recreational vehicles per year, includ-
ing around 4,000 in Loire-Atlantique.

• Founded in 1962
• 2020 turnover = over euro 300 million
• It produces about 6,000 recreational vehicles per year

Pilote Group

UNI VDL also provides us with an overview of the second-hand market. 
From January to June, 34,612 motorhomes and 25,827 caravans were 
sold in France, a sector which, therefore, for motorhomes moves more 
than twice as much as new ones and for caravans is several magnitudes 
higher. These numbers testify that the French market is in excellent 
health. To give you an idea of what France means in Europe in the field 
of ‘en plein air’ tourism, just think that about a third of all continental 
accommodation facilities, and we are talking about 8,000 campsites, 
are located in this country. The strong trend towards open-air holidays 

also translates into a very rich production mix, which includes manu-
facturers of caravans, motorhomes, camper vans and mobile homes. 
These are companies with a long tradition, capable of ensuring quality 
production. 
In conclusion, France boasts prestigious companies and employs over 
20,000 people in the sector of recreational vehicles and mobile homes, 
not counting the related industries. All this has moved something like 
euro 3.5 billion in 2020. Numbers that highlight how Paris is one of the 
main protagonists on the European scene.
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Report French market

Bénéteau, the world number 1 in yachting founded in 1884 
(7,600 employees worldwide), remains an important pillar in the 
production of mobile homes. The brands it operates in this sector 
are O’Hara and IRM, the first French brand to assemble furniture 
for the home, and since 2014, Coco Sweet. Present on several 
continents, Bénéteau has structured its activities around the Boats 
and Home divisions. The latter sector recorded a turnover of euro 
193.3 million for the fiscal year 2019/2020 with the O’Hara brands 
(4,000 mobile homes per year and a strong focus on environmen-
tal issues) and IRM, acquired in 2007 (140,000 mobile homes 
sold since 1992). As a very innovative company, Bénéteau then 
launched the Coco Sweet brand, which offers more comfortable 
solutions than a tent and very trendy thanks to a “natural” look. 
Coco Sweet has conquered a large number of campsites thanks to 
its excellent profitability and ecological approach.

Bénéteau Group (IRM, O’Hara & Coco Sweat)

After successfully managing the Alsatian site of Wissembourg un-
til 1974, where he built caravans and motorhomes, Bürstner trans-
formed the factory into a production unit for furniture for recreational 
vehicles. 2021 marks the great return of the German company, a sub-
sidiary of the Hymer group in France, with the launch in the spring of 
a new assembly line of camper vans. Born in the late 1950s, Bürstner 
became a leader in caravans before investing heavily in motorhomes 
starting in 1986. Inventor of semi-integrated, the manufacturer is one 
of the leading brands in Europe, and part of the American group Thor 
Industries which acquired Hymer in 2018.

• Founded in 1958
• Part of the Erwin Hymer Group
• Inventor of semi-integrated

Hymer Group (Bürstner)

With over 2,000 mobile homes annually, Louisiana holds a promi-
nent place in the mobile residential market, with experience in the 
construction industry. Founded in 1998, the company has installed 
more than 30,000 cottages in the countryside. Louisiane produces 
its mobile homes in two factories: in Loudéac in Brittany to serve 
northern France, Benelux and Germany, and in La Cavalerie for 
southern France, Italy, Switzerland and Spain. Acquired in 2010 
by Finadorm (a group led by Jean-Remy Bergounhe), the company 
has 200 employees.

• Founded in 1998
• 2019 turnover =euro 30 million
• It produces over 2,000 mobile homes per year

Louisiane

• Founded in 1884
• 2020 turnover (Habitat division) = euro 193.3 million
• It produces 4,000 mobile homes per year

A well-known Vendée brand, Rideau is a solid company, backed by 
the Gustave Rideau family group, whose flagship brand Véranda Gus-
tave Rideau is now number 1 in aluminum awnings in France. It em-
ploys 100 people, has a turnover of euro 28 million and sells 3,500 
mobile homes a year.

• Founded in 1998
• 2020 turnover = euro 28 million
• It produces about 3,500 mobile homes per year

Rideau
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The strong performance – represent-
ing a 75.9 percent year-over-year in-
crease over the 27,999 units shipped 

during May 2020 – counts May 2021 as the 
strongest May on record. 

Towable RVs, led by conventional travel 
trailers, ended the month up 79.4% against 
last May with 44,471 wholesale shipments. 
Motorhomes finished the month up 48.6% 
compared to the same month last year with 
4,770 units and Park Model RVs ended the 
month up 8.2% compared to May 2020 
with 304 wholesale shipments.

RVIA notes that US RV manufacturers have 
in fact set new a shipment records for each 
of the past seven months, fuelled by peak 
consumer demand and sparse dealer inven-
tories. 

“More American consumers than ever be-
fore are rediscovering the great outdoors 
and the joy that comes from spending time 
with friends and family,” said RV Industry 
Association President & CEO Craig Kirby. 
“With RVing becoming more popular than 
ever, the RV industry has been committed 
to sustaining industry growth and meet-
ing demand that shows no sign of slowing 
down.”

The achievement is even more remarkable 
in view of the ongoing supply chain short-
ages that continue to plague US manufac-
turers in all segments, including marine 
and automotive.

The RVIA’s RV Roadsigns quarterly forecast 
predicts that 2021 will see the highest RV 
wholesale shipment levels of all time, with a 
total production ranging from 565,848 and 
586,281 units in total and the most likely 
scenario seeing an estimated 576,065 units 
shipped. That total would exceed the 2020 
total of 430,412 units by 33.8 percent, and 
mark a 14.1 percent jump over the current 
record of 504,600 units shipped in 2017.

“What RV manufacturers and suppliers 
have accomplished over the past year is 
nothing short of incredible. And our new 
forecast shows the industry will continue 

The latest data from the Recreational Vehicle Industry Association (RVIA) confirm that 
manufacturers continue to ship new units at a record-setting pace, with wholesale 
deliveries for May 2021 reported as 49,241 units

North America

May US RV shipments 
continue at record pace

ews from the worldN Words Craig Ritchie

its record-breaking streak through the 
rest of the year,” said RVIA President and 
CEO, Craig Kirby. “Even with other types 
of travel returning, the demand for RVs 

continues to climb as people want to get 
outdoors and experience the joy of an ac-
tive outdoor lifestyle alongside friends and 
family.”
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North Americaews from the worldN
Registration opens for 2021 RV Aftermarket Conference 

Organisers of the 50th Annual RV Aftermarket Conference have 
announced that registration has now opened for the popular in-

dustry event, to be held in-person from August 9 to 12 inclusive at 
the Embassy Suites Centennial Olympic Park in Atlanta, Georgia. 
The event features scheduled in-person meetings between aftermar-
ket suppliers and wholesale distributors, providing vendors with an 
opportunity to demonstrate both new products and current offerings. 
All participants have the opportunity to attend a number of keynote 
presentations covering a wide range of business topics.
The 2021 event will add an all-new 90-minute workshop on selling 
aftermarket products to first-time or new RV buyers, with an empha-
sis on data, connectivity and the needs of next-generation RV buyers.
The RV aftermarket in the United States is estimated to contribute 
more than US$750 million in total economic output each year, repre-
senting 3,187 jobs and $272 million in employee earnings.
Full conference details and registration information can be found on 
its dedicated website, at www.rvia.org/events/rv-aftermarket-con-
ference.

Airxcel expands Kansas plant 

Climate control systems manufacturer Airxcel has announced a 
US$4 million expansion to its Wichita, Kansas manufacturing plant.

In an announcement ceremony hosted with Kansas governor Laura 
Kelly, the company said the continuing strong growth of the US 
RV market has led to increased demand for its products and expo-
nential job growth at its Wichita headquarters. The company has 
already filled more than 265 jobs at the facility, and is trying to hire 
another 100 people in the coming weeks.
“With 18 manufacturing locations in six states and Italy, we are 

excited to expand and grow our workforce here in Wichita,” said 
Airxcel CEO, Jeff Rutherford. “Producing world-class products and 
providing our employees with competitive wages and benefits is 
something we take great pride in. We look forward to our future 
growth as a company and the Kansas economy as a whole.”
The expansion will focus on additional capacity of HVAC products 
for recreational vehicles. The COVID-19 pandemic brought a surge 
in demand as more people looked to RVs for travel options.
“I congratulate the Airxcel team on this exciting expansion that 
will bring significant investment and new jobs to the Wichita com-
munity,” said governor Kelly at the official announcement. “I look 
forward to our continued partnership to bring even more jobs and 
investment to our state, and usher in a new era of prosperity for 
all Kansans.”
Founded in 1991 with the acquisition of two business units of 
the Coleman Company, Airxcel has grown to become a leading 
designer and manufacturer of climate control solutions and com-
plementary products for a variety of end markets throughout the 
world.

Kansas governor Laura Kelly (speaking) 
and Airxcel CEO Jeff Rutherford (second from right) 
announce expansion plans for the company’s Kansas plant

NTP-Stag returns to Las Vegas

RV parts and accessories wholesale dis-
tributor NTP-Stag has confirmed that 

its 2022 Expo will run as an in-person event 
at Caesar’s Forum in Las Vegas from Jan-
uary 25 to 26, 2022. A virtual presenta-
tion will follow the in-person event, and is 
scheduled to run from January 31 to Febru-
ary 4 inclusive. 
The annual NTP-Stag Expo was among the 
first in-person trade events to operate this 
year, having been held in January at the 
Orlando Marriott World Center albeit with 
a capacity restricted to 25 percent in ac-
cordance with Covid-19 guidelines which 

were in place at the time. With such mea-
sures having been since dropped in most 
areas of the US, the Las Vegas event in 
2022 is expected to operate as “a normal 
event” without any pandemic-restrictions, 
including capacity limitations, mask wear 
or social distancing measures except where 
required by federal and local authorities.
Full details, including information on the 
Expo agenda, floor plan, hotel and travel 
arrangements and the onsite RV University, 
will be released over the coming weeks on 
the event website, at: 
https://expo.ntpstag.com
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Australia

Hitched & Pitched

Developed by one of the Future Leaders 
Project Teams and supported by Caravan 

Industry Association of Australia, Pilot Pro-
gram Hitched & Pitched offers young entre-
preneurs the opportunity to receive coaching 
and funding to kickstart new businesses in 
the caravan and camping industry. With a 
similar concept to the TV show Shark Tank, 
Hitched & Pitched connects investors with 
start-ups and entrepreneurs who are build-
ing innovative, market-changing technology, 
products and/or experiences suited for com-
mercialisation in the caravan and camping 

ews from the worldN Words Irene Viergever

Australian adventurers feel energised by BMPRO Launch of ProSmart

BMPRO, Australia’s leading design-
er, manufacturer, and supplier of RV 

power solutions, is transforming Austra-
lian adventures with the launch of revo-
lutionary technology ProSmart. ProSmart 
brings the concept of a smart home to 
‘on-the-road’ travellers – equipping an RV, 
caravan, 4WD or boat with technology to 
remotely monitor ‘household’ systems. 
“Tracking the efficiencies across all ame-
nities within caravans and RV’s is ensur-
ing that Australians are able to take ad-
vantage of the expansive landscape, and 
travel for longer period of time without 
the inconvenience and worry around de-
pleting levels of energy consumption,” 
said David Bayliss, Brand Ambassador of 
BMPRO. “App-based energy monitoring 
mechanisms are providing safer and more 
sustainable travel adventures for all RV 
and caravan adventurers, along with their 

industry.
A call went out late 2020 to 
all young innovators who were 
seeking investment, coaching 
and support. What followed 
was a five-step process, starting 
with the submission of business 
ideas, including a three minute 
pitch video and brief business 
plan. The received applications 
were assessed by a panel of in-
dustry experts and four final companies got 
selected to go through an intensive coaching 

program. The coaching 
program included atten-
dance at the National 
Conference, offering 
the entrepreneurs the 
opportunity to network 
with like-minded industry 

leaders.
After months of coaching and hard work, the 
four selected participants are now ready to 
share their concepts during the Virtual Pitch 
Event, held late July 2021.

To find out more, visit: 
https://www.hitched-pitched.com

4WD and boating counterparts. The luxury of 
being able to travel for longer periods of time 
with improved efficiencies in vehicle manage-
ment.”
Designed to maintain the comfort levels of 
off-grid travels and/or improve the efficiency 
of working in remote locations, ProSmart al-
lows individuals to monitor both wired and 
Bluetooth sensors, ensuring a trouble-free 
journey or proper resource management re-
gardless of WIFI connection. 
ProSmart sensors can be used with any power 
management system or with a 12V battery/
power supply – allowing it to be installed 
across any vehicle. Beyond this, ProSmart is 
inclusive of a user-friendly app that enables 
users to monitor various functions such as 
tyre pressure, gas bottle levels, temperature, 
water levels and battery status. This can be 
paired with up to 40 SmartConnect Bluetooth 
sensors, connect up to 4 water tanks, a 12V 

battery and a wired temperature sensor 
to monitor vital parameters all at your 
fingertips. The technology not only brings 
lifestyle efficiencies but also business out-
comes. ProSmart’s benefits extend beyond 
its suitability for campers to also include 
those in the boating and agriculture space. 
“Better control over energy consumption 
and assets such as water tanks or con-
tainment solutions, enables businesses 
to pre-empt requirements, and actively 
determine in real-time actions that ensure 
greater productivity and efficiencies,” said 
Bayliss.
The innovation enables caravanners to 
monitor appliances that run their heat-
ers and fridges on gas, café owners using 
outdoor equipment or a farmer looking to 
efficiently manage agricultural devices. It 
provides the simplicity of monitoring lev-
els across a range of functions without 
the difficulty of decoding complex spec-
ifications. ProSmart can either be added 
at manufacturing level, upgraded with a 
dealer or upgraded by the customer at a 
later stage based on specific DIY require-
ments.
With the unforeseen effects of the 
COVID-19 pandemic and subsequent 
lockdowns, people are now rethinking 
how and where they travel – moving to-
wards adventures on-shore. As Austra-
lia’s most recognisable RV management 
solutions provider, backed by 50 years’ 
experience delivering power solutions and 
inspired by the great Australian outdoor – 
BMPRO’s latest innovation is designed to 
efficiently manage adventures in a way 
not seen before.
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Australiaews from the worldN
The Role of Caravan Industry Association of Australia 
during the pandemic

Bushfires, floods and Covid-19: Austra-
lia has had it tough over the last 18 

months. Looking at the RV production fig-
ures (breaking all records) and hearing the 
positive feedback from the Caravan Show 
exhibitors, there is no doubt that the Aus-
tralian RV Industry is recovering well. All 
other tourism sectors had incredible lows 
and far bigger challenges than the RV In-
dustry, including the Cruise Industry, Hospi-
tality, Event Industry and Airlines. This is not 
just because of good luck and fortune, it is 
mainly because of the incredible hard work 
that the National Body, State Associations, 
and individual businesses have put in over 
the last 18months. These industry leaders 
embraced the crisis, saw opportunities, and 
in the end benefit from it. 

Being inspired by Stuart Lamont’s presenta-
tion during the yearly National Conference, 
AboutCamp BtoB zooms in to what the Car-
avan Industry Association of Australia has 
done – together with the state associations 
– over the last 18 months to make sure the 
industry is blooming. Stuart Lamont: “Sense 
of family. As an industry I think we are pret-
ty much a family. We don’t always like each 
other, but when the chips are down, we 
actually come together and we act as one. 
And that is what last year has been about.”

To understand how the Caravan Associa-
tion of Australia operates, it is important to 
know their main vision: To lead and champi-
on a safe, compliant & sustainable Caravan-
ning and Camping industry. 

The following seven foundation pillars pro-
vided direction and focus in putting the In-
dustry Association’s vision into practice:

1. Develop member (Industry) value
As the Caravan Industry Association of Aus-
tralia and the State Associations share the 
same goals, the National Association has 
as first and foremost responsibility to work 
collaboratively with member State Associa-
tions on matters that benefit the Caravan 
and Camping Industry as a whole. The Asso-
ciation increased the collaborative thought 
of national and state associations through 
consultation and communication.

2. Stimulate interest in market
Easter is normally one of the busiest times 
of year for caravan and camping, with up to 
300, 000 Australians heading off on a trip. 
When COVID-19 hit in March 2020, it was 
clear that the greater part of the country 
would be in lockdown for Easter. It was the 
responsibility of the Association to promote 
the benefits of caravanning and camping to 
make sure that while people were in lock-
down and unable to take their tradition-
al Easter holidays, they would still remain 
connected with the Caravan & Camping 

industry. This is when Camp at Home He-
roes was born: an initiative to inspire the 
travel community to think outside the box 
and embrace the fun, educational and 
family connection that comes with caravan 
and camping. From their own living rooms, 
backyards, and driveways! With the mass 
volume of negativity in the market, news 
outlets were desperate for some positive 
news, which made the campaign go viral in 
a few days.

3. Deliver meaningful research
Caravan Industry Association of Australia 
invested heavily in consumer research in 
2020, in order to create informed marketing 
collateral to keep caravanning and camping 
top of mind during COVID-19. The increase 
in research was not only used by the Na-
tional Body for marketing purposes, more 
important was to share all this knowledge 
with the state associations to give them the 
most up to date information and tools to 
lobby with state government to open the 
industry up. 

4. Improve legal and regulatory compli-
ance within the industry
After seven years of lobbying, a new era of 
road vehicle regulation started on 1st July 
when the Road Vehicle Standards Act 2018 
(RSVA) replaced the Motor Vehicle Stan-
dards Act 1989 (MSVA). This new regulation 
is the greatest opportunity for change for 
the Australian Caravan Industry in years. 
The lobbying by Stuart Lamont and his team 
resulted in additional regulation for cara-
vans and they will keep working closely with 
Australian Government to make sure the 
right powers are being used to guarantee 
a safe and compliant product for the end 
consumer.

5. Advocate key industry messages
Caravan Industry Association of Australia 
regularly meets with senior Federal Minis-
ters and Senators to actively raise the profile 
of the industry, and to advocate industry is-
sues with key decision makers, their advisors 
and federal departments. It is the role of the 
National Association to contribute to discus-
sions around safety, funding and grants to 
keep our industry on the radar of the na-
tional government.

6. Build a strong & effective organiza-
tion
As Caravan Industry Association of Austra-
lia is a support system for the members and 
entire industry, it is crucial to run a strong 
and effective organisation. The seven fun-
damental pillars help to keep the focus. Fur-
thermore, the Caravan Industry Association 
of Australia is an advocate for promoting 
females and youth (Future Leaders) in the 
workplace.

7. Undertake leadership activities
If you would ask Stuart Lamont today what 
the most important activity in this particu-
lar year has been, he would probably say it 
has to do with saving three people’s lives. 
The Federal Government in partnership 
with Caravan Industry Association of Aus-
tralia, launched a Caravan Park Defibrillator 
Subsidy Program for Caravan Parks to en-
courage operators to install these devices to 
help save the lives of those experiencing a 
sudden cardiac arrest. This initiative already 
resulted in three lives saved, including those 
of two 4-year-old children.






