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What you have in your hands is undoubtedly the most dif-
ficult and complicated issue of the magazine we have 

ever had to produce since we started the Aboutcamp BtoB 
adventure.
The problems with the supply chain and the ongoing war in 
Ukraine, with the economic consequences that have already 
begun to be felt in Europe, make even short-term forecasts for 
the performance of the RV industry difficult.
That’s why we must thank the managers who have agreed to 
offer us their points of view, while knowing that everything is 
fluid right now.
In this regard, just as the magazine is going to print, we have 
learned that Alexander Leopold, CEO of Dethleffs, will be-
come the new CEO of the Erwin Hymer Group from 1 July. 
Congratulations to the new CEO and to the outgoing Martin 
Brandt who led the Erwin Hymer Group to success also by 
playing a primary role in the acquisition by Thor Industries. 
At the end of May we attended the 44th ECF meeting in Lju-
bljana, Slovenia, and we will, of course, have a full report of this 
important event in the August issue of Aboutcamp BtoB. Sup-
ply chain problems dominated the talks by all the speakers, 
and even if we represent the voice of OEM component man-
ufacturers and inform people about their ideas, innovations 
and stories, we cannot avoid this subject. The sector is expe-
riencing a very complex crisis due to continuous interruptions 
in the supply chain and, in particular, that of the mechanical 
bases for motorhomes. We have received various responses 
from car manufacturers, but there is no doubt that if produc-
tion volumes do not quickly return to the pace required by the 

market, 2022 will be remembered as 
the most frustrating year in the histo-
ry of our sector. 
Demand is still high, but the market is 
unable to fulfill it. The data is already 
worrying, with production of motor-
homes that, so far this year, has fallen 
by 17% compared to 2021. Fortunate-
ly, the caravan sector has done better 
and production has increased by 17% 
to bring total RV production to -6.3% 
compared to the same period last year. Sales of motorhomes 
from September 2021 to April 2022 have, so far, not recorded 
significant losses, especially in leading countries such as Ger-
many (-8.4%) and France (-4.1%) and UK (-4.7%). In Germany, 
however, the caravan is also losing ground (-6.5%), but it holds 
up well in France (+ 4.8%) and in the UK (+ 8.2%). The Europe-
an RV market, in general, is down by 6.2%. In addition to the 
supply chain crisis, there are other factors such as the surge 
in prices and very long delivery times. The desire for outdoor 
holidays is high, but future scenarios are unpredictable. For 
our part, we will continue to constantly monitor the market 
and trends and report the details to you via this magazine and 
also through our website www.aboutcampbtob.eu, which is 
increasingly appreciated for its responsiveness and reliable in-
formation. To stay fully informed, please ensure you subscribe 
to our newsletter and follow our LinkedIn page.
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EHG announces changes to the executive management team
Erwin Hymer Group (EHG) announces 
changes to the Executive Management 
team: CEO Martin Brandt (62) has de-
cided to end his role as chief executive 
officer in order to devote more time 
to his family and private life. He will 
continue to support the Company in 
a non-executive role. Alexander Leo-
pold, currently Chairman of the Man-
agement Board at Dethleffs, will take 
over as CEO. His role at Dethleffs will 
be succeeded by Bernhard Kibler, Head 
of Sales Operations International at 
EHG. All management changes will be 
effective as of 1 July. Bob Martin, Presi-
dent and CEO of THOR Industries, said: 
“I want to thank Martin Brandt for his 
commitment and tireless efforts over 
the past seven years leading the Erwin 
Hymer Group. At the same time, I want 
to welcome Alexander Leopold and 
Bernhard Kibler to their new positions 
and wish them every success as they 
assume their new responsibilities.”

Under the leadership of 
Martin Brandt, EHG has 
undergone an impressive 
growth trajectory and 
grew sales from around 1.4 
billion in 2015 to an all-time 
high of 2.7 billion euros in 
fiscal year 2021/22. In this 
period of time, he led the 
transformation of the for-
mer family business into a 
truly international player. 
He also had a decisive role in THOR In-
dustries’ acquisition of the Erwin Hymer 
Group, forming the world’s leading man-
ufacturer of leisure vehicles.
Alexander Leopold (49) moves to EHG 
from Dethleffs, a brand of EHG, where 
he has served as Chairman of the Man-
agement Board since 2015. Under his 
leadership, Dethleffs has more than 
doubled their sales and successfully 
launched Crosscamp, the first Urban Ve-
hicle brand in the Erwin Hymer Group. 

This new product category is Dethleff’s 
fastest growing segment.
Bernhard Kibler (49) will succeed Al-
exander Leopold as Chairman of the 
Management Board at Dethleffs as of 1 
July. He is currently serving as Head of 
Sales Operations International at EHG. 
Bernhard Kibler joined the Hymer brand 
in 2001 and led it as Managing Director 
from 2015 to 2017, before taking over 
new responsibilities in Erwin Hymer 
Group in 2017.

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 delivering daily news online at www.AboutcampB-
toB.eu, a bi-monthly e-newsletter, and a high quality print magazine delivered 
(free) in Europe, the United States, Australia, New Zealand, South Africa, Ja-
pan, China, Korea, Argentina, Brazil, Chile. The Aboutcamp BtoB magazine is 
published four times a year with features including exclusive interviews with 
senior management from the industry, reviews of the major exhibitions 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 cara-

van industry. While so many flock 
to the internet, and have an inbox 
full of emails, Aboutcamp BtoB 
decided to print a paper magazine 
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 

Editorial team: Renato Antonini
John Rawlings - Terry Owen - Enrico Bona
Peter Hirtschulz - Paolo Galvani - Craig Ritchie 
Andrea Cattaneo - Bartek Radzimski
Irene Viergever - Giorgio Carpi

Web team: Maurizio Fontana - Gabriel Lopez

Sales International:
direzione@fuorimedia.com

Sales Italy: Giampaolo Adriano
+39 338 9801370
commerciale@aboutcamp.eu

Advertising

Aboutcamp BtoB is also a website updated daily with news and 
information dedicated to RV builders and OEM producers. The 
website is supported by a professional newsletter sent month-
ly 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 Profession-
al” 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 

Print edition
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Trigano results for first half year 2021/2022 
show sales reached 1.5 billion euros (+9.2%)

In the second quarter of 2021/2022, Trigano recorded sales of 
€707.4 million, up 8.4% on a like-for-like basis.
Leisure vehicles: Trigano’s motorhome sales remained stable 
in the second quarter (+0.5%). The decline in motorhome in-
ventories continued but the volume of deliveries was down 
by around 10% due to the drop in production following the 
inability of car manufacturers to supply the ordered quantities 
of wheelbases. This was offset by the price increases applied 
progressively from the first quarter onwards in order to meet 
increases in purchase prices, including wheelbases. Caravan 
sales (+35.6%) benefited from a favourable comparable, but 
also from a good performance in residential caravans and an 
increase in the average selling price. Sales of mobile homes 
(+95.8%) included growth in deliveries in Germany and Ben-
elux and confirmed the rebound of the French. Sales of ac-
cessories for leisure vehicles remained very dynamic and 
increased by 41.5%. Leisure equipment: the trailer business 
continued to grow (+34.5%), in an environment strongly im-
pacted by increases in the sale price of products linked to 
the rise in raw materials. The camping equipment (+26.9%) 
and garden equipment (+17.2%) activities are in the low sea-
son and their evolution over the period does not predict their 
growth over the year. On 1st February 2022, Trigano complet-

ed the acquisition of 70% of the capital and voting rights of 
the French leisure vehicle distribution groups CLC, SLC and 
Loisiréo Together, CLC, SLC and Loisiréo employ around 800 
people and generated sales of around €420 million in 2021 (i.e. 
around €350 million in consolidated sales, taking into account 
Trigano’s sales to these distributors). Prospects: in a context 
marked by many uncertainties and despite the increases in 
product prices, European consumers’ appetite for leisure ve-
hicles remains as strong as ever. Trigano’s order books are 
reaching record levels, saturating production well beyond the 
end of the season. The new van manufacturing site in Bič (Slo-
venia) has been operational since mid-March. However, Triga-
no’s capacity to deliver to its customers remains limited by the 
shortage of wheelbases, which already had an impact on pro-
duction in the first half of the year and for which Trigano does 
not anticipate any significant improvement in the short term.
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REV Group: net sales $202.6 million in the RV segment, first quarter 2022
The results for the first quarter of 2022 
(the three months ended 31 January, 
2022) for REV Group, Inc. show net sales 
of its RV segment were $202.6 million 
in the first quarter 2022, an increase of 
$12.4 million, or 6.5%, from $190.2 million 
in the first quarter 2021. The increase in 
net sales for its RV segment compared 
to the prior year quarter was primarily 
due to strong price realization, and fa-
vorable mix, partially offset by lower 
line rates and unit shipments related to 
supply chain disruption and labor con-
straints in certain businesses. Backlog 
at the end of the first quarter 2022 was 
$1,282.6 million, an increase of $528.3 
million compared to $754.3 million at 
the end of the first quarter 2021. The in-
crease was primarily the result of strong 
demand and order intake across all 
product categories. the manufacturer of 
specialty vehicles in the RV, commercial 
vehicle and fire and emergency vehicles 
segments, has reported its results for 
the first quarter of 2022 (for the three 

months ended January 31, 2022) with 
total consolidated net sales of $537.0 
million, a decrease of 3.1% compared to 
$554.0 million for the three months end-
ed January 31, 2021 (“first quarter 2021”). 
This decrease was primarily due to low-
er net sales in the Fire and Emergency 
(“F&E”) segment partially offset by an 
increase in net sales in the Commer-
cial and Recreation segments. The REV 
Group Inc. is a manufacturer of indus-
try-leading specialty vehicles in the RV, 
commercial vehicle and fire and emer-
gency segments. Its total consolidated 
net sales in the first quarter 2022 were 
$537.0 million, representing a decrease 
of 3.1% compared to $554.0 million for 
the three months ended January 31, 
2021 (“first quarter 2021”). The decrease 
in consolidated net sales was primarily 
due to lower net sales in the Fire and 
Emergency (“F&E”) segment partially 
offset by an increase in net sales in the 
Commercial and Recreation segments.
The company’s first quarter 2022 net 

loss was $0.7 million, which included 
$4.4 million of restructuring and restruc-
turing related charges, and $1.4 million 
of accelerated depreciation on buildings 
and equipment related to restructuring 
within the F&E segment. Adjusted Net 
Income for the first quarter 2022 was 
$8.0 million, compared to Adjusted Net 
Income of $8.8 million in the first quarter 
2021. Adjusted EBITDA in the first quar-
ter 2022 was $18.3 million, compared to 
$23.2 million in the first quarter 2021. The 
decrease in Adjusted EBITDA during the 
quarter was primarily due to lower con-
tribution from the F&E segment, partial-
ly offset by increased Commercial and 
Recreation segment Adjusted EBITDA.
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Knaus Tabbert achieves sales record of 
862.6 million euros despite supply shortages
The Knaus Tabbert AG results for the 2021 financial year re-
port that deliveries increased by another 6.5 percent, reach-
ing a new record of 25,922 vehicles. The global supply chain 
problems prevented the group from being able to realise its 
full sales potential. However, the order book at the end of 
the year was also high, with 32,398 units worth around EUR 
1.3 billion (2020: 18,736 units for EUR 640 million). 
“The 2021 financial year confronted us with considerable 
challenges. For example, due to a lack of chassis, parts and 
components, we were unable to achieve our ambitious tar-
gets in 2021 despite a record number of vehicles produced,” 
commented Wolfgang Speck, CEO of Knaus Tabbert.
Due to the unsatisfactory supply situation, the existing 
sales potential for motorised vehicles could not be fully ex-
ploited. Nevertheless, total sales of EUR 862.6 million were 
achieved, an increase of 8.6 percent compared to the pre-
vious year’s value of EUR 794.6 million. 69.2 percent (pre-
vious year: 70.9 percent) of sales resulted from motorised 
vehicles (motor homes and CUVs) and 27.9 percent (previ-
ous year: 26.2 percent) from caravans. Around 3.0 percent 
of the turnover was mainly accounted for by the aftersales 
sector. In order to make the best possible use of the exist-
ing production capacities, Knaus Tabbert used existing pro-
duction places for the production of additional caravans. 
However, a lack of components in this vehicle segment also 

meant that a large 
number of vehicles 
could be built but 
not completely fin-
ished. This resulted 
in changes in inventories of finished and unfinished vehi-
cles of EUR 19.1 million at the end of the year compared to 
the previous year’s figure of EUR 4.4 million. The group’s 
growth was driven by the Luxury and Premium segments. 
Revenues of the Premium segment in the 2021 financial 
year were EUR 740.6 million, up 7.8 percent on the previ-
ous year (EUR 687.3 million). A total of 25,421 units sold 
(previous year: 23,897) were attributable to the Premium 
segment. The segment’s EBITDA of EUR 43.9 million was 
17.6 percent below the previous year’s level (EUR 53.2 mil-
lion). In the luxury segment with the Morelo brand, Knaus 
Tabbert recorded sales of 501 units (previous year: 452). 
Revenues rose significantly by EUR 14.8 million or 13.8 per-
cent to EUR 122.0 million. EBITDA in the luxury segment 
was also 20.7 percent higher than the previous year’s figure 
of EUR 12.8 million at EUR 15.4 million.

Knaus Tabbert Group reports continued high demand in Q1, 
2022, a 2% increase in deliveries of caravans, but 7% decline 
in revenues due to supply issues of motorised chassis units.

aboutcamp_issue35_UK_VC 210x148.indd   1aboutcamp_issue35_UK_VC 210x148.indd   1 11.04.22   12:5411.04.22   12:54
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Thor: net sales of $3.88 billion 
in second quarter of fiscal 2022
The financial results for THOR Industries, Inc. for its second fis-
cal quarter ended January 31, 2022 show that net sales for the 
second quarter were $3.88 billion, an increase of 42.1% com-
pared to the second quarter of fiscal 2021. Its consolidated RV 
backlog as of January 31, 2022 was $17.73 billion, an increase 
of over 60% as compared to RV backlog as of January 31, 
2021. Commenting on the results, Bob Martin, President and 
CEO of Thor Industries said: “While we remain very focused 
on our performance as a business and I’m pleased to report 
on our results, we would be remiss if we did not state our firm 
support for the people of Ukraine in the defense of their coun-
try. We have sent and will continue to send our support and 
evaluate ways we can assist and respond to the humanitarian 
and refugee crisis unfolding in Europe. This includes offering 
our recently acquired facility in Nowa Sol, Poland as a staging 
operation for the Red Cross as it attempts to provide relief for 
the displaced Ukrainians. [..] As for the second fiscal quarter 
results, our performance was extremely strong, despite the 
continuation of supply chain challenges. Our results show the 
strong appeal of our products, the continued strong demand 
in our industry and the outstanding performance by our team 
members. In addition to our second-quarter record top line, 
we reported consolidated gross profit margin of 17.4%. Our 
increased margins were driven by the increase in net sales, 
improved quality and operating efficiencies, a reduction in 
sales discounts compared to the prior-year period and certain 
selling price increases put in place since the prior-year peri-
od to offset known and anticipated material cost increases. 
We continue to outperform the market and continue to hold 
a positive outlook. This quarter, our consolidated RV whole-
sale shipments were up by 14.5% compared to wholesale ship-
ments during the second fiscal quarter ended January 31, 2021. 
Our consolidated RV backlog for the second fiscal quarter of 
2022 increased by more than 60% compared to RV backlog 
as of the second fiscal quarter ended January 31, 2021. At the 
same time, our order backlog declined sequentially from our 
fiscal first quarter ended October 31, 2021 and dealer inventory 
levels are improving. We are working hard to deliver enough 
units to continue to reduce our order backlog and we are mak-
ing progress. Our backlog at the end of our second fiscal quar-
ter of 2022 decreased by approximately $344 million to $17.73 
billion from $18.07 billion at the end of our first fiscal quarter 
on October 31, 2021. Currently, independent dealer inventories 
remain below the levels we achieved prior to the pandemic, 
particularly for North American Motorized units. For towables, 
dealer inventories have grown closer to optimal levels as we 
head into prime retail season. Going forward, we will monitor 
retail pull-through and adjust our production accordingly, care-
fully managing our production schedules to meet independent 
demand without overproducing. We learned from the indus-
try-wide overproduction in 2018 and have established a sys-
tem of dynamic checks to closely monitor dealer inventories. 
During the second fiscal quarter, we worked closely with our 
dealers to reconfirm the backlog, so we remain confident in 
the alignment among our current production rates, wholesale 
demand and retail demand. We will continue to work closely 
with our independent dealers and rely upon a number of other 
initiatives to ensure that our independent dealer inventories 
are adequately but not over supplied. We expect dealer tow-
able inventories to normalize more quickly than motorized in-
ventories due to ongoing chassis supply constraints that con-
tinue to affect motorized motorhome production levels.”
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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
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Our experience at your service

Production of  flat and curved 
kitchen doors 
and lockers

Fratelli Naldini Srl

Volkswagen Commercial Vehicles annual press conference 
shows strong financial turn-around
With a strong financial turn-around of over half a billion eu-
ros, Volkswagen Commercial Vehicles (VWCV) is back into 
the black – a year earlier than budgeted. With a profit of 
73 million euros, the brand is now again showing a clear-
ly positive operating result (following a loss of 454 million 
euros in 2020). The business fig-
ures were presented during the 
digital annual press conference 
by the Chairman of the Brand 
Management Board, Carsten 
Intra, and the Management 
Board Member for Finance, Mi-
chael Obrowski. The impact of 
the coronavirus pandemic, es-
pecially the difficulties with the 
supply of semi-conductors, led 
last year at VWCV as elsewhere 
to periods of production down-
time and to fewer vehicles be-
ing shipped. At the same time, the light commercial vehi-
cles manufacturer continued its transformation apace last 
year. The conversion of the main plant in Hanover into a 
high-technology site is systematically progressing. All the 
measures taken contributed to the enhanced GRIP 2030 
corporate strategy, which VWCV made public for the first 

time at the press conference.
Volkswagen Commercial Vehicles delivered 359,500 ve-
hicles to customers last year – in the year before it was 
371,000. Carsten Intra, Chairman the Management Board, 
was nevertheless satisfied with the sales performance, es-

pecially with the high number 
of orders taken, which was for 
around 100,000 vehicles more 
than units delivered: “The strong 
demand for our products shows 
the strength of the brand and 
the customers’ great interest in 
the products we offer.”
Looking ahead to the coming 
year, Intra made reference to the 
ongoing uncertainties, above all 
caused by the effects of the war 
in Ukraine: “We are all moved 
by the suffering of the people. 

Many of our employees want to help: be it by giving mon-
ey, through donations in kind or by personally getting in-
volved”, said Carsten Intra. The VWCV plants have been 
directly affected by the loss of some central suppliers. That 
is leading to renewed, previously unforeseeable stoppages 
in production.
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Palomar s.r.l. • Via Milano, 2/20 • 50052 Certaldo (FI) • Italy • +39 0571 664573 • www.palomaritaly.net

Born from the merger of two companies already active in the market 
of sandwich panels for the RV sector, Palomar currently produces various 

types of panels for walls, roofs and floors of campers, caravans and mobile homes. 
Different types of materials are used to form the sandwich, based on the customer’s request. 

Palomar is currently spread across several factories, a short distance from each other, for a total of 
11,000 square meters of operational area. 

In recent years, important investments have been made for the growth of the company, the expansion 
of the product range and the increase in production capacity. The new machinery allows us to benefit 

from the most advanced technology; the new spaces to streamline the process of handling materials 
and finished products. Today Palomar also produces heated floors for recreational vehicles.

SANDWICH PANELSfor passion

KABE Group AB reports 24% increase in sales in first quarter of 2022
The KABE Group AB held its AGM and 
issued its results for the first quarter 
of 2022 last week, reporting net sales 
SEK 866 M (696), an increase of 24%. 
For comparable units, sales increased 
by 13%. Profit for the period amount-
ed to SEK 55 M (48). Operating profit 
amounted to SEK 68 M (52), and the 
operating margin was 7.9% (7.5). For 
comparable units, operating profit in-
creased by 17%.
KABE Group’s results for the first 
quarter reflect the long-term positive 
market trends. The higher volumes 
have affected profitability positively, 
however, its spring production has 
suffered from supply chain issues. 
A large part of the period has been 
marked by measures introduced as 
a result of the Covid-19 pandemic. 
KABE has contributed financially to 
help the situation in Ukraine, and em-
ployees at its Polish operations are 
carrying out humanitarian operations 
in the immediate area. KABE warns 
that the war has contributed to rising 

costs for raw materials, energy and 
shipping so it may need to further 
adjust our prices if this trend contin-
ues. Also shutdowns in China follow-
ing new Covid-19 outbreaks have led 
to further concerns, uncertainty and 
increased costs.
KABE Group’s main business con-
sists of the manufacture and sale of 
caravans and mobile homes as well 
as camping accessories for the Eu-
ropean market through the brands 
KABE, Adria, Affinity and 
Coachman and KAMA 
Fritid. KABE is the larg-
est and leading Nordic 
manufacturer of cara-
vans and motorhomes. 
Adria is the Nordic re-
gion’s largest import-
er and market leader 
in both caravans and 
mobile homes. Affinity 
Camper Vans are man-
ufactured in Poland for 
the Scandinavian and 

European markets. Coachman is one 
of the leading manufacturers of car-
avans in the premium segment in 
England. KAMA Fritid is the Nordic 
region’s largest accessories whole-
saler in the caravan and motorhome 
industry. KABE Group has been con-
stantly developed since its inception 
in 1957 and is today an internation-
al group with production in Sweden, 
Great Britain and Poland, and sales in 
14 markets in Europe.
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Germany: strong first quarter
RV Industry Association 
announces rebrand for ‘Go RVing’
Having launched the Go RVing campaign 25 years ago to 
promote the RV lifestyle to consumers, the RV Industry As-
sociation (RVIA) has now updated and redefined the Go 
RVing branding to appeal to a new generation of RV con-
sumers as well as existing ones. As the target market has 
changed over the years, the RVIA has redefined Go RVing’s 
visual branding, of which it says that “creates a timeless 
relevancy while embracing the energy and vibrancy that 
Go RVing represents”. The strategy behind developing the 
rebrand started by considering what was the one lifestyle 
element every RV trip has in common? The answer was – 
the open road. The RVIA says: “The new logo embraces the 
open road and connects it to our name and mission. The 
icon represents heading toward the horizon and adventure. 
The logo is clean, sleek, and modern.”

The latest results published by the Caravaning Industry As-
sociation (CIVD) show that demand for recreational vehi-
cles in Germany has remained high during the first quarter 
of 2022, however supply chain issues and Easter being later 
this year have prevented the market setting another quar-
terly record. New registrations of leisure vehicles in Germa-
ny actually fell slightly in the first quarter of the year. A total 
of 23,061 units were registered (-4.8% compared to 2021), 
only just missing the record figures achieved in 2021, but 
still more than the previous record years of 2019 and 2020. 
Motorhome registrations declined by 8.3 percent to 17,485 
newly registered units, while the market for caravans in-
creased by 7.9 % to 5,576 new registrations. Despite a lack 
of vehicle chassis, components and an overall shortage of 
materials, both mobile homes and caravans were able to 
top the results of the previous year in January and Febru-
ary. In particular, the increase in caravans is a positive devel-
opment because that sector had suffered particularly from 
the supply chain problems in the previous year. The course 
to a new record for the first quarter was slowed down in 
March. In addition to the ongoing problems in the supply 
chains, this can also be attributed to the postponed Easter 
business. The March figures for motorhomes and caravans 
were in the red, but despite all the hurdles, motorhomes 
achieved the second-best March result of all time.

Dometic production facilities 
in Europe all now powered by 
renewable electricity
Dometic has announced that all its production facilities in 
Europe are now powered with 100% renewable electricity. 
The reduction of emissions corresponds to those of approx-
imately 1000 passenger cars for one year. Energy efficiency 
in production and the product use phase have long been 
key environmental targets for Dometic that contribute to 
reducing the climate impact of Mobile Living. One of the 
new goals in the new programme is to fully power produc-
tion facilities with renewable electricity. The target for 2030 
is to reduce CO2 emissions by 50% in relation to net sales.
Dometic is committed to driving sustainability in the indus-
try and has a programme that stretches over the next three 
years until 2024. An overview of the programme and tar-
gets can be found under the Sustainability section on the 
website Dometic.com

Brianza Plastica: 60th anniversary
Brianza Plastica celebrates its 60th anniversary in 2022.  
Over the years since the Company started in 1962, it has 
continued to produce, research and develop new prod-
ucts in the fibreglass sector and expanded its range of 
applications in a wide variety of sectors: from industrial, 
agricultural and farming, up to specialising in fibreglass 
laminates for the motor vehicle sector (including trucks, 
buses, coaches) and recreational vehicles (campers and 
caravans). The Brianza Plastica Elycold® range is based 
on a combination of polyester resins (orthophthalic 
and isophthalic) and fibreglass. During the years, this 
composite material has replaced aluminium in the pro-
duction of caravans and motorhomes, providing manu-
facturers with an extremely attractive appearance. The 
Brianza Plastica Elyplan® laminates produced using a 
continuous lamination process. The greatest advantage 
of continuous production is that it allows achieving the 
highest possible polymerisation of the composite ma-
terial, deriving from the use of technologies that best 
maximise this value. All laminates in the Elycold and Ely-
plan ranges are lightweight, a feature that is increasingly 
important today. One of the latest products developed 
by Brianza Plastica is Elyplan Design, a composite lam-
inate of excellent quality, characterised by the bonding 
of materials such as PVC directly onto the fiberglass 
laminate in the production line. Simultaneously, Brian-

za Plastica offers the 
same product in the 
“Styrene Free” version, 
characterized by the 
total absence of odour.
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Thor Motor Coach will now be fitting 
its Class B camper vans with the Tru-
ma Combi heater and hot water unit to 
provide more comfortable year-round 
camping and to save space on the 
floorplan. The Truma Combi is standard 
on all Sequence, Tellaro, Sanctuary, and 
Tranquility models as well as the Rize 
18M and Scope 18M models.
“With both a furnace and water heat-
er contained in one product, the Truma 
Combi is not only the most efficient and 
reliable system on the market, but it 
also allows our partners to rethink what 
is possible in their floorplans,“ said Bob 
Yessa, Technical Sales Representative 
for Truma. The Combi performs a dou-
ble duty in a compact package as while 
the furnace function keeps the inside 
of the camper warm, it also provides 
a reliable source of hot water for the 
shower and the sink in the kitchenette. 
The Truma Combi’s built-in water tank 
provides domestic hot water to the 
coach even when the furnace is not 
running, making it a perfect choice for 

Thor to fit the Truma Combi to its Class B campers
the warm or cold months alike.
“We see that the season for RVs is no 
longer limited to the summer months 
with the introduction of innovative 
vehicle design and utility of use,” said 
Truma North America CEO, Gerhard 
Hundsberger. “We are now seeing mo-
torized RVs becoming a more popular 
mode of travel all year long, rather than 
two or three times in the Summer.”
With more first-time RVers looking to 
start small, the rise in full-time Rving, 
and the increased popularity of winter 
camping, the Truma Combi creates a 
comfortable camping experience for all 
seasons without monopolizing space.

Campfire opens 
new manufacturing 
facility
Campfire Group’s new ‘Tent Trail-
er Center Basecamp’ at Pagan-
elstraat 12 in Emmen is a new 
production facility that will bring 
together almost all activities of 
Holtkamper and Easy Caravan-
ning. On the ground floor, the pro-
duction of the cross-over camping 
concept ‘TakeOff’ takes place, plus 
all supporting disciplines such as 
marketing, sales, service, purchas-
ing and the central warehouse, 
engineering, administration and 
the tent workshop. All models of 
both ‘made in the Netherlands’ 
premium trailer tent brands can 
be viewed by appointment in the 
spacious showroom on the 1st 
floor, from where the assembly 
process can be observed.
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DexKo Global acquires HiSpec Wheel & Tire, Inc.
DexKo Global Inc., through its whol-
ly-owned subsidiary, Dexter Axle Com-
pany (“Dexter”) has acquired HiSpec 
Wheel & Tire, Inc. (“HiSpec”) located in 
Mishawaka, IN.
Established in 1995, HiSpec designs and 
provides aluminum and steel wheels, 
tires, and related accessories to the RV, 
trailer and transportation industries. The 
company has earned a reputation for 
offering the safest and most innovative 
wheel & tire assemblies in the industry, 
while providing the highest level of cus-
tomer service and satisfaction.
“Uniting Dexter and HiSpec allows us to 
offer a more comprehensive line of safe-
ty related towing products to all our cus-
tomers and business partners. We are 
very excited to bring the HiSpec team 
into the Dexter family while providing an 
improved product offering to our valued 
customers,” states Adam Dexter, Presi-

The new 2023 
Ram ProMaster van
The new 2023 Ram ProMaster van 
range has been redesigned with up-
graded interior and exterior features, 
plus safety and security updates. For 
2023, the Ram ProMaster is available 
with three cargo height options, in-
cluding a new Super High Roof van 
with 86 inch cargo height, plus four 
cargo length options and a new roll-
up door. On the exterior, the 2023 
Ram ProMaster has been refreshed 
with new features for the front of 
the van, including a revamped head-
lamp design, available LED head-
lamp and fog lamp options, a rede-
signed front-end appearance with 
a new Ram ProMaster badge and a 
redesigned Ram’s Head badge. The 
2023 Ram ProMaster® interior offers 
available seating options for comfort 
and style and an available Uconnect 
5 NAV with Ram Connect and per-
sonalization options. It is powered by 
the 3.6-litre Penastar V6 engine with 
276 hp and 250 ld/ft of torque, and 
a TorqueFlite nine-speed automatic 
transmission. In terms of safety and 
security as a priority the Ram Pro-
Master offers features like the Active 
Drive Assist System designed to help 
drivers anticipate the unexpected.

N ews

dent and CEO of Dexter.
“I am excited to welcome the HiSpec 
team into the Dexter family. We continue 
to see opportunity to improve our ability 
to offer even better products and ser-
vice to our customers through our distri-
bution and direct channels,” adds Fred 
Bentley, CEO of DexKo Global. “HiSpec 
fits very well within our strategy, and 
we expect to see significant benefit to 
the combined business. We continue to 
demonstrate our ability to effectively 
acquire complementary companies and 
integrate them.”

Airstream to neutralize its estimated carbon emissions
According to the latest news from the RVIA (RV Industry As-
sociation), Airstream, the Thor Industries brand and manu-
facturer of the iconic “silver bullet” travel trailers and touring 
coaches, has extended its programme to help neutralize the 
estimated carbon emissions created by 
the manufacture and use of the com-
pany’s products to include Airstreams 
built in 2022. This initiative, conducted 
in partnership with the National Forest 
Foundation (NFF), is part of Airstream’s 
ongoing Caravan to Carbon Neutral 
program, an industry-first commitment 

to the environment that debuted in 2021. For 2022, Airstream 
will directly underwrite the planting of some 107,193 trees in 
National Forests by the NFF. Those trees are projected to help 
sequester the estimated carbon generated by the first year 

of driving of all new Airstream travel 
trailers and touring coaches manufac-
tured in 2022. That figure also includes 
the estimated carbon emitted during 
the manufacturing and transportation 
of Airstreams from the Jackson Center, 
OH production facility to dealerships 
across the United States in 2022.

China’s RV industry 
to support campsite construction
A report in the China Daily newspa-
per says the RV industry is expecting 
to cooperate with the government to 
boost campsite construction to sup-
port its buoyant RV market. It says that 
by 2020, there were about 1,900 RV 
campsites in China, mainly in eastern, 
northern and southwestern regions, ac-
cording to huaon.com, an information 
consulting platform. Apparently, policies 
supporting the industry are included in 
the 13th Five-Year Plan (2016-20) and 
the 14th Five-Year Plan (2021-25). Both 
call for building more campgrounds, 
with the latter further pointing out the 
need to create an overall tourism indus-
try chain centered on RVs. According to 

business registration tracker Qichacha-
Amid, there were 6,941 newly registered 
campsite-related companies in China 
in the first half of 2021 alone, up 286.5 
percent year-on-year. There were about 
21,000 campsite-related companies in 
operation as of May 2021. According to 
Economic Information Daily, the Hainan 
province, a renowned tourist destina-
tion, had about 70 RV campsites by May 
2021, and has issued a plan for tourism 
development (2017-30) which under-
scores the importance of establishing 
RV campsites, planning RV road trips 
and building eco-friendly internation-
al-standard motels and RV camping 
bases.
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AUTOMOTIVE TECHNOLOGIES IN THE RV INDUSTRY

LWRT (Light Weight Reinforced Thermoplastic); a technology         
that allows to obtain thermoformable composite products of a        
thermoplastic nature with not too expensive investments, with high 
aesthetic quality on one side and on the other, having interesting 
technical characteristics such as excellent acoustic insulation and a 
ratio between rigidity and weight up to 5/7 times less than traditional     
technologies. The weight factor, intended as a reduction in the weight 
ofof the products, while maintaining a sufficiently solid structure, has 
always been for us a key factor of which we are strongly convinced, 
also in view of the European directives for the reduction of CO2. We 
are continuing to invest in new production lines and robotic areas to 
increase efficiency and productivity.

Don't hesitate to contact us for your next innovative project.

LWRT technology for Your next 
innovative project
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Studies show preferences of French holidaymakers
Issue 131 of VDL magazine published by the association of 
French camper and caravan manufacturers (UNI VDL), has 
an interesting article about two studies of holiday habits in 
France: the first, by ADN tourisme, is entitled “The aspirations 
of the French in terms of holidays”, and the second, by Ifop, 
is called: “The Observatory of tourist demands in France in 10 
years”. 
The ADN tourisme survey shows that the health crisis has led 
holidaymakers to stay in France for longer and that they have 
chosen to reconnect with nature and the great outdoors – par-
ticularly inhabitants of cities.  
“We also noticed a strong need for conviviality, to find each 
other,” says Jessica Viscart, deputy director of Tourisme 
Bretagne. “The health crisis has 
really brought out values such as 
discovery, the meeting with loved 
ones, but also the desire to meet 
the inhabitants of the territory and 
to fully integrate into their locali-
ty”. The main expectations of the 
French on holiday or for a week-
end according to the qualitative 
and quantitative studies carried 
out from May to October 2021 by 
Tourisme Bretagne, in collabora-
tion with ADN tourisme, UNAT Na-
tionale are as follows: 55% are looking for relaxation and relax-
ation; 54% want a change of scenery and disconnection; 28% 
want to take their time; 21% try to make sense of their holiday; 
16% prefer outdoor activities.

According to the Ifop studio made in spring 2021 with the 
Observatoire du tourisme de demain : 78% believe that go-
ing for a weekend away from home corresponds to their 
idea of vacation. The criteria for choosing accommodation 
are above all:
comfort (60%); cost (59%); proximity to nature (37%); prox-
imity to tourist activities (36%). The Ifop survey also reveals 
that the French prefer to get away from their daily lives with-
out having to take the plane or leave for a long time. “In terms 
of activities, local discoveries and gastronomy are privileged,” 
says Marion Chasles-Parot, customer director at Ifop. “The 
other strong trend, which stands out very clearly in the survey 
is the search for comfort”, a trend already well integrated by 

campsite managers, eager to offer 
increasingly comfortable mobile 
homes to their customers, but also 
by manufacturers of campers, car-
avans and vans.
“The concept of a camper, convert-
ed van or van is totally able to meet 
the expectations of the French,” 
says Jessica Viscart. “It allows you 
to find yourself among yourself, to 
be able to be in the middle of na-
ture even where there are no ac-
commodation offers and to live at 

your own pace without having the constraints of breakfast at 
the hotel, opening hours or closing of restaurants since you 
have everything with you. [.] This explains why 58% of French 
people say they are attracted to this type of holiday.”

LCI Industries reports record results for first quarter of 2022 (+64%)
LCI Industries, through its wholly-owned subsidiary, Lippert 
Components, Inc. (“Lippert”), has reported record results 
for the first quarter of 2022 with net sales of $1.6 billion, up 
64% year-over-year. Net income in the first quarter of 2022 
was $196.2 million, compared to net income of $74.1 million 
in the first quarter of 2021. The increase in year-over-year 
net sales for the first quarter of 2022 was primarily driven 
by record wholesale shipments, 
price realization, and strong 
Aftermarket sales growth. Net 
sales from acquisitions com-
pleted in 2021 and 2022 con-
tributed approximately $79 mil-
lion in the first quarter of 2022.
Commenting on these results, 
Jason Lippert, LCI Industries’ 
President and Chief Executive 
Officer, said: “We delivered 
exceptional results in the first 
quarter, achieving record rev-
enue and EBITDA as we carried forward our momentum 
from the prior year. We believe the wide range of innovative 
offerings we provide across the outdoor recreation markets 
has continued to be a key differentiator for LCI, acceler-
ating and securing growth in our Aftermarket and Marine 
businesses alongside RV. This tremendous performance 
has also been supported by our culture of operational ex-

cellence, coupled with our ongoing focus around scalabil-
ity, continuous improvement, and automation, which have 
helped us expand profitability while managing through on-
going macroeconomic headwinds.”
“The popularity of the outdoor lifestyle continues to be 
strong. As inventories stabilize, we are working closely with 
all of our OEMs and dealers to maintain appropriate retail 

levels of production. We believe 
our hard work and focus on 
driving operational excellence 
throughout our business have 
positioned LCI for continued 
strong performance in changing 
production environments,” Lip-
pert continued.
Ryan Smith, Group President 
– North America commented: 
“Our teams have done a great 
job in overcoming significant 
challenges, including labor, 

freight, and supply chain constraints, to meet record whole-
sale demand while providing excellent service to our cus-
tomers. We look forward to continuing this amazing prog-
ress as we advance in 2022. Further, I want to thank and 
congratulate all our leaders and team members who have 
sacrificed so much over the last year to meet this historic 
demand.”



19
    

tecnoform.com

Energy is all around.
Taste renewables. Don’t waste!

Our solar plant 
supplies 35% of 

our needs

The remaining electric 
energy comes from 

renewables

Monitoring energy consumption 
to achieve environmental 

sustainability

The RV 
furniture brand.



20
    

Winnebago produces its 500,000th vehicle
Winnebago Industries, Inc. has pro-
duced its 500,000th motorhome, 
becoming the first industry brand to 
reach this significant milestone. The 
company marked the occasion with 
events across all its facilities, with a 
special event held at its North Iowa 
campus in Lake Mills, where the ve-
hicle ceremoniously rolled off the 
production line. 
“Winnebago is a pioneer in the RV 
category, producing its first vehi-
cles more than 60 years ago,” said 
Huw Bower, President of Winneba-
go Outdoors. “Yet, the 500,000th 
motorhome represents much more 
than longevity in the market. To 
our 2,700 employees, it represents 
millions of incredible experienc-
es among friends and families that 
Winnebago has made possible 
through the decades. Our team 

members are committed to excel-
lence every day, motivated and en-
ergized by the idea of bringing joy 
to so many people. This milestone 
would not be possible without their 
tireless dedication.”
All Winnebago’s North Iowa cam-
pus employees gathered for Bow-
er’s remarks and celebrated the 
500,000th motorhome (its Revel 
model, a Class B/van conversion 
based on the Mercedes Sprinter) 
roll off the production line. Win-
nebago paused business across all 
facilities to allow every employee to 
join in the celebration.
The Revel is a rugged RV to take cus-
tomers off-road and off-grid for ex-
tended outdoor escapes. It features 
four-wheel-drive, elevated ground 
clearance, and a long-lasting lithium 
battery to power RV systems.

N ews

AboutcampBtoB gets a close-up 
of the new VW ID. Buzz
Aboutcamp BtoB has been to an 
exclusive viewing of the new VW 
ID. Buzz just hours after its world 
premiere on 9th March in Hamburg, 
Germany. The ID. Buzz and its com-
mercial version, the ID. Buzz Cargo 
have been eagerly awaited since 
a concept version was revealed in 
2017. Now it is a production reali-
ty, and its stunning, retro looks are 
certain to make it one of the most 
exciting new vehicles launched in 
2022. It’s also an important addi-
tion to Volkswagen’s ID range of 
electric vehicles using its Modular 
Electric Drive Kit (MEB) platform 
for zero emissions while driving. 
Thankfully, production models have 
retained the retro-styling of the 

concept which directly links back 
to the iconic VW Transporter (T1) 
from 1950. Like the original T1, the 
ID. Buzz and ID. Buzz Cargo have 
a long wheelbase of 2988 mm and 
minimal front and rear overhangs to 
maximise the space inside and cre-
ate a small turning circle of 11.1 m. 
The ID. Buzz Cargo has a capacity 
of 3.9 cubic metres and is able to 
carry two Euro pallets. Volkswagen 
says, “the ID. Buzz takes seven de-
cades of Microbus expertise into the 
future”. It’s certainly packed with all 
the latest state-of-the-art technol-
ogy and systems, including Travel 
Assist with Swarm Data, over-the-
air software updates, ‘Plus and 
Charge’ technology and Bidirec-
tional charging (vehicle-to-home). 
The ID. Buzz is slightly shorter but 
wider than the T6.1. The ID. Buzz is 
4712 mm and the T6.1 is 4.904 mm. 
Crucially, like the T6.1, the ID. Buzz 
is under 2 m high. A Volkswagen 
spokesperson confirmed that the 
California campervan will continue 
to be based on the T6.1 for at least 
a couple of years and that there are 
no plans for a California version of 
the ID. Buzz until into the second 
half of this decade.

KOA: continued growth 
in first quarter of 2022 
after record 2021
After finishing 2021 at 33% above the 
previous record-grossing year, Kamp-
grounds of America, Inc. (KOA) has re-
ported a 16.5% increase in registration 
revenue over 2021 in its Q1 Business 
Report. Total occupancy for the same 
period (Q1) increased by nearly 7%. 
Looking forward, advanced deposits are 
currently 18.4% above where they were 
at the end of the first quarter of the prior 
year. KOA has also secured three camp-
ground conversion contracts, three new 
construction contracts and acquired five 
owned locations. KOA reports a 17.7% 
increase in short-term, year-to-date rev-
enue. Occupancy also improved during 
the first quarter of the year by 9.6%.
“Our first-quarter results demonstrate 
that camping interest remains strong,” 
said Toby O’Rourke, president and CEO 
of KOA. “Our business growth in 2021 
was unlike anything we’ve seen and was 
fuelled by legions of new campers who 
tried camping for the first time. Our ad-
vanced deposits on future reservations 
are over 18% ahead of where they were 
at this time last year suggesting that this 
year, our 60th anniversary, could mark 
our best year ever.”
Growth is also reported across KOA’s 
long-term business as the winter camp-
ing season comes to a close. Long-term 
registration revenue was 14% higher 
than in 2021, and occupancy was up 5%.
“Last year, 26 new franchise locations 
saw the value of including KOA in their 
business and that momentum is con-
tinuing,” said Ann Emerson, chief op-
erating officer of KOA franchise. “We 
are especially encouraged to see the 
growing interest in ground-up develop-
ments.  Not only are business owners 
seeing the immense opportunity within 
the growing camping market, but they 
are also capitalizing on that opportuni-
ty with KOA.”
“To celebrate our 60th year with a grow-
ing brand in one of the most active sec-
tors of the travel industry is something 
to be excited about,” said O’Rourke.
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FCA Bank is expanding its footprint in 
the leisure vehicle market and strength-
ening its role in this rapidly develop-
ing sector across Europe with a new 
pan-European partnership with three 
German motorhome manufacturers: 
Knaus Tabbert, Concorde and Car-
thago.
A partnership between FCA Bank and 
Knaus Tabbert, the German manufac-
turer of motorhomes, caravans and 
camper vans, will provide financial 
services to the sales network and end 
customers in Europe. The agreement 
involves a number of brands in the 
Knaus Tabbert group, including Knaus, 
Tabbert, Weinsberg, T@B and Morelo. 
“We are proud to have signed the 
partnership with Knaus Tabbert, Eu-
rope’s leading company in the leisure 
vehicle sector. The boom in sales and 
registrations recorded in recent years 
demonstrates the growing importance 
of motorhomes and caravans among 
the international public” said Giacomo 
Carelli, CEO and General Manager of 
FCA Bank. “This agreement is a great 
opportunity for us to expand our pres-
ence in the recreational vehicle market”. 
As part of its diversification and expan-
sion strategy in Europe, FCA Bank is en-
tering the luxury motorhome business 
by signing a partnership with Concorde, 
one of Europe’s leading manufacturers 
of premium motorhomes. FCA Bank 
will provide its financial services to the 
dealer network and end customers 
of the German brand, which has been 
making exclusive models for over 40 
years.
“This agreement marks our entry into 
the world of premium motorhomes, so-
lidifying our position in a market that 
is growing rapidly across Europe and 
whose popularity seems to know no 
crisis,” said Giacomo Carelli, CEO and 
General Manager of FCA Bank.
FCA Bank will provide financial services 
to Carthago’s network of approximate-
ly 250 dealers as well as to the com-
pany’s end customers. The agreement, 
which is effective in all European mar-

FCA Bank announces pan-European partnerships 
with Knaus Tabbert, Concorde and Carthago

kets where both partners operate, cov-
ers both brands: the premium models 
sold under the Carthago brand name 
and its Malibu brand of motorhomes 
and camper vans.
Through the partnership with Carthago, 
and the recent arrangements with two 
other prestigious manufacturers, Knaus 
Tabbert and Concorde, FCA Bank will 
cover around 40% of the total European 
motorhome market. This is a constant-
ly expanding sector, which has seen a 
boom in registrations in recent years, a 
reflection of the growing importance of 
these vehicles for the international pub-
lic. According to data from the Europe-
an Caravan Federation, in 2021 alone 
there was record growth of 13.2% com-
pared to the previous year, with a total 
of 181,299 new motorhomes registered.
FCA Bank S.p.A. is a bank mainly en-
gaged in the car financing and mobil-
ity sector. FCA Bank S.p.A. provides 
financial products to support the sales 
of prestigious car brands in Italy and 
Europe. The credit, leasing, rental and 
mobility financing programs provided 
by FCA Bank S.p.A. are specifically de-
signed for sales networks, private cus-
tomers and corporate fleets. FCA Bank 
S.p.A. is present in 17 European coun-
tries and in Morocco, either directly or 
through branches. As of 31 December 
2021, FCA Bank managed a loan and 
lease portfolio of approximately €24.8 
billion. 
For more information: 
www.fcabankgroup.com

Lippert acquires 
Girard Systems and 
Products LLC
LCI Industries, has announced that 
its subsidiary, Lippert Components 
Manufacturing, Inc., has acquired 
substantially all of the business as-
sets of Girard Systems and Girard 
Products LLC (collectively, “Gi-
rard”), a manufacturer and distrib-
utor of proprietary awnings and 
tankless water heaters for OEMs 
and aftermarket customers in the 
recreational vehicle, specialty vehi-
cle, and related industries that has 
served the RV industry since 1995 
and is recognized for high quality 
and exceptional service. Having 
created a significant niche in the 
motorized segment of the market, 
Girard’s patented awnings are fea-
tured on many of the premier Class 
A motorized units. Girard’s strate-
gically-placed locations in Ala-
bama, California, and Indiana make 

it well-positioned to serve custom-
ers across the U.S. as it continues 
to grow.
“We are very excited to welcome 
the Girard team to the Lippert 
family. We have admired how Gi-
rard’s business has evolved over 
the years, focusing on a strong 
commitment to excellent customer 
service and creating strong brand 
loyalty among its key consum-
ers. Girard product lines fall nicely 
into Lippert’s core products and 
manufacturing competencies. Our 
sales and operations teams have 
big plans to take Girard’s designs 
and products and expand them 
into broader customer channels. 
Girard’s sophisticated product of-
ferings for shade and appliances 
substantially broaden our product 
portfolio across all classes of RVs, 
enabling us to drive new content 
growth and further extend our 
leadership position in the outdoor 
recreation space,” said Jason Lip-
pert, President and CEO of Lippert.
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Beijing’s All in Caravanning 2022 postponed due to COVID cases
As a result of multiple new 
COVID-19 cases recorded in Bei-
jing, the city is tightening its pan-
demic prevention and control 
measures, including the suspen-
sion of exhibitions, so the All in 
Caravanning (AIC) 2022 show due 
to take place from 17-19 June has 
been postponed.
The health and safety of all exhib-
itors, visitors and participants, as 
well as a pleasing exhibition out-

come, is always the top priority for 
the AIC organizer.
Recently, multiple new COVID-19 cas-
es recorded in Beijing have prompted 
the city to tighten its pandemic pre-
vention and control measures. At the 
315th press conference on the pre-
vention and control of coronavirus 
in Beijing, held on April 25, the per-
son in charge announced that Beijing 
shall strictly control gatherings such 
as conferences, training and forums, 

the exhibitions and fo-
rums held in core area 
shall be suspended.
In response to the cur-
rent situation and to 
support Beijing’s efforts 
of containing the out-
break and clusters, af-
ter thorough consider-
ation, Messe Düsseldorf 
(Shanghai) Co., Ltd. has 
decided to postpone the 

N ews

THOR Industries publishes results of its North American 
Motorized Electric RV Study
THOR Industries (THOR) has an-
nounced the details of its North 
American Motorized Electric RV 
Study, which explores consumer ex-
pectations, key purchase motivators 
and electric infrastructure develop-
ment needs. It plans to utilize this 
information for its high-voltage elec-
tric platform innovation so the THOR 
family of companies can industrial-
ize motorized electric RVs to exceed 
consumer expectations.
THOR’s study found that 45% of 
consumers expect to be able to drive 
five to six hours on a single charge. 
This data aligns with results from 
THOR’s 2021 North American Path to 
Purchase Study in which 70% of new 
RV purchasers reported traveling an 

average of five or more hours from their 
home for RV trips. THOR’s newest sur-
vey reflects that only three percent of 
consumers expect to charge after two 
hours or less of driving, which is the 
range currently offered by low-voltage 
motorized electric RVs. THOR says this 
confirms the need for long range solu-
tions such as its high-voltage solution.
The survey included questions to as-
sess consumers’ interest level, intended 
usage, charging and service expecta-
tions, as well as identify factors chal-
lenging their purchase of motorized 
electric RVs. The information was col-
lected from current and potential elec-
tric vehicle owners who are interested 
in purchasing a motorized electric RV, 
who have had some level of RV experi-

ence within the last 10 years.

Several key findings from the 
survey include:

Usage: 47% expect to use a mo-
torized electric RV at least “once 
a week or more often” or “once 
every 2 to 3 weeks”.
Charging Expectations: 97% ex-
pect to drive 3 hours or longer 

before charging; 70% report that 
the inclusion of an onboard fuel cell 
for recharging the vehicle’s battery 
positively impacts their purchase 
interest level, regardless of a small 
carbon footprint
Charging Infrastructure: 44% expect 
a fact-charging (1-hour) station at 
each individual campground spot; 
34% report charging time is expect-
ed to be 45-59 minutes; 34% report 
charging cost from empty to full is 
expected to be $41-$60
“As the global leader in the RV in-
dustry, it’s important that we share 
some of the critical data and insights 
used to inform innovation efforts 
across the THOR family of compa-
nies, which allow us to anticipate 
and exceed consumer expectations,” 
shared THOR President and CEO 
Bob Martin. “Our motorized electric 
RV study confirms that the high-volt-
age motorized platform we’ve de-
veloped meets the expectations of 
consumers, however charging infra-
structure development is necessary 
to increase adoption.  When it comes 
to electrification, THOR is positioned 
to redefine the RV experience.”

upcoming AIC 2022, which was 
scheduled to take place in Beijing 
Etrong International Exhibition & 
Convention Center during June 17-
19, 2022.
The health and safety of all exhib-
itors, visitors and participants, as 
well as a pleasing exhibition out-
come, is always the top priority for 
AIC organizer, Messe Düsseldorf 
(Shanghai) Co., Ltd. It sincerely 
apologizes for the inconvenience 
this postponement will cause. It 
will closely monitor the situation 
and maintain close communica-
tion with partners, exhibition ven-
ue and relevant authorities to set a 
new date as soon as possible.

Messe Düsseldorf (Shanghai) Co., 
Ltd was established in 2009 as a 
subsidiary of Messe Düsseldorf 
GmbH, one of the world’s top ex-
hibition organizers.
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COB light for evenly distributed light

The light is suitable for all Ducato/Jumper/Boxer/
Master/Movano/NV400 and Crafter/Sprinter/MAN 
models

Simple and fast installation, surface- 
mounted with countersunk screw 

Waterproof connection for the wiring

Due to the COB technique used, the Viganella has an evenly distributed light and no LED dots visible. 

The door light has a high luminous intensity and is particularly suitable for illuminating the entrance 
area. The Viganella has a double function; In addition to lighting, the aluminium rail also serves as a 
rain gutter. 

Viganella
Dotless LED light 

WESTACC
 group

  

www.westacc.nl Info@westacc.nl +31 (0)174 520178

The right partner for manufacturers of caravans, motorhomes, boats and specials

Now also available:
Remote control with dimming function!

Art. 4300299

The Viganella functions very well 
as entrance lighting!

COB LED SMD LED
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N ews

Knaus Tabbert appoints 
new Head of Marketing
Knaus Tabbert AG has appointed 
Stephan Petschow as its new Head of 
Marketing. He succeeds Christoph Bau-
er, who after five years in this position 
will take on another key position in the 
company. The previous interim Head of 
Marketing, Maximilian Recke, will remain 
with the company in the role of Depu-
ty Head of Marketing and will support 
Stephan Petschow, who has over 25 
years of experience in the communica-
tions industry. “We are delighted to have 
gained an experienced marketing expert 
in Stephan Petschow. I wish him a good 
start and much success in his new role,” 
says CSO Gerd Adamietzki.

Bailey appoints new Director of Supply Chain 
and Director of New Product Development
Bailey of Bristol, the family-run car-
avan and motorhome manufacturer 
in the UK, has announced that it has 
promoted David McDonald to Director 
of New Product Development and Paul 
Hayward to Director of Supply Chain.
“Even during the pandemic and after-
wards with so many businesses facing 
lasting supply chain issues, Bailey was 
still able to produce, thanks to the ded-
ication and hard work of Paul and his 
dedicated team. Paul continues to sup-
port the business in any which way he 
can, which has seen him take the lead 
in production, deliver business-critical 
projects and mentor and coach team 
members from all de-
partments. We are proud 
to have Paul at Bailey and 
for us, this promotion is a 
thank you and reward for 
his commitment and ex-
cellent work,” said Bailey 
of Bristol.

Alan Farash: VP and GM 
REV Recreation Group
The REV Group has appointed Alan 
Farash as the new Vice President and 
General Manager of its RV manufactur-
ing subsidiary, REV Recreation Group, 
Inc. This role oversees the Class A Gas 
and Diesel recreational vehicle brands 
American Coach®, Fleetwood RV® and 
Holiday Rambler®,  the two REV Ser-
vice & Repair Centers and the genuine 
parts online warehouse. “Alan is a prov-
en team leader with extensive experi-
ence in commercial vehicle technology 
and manufacturing,” said Mike Lanciotti, 
President, REV Recreation Group. “Fur-
thermore, he is skilled in implementing 
operational excellence initiatives, which 
will help to increase our production and 
delivery of our in-demand RVs to our 
dealers and loyal customers.”

Lippert: Julie Markiewicz, VP of Internal Audit; 
Matthew Johnston, MD of Marine Europe
Lippert has promoted Julie Mark-
iewicz to Vice President of Internal 
Audit and Compliance and appoint-
ed Matthew Johnston as Managing 
Director of Lippert Marine Europe.
In her expanded role, Julie Mark-
iewicz will assume responsibility over 
Enterprise Risk Management and 
Ethics/Corporate Compliance. She 
will maintain her prior responsibilities 
over audit and Sarbanes-Oxley com-
pliance. Brian Hall, Executive Vice 
President and Chief Financial Offi-
cer, stated, “As our organization con-
tinues to grow while doing business 
across the globe, the complexities 
and risks are accelerating at a tre-
mendous rate. We are 
lucky to have Julie and 
her team working to 
protect the company.”
Matthew Johnston will 
manage three Marine 
Group brands – Lew-
mar®, Trend®, and Taylor 
Made® Ireland, which 
includes two sites in 
the UK and one site in 
Ireland. In his new role, 
Johnston will be re-

Commenting on David McDonald’s 
promotion, Bailey of Bristol said: 
“David is passionate about Design 
and delivering the best product 
possible for the business – it also 
helps he is a true caravanner! David 
has a unique ability to bring people 
together which is critical when the 
design team have such a pivotal role 
in creating fantastic products for 
manufacture. Whilst David has only 
been with us for a short period of 
time, he has fully immersed himself 
into the world of Bailey and is a key 
member of our Senior Management 
Team.”

sponsible for growing the Marine Group 
footprint in Europe through innovative 
product development, creating new 
products, and supporting acquisitions. 
He is also looking forward to guiding the 
teams on their cultural journey as they 
grow and create a stronger, more agile 
group. “We’re excited to have Matt lead 
our Lippert Marine Group Europe (Lew-
mar, Trend, and Taylor Made Ireland),” 
said Jim Menefee, Group President of 
Europe. “Matt’s extensive experience 
with building outstanding customer 
relationships along with his product 
knowledge within the group will serve 
as a major benefit to the team as we 
seek to expand the Marine market.”

David McDonald Paul Hayward
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with an individual switch

The t rack is  electr i f ied 
and you can posit ion your spot 

as you l ike

Touchless 
Hand Wave Switch Sensor

You can turn the l ight on and off 
by s imply passing the hand



28
    

French 
history, 
European 
vision

P eople PATRICK GUILLOUX

An interview with Patrick 
Guilloux, the CEO of the 
Pilote Groupe, a company 
that brings together the 
brands Pilote, Bavaria, 
Mooveo, Joa Camp, 
Hanroad, Le Voyageur, 
Frankia and Yucon

Words Antonio Mazzucchelli



29
    

From a company historically 
based on the French market to a 
group with a clear European vi-

sion: Pilote turns 60 and focuses on a 
complete range that spans all market 
segments and competes with all the 
major players throughout Europe. We 
interviewed Patrick Guilloux, who has 
been the CEO of the Pilote Group since 
2018. Guilloux moved back to Nantes in 
France from the United States where he 
had spent several years as the head of 
Bénéteau US. He previously worked in 
Solectron-Flextronics and the Valeo In-
dustrial group.

Can we track a short story of Pilote 
and its milestones? 
Patrick Guilloux: This year we are cele-
brating the 60th anniversary of the Pi-
lote Group. It was created in 1962, just 
south of Nantes in France, by André 
Padiou. A few years later, Philippe, his 
brother, joined him in the family busi-
ness. If Pilote was first known for its 
caravans, the Pilote Group was one of 
the first companies to manufacture mo-
torhomes in Europe, at the end of the 
1970s. The company quickly focused on 
camping-cars, even becoming the Eu-
ropean leader in the 1980s. In 1990, the 
company acquired the German brand 
Frankia, today a leader in the high-end 
segment in Europe. A few years later, 
Pilote continued its development in the 
top-of-the-range segment by acquiring 
the Le Voyageur brand, the undisputed 
leader in France. In recent years, major 
investments at its (nearby) Angers site 
have enabled the Pilote Group to be-
come a leading player in the camper-
van segment. Today, the Pilote Group is 
one of the few groups to address all RV 
segments, from vans to full five tonne 
vehicles, but also from entry-level, with 
our new Joa Camp brand, to high-end.

How is Pilote structured today? 
Patrick Guilloux: The Pilote Group cur-

rently has three industrial sites – two in 
France and one in Germany. The histor-
ic site, which is also our head office, is 
located south of Nantes and we manu-
facture low-profile and entry-level and 
mid-range A-Classes there. The sec-
ond French site is at Angers where the 
high-end Le Voyageur A-Class models 
are manufactured, as well as entry-level 
and mid-range campervans. Our brand 
new carpentry centre is also on that 
site. Finally, we have a site in Germany, 
that of Frankia near Nuremberg. Signif-
icant investments have recently been 
made on our three sites to modernize 
them and increase their production ca-
pacity. In total, more than 1,000 people 
work for the Pilote Group, who enable 
the production of more than 7,000 ve-
hicles each year.

What have been the main changes in 
production?
Patrick Guilloux: The main changes 
are that we no longer manufacture the 
same vehicles and are producing larg-
er quantities. For example, in addition 
to low-profiles and integrated models, 
which are increasingly well equipped, 
campervans have been added. And 
the share of them both has evolved 
significantly in recent years. The work-
shops dedicated to furniture and pan-
els are highly automated, but the final 
assembly still requires a lot of manual 
work. The Pilote Group is committed 
to industrializing this manual assembly 

work through organization, handling 
aids and a quality system that improves 
the product while being more efficient. 
This method of production also makes 
it possible to be more agile, to respond 
to market demand and to manufacture 
more vehicles in the same factories. In 
addition, we work a lot on the attrac-
tiveness of the group to attract the best 
possible employees.

Are there any transformations plan-
ned? What investments have been 
made?   
Patrick Guilloux: The Group is con-
stantly changing and each production 
site has been greatly modernized over 
the past two years and this is still con-
tinuing. As a result, the Angers site pro-
duces three times more vehicles today 
than three years ago. The historic site 
at Nantes has also seen its capacity in-
crease significantly. Beyond the large fi-
nancial investments to increase capac-
ity, the Group has also invested heavily 
in people by recruiting, when necessary, 
professionals who enable the Group to 
be much more efficient.

What is the current corporate struc-
ture of the Pilote Group? 
Patrick Guilloux: The Pilote Group is 
currently made up of two structures. 
The French structure manages French 
production and the associated brands: 
Pilote, Bavaria, Mooveo, Joa Camp, 
Hanroad and Le Voyageur. The German 

Here and right: Pilote semi-integrated

The production site at Angers
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mains France where we sell around 
50% of our production. But this share 
is falling each year because of the de-
velopment of our exports, particularly 
to Germany. We have radically changed 
our distribution strategy in Germany 
and it seems to be paying off. In addi-
tion, we are historically strong in Scan-
dinavia where product quality is still 
a primary criteria. But there are many 
markets where our market share is 
modest, so we have real growth poten-
tial.

What problems has the pandemic cre-
ated for the Pilote Groupe?
Patrick Guilloux: The main problem is 
the permanent uncertainty. At first, it 
was the date of resumption of produc-
tion and the impacts of the pandemic 
on the economy. Then it was whether 
or not to hold trade shows (exhibitions) 
and other commercial events, as they 
are economically important for a group 
like Pilote. For the past year, there has 
obviously been uncertainty about the 
delivery of the chassis and more gener-
ally of the material to manufacture our 
vehicles. Luckily for all of us, demand 
has been very strong so far.

What is the situation regarding the 
procurement of raw materials and 

structure manages German production 
and the Frankia and Yucon brands. Al-
though these two companies have long 
been managed independently, we are 
developing ever stronger bridges be-
tween the two. For example, marketing 
of the Pilote brand in Germany is carried 
out by German teams. We are a medi-
um-sized company and a lot of sharing 
takes place between the French team 
and the German team.

What types of products are you fo-
cused on?
Patrick Guilloux: As I have already 
mentioned, the Pilote Group manufac-
tures a wide range of products, from 
campervans to large fully-integrated 
motorhomes. We are keen on having 
such variety in the range we offer as it 
allows us to meet all the needs of our 
dealers and especially all the desires 
of our customers. Although we are his-
torically a manufacturer of low-profiles 
and integrated motorhomes, our prod-
uct mix is evolving more and more to-
wards the market trends. Nevertheless, 
we strive to be as efficient as possible 
in each of the segments, as proved by 
Frankia that is continuing to grow.

How have you reacted to the growth 
of the compact van segment?
Patrick Guilloux: In 2015, we were one 
of the forerunners in this field when 
we bought the company CSA Gérard, 
which fitted out vans near Nantes. Now 
marketed under the Hanroad brand, 
this company had been converting the 
Renault Trafic under the Mobispace 
name since 1979 and enjoys an excellent 
reputation among users. This product is 
very different from the others in many 
respects, which is why we preferred to 

acquire a company staffed by experts 
on the subject. We then took care to in-
dustrialize the production and market it 
on a large scale, under different brands. 
In order to accelerate this industrializa-
tion process, we have decided to focus 
on a single chassis brand, Renault. This 
is a segment with great potential, but 
in view of the recent investments made 
by Trigano or the Hymer Group, it ap-
pears that we are not the only ones to 
have made this observation!

Will the campervan segment maintain 
the considerable slice of the market 
that it has conquered in the long term?
Patrick Guilloux: That’s an excellent 
question. Customers who buy their first 
RV very often choose compactness with 
the van. But when they renew their ve-
hicle, will they be tempted by a bigger 
and more comfortable vehicle? This is 
the challenge for our industry because 
we, manufacturers and dealers, must 
constantly anticipate. We see with the 
strong development of compact pro-
files that brands are trying to seduce 
this new clientele and attract them to 
semi-integrated where our added value 
as a manufacturer is stronger.

What are Pilote’s main markets? 
Patrick Guilloux: Our main market re-

P eople PATRICK GUILLOUX

Above and right: 
Le Voyageur integrated
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components? What worries you most?
Patrick Guilloux: Our suppliers have 
been telling us for two years that it will 
be better next season. And it’s been 
two years of the next season being 
worse than the previous one. So what 
worries us the most is the next season! 
We still have very reduced visibility and 
no signal seems to indicate that this 
situation can turn around in the short 
term. It is exhausting for the logistics, 
commercial, administrative and pro-
duction teams. Nevertheless, everyone 
shows impressive resilience and orga-
nizes the management of these haz-
ards with professionalism.

How do you deal with the issue of dif-
ficulty in sourcing base vehicles in a 
short time? Which suppliers will you 
focus on in the near future?
Patrick Guilloux: Historically, we have 
very strong partnerships with the Stel-
lantis, Mercedes and Renault groups 
for each of the segments we serve. An 
easy reflex would be to want to change 
suppliers because they do not meet our 
request, but as we say in France, “we 
always believe that the grass is greener 
elsewhere.”. We must take into account 
the solidity of the partnership, today 
and tomorrow, and make decisions ac-
cordingly.

What problems will the Rus-
sia-Ukraine conflict bring to the RV 
sector?
Patrick Guilloux: Beyond the supply 
problems for some suppliers in the 
sector, particularly automotive, the 
short-term impact is minor. However, 
the real problem is the acceleration of 
inflation, which could affect the per-
formance of the markets. We are very 
focused on the possible future im-
pacts and will be able to adapt, if nec-
essary. The Pilot Group is of course 
in solidarity and wholeheartedly with 
the Ukrainians in the face of this hu-
man tragedy.

Here and below: Hanroad compact campervan

Here and left: Bavaria campervan
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A four-pillar strategy 
for a complete range

I nterview with ALEXANDER LEOPOLD

Alexander Leopold is the CEO of Dethleffs and will be the next CEO of Erwin Hymer 
Group. Here are his views on how the historic German company Dethleffs is facing 
important challenges in all market segments

How is Dethleffs managing one 
of the most complex yet chal-
lenging moments in history 

for the RV industry? That’s what we 
asked Alexander Leopold, who has 
been the company’s CEO for several 
years. As one of the major produc-
ers in this sector, a pillar of the Erwin 

Hymer Group (EHG) and an integral 
part of the THOR Industries group, 
the German company, Dethleffs, re-
spects its over 90 year history, but 
moves decisively forward towards the 
future. Alongside a consolidated pro-
duction of traditional caravans and 
motorhomes, it also competes well 

in the campervan and urban camper 
segment, and is experimenting with 
various solutions in the field of elec-
tric vehicles.

Aboutcamp BtoB: Dethleffs is one of 
the most historic companies in the 
European RV sector. What were the 

Words Antonio Mazzucchelli
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main stages in the evolution of the 
company?
Alexander Leopold: Dethleffs was 
a pioneer of caravanning when Arist 
Dethleffs invented the caravan in 1931 
and thereby launched the German 
caravanning industry. Since then, the 
company has grown constantly, de-
veloping an ever-increasing range 
of caravans. In 1977, it was amongst 
the first companies to begin produc-
ing motorhomes. Further important 
milestones were the foundation of MC 
Rent and Sunlight, around 17 years 
ago. Both are now successful brands 
of the Erwin Hymer Group. 
In 2004, Dethleffs started the devel-
opment and production of camp-
er vans for Pössl. In 2017, our pio-
neering spirit saw us launch a fully 
electric-propelled motorhome, the 
“E.Home”. This in turn led to the first 
electric-propelled caravan in 2021.  
Another important step was the 
launch of the new Crosscamp brand in 
2019. That marked our highly success-
ful move into the digitization of sales 
processes, together with a completely 
new dealer network. 

Aboutcamp BtoB: Can you give us a 
current overview of Dethleffs?
Alexander Leopold: Dethleffs is a 
brand of the Erwin Hymer Group, 
which was bought in 2019 by THOR 
Industries based in Elkhart, Indiana, 
USA – the world’s largest manufactur-
er of recreational vehicles. 
We produce our vehicles in Isny in 
southern Germany, and at a new plant 
close to Isny. In addition, some De-
thleffs caravan ranges and a small 
number of motorhomes are produced 

further north in Sassenberg, which sup-
ports our production capacity in Isny. 
We offer a full range of caravans, 
from entry-level models to premium 
and mainstream motorhomes, and we 
are proud of having produced almost 
60,000 campervans in Isny. 
Finally, I’d like to highlight our deep 
knowledge of compact campervans. 
But we are not solely focused on pro-
duction; service is also a key aspect 
of our offering. That’s why we’ve in-
vested a lot in service processes and 
employee training. 

Aboutcamp BtoB: What is Dethleffs’ 
current corporate structure? How 
does it fit into the wider Erwin Hym-
er Group and, beyond that, the THOR 
group?
Alexander Leopold: We have three 
managing directors. My colleague 
Thomas Bischofberger looks after 
finance and IT, Günther Wank is in 
charge of operations, and I take care 
of sales, HR and strategy. General ser-
vices like IT or purchasing are shared 
with EHG and we create synergies in 
R&D and other departments. 

Aboutcamp BtoB: What are the syn-
ergies and differences with Bürstner 
and LMC, the two brands of the Erwin 
Hymer Group that operate in a mar-
ket segment similar to Dethleffs?
Alexander Leopold: Our brands are 
differentiated according to different 
types of customers and their pref-
erences. We positioned Dethleffs as 
a full-line manufacturer of caravans, 
motorhomes, camper vans and an ur-
ban camper for the so-called “harmo-
nizers” and “traditionalists”. Design, 

layout and product specification are 
managed individually by each of the 
brands and are entirely unique. How-
ever, we use opportunities when, for 
example, developing a motorhome 
on a new chassis. We split the devel-
opment of shared parts that are not 
brand-specific among EHG brands. 
That saves costs, increases quality 
and dramatically accelerates time-to-
market. 

Aboutcamp BtoB: Which are the 
main markets for Dethleffs?
Alexander Leopold: The main market 
for Dethleffs is western Europe. Over 
the past three years, we’ve also seen 
significant growth in eastern Europe 
where our dealers and importers have 
done an excellent job in representing 
and selling our products. And let’s not 
forget New Zealand, South Korea and 
Japan. Currently, we’re also working 
on a promising project for the Chinese 
market. Our goal is to be always one 
step ahead. 

Aboutcamp BtoB: What are your 
most recent investments, and do you 
have anymore planned?
Alexander Leopold: In 2017, we built a 
new plant for camper vans and urban 
campers in Isny. This was followed by 
a new site for Dethleffs Camper vans 
in 2021 about 30 km to the north of 
Isny. Last year, we moved our entire 
service department into a new build-
ing next to our factory. During this 
time, we also invested in our parts 
logistic processes to significantly 
improve delivery times and to boost 
efficiency and delivery quality. Over 
the next few years, we expect to ex-
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ervan and urban camper R&D team 
has been fully dedicated to Dethleffs 
and Crosscamp branded products for 
the last two years. 

Aboutcamp BtoB: You have present-
ed some fascinating vehicles that use 
alternative sources both for propul-
sion and for powering the on-board 
utilities. How have they developed 
and do you have any other news in 
that area?
Alexander Leopold: Our fully electric 
driven E-home was a concept that we 
presented in 2017. We knew that it 
was too early and too expensive to be 
commercially viable, but we gained 
masses of experience. Since then, 
we have been consistently exploring 
this path further with recreational 
vehicles. In 2021, this led to the first 
self-propelled caravan crossing of the 
Alps without re-charging either the 
towing electric car or the E-Home 
caravan. With the key support of EHG 
colleagues and ZF, we successfully 
proved that a journey of that scale is 
technically possible. 

Aboutcamp BtoB: Is the campervan 
phenomenon destined to undergo 
transformations in the medium-term 
future? If so, how?
Alexander Leopold: I don’t think so. 
It is still the fastest-growing market 
segment in Europe, with over 40% 
growth in 2021. I’m more concerned 
about bigger motorhomes. 

Aboutcamp BtoB: Unlike other Eu-
ropean manufacturers, Dethleffs has 
not abandoned the caravan segment: 
why?
Alexander Leopold: Why would we 
want to give up the DNA of our brand, 
which dates back to 1931, when there 
is still a relatively stable market? The 
products are well established and en-
joy a reputation for high quality. This 
year, largely for logistical reasons, we 
were not able to produce as many ve-
hicles as the market requested – so 
demand is not our problem. We are 
very successful in the caravan seg-
ment and expect to make further in-
roads into numerous markets around 
the world. We are passionate about 
caravans. 

Aboutcamp BtoB: What do you think 
is the future of the caravan? Do you 
anticipate a decrease in demand for 
caravans, together with a further 
weakening caused by the disappear-
ance of diesel engines?

pand the plant in Isny to increase our 
capacity to stock chassis and other 
parts. 

Aboutcamp BtoB: You mentioned 
that you have a very wide range of 
products: caravans, motorhomes, 
camper vans and the urban camper. 
How does that mix work for you and 
does it involve a great deal of time 
and resources?
Alexander Leopold: We developed 
our Dethleffs four-pillar-strategy. All 
four product segments are import-
ant for us and we focus on them indi-
vidually. Our whole organization and 
dealer network development is based 
on this strategy and it’s proving high-
ly successful in providing our deal-
ers plenty of business opportunities. 
They can offer a broad variety of dif-
ferent products to meet the custom-
er’s needs and expectations as well as 
offering a comprehensive service and 
parts service from a single reliable 
and well-known source. This enables 
dealers to upsell and find the right 
product for our customers in different 
family situations, which is a great way 
to build and sustain long-term cus-
tomer relationships.
With our Crosscamp brand, we are 
focusing on a very different target 
group – hedonists and adventurers. 
The products, marketing and sales 
network are different from Dethleffs, 
which helps us to expand our poten-
tial market.
Of course, this product complexity 
does represent a challenge. But it’s a 
question of organization and of intel-

ligent product design. If you have a 
professional team and coach them in 
the right way, the complexity is man-
ageable even if it’s hard work. 

Aboutcamp BtoB: In recent years, 
there has been rapid growth in the 
campervan market segment, but also 
compact campervans (mini-camper-
vans) with pop-up roofs: how did you 
manage this phenomenon?
Alexander Leopold: Since we start-
ed design and production for Pössl 
in 2004, we have been following this 
market and its development very care-
fully. In 2017, we built a highly efficient 
plant specifically for these products 
and, with Crosscamp, we launched a 
brand that offers urban campers built 
on Toyota and Opel chassis. This was 
done to meet the growth demands we 
anticipated seeing in this segment. 
At the same time, our dealers were 
increasingly demanding Deth-
leffs-branded camper vans and ur-
ban campers, so in 2021 we launched 
production of the Dethleffs camp-
ervan “Globetrail” and the Dethleffs 
“Globevan” urban camper on a Ford 
chassis. New products are set to fol-
low. We will soon started working 
with Nissan and have now developed 
an exclusive product for them. Nissan 
is currently selling that through their 
dealer network in Germany, and who 
knows what else will come… Our re-
vised business approach ensures that 
the Dethleffs and Crosscamp dealer 
network will have enough campervan 
production capacity in future. Sup-
porting that, our experienced camp-

I nterview with ALEXANDER LEOPOLD
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Alexander Leopold: The caravan is 
still the cheapest way into the world 
of caravanning for a young family. If 
you speak with caravan customers, 
it’s impossible to miss the real passion 
they have for caravans. And even with 
the rapid development of alterna-
tive drives, diesel engines will still be 
playing a major role in mobility for a 
long time to come. It’s a totally robust 
technology that is ideal for passionate 
caravan customers. 

Aboutcamp BtoB: In the past, Deth-
leffs built its reputation for inven-
tiveness and quality on products or 
concept vehicles with a strong inno-
vative value: the AeroStyle and Coco 
caravans, for example, but also the 
Evan mini-motorhome. Do you see 
potential in the future for the devel-
opment of such distinctive but also 
expensive projects?
Alexander Leopold: There’s no rule 
to say that innovative concepts and 
products need to be expensive. We 
are working on numerous different 
product developments as we want to 
remain pioneers in the industry. 

Aboutcamp BtoB: How has Dethleffs 
responded to major events such as 
the pandemic and the Russia-Ukraine 
war? What measures have you taken 
to deal with such unpredictable sit-
uations?
Alexander Leopold: We have learned 
to organize ourselves according to 
the changing situation in the past. The 
key has been achieving an effective 
balance between our excellent and 

motivated employees, highly flexible 
production operations and a creative 
approach to management, all of which 
has enabled us to rapidly respond to 
the major challenges we are faced 
with. I’m proud of our management 
and their teams. We remain optimistic 
and we continue to look for opportu-
nities, of which there are many. But, 
as ever, these chances do not come 
without risk. 

Aboutcamp BtoB: How are you man-
aging to compensate for the lack of 
raw materials, components and chas-
sis, for example?
Alexander Leopold: This is indeed an 

almost daily challenge. It helps that 
we have the backing of EHG and an 
excellent relationship with all our sup-
pliers. We are all in the same boat – 
manufacturers and suppliers – so we 
need to work together in a trusting 
and pragmatic manner. One practical 
response has been to further stan-
dardize our products so that we are 
less exposed to supply fluctuations. 
We decided very early to expand the 
number of chassis suppliers, even if 
that meant additional complexity. 
And our four-pillar-strategy will pro-
vide a structure to help our dealers 
and ourselves to remain successful in 
the months and years ahead.
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New topics dominate the present 
and the future of the caravanning 
industry: digital business models, 
new design thinking and market 
agility all fundamentally 
influence the business world. We 
discussed the latest insights 
into the caravan industry 
with Stephan Lützenkirchen, 
Senior Consultant of the GSR 
Unternehmensberatung 
research company

Words editorial staff

One of the most important re-
search studies for the outdoor in-
dustry, “Master Study - Caravans 

and Motorhomes”, about the German 
motorhome and caravan market was 
undertaken by the research consultan-
cy, GSR Unternehmensberatung (GSR) 
which has more than 30 years of suc-
cessfully working in the automotive in-
dustry, trade and other sectors, such as 
manufacturing and social services.
The second edition of its comprehen-
sive master study on the growth in the 
market for caravans and motor homes 
was published in 2021, and in a few 
months time, the third edition will be 
available for the industry. This will be an 
important basis for decision-makers to 
learn about the latest insights into mar-
ket trends for new products and ser-
vices, the customer journey and touch 

Expertise 
for decision 
makers in the 
RV industry

Market study GERMANY

points of the target groups, as well as 
the use of vehicles, parking spaces and 
campsites. 
Here are the answers from Mr. Lützen-
kirchen to our questions about the lat-
est study. 

Aboutcamp BtoB: You have a lot of 
experience in the caravanning sector. 
What is your previous experience and 
what do you do now at GSR?
Stephan Lützenkirchen: I worked at 
OEMs in the automotive industry for a 
long time and I started their caravanning 
business 18 years ago here in Germany. 
I professionalized everything around 
this that today is a very successful busi-
ness for one of these OEMs. Privately, 
my hobby is to go in my motorhome as 
much as I can to enjoy the areas around 
Cologne. This means I have professional 

and private views on this sector. Today, 
I’m senior consultant for the GSR com-
pany, one of the leading experts for the 
automotive business, and we have had 
a special focus on the caravanning in-
dustry in the past few years working for 
several businesses in the market, such 
as financing companies, OEMs, dealers 
and service providers.

Aboutcamp BtoB: Can you sum up the 
main keypoints of your study?
Stephan Lützenkirchen: Three years 
ago, we started thinking about another 
approach to get better market trans-
parency because we work for several 
people in this market sector and have 
learned that they don’t think there 
was that much information available 
to make the best decisions for the fu-
ture of their businesses. That’s why we 
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All slides: Copyright 2021 by gsr Unternehmensberatung GmbH and puls Marktforschung GmbH

decided to develop another way of 
studying the market with a represen-
tative volume of people to give us the 
full picture of the market by taking a 
360° approach. We were able to look 
at all the aspects of using and owning 
vehicles, the market and market places, 
the budgets that are needed and the 
preferences of the people. We know 
everything about people who have af-
finity to caravanning. This helps us to 

give our customers (OEMs, producers, 
automotive industry, financing services 
and campsites) the best information for 
their strategic decisions. Now, after two 
editions of the study in the past two 
years during the pressure of the coro-
navirus, for 2022 we decided to take a 
step forward and do another study in 
a bigger way. This time we are focus-
ing on all the clients and dealers in the 
market and their perspectives, so we 

can enrich the study for our customers.

Aboutcamp BtoB: As a motorhome 
user, how do you find the situation 
in Germany today? Is it satisfactory? 
What are the main problems?
Stephan Lützenkirchen: I spend a lot 
of time in France, the Netherlands 
and other countries, but in Germany 
the situation is totally different: the 
campsites are often very old and not 

*) weighted and extrapolated - In brackets: previous year’s figures

Population representative
Online Access Panel

Screening of the target group
1. Owned a motorhome/caravan
2. Rent of a motorhome/caravan in the 

past 24 months
3. Purchase of a motorhome/caravan in 

the next 12 month planned
4. Rent of a motorhome/caravan in the 

next 12 month planned
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in the best shape. The companies pro-
viding the campsites, as well as the 
tourist regions, are missing a chance 
to do things better and to make sure 
that with modern facilities and digi-
tal contact with customers they bring 
fresh customers to the campsites. In 
Germany, this is a big problem along 
with the growing market for motor-
homes. More and more people do not 
always want to stay at a campsite and 
prefer facilities outside of campsites, 
but many areas are not ready for the 

demands of these customers.

Aboutcamp BtoB: Camper manufac-
turers, particularly throughout Eu-
rope, don’t seem to be very active at 
creating parking places, campsites or 
parking areas. The hospitality and pro-
duction industries seem to have little 
dialogue. Do you agree?
Stephan Lützenkirchen: We have the 
same perception and have tried several 
times to bring all the businesses to the 
same table to find a solution together, 

but we have learned that their focus is 
totally different. It doesn’t matter for a 
campsite which kind of vehicle is com-
ing. RVs today are getting bigger and 
heavier, which disappoints the camp-
site owners. People arrive with mo-
torhomes that are six, seven or eight 
metres long, or caravans that are five, 
six or seven metres long, but it doesn’t 
matter to them what the brand is. We 
have to cover their needs and prepare 
the future of campsites separately from 
the future of the caravanning industry; 
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it’s something totally different, because 
if you have connection to the charging 
system on the campsite it doesn’t mat-
ter if your vehicle is built in 1982 or now.

Aboutcamp BtoB: Is there a risk that 
those who have bought a motorhome 
during the current trend will find 
themselves displaced by the lack of 
camping locations and soon sell their 
camper again?
Stephan Lützenkirchen: We cannot see 
this today in huge numbers. It is not in 

the sense of the industry, when people 
buy an RV and then they can’t find the 
right spot to spend a holiday. This is a 
general problem and our recommenda-
tion is that the Government, as well as 
local tourist management, should con-
sider the trend and create a good en-
vironment for the future of this kind of 
tourism that will grow for sure, not just 
with German tourists, but tourists from 
other countries who will visit Germany. 
If we are not well prepared for these 
tourists, we’ll miss out on business as 

they will look at other destinations.

Aboutcamp BtoB: In your opinion, is 
the campervan a passing trend, or is it 
destined to last?
Stephan Lützenkirchen: In our view, 
campervans will definitely grow in the 
next years. At the moment, we see that 
the market doesn’t have enough ve-
hicles and industrial capacity to build 
them, but we see a huge potential for 
growth. The first reason for this is bud-
get: people use campervans for their 

All slides: Copyright 2021 by gsr Unternehmensberatung GmbH and puls Marktforschung GmbH
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weekly use and for holidays, so they 
have synergy. The second reason is the 
technical progress, as these vehicles 
are getting more and more electrified 
and there is a push on electric cars all 
over Europe, so this part of the sector 
has a good balance between the weight 
of the vehicle and the autonomy of the 
electrified engine. A third aspect we 
see in our study is that people discov-
ering the opportunities of caravanning 
are getting younger and younger, so 
they have different expectations when 

choosing a vehicle than those of older 
people.

Aboutcamp BtoB: How is the caravan 
market in Germany? Registrations have 
been decreasing for several years now 
(unlike motorhomes). What will be the 
future of the caravan in Germany?
Stephan Lützenkirchen: In the past de-
cade we saw the motorhome market 
growing as well as a development of the 
caravan market. Our expectation for the 
future is that the motorhome market will 

grow in the next two to three years but 
then it will stop due to the fact that we 
don’t have enough campsites and there 
are more and more Government regula-
tions on parking in cities and away from 
campsites. People need more budget, 
not just for the vehicle itself, but for 
parking it when it’s not in use. What we 
see is that younger people are rediscov-
ering the caravan sector, so if the indus-
try is able to provide new ideas on the 
caravan side, it could definitely be a way 
to win new target groups.

Basis: n=3.287

All slides: Copyright 2021 by gsr Unternehmensberatung GmbH and puls Marktforschung GmbH
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We publish the welcome 
speech by ECF (European 

Caravan Federation) 
President, Hermann Pfaff, 

at the 44th Annual General 
Meeting held on 20 May 

2022 in Ljubljana

All together 
again

Sixty years have passed since the 
ECF was founded. The ECF cel-
ebrated this important anniver-

sary during its 44th Annual General 
Meeting. This is a strange period for 
the caravan industry: production was 
hit hard during the pandemic, but then 
the European RV market grew a lot. 
Now it has to face complex problems: 
the war in Ukraine, inflation and the 
supply chain crisis. All this, and more, 
is covered in the opening speech of 
the conference, delivered by Hermann 
Pfaff, chairman of the ECF.

“Good Morning Ladies and Gentlemen, 
it is with great pleasure that I open to-
day the 44th Annual General Meeting 
of the European Caravan Federation. 
I am delighted to welcome so many of 
you here in Slovenia’s beautiful capital 
Ljubljana. 
Thank you for coming. That so many 
of you have travelled long distances to 
be here just shows the great interest 
in and the importance of the ECF. 
Before I begin, let me thank our host. 
Dear Sonja (ed: Sonja Gole, managing 
director of Adria Mobil), many thanks 
for hosting this ECF conference here 

P review ECF 44th ANNUAL GENERAL MEETING

in Ljubljana. [...]
I welcome all ECF Member Associa-
tions and the ECF associate Members.
Ladies and Gentlemen, on behalf of 
the ECF Board I welcome a new full 
Member of the ECF. It is the Austrian 
dealer association ÖCHV: “Österre-
ichischer Caravan Handels- Verband”, 
represented today by its chairman, Mr. 
Thomas Neugebauer. 
Dear Mr. Neugebauer, the ÖCHV is the 
14th national member association. We 
are proud to count you and your asso-
ciation among the European Caravan 
Family. Welcome! 
Finally, let me welcome our friends 
from other associations and our 
guests from the press & media. 
Today, this is the first regular ECF con-
ference since Stockholm in 2019. The 
2020 ECF Annual General Meeting 
was held in Düsseldorf as a short and 
consensual “working meeting” of the 
member associations. Last year, again 
in Düsseldorf, a shortened version 
took place, but the MELVI meetings 
fell victim to Corona. 
2020 went down in history as an ex-
traordinary year. The coronavirus has 
left virtually no industry unharmed, 

and the caravanning industry was no 
exception. However, our advantage 
was that during a pandemic caravan-
ning is one of the safest ways to go on 
holiday, and the interest in our prod-
ucts grew enormously.
Production was hit hard by the pan-
demic. Some European markets were 
hit stronger than others. However, 
thanks to strong sales of pre-owned 
vehicles and a remarkable influx of 
new customers, 2020 and 2021 end-
ed both with European record regis-
trations. 
Caravanning is all the rage in Europe. 
The European market for recreational 
vehicles registered a plus of 10 per-
cent last year. 
With approx. 260,000 vehicles, new 
registrations of motor caravans and 
caravans achieved the best result in 
their history. With few exceptions, al-
most all national markets were up.
2021 was an ambiguous year: record 
demand, full order books but also 
intensifying supply bottlenecks. In-
creasing production problems, partic-
ularly in the second half of the year. 
A frustrating situation for manufactur-
ers, trade partners and customers. 
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And today? The positive mood of 2021 
is slightly clouded.
The supply chain problems have 
worsened, and prices are increasing 
day by day. 
Now, it is not possible to fully assess 
how the market - and in particular end 
customer demand - will look after con-
sidering all the negative effects such 
as the pandemic, the war in Ukraine, 
inflation etc. 
However, we must be prepared that 
the caravanning industry will not be 
spared and that a normalisation of the 
market will certainly not arrive before 
next year.
We see that end-customer traffic at 
the dealerships has decreased no-
ticeably since the beginning of the 
Ukraine war. 
Furthermore, the rental vehicle busi-
ness has been hit hard, due to a lack 
of vehicle availability. 
Far fewer rental vehicles will be deliv-
ered to the dealers. Far fewer young 
used cars will come onto the market 
at the end of the season. 
Considering the price increase even 
for entry-level vehicles, the situation 
is difficult, especially for newcomers 
to our industry.
To be clear: The situation is entirely 
due to the lack of availability of ba-
sic vehicles. Even with the high order 
backlog, demand remains strong in all 
segments and has not diminished.
I believe that compared to cars or 
trucks, our industry has managed the 
challenges in the supply chain com-
paratively well, considering all the cir-
cumstances.
Ladies and Gentlemen, it is tough to 
make predictions. This is especially 
true in these historically unprecedent-
ed times. Looking ahead to the com-
ing months, we continue to have a 
positive outlook, if the material supply 
slowly improves. [...]

The ECF celebrates 
its 60th birthday this year
The roots of the ECF are British. The 
late 50s and the early 60s were exiting 
times for the caravan industry, insofar as 
the European market was developing.
The ECF was founded during a meeting 
on 19th and 20th June 1963 in Lausanne. 
Caravan trade associations from Bel-
gium, France, West Germany, Ireland, 
Switzerland and the UK were present. 
The international user association 
F.I.C.C. send individual representatives 
from Italy and Norway. The Nether-
lands, Denmark and Sweden were not 
able to send representatives.
The 17 delegates discussed the whole 
day and agreed unanimously to the 
establishment of an organisation to be 
known as “The European Caravan Fed-
eration”
The ECFs objectives were:
• To provide a forum for the exchange 

of views on the development of cara-
vanning in Europe

• To promote through the United Na-
tions Economic Commission for Eu-
rope (known as “ECE”) the standard-
isation of government regulations 
concerning the use of caravans 

• To promote the adaptation of com-
mon standards affecting caravans 

• To consider the possibility of the 
co-ordination of caravan exhibitions 
held in Europe

At the end of the meeting the delegates 
went away feeling that something pos-
itive had been achieved in a good spirit 
and good co-operation.
And so, the ECF was born.
Many of the topics dealt with in the past 
are still highly topical today: Exhibitions, 
PR, speed limits, terms and definitions, 
statistics, and the ever-important tech-
nical matters first in Geneva, then in 
Brussels. 
However, looking back at the experi-
ences of the last 60 years also gives us 

courage for the future in the anniversary 
year of the ECF: Together, we - as an in-
dustry - will master the challenges. [...]

The ECF Tech Committee 
The ECF Tech Committee deals with 
extremely important matters which can 
have very serious consequences if they 
are not closely monitored. The General 
Safety Regulation No. 2 is a prime ex-
ample.
The Commission issued a couple of ex-
tremely difficult drafts for motor cara-
vans which demanded passive safety 
measures in motor caravans. Usually, 
the corresponding tests are done by 
the base vehicle manufacturer. The 
Commission tried to extend those re-
quirements to motor caravans which 
could have meant own crash tests for 
motor caravans. 
The Tech Committee is dealing with 
critical issues, we must not underesti-
mate the work their work. [...]

Driving Licences
The European Commission is planning 
to publish their draft for the revision of 
the driving licence framework by the 
end of this year. ECF has been engaged 
from the beginning. [...] 

Supply Chain disruption
The biggest issue restricting an in-
crease in production is the disruption in 
the supply chains – manufacturers have 
faced and are still facing today shortag-
es in materials, components and appli-
ances. [...]
That is all from my side. Thank you and 
I look forward to a very interesting ECF 
Annual General Meeting.”

In the next issue of Aboutcamp 
BtoB (August issue, n.36) you will 
find the complete report of the 
ECF 44th Annual General Meeting
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Ups 
and Downs 
in the land 
Down Under

T he floor to STUART LAMONT

Australia, like the rest of the world, has had a turbulent 
two years: floods, bush fires, COVID-19, more floods, 
supply issues. Things are looking positive for the 

Land Down Under though. We caught up with Stuart Lam-
ont for an interview about the impact of COVID-19 on the 
RV Industry, the 2022 National Conference and Future Plans 
for the Association as life turns ‘back to normal’.

Aboutcamp BtoB: Another successful National Conference 
has been held at the Gold Coast. What was the theme of 
this year’s conference and what did the overall program 
look like?
Stuart Lamont: This years’ conference celebrated the 30th 
Anniversary of Caravan Industry Association of Australia 
coming into existence, so it centred around “looking back... 
driving forward”.  As an industry we have seen so much 
benefit from the industry coming together as one – suppli-
ers, manufacturers, retailers, repairers and caravan parks, so 
we wanted to provide an environment which facilitated so-
cial exchange of ideas (in the first real industry event since 
COVID began), as well as bringing together many of those 
individuals who had contributed so much along the way to 
see how far we had come as both an organisation and an 
industry.  Interesting motivational speakers were support-
ed by the ACCC, the Federal Department of Infrastructure, 
panel discussions around supply chain challenges, an inter-
national report around supply disruptions, what the future 
looks like in 2030, and the impact of alternative vehicles 
entering the market.  These were all designed to allow the 
industry to not only better understand what is happening 
now, but start preparing for what lies ahead.

A lot has happened since the last 
time Aboutcamp BtoB spoke to 
Stuart Lamont, Chief Executive 
Officer of Caravan Industry 
Association of Australia
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Aboutcamp BtoB: What were the 
highlights of this year’s conference? 
And your personal highlight?
Stuart Lamont: It was a massive week 
with so many events in one – confer-
ence sessions, workshops, masterclass-
es, social dinners, VIP luncheons, a golf 
day, awards night, plus so much more 
so just balancing the different events 
which all needed special attention was 
a huge challenge for an event which is 
managed purely by association staff.  
This is not their normal job activity 
and so to see the team come together 
and step up where needed when part 
of the team came down with COVID, 
and curve balls were being thrown at 
us, was a massive highlight.  The team-
work shown and camaraderie generat-
ed is something which forges a strong 
bond towards achieving the heavy 
agenda ahead.  On a conference front, 
the awards night to finish the event 
is always something to look forward 
to, and to see the awarding of indus-
try’s highest honour (the Eric Hayman 
OAM Award for Excellence) to one of 
the gentlemen of the industry, Chris 
Goddard from Cruisemaster, someone 
so passionate towards advancing the 
interests of the manufacturing sector 
and the development of RVMAP (man-
ufacturing accreditation program) was 
a real personal highlight for me.

Aboutcamp BtoB: Just like previous 
years, Wednesday was the Future 
Leaders Conference. What is the over-
all feel among our industry’s Future 
Leaders? What keynote speakers pre-
sented during this event?
Stuart Lamont: The Future Leaders 
Conference has always had an import-
ant role within the main conference as 

we look to develop the emerging lead-
ers of our industry, and encourage them 
to expand their thinking as they move 
towards themselves taking positions of 
leadership and prominence within our 
industry.  This year we changed the for-
mat slightly, making it more of a forum 
where we workshopped what the in-
dustry could do better around five key 
themes – diversity, industry integration, 
sustainability, technology, and regional 
tourism.  The thoughts generated from 
these discussions were then presented 
to the entire conference just before our 
closing speaker so that we could better 
hear from our Future Leaders finalists 
as well as exploring some of the ideas 
that the current Board should be pre-
paring for as part of their upcoming 
strategic discussions.

Aboutcamp BtoB: What is the place 
for shows in 2022? Will they be just as 
popular as pre-COVID19?
Stuart Lamont: Consumer shows con-
tinue to have a very important place 
in the landscape in 2022, and we see 
this through the numbers continuing 
to visit all of the state association run 
consumer shows held so far this year.  
While technology allows far greater re-
search capacity for consumers, there is 
nothing better than being able to touch 
and feel industry product while getting 
access to a range of product to reaffirm 
your keyboard thoughts.  While COVID 
has disrupted the timing of some of 
these shows (and the unfortunate post-
ponement and cancellation of shows 
in Adelaide and Perth), there contin-
ues to be a thirst by consumers to at-
tend these shows, and we will continue 
to see their popularity in the next few 
years ahead.

Aboutcamp BtoB: The last two years 
have been challenging; bush fires, 
floods, COVID19, more floods… How 
did Covid19 affect the RV Industry 
in Australia? What sectors/members 
suffered the most? Is there a silver 
lining?
Stuart Lamont: COVID has created a 
multi-speed economy and the RV In-
dustry is no different.  The closure of 
international borders and the pause 
on cruising has seen a real pent-up 
demand towards caravanning and 
camping and domestic tourism more 
broadly.  We have therefore seen a 
historical record supply of RV product 
to market in the last year (25% above 
previous highs), with local supply 
and labour challenges supplement-
ed through record levels of import-
ed product flooding the market.  The 
lockdowns, particularly in Melbourne 
caused considerable frustration for RV 
businesses, meaning lead times have 
increased and supply has been at less 
than full capacity.  This continues as 
health definitions around COVID and 
close contacts has seen workforces 
across the country operating at only 
65-85% of capacity.  COVID has also 
seen global demand for RV product 
increase substantially at a time when 

• Eric Hayman Award for Excellence 
Winner 2021: Chris Goddard - 
Cruisemaster Australia

• Richard Davis OAM Award: Chris 
Johnson - Caravan Industry 
Association of Australia

• The Gerry Ryan OAM Award for 
Innovation - newBook

• 2022 Apollo Future Leaders Award: 
Andrew Hewitt - BIG4 Gold Coast 
Holiday Park

• 2022 RVMAP People’s Choice 
Manufacturer of the Year:
• Gold - Blue Sky Caravans
• Silver - Evernew Caravans
• Bronze - JB Caravans

• 2022 ReviewPro People’s Choice 
Caravan Park of the Year:
• Gold - BIG4 Great Lakes at Forster 

Tuncurry (Feature picture)
• Silver - Coobowie Caravan Park
• Bronze - Ocean Beach Tourist Park

Award Winners, 
30th Anniversary 
Conference 2022

Words Irene Viergever
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this will be led by family and friends 
and business travel, and we believe 
those who have invested in an RV 
during COVID-19 we will see sup-
plementary travel rather than these 
consumers deserting the industry.  
Therefore we remain highly optimistic 
that the current interest and activity 
towards RV product and the caravan-
ning and camping lifestyle will contin-
ue.

Aboutcamp BtoB: What are Cara-
van Industry Association of Austra-
lia’s plans for the upcoming financial 
year? What will be your main focus?
Stuart Lamont: The industry has many 
challenges (and opportunities) ahead 
of it for the coming year.  As alterna-
tive travel options come online we will 
be required to maintain our share of 
voice to make sure RV remains as part 
of the consideration set particularly 
while we are seeing increased pricing 
and continued long lead times.  Add 
to this a Federal election which has 
many potential outcomes, increased 
regulatory attention towards our in-
dustry product, several large recent 
and upcoming changes to gas and 
electrical standards which need ad-
hering to, and the move to type ap-
proval for importers and local manu-
facturers alike will see a year like we 
haven’t seen in the last thirty years.  
The importance of talking with one 
voice and providing factual and con-
sistent information to industry, and 
representation to Government, will 
be vitally important in the coming 
year, and so a huge focus for us will 
be around working with our state as-
sociations to make sure there are no 
mixed messaging in market, and in-
dustry businesses receive the most up 
to date and accurate information so 
they can navigate the changing regu-
latory and legislative environment.

worldwide supply chains (and in par-
ticular) China have not been able to 
keep up, causing significant pricing 
increases in components and raw ma-
terials, stripping profits out of the lo-
cal market.  In turn domestic border 
closures has shaken the confidence of 
travelling consumers who were more 
wary of how far they will travel or how 
often they travel.  Despite this, those 
caravan parks within three to four 
hours of major metropolitan centres 
in good locations had record years as 
consumer flocked to escape the cities 
and enjoy the outdoor lifestyle which 
caravanning and camping provides.  
This led to the industry leading the do-
mestic tourism recovery with caravan-
ning and camping being the number 
one holiday accommodation choice 
in Australia through COVID, and the 
number one accommodation provid-
er in regional Australia, irrespective of 
the purpose of travel (over hotels and 
all other forms of accommodation). In 
a new post COVID world we can only 
see positive growth for the industry – 
one which is affordable, allows for es-
capism but reconnection at the same 
time, and is considered COVID safe 
(due to consumers being able to con-
trol their own surroundings).

Aboutcamp BtoB: What has been the 
role of the Caravan Industry Associa-
tion of Australia during COVID19?
Stuart Lamont: Caravan Industry As-
sociation of Australia has had a coor-
dination role during COVID providing 
support for our state caravanning as-
sociations through the exchange of 
information and provision of research 
and resources.  COVID-19 in Australia 
is one which has been fought primar-
ily at the state Government level, with 
local health orders dominating what 
you were able to do.  At a national 
level, our focus remained on keeping 

the consumer inspired towards our in-
dustry product, and caravanning and 
camping front of mind when domes-
tic travel returned.  Early on it was 
around Camping at Home to make 
sure consumers stayed connected 
with the concept of caravanning and 
camping, and as COVID-19 developed 
this moved into a reconnection phase 
(connecting people with memories, 
loved ones and nature), a Travel Your 
Road campaign which moved the con-
sumer into a control phase for their 
own adventure,   and a national Win a 
Weekender campaign (which saw the 
largest number of competition en-
tries on a single day of any promotion 
we have previously run).  All of these 
contributed to building our consumer 
database to make sure our industry 
messages were always on, while mak-
ing sure the industry remained posi-
tively represented while other tourism 
sectors lay dormant.

Aboutcamp BtoB: How will the man-
ufacturing numbers develop over the 
next 12 months? Is the end of this 
boom in sight? What will happen 
now that the International borders 
are open again?
Stuart Lamont: We expect manufac-
turing numbers to continue to climb 
as retail inventory levels are required 
to be replenished and demand contin-
ues to be strong.  While the industry 
benefited from international borders 
being closed and those consumers 
substituting into RV product, we now 
see nervousness around the unknown 
of international travel, the concern 
around sudden lockdowns and be-
coming trapped, and the pricing and 
availability of both medical services 
and travel insurance all continuing to 
play on the minds of travelling con-
sumers.  We can see a move back to 
people travelling overseas, however 

T he floor to STUART LAMONT

Stuart Lamont, Chris Goddard and Grant Wilckens at the 2022 Caravan Industry National Conference Gala Dinner.
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DECORATIONS
FOR LEISURE VEHICLES

M.B. Trading is a leader supplier
for RVs decorative stickers in Europe.
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The Caravan Salon Düsseldorf is bigger 
than ever this year, with 16 halls fully-
booked and more than 600 exhibitors 
already confirmed. We had a 
conversation with Stefan Koschke, 
who has been the Project Director 
of the show for eight years

CSD is getting 
closer, bigger 
and stronger

Words Antonio Mazzucchelli

F ace to face with STEFAN KOSCHKE

At the Caravan Salon Düsseldorf, from 26 
August to 4 September 2022, visitors are 
invited to experience the whole variety of mo-

bile leisure. During these 10 days, the Düsseldorf exhibition 
grounds will be transformed into a true caravanning paradise. 
In 16 halls and on the open-air grounds of the Düsseldorf fair-
grounds, more than 600 exhibitors will showcase a huge vari-
ety of leisure vehicles, equipment and accessories. We met 
Stefan Koschke, the 44-year-old Project Director, Caravan-
ning & Outdoor of Messe Düsseldorf. For the last two edi-
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In partnership with

lot and they know that quality is very 
important. On the exhibitors’ side, 
they’re very interesting and we must 
also be attractive for them. 
Our aim is clear - to attract over 
200,000 visitors. We are optimistic 
about this as the interest in caravan-
ning is high. We have a better show to 
offer, which is great, as the whole in-
dustry presents itself here with prod-
ucts you can’t see anywhere else.

Aboutcamp BtoB: What about for-
eign visitors? Do you already have 
some bookings from them?
Stefan Koschke: It’s very early right 
now, as we haven’t opened ticket 
sales yet. But we received positive 
information from US delegations as 
well as from Australia, Korea, Japan, 
and Malaysia. All these people tell 
us that they will come. The world is 
open again and they are interested in 
the developments of the caravan in-
dustry. Our aim is to get more visitors 
from the countries around Germany, 
from the Benelux as well as from oth-
er countries in Europe. We will have 
a marketing campaign in these coun-
tries. We are preparing new adver-
tisement campaigns that will get us 
visitors from all over Europe.

Aboutcamp BtoB: Do you still have 
room for exhibitors who want to 
participate at the last minute?
Stefan Koschke: We have some 
space left as we have more halls. But 
the technical suppliers’ area is com-
pletely sold out with a small waiting 
list. Maybe in the other areas we can 
still find some small places. We are 
open to talking about possibilities 
and solutions.

Aboutcamp BtoB: Is there any news 
for this year’s show?
Stefan Koschke: Yes, it’s about the 
first day of the Salon. We will give 
this day a new name, which will be 
‘Preview Day’. This means, of course, 
that it’s the day for the media and 
also for trade visitors. We give the 
opportunity to the exhibitors to in-
vite long-term consumers and buy-
ers. They will be able to have a first 
view before the start of the Caravan 
Salon. We’re talking about a small 
amount of people. Sometimes exhib-
itors or dealers have customers who 
they want to spend more time with, 
and this special day is perfect for 
that, and has a special atmosphere.

Aboutcamp BtoB: Will there be 

tions of the Caravan Salon, he had to 
organize a fair during a global pan-
demic, but that does not seem to 
have affected the success of an event 
that always plays a crucial role in fa-
cilitating business and networking in 
the RV industry.

Aboutcamp BtoB: Stefan Koschke, 
what is the forecast for the upcom-
ing Caravan Salon?
Stefan Koschke: Despite the supply 
chain issues, the number of exhib-
itors will be in the same range as 
last year - over 600. Also, many new 
companies will be exhibiting includ-
ing new caravan producers, which is 
good because this brings a bigger 
variety of products. There will be 
new companies, especially from cer-
tain countries: for example more and 
more exhibitors are coming from Tur-
key. Lastly, part of the Hymer group 
is coming back with brands like Hym-
er, Dethleffs, Bürstner, LMC, Laika, 
Niesmann+Bischoff.
The demand for space was very high. 
We will occupy 16 halls - a first time 
for caravanning. It’s a real success 
in these times. Visitors will see the 
whole range of motorhomes; and 
products that maybe can’t be seen 
at any other place, including dealers’ 
showrooms.

Aboutcamp BtoB: Let’s talk about 
numbers: how many square me-
ters will you cover this year? What 
is your record number of visitors in 
past years?
Stefan Koschke: Let’s start with 
space: 16 halls plus the open air area 
mean we’re talking about a total area 
of 250,000 m². This number is not fi-
nal yet as we are still getting applica-
tions, but right now, it’s a net figure 
of over 120,000 m². That’s a lot, and 
the current situation is very positive. 
In terms of the number of visitors, the 
year with the most visitors was 2019 
with over 270,000 people. Obviously, 
we want a lot of visitors this year, and 
a lot of new, potential customers, but 
let’s not forget about the old ones. In 
the last few years, over 40 percent of 
visitors came for the first time. Our 
goal must be to have the right mix 
between the two groups. We need 
new customers but also people who 
come every two years or so. This a 
very interesting group because most 
of them still have a motorhome or 
caravan but they are think about up-
dating it with new equipment or buy-
ing a new vehicle: they are investing a 

Covid restrictions this year?
Stefan Koschke: The restrictions will 
not be the same as last year, but we 
don’t know what is going to happen 
in the near future. From the current 
point of view, we have no restrictions. 
There will be no testing or mask re-
quirements, although we continue to 
recommend the wearing of masks. 
We are not bringing the width of the 
aisles back to 2/3 metres, but keeping 
them at 4 metres, as it gives a better 
feeling. Visitors must feel comfort-
able when they visit our trade fair: no 
fixed regulations, but information on 
how to behave correctly.

Aboutcamp BtoB: Have you in-
creased the number of participants 
in the destinations area?
Stefan Koschke: Yes, we have in-
creased the number of participants 
from all over Europe and worldwide. 
We have the participation of North 
Rhine-Westphalia region for the first 
time, with a big booth and a lot of 
participants. Also other countries will 
come for the first time, like Australia, 
which is great. It is well known that 
the fair is at the end of August, but for 
some nations this is difficult, as they 
are still in their high season at that 
time. We also decided to make a first 
time offer to the tourism exhibitors: 
they can decide to stay in the first five 
days or in the second five days. The 
topic will always be only caravanning 
tourism. That’s our focus as we are 
not a general trade fair for tourism.
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Long an RV industry powerhouse as a leading supplier to OEMs, Lippert 
Components Inc embarks on an ambitious business diversification strategy 
that aims to develop a global network. AboutCampBtoB speaks with SVP 
of Aftermarket Strategy, Roy Carter, on what the future holds

Intercontinental growth

Words Craig Ritchie

F ace to face with ROY CARTER

Roy Carter joined Lippert Components Inc in 2018 as 
VP of Global Aftermarket and Customer Support, 
bringing extensive sales and executive manage-

ment experience to the role – most recently as managing 
director at Prima Leisure.

Aboutcamp BtoB: If we look across the globe, are 
there any specific geographies or opportunities 
that appeal as key priorities right now?
Roy Carter: We’re interested in a number of new 
markets, or markets that are new for us, I sup-
pose. One emerging market for our aftermarket 
business is in Australia and New Zealand. We al-
ready enjoy a close working relationship with a 
number of the OEs there, and we partner with 
Coast to Coast, as they’re the major player for af-
termarket there, both in terms of spares and ac-
cessories.
Australia and New Zealand are of great interest to 
us because they’re strong, stable economies, there 
is a significant market, and there is, we feel, a sub-
stantial growth opportunity.
We’re also looking very closely at opportunities in 
South Africa, which is another region with a strong, 
stable economy and a significant potential market.
We look at potential global markets strategically, 
and we closely examine socio-economic trends. In 
other words, what does the world look like 
between 2035 and 2050? 
Let’s consider Asia in that light. Given 
that two thirds of the world’s pop-
ulation live in Asia, what happens 
as those economies grow, and 
those two thirds of the world’s 
population begin to develop 
substantial middle-class in-
comes and spending power? 
What do they do with that 
new income, and how do they 
spend their leisure time? 
In considering potential mar-
kets for growing our after-
market business, we consider 
all of these dynamics in order 
to prioritize the opportunities 
ahead.

Aboutcamp BtoB: Logistics 
have become a challenge for 
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terms of price positioning, the volume 
available in the market, and what the 
margin requirements are, going from 
a single-tier distribution, as we might 
have here in the US, to perhaps tri-
ple-tier distribution if you’re selling to 
a distributor and then they’re selling 
to a dealer network.
All of those require flexibility of 
thought around pricing, particularly if 
they’re then going to hold the inven-
tory and carry some of the risk. But 
we’re a pretty good partner with dis-
tributors, because we like opportuni-
ties for mutual gains. 
To provide an example, in Australia 
we sell a lot of manual awnings into 
the OE market. But when we spoke 
with our partner, Coast to Coast, 
they came back to us and said we 
shouldn’t expect to sell too many in 
the aftermarket. Instead, they felt that 
there would be a great opportunity to 
sell power awnings instead, position-
ing them as upgrades. So that’s what 
they did and, because they knew the 
market, of course they were right.  
You can go it alone, but that’s the 
benefit of partnering with someone 
already active in the market, and who 
knows what’s out there and what con-
sumers really want. That kind of grass 
roots market intelligence is absolutely 
invaluable.

Aboutcamp BtoB: Do elements like 
tariffs, the strong US dollar and gen-
eral inflationary pressures represent 
concerns for Lippert as it develops 
its global aftermarket business?
Roy Carter: Tariffs are a fact of life 
for some territories, so as long as you 
build them into your strategic view of 
sourcing or selling into those markets, 
it’s just one of those expenses that 
you put into your costing sheets.
Currency fluctuations can be a bit 
tricky. Products we are selling into 
global markets are, in the main, Eu-
ropean or sourced internationally. We 
have a small but growing number of 
products from the US that we’re start-
ing to sell into our emerging markets, 
namely New Zealand, Australia, South 
Africa, and some in China too.
What we have to be careful of in some 
of those territories is IP infringement 
and making sure that we’re robust in 
protecting our IP in markets where 
we find that we are being copied. The 
good thing is, of course, a corpora-
tion the size of Lippert has in-house 
counsel and that includes an IP attor-
ney. That doesn’t mean developing 
international business is a minefield 

everyone in the last 18 months or so. 
How might freight dynamics costs 
factor into developing an aftermar-
ket business in overseas markets?
Roy Carter: All industries have had 
to face a unique set of circumstance 
over the past two years. No one likes 
that much volatility, so the quicker we 
can return to normal the better. 
We work closely with our distribution 
partners on inventory levels to try and 
preserve business as normal, in spite 
of shipping challenges. Lippert is a 
large manufacturer and works closely 
with freight forwarders on lead times 
and the customer’s inventory needs. 
Some products present cross-over 
opportunities by being applicable to 
multiple market segments. In South 
Africa, for example, we already do 
business there in the marine sector, 
so that represents a logical starting 
point to build out an RV aftermar-
ket business, using products that can 
suit both markets. Some electronics 
like microwaves, ovens or refrigera-
tors, can be used in either marine or 
RV applications, and all of those are 
products we have currently and al-
ready sell. 
It’s even easier when we consider 
non-technical equipment like mat-
tresses. There are many SKU’s that 
have multiple-market potential, and 
they can represent a good starting 
point for building out that aftermar-
ket business.
Our job is being able to properly 
serve the customer. If it’s an OE, then 
understanding their rate of produc-
tion and making sure that they have 
enough inventory on their shelves to 
not just meet production needs, but 
also have a bit of buffer to protect 
them in case of an unexpected dis-
ruption. There is obviously a cost to 
inventorying goods, but most of our 
customers are holding more invento-
ry now simply because of the supply 
chain disruptions we’ve all seen right 
around the world.

Aboutcamp BtoB: When developing 
these new markets does Lippert pre-
fer to acquire an existing business? 
To establish a corporate presence 
in-market? Or to partner with some-
one already serving the local market, 
perhaps through a joint venture?
Roy Carter: We like to partner with 
someone that’s already established in 
the market, whether that be a distrib-
utor, a distribution partner, or an OE. 
Having that local knowledge helps 
us better understand the market in 

because it really isn’t, we wouldn’t 
be doing so if that were the case. 
But there are basic business consid-
erations that companies need to be 
aware of.

Aboutcamp BtoB: I’m sensing Lip-
pert views new markets as more than 
just new places to sell existing prod-
ucts, and more like new opportuni-
ties to establish new ways of doing 
things.
Roy Carter: The world is changing 
rapidly, and we believe the places 
where customers buy their products 
is also going to change as rapidly. The 
dealer network is where customers 
go currently to get their vehicles and 
purchase them. They take them back 
to the dealer for service. And they 
buy some aftermarket product at the 
dealership. 
But if you really think about it, a 
dealership is not where that unit will 
spend the bulk of its time. Most of the 
time, they’re either parked in storage 
at someone’s home, or they’re out be-
ing enjoyed in a campground.
So, storage sites and campgrounds 
are two locations where a consumer is 
more likely to need to have access to 
spare parts or accessories for equip-
ment. To me, that’s an opportunity for 
aftermarket sales. It doesn’t exist at 
the moment, but there’s certainly an 
opportunity there.
Mobile techs would be another poten-
tial aftermarket opportunity, having 
people available to either go from a 
dealership and repair a unit in a camp-
ground or at the side of the road. Let’s 
face it, a vehicle seldom breaks down 
where it’s convenient, so that is a 
clear opportunity. Toward that, we’re 
training technicians through our tech-
nical institute and through our Lip-
pert Scouts network at our training 
center, so that we have members of 
the public able to be trained on best 
maintenance practices.
There are all sorts of additional op-
portunities to drive the growth of 
an aftermarket business. The future 
prosperity of middle class families 
in all of Asia should dramatically in-
crease the size of our industry glob-
ally. That prosperity will add choices 
of time activity and location to spend 
with family and friends. New econo-
mies, new end uses for product, and 
new brand loyalties will be created. 
Whatever the future holds, it will be 
exciting as there are so many great 
many opportunities for growth to 
continue.
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Lippert Components Inc pursues the objective of continuously improving the camper 
van experience by bringing innovative design, functionality, comfort and, with the 
Furrion Vision S range, security to RVs

Furrion Vision S, the 360° 
electronic security eye

The innovative Furrion Vision S 
range of cameras and wireless 
kits not only eliminates blind 

spots during manoeuvring, but also 
offers surveillance of the area around 
camper vans, trucks, special vehicles, 
trailers and others. The systems are 

highly reliable, thanks to the use of 2.4 
GHz digital wireless communications, 
which offers stability and long range up 
to 150 metres.
All cameras in the range assure clear 
imaging, wide angles of view and night 
vision, while the monitors are available 
in three sizes – 4.3, 5 and 7 inches – with 
the option to view images from side and 
rear cameras as well as those mounted 
on the vehicle’s doorways. The smallest 
monitor displays only a single camera’s 
feed, while the two larger models can 
display up to four, either one at a time 
or all together.
When parking and reversing, the Fur-
rion Vision S system ensures that the 
driver can manoeuvre with tranquillity, 
while a microphone in the rear mount-
ed camera enables an assistant to give 
instructions from outside. When the ve-
hicle is parked, the system gives a per-
fect overview of the situation around it. 

The cameras are available in two ver-
sions: one for mounting to the rear of 
the vehicle or over the doorway, and 
the other for installing on its sides. The 
latter include side marker lights, and 
can thus replace an existing lighting 
system if so desired.
The system is equipped with a motion 
sensor which automatically activates it 
when triggered. The monitor, which is 
equipped with a fan and table-top sup-
port (it can also be wall-mounted as an 
option), is easy to move around inside 
the camper van or caravan’s interior, or 
even outside it, so long as 12 V power is 
available. This enables the user to keep 
an eye on the situation around the vehi-
cle at all times. The image display lag is 
no more than 0.2 seconds.
The products can be purchased sep-
arately or more conveniently as a kit. 
The full kit includes the rear camera, 
two side cameras and a monitor. This 

Company news LIPPERT
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The first official class of Lippert’s new 
technical program, the “RV Owner 
School”, has been held on May 23rd. 
The “school,” a concept that was born 
out of high demand from the Lip-
pert Scouts Community, consists of 
in-depth technical-level training that 
equips RV owners and users with re-
sources for maintenance, trouble-
shooting, and DIY projects, with an 
ultimate goal of encouraging self-suffi-
ciency and increasing user confidence.
The vision of the RV Owner School 
is to help RV owners become knowl-
edgeable about their rigs along with 
Lippert and its products, to build com-
munity, to get RV owners acquainted 
with Lippert’s nationally recognized 
technical institute, and to empower 
participants to be capable of helping 
others. Sessions are held in one-day 

Lippert Launched New “RV Owner School” 
Powered by the Lippert Technical Institute

and three-day formats, and all events 
take place during and near local ral-
lies, so RVers can conveniently plan 
ahead or add a few extra days to their 
pre-planned trips to the RV capital of 
the world. The three-day events offer 
a handful of additional perks and ben-
efits, but included in all training ses-
sions are:

• Hands-on, technical training on Lip-
pert’s most popular components in-
cluding leveling, slide-outs, suspen-
sion systems, and more

• DIY, maintenance, and trouble-
shooting tips

• Information on how Lippert Scouts 
are shaping the future of RVing

• Lunch

“The cornerstone of our Customer Ex-

perience mission is to first, listen for 
opportunities; and second, to deliver 
a solution, an experience, or a product 
that addresses what we heard,” stated 
Nicole Sult, Vice President of Custom-
er Experience. “RV Owner School is an 
idea that our Lippert Scouts felt pas-
sionate about early in our journey 
– we’ve called it ‘Scout School’ 
for over a year as the concept 
developed. Guided by years 
of experience reaching in-
dustry technicians through 
our Technical Institute, our 
Scouts let us know that they 
wanted a hands-on experi-
ence, too. We encourage 
those who are attending 
local OEM rallies or visit-
ing Northern Indiana to 
sign up.”

can then be completed with an option-
al doorway camera. The basic kit, on 
the other hand, consists of just the rear 
camera and monitor: if the 5 or 7 inch 
monitor is chosen, the system can be 
expanded as needed at a later time.

Available kits and products:
• Furrion Vision S Single Camera Sys-

tem: 4.3”, 5” or 7” monitor + rear 
camera

• Furrion Vision S Single Camera Sys-
tem with marker lights: 4.3”, 5” or 
7” monitor + one side camera with 
marker lights

• Furrion Vision S 3-Camera System: 
5” or 7” monitor + rear camera and 2 
side cameras with marker lights

• Furrion Vision S Doorway Security or 
Rear Camera: rear/doorway camera

• Furrion Vision S Side Cameras: 2 side 
cameras with marker lights.

Furrion Vision S system: technical specifications

Camera/monitor

Power DC, 8V - 30V

Wireless frequency 2.4 GHz

Wireless range Around 150 metres in the open

Transmission rate 6 Mbps (one camera)

Video codec H.264

Reception lag <250ms
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Ducato has the future firmly in its sights with the first Large Van with Level 2 
Autonomous Driving features that reassert the innovative spirit that has distinguished 
the model in its forty-year history

Top comfort and safety

Words Renato Antonini

Company news FIAT PROFESSIONAL

“Ducato has been 
the undisputed leader 

in its segment 
since 2014”

The official launch of the electric 
version of the Fiat Scudo and 
the completion of the Ducato 

range with the arrival of new ADAS 
features confirm that a new era has 
begun for Fiat Professional. Various 
synergies were exploited within the 
Stellantis group from the outset to 
develop a wide range of vehicles, tai-
lored to the needs of a rapidly chang-
ing customer base 
and taking the chang-
es in society and busi-
ness into account.
“Fiat, Peugeot and 
Citroen partnered 
up to create Sevel in 
1978”, explained Eric Laforge, Head 
of LCV Enlarged Europe at Stellantis. 
“Three key Fiat Professional models 
resulted from this agreement: Ducato 

in 1981, Scudo in 1996 and Fiorino in 
2007. Although we didn’t know it at 
the time, we were already building the 
foundations of Stellantis. It is thanks 
to this stimulating and superior part-
nership that we have been able to 
present the first products of the new 
Stellantis era in record time making 
the most of the powerful synergies 
resulting from the merger between 

the various compa-
nies”.
In this new scenario, 
Fiat Professional has 
become the back-
bone of Stellantis 
and the evolution of 

Ducato continues. The most popular 
mechanical base for motorhomes is 
now even more innovative, with an 
array of Advanced Driver Assistance 

Eric Laforge 
during the latest 
Fiat Professional 
press conference
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The ADAS package offered by Fiat Professional for the 
Ducato was rated by Euro NCAP as the best European 
commercial van in terms of active safety. It is now truly 
comprehensive and includes speed and braking control 
systems that warn of sudden obstacles, including pedes-
trians and cyclists, as well as traffic sign recognition and 
driver attention monitoring devices. 
Ducato offers a full range of Advanced Driver Assistance 
Systems, for driving and parking. The ESC (Electronic 
Stability Control) system has been improved and includes 
Cross Wind Assist, Trailer Stability Control and Post Col-
lision Braking System. 
The Digital Central Mirror digitally projects the rear im-
age, replacing the rear-view mirror, and a set of sensors 
around the vehicle facilitates parking manoeuvres. The 
semi-autonomous assistant can be used for parallel and 
perpendicular parking. 
In other words, Ducato is a modern and complete vehicle, 
suited for a variety of needs, perfect for business but also 
an ideal base for motorhomes and camper vans.

Ducato is safer than ever

Systems (ADAS) capable of Level 2 
Autonomous Driving, to the benefit of 
comfort and driving safety. This is the 
first Large Van to reach this important 
milestone and Ducato is reasserting 
the trend towards innovation that has 
distinguished the model for over for-
ty years. The new ADAS, announced 
by Fiat Professional on the occasion 
of the 2021 launch of the eighth edi-
tion of Ducato, are now a reality and 

Above: our editor in chief 
attending the Ducato test drive

projects Ducato firmly into the future. 
The Aboutcamp BtoB team had the 
pleasure of road-testing the Ducato 
equipped with the new ADAS fea-
tures. It was excellent and the imple-
mented technology level is remark-
able. It will be the benchmark for its 
segment and open up new scenarios 
heralding total autonomous driving 
in the not too distant future. Three 
ADAS functions are used in combina-
tion to achieve Level 2 Autonomous 
Driving. Adaptive Cruise Control 
keeps the set speed by reactivating 
itself automatically in the event of 
independent braking (Stop&Go func-
tion). The Lane Departure Warning 
System and Traffic Jam Assist active-
ly control the trajectory of the vehicle 
by analysing traffic conditions. The 
Aboutcamp BtoB team tested the 
Ducato on various types of roads and 
in a variety of driving situations. With 
ADAS, driving becomes relaxing and 
above all very safe. The vehicle auton-
omously assists the driver by acceler-
ation and braking.
“Ducato has been the undisputed 
leader in its segment since 2014”, 
concluded Eric Laforge. “It is the 
best-selling light commercial vehicle 
in Europe with around 150,000 units 
per year. And let’s not forget that 
Ducato has been a long-time leader in 
the motorhome segment, too. Impor-
tantly, the strength of Ducato also lies 
in its after-sales service, starting with 
a highly specialised, well-distributed 
service network”.

The new 
Digital 
Central 
Mirror
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The new Scudo joins Ducato in the Fiat Professional 
line-up. Compact and manoeuvrable, it has a car-like 
layout and is easy to drive, but with excellent load ca-

pacity. It embodies a modern vehicle concept based on the 
Stellantis mid-van platform. An all-electric powertrain is 
making its debut alongside next-generation diesel engines. 
The new Scudo is the second Fiat Professional commercial 

The new Scudo is complementing the Fiat Professional range 
and is also offered with a modern electric powertrain

Scudo 
is electric, too

Words Renato Antonini

Company news FIAT PROFESSIONAL

vehicle to be available in an electric version, extending a 
range that already features the E-Ducato.
“The New Scudo is a versatile, multi-purpose vehicle avail-
able in various configurations and with various powertrains, 
including a modern electric version”, explained Eric La-
forge, Head of LCV Enlarged Europe at Stellantis. “It is Fiat 
Professional’s second all-electric vehicle. The New Scudo is 
a hard worker with compact dimensions suitable for even 
the narrowest of city streets. And the electric version has 
full access to restricted traffic areas”.
With a range of 330 kilometres in the WLTP cycle, the 
zero-emission electric version of the Scudo is at the top 
of its class.  To meet the needs of different types of us-
ers, the Scudo with a 100 kW (136 hp) electric motor can 
be equipped with two different battery sizes (50 and 75 
kWh), with recharging capacities of up to 11 kW in AC and 
up to 100 kW in DC, meaning that the battery can be 80% 
charged in just 45 minutes. Importantly, even with the elec-
tric motor, Scudo has up to 6.6 cubic metres of loading 
capacity and a payload of over 1 tonne. The new Scudo is 
also available with four diesel engines. The 1.5-litre engine 
is available in 102 and 120 hp variants, both with 6-speed 
manual transmission, while the 2-litre engine is available 
in a 145 hp version, with an 8-speed manual or automatic 
transmission, and a 180 hp version, also with 8-speed auto-
matic transmission.

Designed for maximum flexibility of use, Scudo is avail-
able in four configurations (Van, Crew Cab, Flatbed Cab 
and Combi M1) and three trim levels (Easy, Business and 
Lounge). The electric version can be combined with all 
body configurations. In the van configuration, which is 
expected to be the most popular, the new Scudo stands 
just 1.90 metres high with three length variants: the stan-
dard version is 5 metres long, the Maxi version comes in 
at 5.3 metres and the ultra-compact Scudo “S” stops at 
4.6 metres. Load volumes are 4.6, 5.3 and 6.1 cubic metres, 
according to the wheelbase, and load capacity is up to 1.4 
tonnes. With this complete line-up, Fiat Professional is also 
addressing the RV sector strong of its position as the Eu-
ropean market leader.

The many variants of Scudo
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VETRORESINA SPA
Via Portuense, 10 - 44020 Masi San Giacomo, Ferrara - Italy 

Tel. +39 0532 327911 - Fax +39 0532 327110 
info@vetroresina.com - www.vetroresina.com

LAMINATI VETROSTYLE PVC

Campi di applicazione

VETROSTYLE-MAT LD
VETROSTYLE-FORCE LD
VETROSTYLE-LITE   

Campi di applicazione

  VETRO-STYLE  VETRO-STYLE

/ Vetrostyle  
  Diamond Plate

/ T-Mat

/ Vetroskin Levant 

/ Vetroskin Delta

THE PERFECT INTERIOR SOLUTIONS
POLYESTER LAMINATES FOR PANELS,  
IDEAL FOR THE CONSTRUCTION OF FLOORS, WALLS AND ROOFS

Campi di applicazione

VETROSKIN LEVANT   

LAMINATI VETROSKIN CON FIBRA DI VETRO

  VETROSKIN

VETROSKIN DELTAT-MAT
T-FORCE
T-STRONG   

LAMINATI SPECIALI CON VELO 

  T-MAT

Campi di applicazione
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A long-term strategy calling for measured growth positions Truma to continue 
capturing share in the lucrative US market. Face to face with Gerhard Hundsberger 
and Mark Howlett - Truma North America

Measured growth

Words Craig Ritchie

Since 1949 Truma has enjoyed an 
enviable track record for mea-
sured and sustained international 

growth. It’s a strategy that has served 
the company well, and nowhere more 
so than in the dynamic US market. 
Truma opened its US office in 2013, 
then moved into its own state-of-
the-art, 4,459 sq m office, warehouse 
and service facility just six years lat-
er. Three employees became 25, then 
grew to 52 people today – with plans 
to add another 20 this year.
Truma’s disciplined approach to 
growth reflects the company’s focus 
on providing its OEM partners with a 
level of service to match its distinctive 
product line. Aboutcamp BtoB spoke 

from southeast Asia has been more 
difficult. Lead times from Asia have 
effectively doubled, but we’ve been 
able to mitigate some of that by re-
routing shipments. We’ve even had 
product come through the Panama 
Canal, which sounds extraordinary, 
but it allowed us to get the product 
to our customers more quickly.
We strive to meet our delivery sched-
ules, so we have increased inventory 
levels and added a second warehouse 
to allow for more inventory on the 
ground. This has allowed us to man-
age against those disruptions.

Aboutcamp BtoB: Has this approach 
allowed you to gain market share?

Company news TRUMA

with Truma North America president 
and CEO Gerhard Hundsberger, and 
COO of North American operations 
Mark Howlett about supply chain 
headwinds, covid market impacts and 
the next phase for Truma as it contin-
ues on its path to future expansion.

Aboutcamp BtoB: Truma has always 
focused on measured growth. How 
do you manage that in today’s un-
predictable supply chain environ-
ment?
Gerhard Hundsberger: Most of our 
products comes from Europe, and 
we have some product coming from 
Asia. Europe has been a bit easier 
to manage, where controlling supply 

From the left: Mark Howlett and Gerhard Hundsberger
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Mark Howlett: We currently supply 
over 100 companies, from smaller 
fabricators to major OEMs that are 
household names. But we’re continu-
ally adding new clients as OEMs seek 
to differentiate with higher quality 
products and service.
From the beginning we have focused 
our business on operating as part-
ners. It’s not about making short-term 
gains, we are focused on building 
lasting relationships by adding value 
both for end-user customers, as well 
as for OEMs and the dealers who want 
to offer that superior experience.

Aboutcamp BtoB: Has the market 
growth associated with Covid-19 ac-
celerated product development cy-
cles?
Mark Howlett: It’s probably just the 
opposite, since Covid ushered in the 
supply chain disruptions that have 
hindered the ability or willingness 
to develop new product. OEMs face 
constant and ever-changing shortag-
es – they can’t get a toilet one day, 
they can’t get flooring the next, and 
the day after that it’s windshields or 
fibreglass or who knows what. That’s 
a very difficult environment to try and 
develop new product in. 
Production backlogs are another fac-
tor, making it hard for an RV builder 
to focus on new prototypes when 
they already need every component 
they can get to complete units that 
people are waiting for. When a build-
er is already selling every unit they 
can produce, there’s little urgency 
to disrupt production by introducing 
new models.
Coming out of the pandemic there 
is a desire for new product though, 
and that’s why we’re now seeing new 
units beginning to appear at shows. 
Even in the downtime, smart compa-
nies continue to invest and to grow 
their business. You never cut the R&D 
budget.

Aboutcamp BtoB: Have the supply 
and logistics situations accelerated 
any plans for Truma to manufacture 
product in North America?
Gerhard Hundsberger: Most of the 
products that we bring to market in 
North America are derivatives of Eu-
ropean products. But we also need to 
satisfy North American requirements. 
The Aventa, for example, was devel-
oped specifically for the North Amer-
ican market, it was a new design just 
for us. 
The Aventa launch has exceeded our 
original plans mainly due to the focus 

In partnership with

on energy efficiency, which minimis-
es power requirements and allows it 
to work with lithium-ion batteries in-
stead of a generator for quieter, easier 
operation. That makes it a perfect fit 
for the high-end trailer market, where 
OEMs like Winnebago and Forest Riv-
er are embracing the technology.
Comfort for the user was paramount 
in the design of the Aventa. The abil-
ity to get into the comfort zone as 
quickly as possible delivers an opti-
mal level of humidity and tempera-
ture in the vehicle. This is what people 
feel on their skin. We do this while en-
suring noise levels inside and outside 
are minimised, so the user can focus 
on having fun.
Mark Howlett: Manufacturing in 
North America has always been part 
of our long-term vision, but there are 
no immediate plans to build a new 
plant. There is so much more to that 
than simply buying some land and 
putting up a building. As a service-fo-
cused company, we also need to have 
the right people in place to ensure we 
can continue elevating our customer 
experience.
The Elkhart area is a major manufac-
turing hub, and there is a high level of 
competition for the best people. That 
will become more interesting in the 
near future, with Amazon about to 
open a new 18,850 square-metre ful-
filment centre with 1,000 employees. 
In December 2021, the unemployment 
rate in Elkhart was 0.9%, the lowest in 
the nation. 
So there are many factors involved in 
making the decision to manufacture 
locally. It is part of our long-term vi-
sion, and we will get there through 
deliberate, disciplined growth.

Aboutcamp BtoB: Truma is known for 

bringing its customers a high level of 
service, one that extends to actually 
auditing the clients to ensure they’re 
installing the products correctly. Can 
you provide some detail on that?
Mark Howlett: Our OEM partners ap-
preciate our extremely low warranty 
claim rate, and we work with them 
collaboratively to ensure that instal-
lations are done properly. All of our 
equipment, whether it’s a furnace or 
a water heater or an air conditioner, 
all goes through an installation audit. 
The process ensures the highest pos-
sible level of customer satisfaction, 
and that’s something that every RV 
builder strives for.
The process starts by meeting with 
the customer to better understand 
their objectives with that particular 
unit, who the buyer is, and what the 
key performance criteria might be. 
We then layout for the HVAC system, 
mapping ducting runs, outlets, all of 
it. Then, we test a unit in our state-
of-the-art climate chamber under 
controlled conditions, where we can 
remove as many variables as possible. 
Thermal imaging cameras provide 
an extremely accurate performance 
evaluation, allowing us to tune the 
setup for optimal results. This is the 
kind of intelligence we can offer as a 
company that’s been around for more 
than 70 years, doing this type of crit-
ical evaluation across Europe and all 
around the world.

Elkhart, Indiana, is the 
North American home of Truma

Truma Aventa Eco
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AL-KO VTE: 
the perfect merger

Words Giorgio Carpi

Company news AL-KO VTE

Now that a few months have passed since CBE and Nordelettronica merged into 
AL-KO Vehicle Technology Electronics S.r.l., let’s take a look at the current situation, in 
the light of the challenges experienced by the industry and new promising synergies

The merger of CBE and Nor-
delettronica into AL-KO Vehicle 
Technology Electronics S.r.l. opens 

up new horizons for the industry. They 
are both renowned European brands, 
specialised in the supply of electronic 
equipment for the recreational vehicles 
market, including battery chargers for 
camper vans, low voltage distribution 
modules, cable harnesses and control 
panels. Their strong brand reputations 
convinced the DexKo Group to maintain 
the two trademarks without change, to 
avoid cancelling their 40 years of suc-
cessful operations in the market. 
We visited the AL-KO Vehicle Technol-

ogy Electronics S.r.l. factory in Gaiarine, 
in the Veneto region (in North-East Ita-
ly), to see how the two companies are 
handling the difficulties of the current 
situation.
“While in the previous year the shortage 
of components was limited to just a few 
types of products, especially micropro-
cessors, by the end of 2021 this problem 
had affected nearly all electronic com-
ponents even minor items, and in some 
cases prices have grown out of control,” 
says Alessandro Chies, one of the MDs 
of AL-KO Vehicle Technology Electron-
ics S.r.l. “We have made every effort to 
mitigate the situation, especially in our 

relations with our clients. We have al-
ways been client-focussed, both when 
Nordelettronica and CBE were compet-
itors and equally so now, as members of 
a large Group. 
The situation at the start of 2022 was 
very challenging, due to the continued 
difficulty in procuring raw materials, 
with Covid affecting our vendors’ supply 
chains. In this situation, which is some-
thing we’ve never had to deal with be-
fore, we still managed to close the first 
quarter with almost as good sales fig-
ures as 2021, which was a record year. 
But the prospects for 2022 are dogged 
by uncertainty. A shortage of chassis 

Arad, Romania

Soliman, Tunisia

Trento, Italy

Arco, Italy Gaiarine, Italy
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frames is slowing down our clients’ pro-
duction, and this is affecting the market 
in which we operate.”  
CBE and Nordelettronica have always 
been competitors, but always according 
to rules of ethical conduct and fair play. 
In 2018 CBE was acquired by AL-KO 
Vehicle Technology, and two years later 
Nordelettronica joined the Group. The 
two companies have now been merged. 
We asked Alessandro Chies to recount 
his personal experience, after having 
seen CBE from the inside.
“Our two companies have always devel-
oped very similar products, from elec-
tronics to wiring harnesses. The com-
petition between us over the years has 
been stimulating, and has led us both to 
develop new projects and technologies 
and invest in innovation. Uncompromis-
ing quality has always been our guiding 
principle. But it has not been easy to 
establish a presence in the European 
market, with its ever increasing quali-
ty standards. However both companies 
were able to gain a good position in the 
market with our innovation, reliability, 
professionalism and services. The first 
thing I discovered when I was able to 
get to know CBE better was that our two 
companies share the same DNA. Even 
behind the scenes. I had experienced 
the same ups and downs in the market, 
the same problems, as the managers at 

In partnership with

The NE325 is a 40A rated DC/DC POWER CONVERTER for 
recharging service batteries while the vehicle is driving. This 
booster is especially necessary for use with modern Euro 6 
engines, which use Smart Alternators to reduce fuel con-
sumption as required by current regulations, and are thus 
much less effective in recharging batteries. The 40A version 
is the most powerful in the range and, with its four user-se-
lectable programs, is able to charge 12V lead acid, AGM, 
gel, and even LiFePO4 lithium batteries. In the latter case, 
the DC/DC converter limits the charging current from the 

NE325: all the charging power you need

TECHNICAL DATA

Input voltage 11 Vdc – 15 Vdc

Nominal battery voltage 12V

Maximum output current 40 A

Output voltage in alternator mode 13,8 Vdc

Compatible batteries lead acid, gel, AGM and 
LiFePo4

Charging curve regulation 4 programs

Variable speed fan yes

Visual indicator three coloured LEDs

Remote signal for the primary line yes

Battery temperature-compensated 
charging voltage

yes

Protection rating IP20

Weight 1,3 kgThe NE325 DC / DC converter

alternator to protect the system against overheating and 
damage. The NE325’s power really comes into its own when 
domestic appliances like compressor refrigerators or 12V air 
conditioning system are run while driving. The unit controls 
the voltage and current to optimise the battery’s charging 
cycle. This reduces charging times and prevents permanent 
damage, thus enabling the battery to remain connected to 
the charger for long periods of time without risk. 

CBE. And this is another reason why the 
merger between us has worked so well 
right from the start. Nowadays we en-
joy complete collaboration between our 
procurement and technical offices, and 
our work together is characterised by a 
good feeling of team spirit. 
The merger has been a great success 
and our new working situation enables 
us to offer our clients a much more 
complete, robust package, in terms of 
R&D and production capacity, because 
we have more plants and more estab-
lished supply chains to serve our needs,” 
adds Chies. “We aim to optimise certain 
product lines and leverage synergies in 
procurement to maintain a high level of 
competitiveness, but not at the cost of 
compromising quality, of course.”
We also met Ugo Francescutti, the 
new MD of AL-KO Vehicle Technolo-
gy Electronics S.r.l. since May 2022. 
Born in Pordenone, Italy, 54 years ago, 
he is a telecommunications engineer 
with extensive experience in home 
automation and in the lighting sector, 
working at companies such as Osram 
and Fincantieri. “I am thrilled to take on 
the role of MD in a multinational com-
pany such as AL-KO,” says Francescutti 
“while continuing to deal with electronic 
products, as I have done throughout my 
career, in a company where innovation 
plays a decisive role. Becoming part of 

Above: 
Alessandro 

Chies

Left: Ugo 
Francescutti

a close-knit and efficient work group, 
with great technological expertise and 
customer satisfaction as a constant goal, 
is extremely motivating. My experience 
gained in large multinational companies 
allows me to enter this great, successful 
American group with the best spirit.”
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Focus on 
AL-KO Vehicle Technology 
Australia

Words Terry Owen

Company news AL-KO

Despite the Covid pandemic and global supply chain 
issues, AL-KO’s operation in Australasia continues 
to grow from strength to strength. The company’s 
achievements were highlighted during a recent visit 
by Harald Hiller, President & CEO of AL-KO Vehicle 
Technology, the parent company. Local MD Grant 
Douglas told us more

Aboutcamp BtoB: COVID has had 
a huge impact on the RV industry. 
What’s it been like here in Austral-
asia?
Grant Douglas: Melbourne, where our 
main manufacturing plants are for the 
ANZ business, experienced the great-
est number of locked-down days in the 
world due to the COVID-19 pandemic 
– 6 lockdown periods covering 262 
days between March 2020 and Octo-
ber 2021.
Fortunately, metal fabrication busi-
nesses were deemed to be “essential” 
to the Victorian economy and AL-KO 

was able to continue its onsite oper-
ations (with all non-production roles 
working from home). Less fortunately, 
much of the RV industry was deemed 
non-essential, and the vast majority of 
Australia’s RV manufacturing is locat-
ed in Victoria. This meant the majority 
of our customers were closed for some 
of the lockdown periods.
During this time, we were able to focus 

on our commercial trailer, agriculture, 
and mining customers, whilst manu-
facturing components ready for the 
huge influx of orders anticipated at the 
end of lockdown.
Since the end of lockdowns, the ANZ 
RV industry is experiencing a boom 
like no other in its history; however, 
supply chain disruptions, significant 
cost increases, ongoing skilled labour 

Grant Douglas

AL-KO’s Enduro X 
clamshell suspension

Harald Hiller addresses employees at AL-KO’s Dandenong site in Melbourne
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shortages and COVID-related absenc-
es continue to challenge our business 
and the broader industry.

Aboutcamp BtoB: Now we have glob-
al supply chain issues. How are they 
affecting you?
Grant Douglas: AL-KO products have 
seen a huge growth in demand since 
the COVID pandemic reached Aus-
tralian shores. We have experienced 
enormous supply chain challenges 
over the past two years just like many 
other businesses, however we have 
been able to maintain high levels of  
service to our customers by having 
a diverse range of both onshore and 
overseas suppliers across the globe. In 
partnership with our global procure-
ment team, we are constantly develop-
ing new local and international supply 
partners.

Aboutcamp BtoB: Australia has its 
own steel industry. Has this been a 
benefit to you?
Grant Douglas: Yes, having extremely 
supportive local steel suppliers with 
on-shore mills has been essential to 
AL-KO’s ability to maintain high pro-
duction output, at no time have we 
been unable to source local steel. 
Price pressure has been constant 
throughout the pandemic and whilst 
the Australian steel industry is not 
directly linked to either major metal 
indices LME or MEPS, it is influenced 
by them and tends to lag by up to 3-6 
months.

Aboutcamp BtoB: What percentage 
of the components you supply are 
made locally compared to those im-
ported?
Grant Douglas: Overall, about 50% of 

our products are produced or sourced 
in Australia. 100% of our Axles, Chassis, 
Suspension & Anti-Sway systems are 
Australian made. To be competitive in 
our marketplace, we do import some 
products such as our Jockey Wheels, 
Couplings, Winches & Corner Steadies 
which are produced exclusively for 
AL-KO to our design and engineering 
specifications.

Aboutcamp BtoB: In Europe weight 
reduction is a major driver behind 
many of the initiatives we see. How 
important is it in Australasia?
Grant Douglas: Weight reduction in 
Australia is a big driver of innovation. 
At this stage the weight saving is used 
to increase the products and offerings 
inside the caravan to improve the func-
tionality. Functionality improvements 
include solar panels, water tanks and 
appliances which improve the “off 
grid” functions of the caravan, a big 
trend in the Australian market. As elec-
tric vehicles become more common, 
we believe these weight savings will 
help the range of these new vehicles. 
Weight reduction will always be a big 
part of our future innovations.

Aboutcamp BtoB: Can you tell us 
about any future products you plan 
on bringing to the market?
Grant Douglas: One of our current fo-
cuses is trailing arm suspension. Our 
Enduro X uses a clam shell construc-
tion to reduce weight at the same time 
keeping the strength, which makes it 
perfect for our offroad conditions.
It is finished in an automotive e-coat 
for longevity and corrosion resistance. 
Enduro X is available in drum and disc 
brake solutions. It comes in coil and 
airbag suspensions. Its modular design 

In partnership with

Local capability inside a global footprint
The RV market in Australasia is like nowhere else on earth. A 
fantastic climate combined with miles of open, rugged roads 
and low population densities, provide phenomenal oppor-
tunities for both on-grid and off-grid camping. Those wide-
open spaces also encourage a healthy commercial trailer 
market, driven by the need for strength and reliability. 
This has made for something of a unique market with an 
off-road, off-grid, focus. In this part of the world towable 
products tend to be larger and heavier than their European 
counterparts, with an emphasis of durability in rugged envi-
ronments. These requirements, combined with the remote-
ness of the location, have encouraged the growth of locally 
manufactured products to meet the needs of the market. 
AL-KO became involved in 1988 with the acquisition of Gir-

AL-KO International Pty Ltd
lock Caravan and Trailer Parts – the largest supplier to the 
market. The move signalled the start of a new era of interna-
tional involvement in Australasia for AL-KO. Since then, AL-
KO Vehicle Technology Australia (as it is best known) has 
advanced beyond recognition. The company’s strong growth 
over the last decade has been driven by both product range 
expansion and innovation. As a result, AL-KO has further en-
hanced its position as the market leader in its field.
Today the company employs some 240 personnel in four 
manufacturing and six distribution facilities across Australia 
and New Zealand. AL-KO’s Australian head office and main 
manufacturing facility is located in Melbourne.
Leading the team is managing director, Grant Douglas, ap-
pointed in December 2020, with a background in transport 
and manufacturing. 

“I am particularly pleased with the 
performance of our operation here 
in Australasia. Over the last cou-
ple of years, we have seen enor-
mous growth in the demand for our 
products. Our global footprint has 
meant that, despite the many pres-
sures facing us, we have been able 
to maintain high levels of service to 
our customers. We look forward to 
the future of continued growth.”

Harald Hiller

allows for two ride heights and three 
stub axle lengths to cater for most 
wheel offsets. 
We have also introduced the AL-KO 
Tow Assist, which is an ABS system 
for electric brakes. It also incorporates 
sway mitigation and lane change con-
trol in the same unit and the ability to 
have an odometer reading to monitor 
the caravans milage. This is the first of 
its kind worldwide and improves the 
safety while towing, which is a real 
technological advancement in this 
area.
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Cinderella celebrates 25 years with 
Incineration Toilets. The anniversary is 
noteworthy. But even more noteworthy is 
the consistency with which the Cinderella 
Eco Group implements its corporate 
philosophy of sustainability, both in 
practice and in terms of business and 
product technology

years with Cinderella 
Incineration 
Toilets

Words Peter Hirtschulz

Company news CINDERELLA

An incineration toilet may not 
be the first thing you think of 
when you dream of the wilder-

ness, but for an increasing number of 
people, however, this is exactly what 
it takes to be able to enjoy life off the 
beaten track. Cinderella’s new profile 
film shows the possibilities that lie in 
the freedom of living off grid, off the 
paved road, independent of outhous-
es, composting, sewage or septic and 
the disposal of toilet waste from your 
mobile home.
Trude Margel, Chief Communications 
Officer explains, “we have the pleasure 
of sharing with you one of the things 
that mean the most to us at Cinderella: 
indoor comfort in your caravan, motor 
home or cottage, no matter where you 
are. We provide the opportunity to en-
joy the nature around you, both in es-
tablished areas and in the wild, so you 
are ready when nature calls”.
And she continues, “working with our 
communications agency Manus, we 
call our film concept “Off the beaten 

path” setting the mood and sharing 
just how our solutions are there for 
those of you who want the freedom 
to choose the roads that aren’t always 
marked on the map”.
As market leaders in water free sani-
tation solutions, Cinderella’s goal is to 
build brand awareness among those 
who don’t yet know that sustainable 
environmentally friendly solutions are 
options. 
Manus CEO, Marianne Solheim, and 
her team present Cinderella’s brand 
as the forefront of innovation and sus-
tainability. “With Cinderella’s strong 
commitment to society and their fo-
cus on providing solutions to a global 
market, it gives us great pleasure to 
share Cinderella’s story,” she says.

A quarter of a century and a new logo
Cinderella is celebrating 25 years on 
the market in 2022. A quarter of a cen-
tury with satisfied customers and an 
ever-growing international market. The 
Norwegian company subsidiaries in Trude Margel
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Sweden, the Netherlands, Canada and 
Australia, and distributors in markets 
where they are not represented. The 
entire toilet production takes place in 
their factory in the Arctic municipali-
ty of Lyngen where they can proudly 
state that all the products are «Made 
in Norway».
To mark the 25-year anniversary,  
Cinderella is rolling out a completely 
new logo and profile. The new logo 
draws on the colors from the four el-
ements, fire, water, earth and air and 
brings them together to symbolize life. 
“The new visual identity is inspired by 
Aristotle’s philosophy and the four ele-
ments. The elements were seen as the 
origin of all things, unchanging parts of 
the world that collectively give life,” ex-
plains the responsible Graphic design-
er Synnøve Hungnes and continues: 
“Cinderella incineration toilets burn all 
waste into clean, bacteria-free ash. The 
ash is associated with the creation of 
new soil, new growth, new life.”

The round, organic shapes in the sym-
bol and letters are inspired by the cir-
cle of life and the ash that turns into 
soil is the background for the logo’s 
lush earth tone, where the main color 
is aubergine. The leaves in the symbol 
sprout from the earth in the colors and 
shapes that describe air, water and fire. 
“In addition to offering brilliant techni-
cal solutions, Cinderella wants to be a 
force in offering sanitation solutions 
that can create lasting, global change. 
Cinderella Eco Group’s new visual 
identity reflects this environmental fo-
cus” Synnøve concludes.

Hygiene-promoting measures
The first Cinderella incineration toilet 
was launched 25 years ago. The goal at 
that time was to create comfort for the 
many leisure homeowners and RV-us-
ers living off grid, by making toilet vis-
its comfortable and environmentally 
friendly. Little did the company know 
at the time that this solutions would 
mean so much to so many. The glob-
al sanitation crisis describes the dire 
circumstances for almost half of the 
world’s population: the fact that 3.6 bil-
lion people lack clean water and safely 
managed toilets. Sanitation solutions, 
with no after handling, which are easy 
to use and that don’t spread danger-
ous bacteria to people, to the soil and 

drinking water.
UNICEF reports that 700 children un-
der the age of 5 die daily from diarrhea 
and similar diseases as a result of drink-
ing water infected with feces. We take 
it for granted in our western world, but 
hygiene-promoting measures in the 
form of clean water and safe sanita-
tion are the most cost-effective health 
measures in the world, according to UN 
Water. And the World Bank claims that 
for every dollar invested in improv-
ing sanitation, 21 dollars are returned 
in the form of improved facilities that 
provide girls with a dignity when they 
would otherwise have dropped out of 
school when they menstruate. In addi-
tion, there are health benefits, gender 
equality and economic growth.
Cinderella take this seriously. Their 
water free incineration toilets incin-
erate all waste, including paper and 
menstrual items, down to a handful 
of bacteria free ashes for a family of 
four during a week’s use. The ashes 
are easily disposed of in the house-
hold waste. By using the Cinderella, 
the same family saves over 450 liters 
of clean water they otherwise would 
have flushed, every week. These are 

solutions that can help make a big dif-
ference for many. This means a lot to 
the company.
Cinderella has incineration toilets de-
signed for cabins, caravans and motor 
homes, narrow boats and tiny homes 
in addition to emergency relief and 
light industry, providing comfort re-
gardless of need. And all based on the 
ability of sustainability.

The Cinderella 
production plant 

in Norway
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A new partnership to increase quality and service, the British Apollo and American 
H.B. Fuller are far more than suppliers of chemical products but, together, have 
become expert advisors to help optimize RV design and production

Apollo has landed 
at H.B. Fuller

Words Peter Hirtschulz

At first glance, the headline 
seems a little confusing. But 
with a name inspired by the 

cutting-edge NASA space pro-
gramme, Apollo was launched in 
1972 by Robert Saunders, it makes 
sense to introduce the merger of 
Apollo and H.B. Fuller this way. The 
Apollo business grew and remained 

under the Saunders 
family’s guidance 
for 50 years be-
coming the United 
Kingdom’s larg-
est independent 
manufacturer of 
liquid adhesives, 

Company news H.B. FULLER - KÖMMERLING

coatings and primers for the roof-
ing, industrial and construction mar-
kets. Now the company has decided 
to open a new chapter in its histo-
ry, transferring ownership to lead-
ing global adhesives manufacturer,  
H.B. Fuller, to accelerate strategic 
growth in the UK and Europe
Aboutcamp BtoB had the chance 
to interview Ian Cornelius, Man-
aging Director of Apollo and Ralf 
Fuhrmann, Business Director of  
H.B. Fuller/Kömmerling in charge of 
the RV- and commercial transporta-
tion vehicles markets.

Aboutcamp BtoB: Mr. Cornelius, first 
of all congrats to the 50th compa-
ny birthday. One of the gifts for this 
historical event is to secure the fu-
ture with a new caring mother!?
Ian Cornelius: Thank you, and yes, we 

made the decision to be part of the 
H.B. Fuller network in order to secure 
the economic and innovative future 
of our company. The new partnership 
with H.B. Fuller will turbo-charge 
Apollo‘s future performance and 
growth.

Aboutcamp BtoB: What are the ben-
efits for Apollo?
Ian Cornelius: We now have a strong 
global partner that is able to take 
advantage of our premium products 
and our unique production skills to 
expand across Europe and possibly 
worldwide. Joining H.B. Fuller will 
strengthen our market position and 
further our innovation activities with 
the help of international experts.

Aboutcamp BtoB: Mr. Fuhrmann, 
what is the benefit for H.B. Fuller in 

Ian Cornelius
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Ralf Fuhrmann
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this merger?
Ralf Fuhrmann: As already said, we 
as the H.B. Fuller group will widen 
our product range and will be able to 
use certain production skills that are 
used in the UK but not yet in Europe 
or the rest of the world where that 
may provide an advantage for our 
customer‘s production. We thus sup-
port mutual understanding and joint 
innovative development within the 
framework of our industry.

Aboutcamp BtoB: What is Apollo’s 
current position in the UK market?
Ian Cornelius: We are currently the 
largest independent UK-manufactur-
er of liquid adhesives, coatings and 
primers for the roofing, industrial and 
construction markets. In the RV-mar-
ket, while a smaller part of our overall 
portfolio, we are the strongest sup-
plier in the field of sandwich panel 
bonding.

Aboutcamp BtoB: What are the main 
pillars of the successful Apollo busi-
ness?
Ian Cornelius: On the one side we 
supply premium products in the field 
of adhesives, that are tailormade for 
our clients and their individual prod-
ucts and production requirements. 
We do not only supply products but 
we partner closely with our clients to 
determine the best solution for them. 
Our experts first listen, then seek to 
understand and then consult with 
customers to use the best solution 
for their production needs.

Aboutcamp BtoB: What is the strat-
egy of H.B. Fuller concerning the 
merger with Apollo in example?
Ralf Fuhrmann: In the RV production, 
there are different sealants and ad-
hesives in use – including  sandwich 
panel production, assembly bonding 
and interior finishing, furniture pro-
duction, various inside and outside 
sealing as well as glazing applica-
tions. All these individual processes 
are handled differently in markets 

worldwide. 
H.B. Fuller is able to 
provide the most 
common and usable 
production skills re-
quired by each geo-
graphic market. This 

joining of our two 
teams of experts 

will provide opportunities for both 
businesses to leverage the applica-
tion expertise in one part of the world 
to benefit teams in other regions.

Aboutcamp BtoB: What do you like 
about the production skills and 
products at Apollo?
Ralf Fuhrmann: Apollo has a unique 
know-how of panel sandwich produc-
tion with liquid moisture cure PUR 
adhesives in the UK market, such as 
their FASTACK product range. Every-
one using chemical curing adhesives 
normally looks for long working time 
in combination with short press times 
to achieve required handling strength. 
That’s exactly what FASTACK is of-
fering, so cycle times can massively 
speed up and efficiency and output 
in production can increase.
H.B. Fuller offers similar technol-
ogy as well as reactive and ther-
moplastic hotmelts, waterone ad-
hesives for sandwich panel, flat 
lamination and furniture produc-
tion, Eternabond® sealing tapes, and  
KÖMMERLING-branded elastic and 
structural adhesives in Europe and 
the United States. The merger with 
Apollo means that the H.B. Fuller net-
work is now able to offer the full port-
folio needed to produce high-per-
forming solutions specifically fort the 
UK RV-market. 

Aboutcamp BtoB: Mr. Cornelius, 
apart from the production skills, 
what is the product orientated ad-
vantage of this merger?
Ian Cornelius: There are number of 
additional benefits; firstly, in the cur-
rent climate where materials are dif-
ficult to source, it gives wider global 
reach from both a sourcing and man-
ufacturing point of view. It also gives 
Apollo access to world-class, global 
R&D resources. In return, Apollo has 
deep expertise in the RV sector and 
can add additional knowledge and 
experience to H.B. Fuller’s already 
vast knowledge. 

Aboutcamp BtoB: Apollo was a fam-
ily-owned company that stresses the 
personal relationship with its cus-
tomers. What is the background?
Ian Cornelius: Yes, we are not simply 
selling our premium products and 
highly advanced production skills to 
clients. We are visiting our custom-
ers regularly in order to ensure their 
processes align with our professional 
instruction and to find out whether 
they are satisfied with our products. 
Our philosophy is to sit with clients, 

hear what they need, discuss their 
targets, and find mutually beneficial 
solutions. We are very strong in the 
field of consultancy from the first 
meeting and throughout our partner-
ship. In this way, we also offer educa-
tion and trainings for the proper use 
of our products.

Aboutcamp BtoB: Mr. Fuhrmann, 
does this match to the H.B. Fuller 
philosophy?
Ralf Fuhrmann: Of course, 100 per-
cent! You see, although we are a 
global player, we need the local 
know-how in order to meet the re-
quirements of our customers in in-
dividual markets. And, moreover, 
we might be able to use the local 
know-how in quite different markets 
because these skills might be advan-
tageous for clients based elsewhere. 
Similar as Ian is describing our way 
of working in H.B. Fuller is exactly 
the same when reaching out to cus-
tomers. Our goal is not only to de-
liver our products, but also to work 
out the best possible solution for a 
special task under the given circum-
stances together with the customer. 
The Apollo and H.B. Fuller mindsets 
are a perfect fit as we are both fol-
lowing the same philosophy.

Aboutcamp BtoB: Beside the com-
mercial background, what addition-
al benefit arises from this merger?
Ian Cornelius: Our owner has a high 
responsibility for his (company) fam-
ily. Thus, the base for the merger was 
to find a suitable partner, who shares 
the same philosophy. Throughout 
the process it was important that 
the Apollo jobs were safe after the 
change in ownership and that we 
would work together to build new job 
opportunities in the future. 

Learn more about our 
adhesives and sealants 

for the RV industry
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After having built its success on TV receiver systems, air conditioners and generators, 
the Italian company is now driving forwards in the energy management sector. From 
lithium batteries to multifunctional recharging solutions and photovoltaic modules

In the future, 
more space for energy

Words Paolo Galvani

Quality, R&D and innovation. These are the core values 
of Teleco Group, the Italian company known for its 
products for recreational vehicles, from TV antennas 

to complete terrestrial and satellite reception solutions, air 
conditioning systems and a full range of sophisticated solu-
tions for on-board energy management and storage.
Founded in Lugo di Romagna, just outside Ravenna, the com-
pany has gradually grown into a major international player 
with multiple foreign subsidiaries. In Italy, the Group is com-
posed of two companies: Teleco Spa handles conventional 
TV, antenna and energy storage solutions, while Telair Srl 
makes air conditioning and battery charging systems, from 

photovoltaic modules to multichargers. 
Outside Italy, the Group has a Ger-

man branch, Teleco GmbH, 
established in 1991, and the 
French Teleco Sas, estab-
lished in 2011. The former 

also handles the Austri-
an and German Swiss 
markets, while the latter 
deals with the French 

Swiss market. But Teleco 
Group’s presence in the 
European marketplace 
does not stop there. It 
has agents in Holland, 

Belgium, Norway, Finland, Denmark, Spain, Portugal and 
Greece, as well as in Eastern Europe. 
One basic factor in achieving success in the recreational ve-
hicle market is the ability to offer expert technical service 
wherever and whenever needed. Teleco has service centres 
all over Europe, some of which also offer technical training 
for its partners and resellers. These courses are run in Italy 
and at Tournon-sur-Rhône in France, but Teleco also organ-
ises frequent tours offering technical training at the premises 
of its partner companies.
Teleco Group offers a wide, full featured range of products. 
The focus on quality for which the company is known has 
made it the first choice OEM for a number of recreational ve-
hicle manufacturers. As a result, around 55 % of its earnings 
now come from contracts with manufacturers.

Consumption is always increasing
But the company is looking to the future with innovation 
and new product segments. There is no doubt that one of 
the major concerns of camper van owners is energy man-
agement. Energy consumption 
is always increasing, as 
are the expectations 
of new recreational 
vehicle owners. Now-
adays, even on vaca-
tion, electronic de-
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From camper vans to the Manhattan Bridge
Teleco Group is renowned for its solutions for recreation-
al vehicles, but it started out making domestic TV receiv-
er systems, which still make up a significant part of its 
business, and is currently branching out in new and unex-
pected directions. The company has a division for moni-
toring the structural health of buildings (SHM, Structural 
Health Monitoring). Established in 2008, this business 
has grown rapidly in recent months. Teleco SHM Systems 
offers sensors for buildings and bridges which digitally 
monitor vibrations, displacements, temperatures and all 
other relevant parameters. For instance, if any element 

vices like computers, tablets and smartphones, to name just 
a few, are essential accessories, while vehicles are increasing-
ly using solutions like diesel heating and compressor refrig-
erators, which require more energy than their gas powered 
equivalents. To this we can add luxuries like espresso ma-
chines, as well as energy hungry devices like hair dryers, air 
conditioners and induction cookers.
Many of the systems generally available on recreational ve-
hicles cannot yet be used off grid (i.e. without connection to 
a 230V mains supply), but Teleco is making progress on two 
fronts: in power generation, where its LPG generators also 
offer an eco-sustainable solution, and in the wider area of en-
ergy management solutions. The latter covers both charging 
systems and batteries.
The lithium battery revolution is making great progress, 
although prices are not coming down as fast as had been 
hoped a few years ago. But the benefits of using these bat-
teries (light weight, the option to use almost their complete 
capacity, fast recharging, and ability to power loads with a 
high current draw) are such that even more sceptical users 
are now converting to them.
“Lithium batteries are still quite a young product for us,” says 
Vittorio Simioli, CEO of Teleco, “but we’re enjoying consid-
erable success with them - indeed, one well-known man-
ufacturer has decided to use them on their entire product 
range. We started looking into this segment six years ago, 
and launched our lithium battery product range in 2018. They 
were immediately welcomed with enthusiasm, and we are 
now consolidating that initial success thanks to the very high 
reliability our products have demon-
strated over time.”

A world of devices
While LiFEPO4 lithium batter-
ies, which are the safest option 

for use in recreational vehicles, form the cornerstone of the 
energy system, they are at the centre of a whole array of de-
vices for charging and managing them. “Our highly qualified 
engineers are working on the development of a fully-fledged 
‘energy system’, from batteries to recharging solutions – in-
cluding solar panels – to enable us to offer users a complete 
package,” says Simioli. “We have to be able to power not only 
the vehicle’s heating system and refrigerator, but often also 
its air conditioning. Teleco and Telair have been making gen-
erators for twenty years - the perfect solution for a vacation 
off the beaten track.”
And let’s not forget the contribution of that 
most eco-sustainable of solutions, solar 
panels, as well as multifunctional char-
gers. The latter employ a single device 
to manage the energy delivered by 
the photovoltaic modules (using the 
MPPT technology), alternator (with a 
DC-DC booster) and mains sup-
ply or generator, to ensure that 
every type of battery, whether 
lead acid or lithium, is charged 
with the most appropriate 
charging curve. To sum up, 
whether it’s TV, air condition-
ing or energy management, 
Teleco has the right solu-
tion for today, and is already 
working on the solutions to-
morrow’s users will demand. 
Because success, both now 
and in the future, is built on 
quality, R&D and innovation. 
All guided by a clear vision of 
what tomorrow’s market will 
look like.

in a structure starts vibrating anomalously, this trips an 
alarm which reports the condition. If an earthquake oc-
curs, the system enables engineers to understand wheth-
er the building or bridge has been damaged or not. As 
a testament to the validity of the solutions offered by 
the company, a Teleco SHM602 system has been installed 
on New York’s Manhattan Bridge, as part of an advanced 
test programme organised and sponsored by Columbia 
University, the University of Bologna, and CIRI Edilizia e 
Costruzioni.
www.telecoshmsystems.com

Vittorio 
Simioli
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Tenacity, dedication and forty-five years of experience. It is with these premises that 
CTA is preparing to open its new headquarters and plant, a 4.0 facility that reasserts 
the company’s growth at an important time for the entire RV sector

New plant, new future

Words Renato Antonini

Company news CTA

“CTA’s challenge 
is one that looks 

to the future”

Everything is ready for the opening 
of the new CTA plant, a versatile 
and flexible 4.0 facility that pro-

pels the company into the future. The 
new facility, named after the founder 
Pietro Bellezze, will inaugurate a new 
development process 
and foster a growth curve 
based on forty-five years 
of experience and opera-
tions carried out with te-
nacity, dedication, enthusiasm and a de-
sire for continuous innovation. The new 
headquarters and plant took two years 
to build and involved several players 
coordinated by Fabrizio Bellezze. The 
pandemic, the shortage of raw materials 
and international problems did not stop 
the organisational machine. The invest-
ment was major. In addition to the new 
building, the plant benefits from a series 

of innovative infrastructures, guarantee-
ing complete interconnection, safety, a 
healthy working environment and re-
spect for the environment.
“The plant was named after Pietro Bellez-
ze, one of the founders of CTA, who is 

currently 80 years old,” ex-
plained Dario Bellezze, son 
and current CEO. “He is the 
person who initiated this 
challenge by transmitting 

a strong spirit of corporate identification 
and teamwork. More specifically, team-
work has been a core value of CTA from 
the very beginning and the same spirit 
still accompanies us today, strong of a 
cohesive and professional team whose 
primary objective is to satisfy market 
demands.”
The plant has a total area of 10,000 
square metres. Of the 4,200 square-me-

ELECT52 pipe benders
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A leader of the European recre-
ational vehicle components market 
and boasting more than 40 years of 
experience, CTA designs and builds 
innovative solutions with the aim of 
improving safety and the comfort 
perceived inside the vehicle. The 
range of products includes: struc-
tures 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 ver-
satility, reliability and light weight. 
CTA was the first manufacturer of 
anchoring structures for safety belts 
weighing just 12.5 kg, a generous 
40% less than the lightest models 
available on the market. 
Today, it boasts an extensive range 
of structures which weigh just 8.5 
kg for specific types of vehicles. 
These results were achieved thanks 
to ongoing investment in R&D, in 
the selection of innovative high-
strength materials with increasing-
ly low weights, and their use in the 
design of high-performance solu-
tions, that are easy to install and 
simple to use. Quality, experience, 
creativity and staying constantly 
up-to-date, combined with passion 
and industry-specific skills allow 
CTA to partner with major European 
Original Equipment Manufacturers, 
with whom it devises customised 
projects that take into account all 
construction requirements, and pro-
vides technical support throughout 
every step of the development and 
launch of the product.

Company Profile

In partnership with

tre indoor area, 3,000 square metres are 
dedicated to 4.0 production and 1,200 
to the warehouse. Lean-oriented man-
ufacturing strategies promote produc-
tion flexibility and have increased the 
output fourfold, with a 25% reduction in 
lead time. In addition, CTA has started 
the process of ISO9001 certification to 
guarantee product quality even further. 
The company will be even more cus-
tomer-oriented, with a focus on qual-
ity and timely delivery and customer 
satisfaction. The new plant houses the 
technical office, which has doubled its 
resources in terms of personnel and 
software. CTA has always stood out for 
its focus on technological development 
and continuous commitment to innova-
tion. It is planned to integrate devices in 
the ISO17025 compliant test laboratory 
to ensure increasingly faster prototype 
testing and certification-proof reliability. 
The entire activities was coordinated by 
Marco Ubaldi, head of Research and De-
velopment, who has over twenty years’ 

experience in the RV sector.
“The new production organisation will 
also allow us to diversify our product 
range, with new solutions that will fur-
ther complement CTA’s already exten-
sive range”, added Ursula Scalia, CTA 
Sales & Marketing Manager. “Particular 
attention will be paid to mini vans, that is 
an increasingly popular category of RV 
vehicles, with dedicated, high-perfor-
mance products for significant weight 
reduction and a high perception of com-
fort, as well as ease of installation and 
use”. A purchasing department dedicat-
ed to the search for the best materials 
will also be opened and the commer-
cial structure dedicated entirely to the 
needs of customers will be bolstered. 
The company will be presenting import-
ant innovations at the Caravan Salon but 
CTA is also ready to welcome customers 
at its new headquarters in Pomezia, for a 
tour of the new “CTA 4.0 factory”.

All the new projects saw the collabora-
tion with Alessandro Polidoro, an engi-
neer, industrial researcher and project 
manager, who has recently been in-
volved in major digital transformation, 
Industry 4.0 and quality improvement 
projects in innovative contexts.
“CTA’s challenge is one that looks to 
the future and counts several import-
ant growth and training projects that I 
gladly embraced and of which I feel an 
integral part”, said Alessandro Polidoro. 
“The idea of entirely customer-orient-
ed, centralised 4.0 management is an 
added value that puts CTA at the top of 
the manufacturing industry and that, by 
capitalising on the company’s consoli-
dated and time-honoured background, 
can fully represent real Italian manufac-
turing in 4.0 perspective”.

Industry 4.0
In the new plant it will be possible to 
produce welded components even in 
small series, with unprecedented ef-
fectiveness and efficiency. This is also 
thanks to the new welding cell equipped 
with two Panasonic TM1400 six-axis ro-
bots and an Omron collaborative robot, 
plus a brand-new ELECT52 9-axis tube 
bending machine. All the machines are 
interconnected in CTA 4.0 system and 
have a high level of 3D programming. 
Production plans are personalised to al-
low batch flexibility and the production 
of customised components while keep-
ing costs competitive. This means that 
CTA can meet highly industrial produc-
tion requirements, while maintaining a 
high level of product customisation and 
responding promptly to new stringent 
industry regulations.

Panasonic TM1400 
robot

Omron robot

Alessandro
Polidoro
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Strong of recent investments, Bartolacci Design can offer a complete range of services 
from industrial design to the finished product. The company can deal with all kinds of 
customised requests, with fast prototyping and remarkable production flexibility

Lights, plexiglass 
and... what else?

Words Renato Antonini

The new methacrylate process-
ing department of Bartolacci 
Design makes an array of RV 

furniture components and has cele-
brated its first anniversary. Methacry-
late processing was introduced a few 
years ago, alongside the production 
of interior and exterior RV lighting 
systems, but the creation of a specific 
division boosted production volumes 
and product types and increased cus-
tomer services. The new division is 

Company news BARTOLACCI DESIGN

dedicated to the processing of sheet 
methacrylate and can count on two 
laser cutting machines (maximum 
size 210x150 cm, thickness 25 mm), 
in addition to two bending machines, 
gluing benches and machinery for 
milling and polishing. A network of 
reliable partners was set up to handle 
all types of finishing: painting, screen 
printing and flocking. PMMA (meth-
acrylate) is used in various finishes, 
from transparent to opaline, but also 

coloured and embedded.
“We have been developing various 
lighting systems for motorhome and 
caravan interiors since 2005 and 
at a certain point we realised that 
our lights could be combined with 
methacrylate furniture elements”, 
explained Andrea Bartolacci, owner 
of Bartolacci Design. “Today, we can 
boast considerable experience in this 
field. The production of plexiglas el-
ements currently represents around 
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20% of our turnover, a percentage 
that will increase following the invest-
ments made in the new department.”
Bartolacci Design can offer many ac-
cessories and furnishing accessories 
made of PMMA and other similar ma-
terials. Worktops, shelves, spice racks 
for the kitchen and various types of 
wall units, as well as decorative win-
dow frames, drawer units and show-
er columns are produced. Lasers are 
used to customise mirrors and raster-
ise surfaces for engraving logos and 
backlighting solutions. PMMA furni-
ture elements are mainly used in the 
bathroom and kitchen areas, but they 
have applications in the living and 
sleeping areas as well.

Entire parts of an RV
“We were making individual pieces 
of furniture to customer 
specifications when we 
started working with meth-
acrylate a few years ago,” 
said Lorenzo Maggini, 
sales and marketing man-
ager at Bartolacci Design. 
“The situation is complete-
ly different today. We make 
entire parts of the interior 
of an RV, especially the kitchen and 
bathroom areas, and we can offer the 
customer a complete service from 
design to production. Just give us the 
initial idea and we can do the rest. 
We can guarantee the development 
of complete methacrylate furniture 
systems”.
For the kitchen area, for instance, 
Bartolacci Design can create a fur-
nishing system that includes both 
the decorative window frame and a 
wall system with a shelf, a spice rack, 
various hooks and containers. Each 
element can be combined with LED 
spotlights or strips. The company 

has developed a technical depart-
ment that can offer a custom design 
and development service to meet the 
needs of its customers. Bartolacci 
Design can support customers in the 
development of industrial design and 
the building of moulds and tools. The 
customer will always be the owner of 
the design.
“By entrusting us with the produc-
tion of entire furnishing systems, the 
customer has many advantages. For 
instance, we control the entire pro-
duction process and we guarantee 
optimised materials, assembly tech-
niques and costs”, explained Lorenzo 
Maggini. “Our customers do not need 
to order very many parts. They can 
place a single order for a single part, 
which arrives pre-assembled, facili-
tating assembly in the production line. 

And it is also easier for the 
customer to manage the 
stock. Finally, having con-
trolled the entire produc-
tion process, we guarantee 
a very low defect rate and, 
in the case of problems, 
we can quickly manage the 
entire quality system of the 
complex product.”

Despite the commitment to the 
methacrylate department, the core 
business of the Bartolacci Design is 
in the lighting sector. The company 
demonstrates a strong flair for prod-
uct customisation in this area as well. 
Bartolacci Design makes recessed 
spotlights in various shapes and 
wattages, touch and Tunable White 
solutions, with dimmer, as well as 
metal or silicone spotlights with var-
ious beam sizes and lighting effects. 
The production also features ceiling 
lights, profiles and strips, offering the 
customer a wide range of choices for 
lighting all types of RVs.

Bartolacci Design brings together 
the production department, the de-
sign office and the prototype depart-
ment. This is how they can develop 
products fast.
“Starting with a simple idea from the 
customer, we can produce a proto-
type in a few days”, said Andrea Bar-
tolacci, 
The ability to customise the product 
is crucial.
Shapes, colours, transparencies, as 

Customisation, flexibility and speed
well as light effects and engraved 
and backlit company logos are some 
of the features used to customise 
the various elements and contribute 
to creating one-of-a-kind, well-char-
acterised interior settings. Bartolac-
ci Design can offer a wide range of 
processes, such as the possibility of 
incorporating an element of another 
material, fabric, metal, etc. into the 
methacrylate surface for decorative 
purposes and unique customisations.

Lorenzo Maggini - Andrea Bartolacci

“We can 
guarantee the 
development 
of complete 
methacrylate 

furniture 
systems”

Bartolacci Acrylic division

Mouse Eco 
projectors

Custom Cloud Eco

Recessed 
spot lights
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The company LAMILUX Composites GmbH is one of the most important suppliers 
to the caravanning industry of fibre-reinforced plastics as a top layer for sandwich 
elements in sheets or rolls. However, the title “Official World Market Leader” is not a 
trendy marketing slogan, but an official designation based on tangible facts

Official 
world 
market
leader

Words Peter Hirtschulz

It is in fact awarded across all indus-
tries to globally active and success-
ful companies with mostly leading 

technologies and outstanding quality 
of their products and services. The ba-
sis for the list of German world market 
leaders is the World Market Leader In-
dex of the University of St. Gallen and 
the Academy of German World Market 
Leaders. LAMILUX Composites is listed 
as a leader in its sector and thus made 
it to the “500 secret world market lead-
ers 2021”. The decisive factors were the 
number of employees, turnover, export 
share and the scope of global sales.
Accordingly, LAMILUX achieved the 
highest turnover in the company’s 
history in 2021 despite the continuing 

Company news LAMILUX

challenges of the corona pandemic 
and a tense raw material situation. The 
number of employees was increased 
by 5 percent. Meanwhile, more than 
1,250 employees of the family-owned 
company generate a turnover of 335 
million euros. 
The caravanning industry is of particu-
lar importance. For this industry, LAMI-
LUX produces special fibre-reinforced 
plastics based on polyester and epoxy 
resin, which are used as topcoats in 
various applications. The fibre-rein-
forced plastics are used in sidewalls, 
roofs, doors, in the floor, as bending 
applications, as a non-slip floor for rear 
garages or as interior wall cladding.
Thanks to composite products, motor 

homes and caravans benefit from an 
enormously high resistance to external 
influences of all kinds. They support 
the best possible functionality in the 
area used and also offer a wide range 
of attractive and unusual design and 
colour variants.
Leading recreational vehicle manu-
facturers worldwide rely on LAMILUX 
Composites and their GRP products, 
which are significantly more resistant 
to corrosion and hail than aluminium. 
They have excellent UV and strong 
weather resistance due to a special 
„Gelcoat“ coating. Repairs are also eas-
ier than with metal-based elements.
An important fact is the low GRP 
weight combined with high mechanical 
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strength. Compared to other construc-
tion materials, composite products of-
fer excellent surface properties and the 
possibility of subsequent painting with 
a huge range of colours up to metallic 
colours for a variety of applications.
The use of composite products in rec-
reational vehicles ranges from hail-re-
sistant roof elements, exterior and in-
terior side walls, furnishing panels to 
floor elements that also have anti-slip 
coatings. All LAMILUX products guar-
antee high durability, weighty light-
ness, enormous stability and a noble 
appearance.
The complete outer shell of motor-
homes and caravans can be assem-
bled from plastics except for the area 
of the edge profiles. The vehicle ben-
efits particularly from the advantages 
of the composite materials. Due to its 
very good UV, weather and corrosion 
resistance as well as resistance to hail-
storms, GRP is suitable as an external 
layer especially in the roof area. In 
addition, GRP is an ideal material for 
bending applications in small radii, 
such as the alcove. This simplifies the 
construction of the roof considerably.
The low weight per unit area combined 
with high stability ensures that GRP has 
a very high lightweight construction 
potential. Lightweight construction is 
playing an increasingly important role 
in the vehicle industry, above all be-
cause the reduction of CO2 emissions 
and fuel consumption is being pushed. 
Elements made of fibre-reinforced 
plastics help to keep the weight of the 
vehicle as low as possible. 
A wide range of colours of glass-fibre 
reinforced plastics is not only advanta-
geous for the exterior, but also for the 
design of the interior. The interior can 
be individually de-
signed with GRP, as 
LAMILUX Compos-
ites is customised in 
terms of decor, de-
sign and finish. With 
a decorative PVC 
surface, the interior 

walls of a recreational vehicle become 
a visual highlight and also prevent 
mould and corrosion.
GRP not only shines on the interior 
walls of an RV, but also provides an 
individual look to the floor. The light 
weight of GRP, for example with the 
LAMILUX Composite Floor, saves un-
necessary weight in the floor material 
and increases the stability of the vehi-
cle. Moisture, heat and dirt take their 
toll on conventionally installed floor 
laminates over time. The Composite 
Floor from LAMILUX is the smart solu-
tion to such problems in RVs. Here, 
the PVC top layer is directly incorpo-
rated into the composite material and 
inseparably bonded to the substrate. 
The direct connection of the PVC to 
the fibre-reinforced carrier material of 
LAMILUX means that there is no need 
for an additional adhesive layer, again 
saving weight and labour.
With LAMILUX Anti Slip, LAMILUX of-
fers a fibreglass-reinforced laminate 
with an abrasion-resistant anti-slip 
coating. This property is particularly 
advantageous for a floor in the cargo 
area or as a ramp of a motor home. 
With LAMILUX Composites, damage 
caused by luggage sliding around and 
the resulting damage can be avoided. 
In addition, LAMILUX Gewebe is suit-
able as an underbody material to pre-
vent damage from stone chips.
As the world’s first manufacturer of fi-
bre-reinforced plastics, LAMILUX has a 
large part of its laboratory and testing 
facilities voluntarily inspected and cer-
tified by TÜV Süd Germany. LAMILUX 
products are intensively accompanied 
by the in-house research and develop-
ment department in all phases of the 
development, production and life cy-

cle. To ensure dura-

bility and longevity, extensive material 
tests and analyses form the basis for 
checking the properties of the com-
posites and guaranteeing their quality 
100 percent. 
In the B2B sector, LAMILUX supplies 
composite products in different ver-
sions depending on customer require-
ments. Sheets with a thickness of 0.3 
mm to 5.0 mm are possible. In addition, 
and widths of up to 3.20 metres as well 
as lengths of up to 12 metres or as rolls 
of up to 300 metres are available. The 
colour spectrum ranges from RAL, 
NCS, translucent, dual colour, to me-
tallic or customised as fibre structure, 
fabric structure, high gloss, matt, de-
cor, dual colour, smooth, corona treat-
ed and roughened.
While the automotive industry is suf-
fering from supply bottlenecks in some 
areas, LAMILUX is proud to be less or 
hardly affected. The customer- and 
service-oriented company operates 
with foresight and always has a suffi-
cient stock of basic materials to meet 
all customer requests and orders and 
its reputation as the “official world 
market leader”.

Above: LAMILUX 
Composite Floor

Left: LAMILUX 
Anti Slip
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Euramax for Mobility is a name that many people in the RV industry around the world 
might know, as it has been supplying this sector with pre-coated aluminium cladding 
material for leisure and commercial vehicles for over 50 years

Cladding the 
caravan and 
motorhome 
world for 
over 50 years

Words John Rawlings

Aboutcamp BtoB met with Eura-
max for Mobility to ask about the 
Company’s heritage in this sec-

tor, its current situation, its outlook for 
the future, and to find out more about 
the specialist products it supplies to the 
caravan industry around the world.
There are not many companies who 
can claim to have been supplying the 
caravan industry for over 50 years, but 
Euramax for Mobility is one of them. 
As a result, Euramax for Mobility has 
a vast amount of experience and valu-
able long-term relationships with both 
its own suppliers and the OEMS (such 
as Hymer, Knaus and Hobby), many 
of which it has supplied high quality 
pre-coated aluminium side, back and 
roof panels to for several decades. 

An expanding market
From its base in the southeast corner 
of the Netherlands (Holland), close to 

Company news EURAMAX FOR MOBILITY

the borders with Belgium and Germa-
ny, Euramax for Mobility supplies all 
major OEMS in the caravan industry in 
Europe, the UK, Australia and the Unit-
ed States of America. 
Given its location, it’s not a big sur-
prise to hear that Europe is Euramax 
for Mobility’s main market, which ac-
counts for around 70 percent of annu-
al turnover. The remaining 30 percent 
of turnover is driven by USA, Australia 
and Asia. 
In other words, Euramax for Mobility 
can easily claim to be a global leader 
in the supply of aluminium cladding to 
the caravan industry. It expects to see 
a significant rise in its share of the mar-
ket in the United States as the market 
there is rapidly expanding, plus import 
tariffs for aluminium from China now 
makes the USA more dependent on 
supplies of aluminium from Europe.
Euramax for Mobility has experienced 

some interesting changes and trends 
in recent years.
Roel van den Heuvel, the General Man-
ager of Euramax for Mobility, the di-
vision of the company that is focused 
on the RV and broader transportation 
sector, commented: “In the last 10 to 
20 years, there’s been a change in what 
customers are buying. We reckon that 
the market has changed from about 
60 to 70 percent of people buying 
caravans, to now only about a third is 
caravans. There has been a large swing 
towards motorhomes, which for us, has 
caused a rise in demand for wide coil 
flat aluminium (up to 2.6 meter wide) 
instead of hammered or the stucco al-
ternatives that were more popular for 
caravans.”
Over the last 10 years, Euramax for Mo-
bility invested significantly to help its 
customers get the best quality prod-
ucts. It has made substantial invest-
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ments in new equipment and state-
of-the-art optical camera systems to 
ensure industry leading quality. “We 
used to rely on the human eye to spot 
any quality issues, but now computer 
systems further improve consisten-
cy and, therefore, quality. Consumers 
want the best quality, and we have 
adapted to meet this demand,” said 
General Manager, Roel van den Heuvel.

Let’s talk about aluminum
Euramax sees some clear advantag-
es of aluminium, as Stefan Smits, one 
of the Manager Strategic Accounts 
at Euramax for Mobility explained: 
“In our opinion, we believe coated al-
uminium is a fantastic and the most 
premium product. It saves weight, 
has an excellent UV resistance, and 
the paint systems we can use on al-
uminium are much more sustainable. 
Aluminium is also more environmen-
tally-friendly and has a significant 
lower Carbon footprint due to it’s re-
cyclability.” 
Euramax for Mobility believes alumin-
ium is the material of the future as it 
is fully recyclable. Already more than 
half of the bare aluminium which Eura-
max buys comes from recycled sourc-
es, and this percentage will further in-
crease in the coming years, which will 
make aluminium an even more sustain-
able material to use in caravans and 
motorhomes.
Euramax sees its biggest challenge in 
keeping up with the growth in demand 
and managing the supply of parts so 
it is not late delivering product to its 
customers. It has almost doubled its 
stock levels to make sure it can supply 
its customers throughout these turbu-
lent times.
“Like many, our supply chain has been 
disrupted which means it’s hard to 
keep up with the growth in demand, 
but we don’t want to be late for our 
customers, so we have increased our 

inventory levels. This will continue to 
be our biggest challenge in the com-
ing period,” said General Manager Roel 
van den Heuvel.
Over the last 18 months, Euramax for 
Mobility has also seen significant rises 
in costs of aluminium, paint, transport 
and utility costs, mostly between 25 to 
40 percent, but some by as much as 
60 percent. Euramax for Mobility has 
worked hard through this challenging 
time to minimise the cost increase to 
its customers by working more effi-
ciently, negotiating with its suppliers, 
becoming more automated, and ab-
sorbed a significant part of the rise 
themselves.

A look to the future
As a global supplier, we were interested 
to ask if there were any differences in 
the products Euramax for Mobility pro-
duces for Europe compared to the USA.
“Yes, there are some key differences,” 
says General Manager Roel van den 

Heuvel “There is a wider variety of pro-
duction techniques used for side walls 
in USA compared to Europe, but we 
expect these to become more similar 
in the next five years,” he continued.
The main difference in the type of 
product Euramax for Mobility currently 
supplies to North America compared 
to Europe is the width of the alumini-
um coils. Euramax for Mobility supplies 
standard coils (up to 1.60 meter wide) 
and wide coils (up to 2.60 meter wide). 
Wide coils are very popular for the 
larger side areas, like motorhomes in 
Europe. In America, it’s the other way 
around at the moment, and the differ-
ent production technique is requesting 
mostly standard coils.
Looking to the future, Euramax for Mo-
bility is developing products that are 
10-15 percent lighter and investing in 
developing a unique aluminium paint 
with better scratch protection and UV 
resistance. In addition, new embossing 
patterns are under development.
To conclude, we asked Jack Feyen, 
Manager Strategic Accounts to sum up 
what made him most proud of working 
for the company for the last 35 years:
“I think it is our premium quality and 
customer service we provide that I am 
most proud of. This is our biggest ad-
vantage in the market. We always work 
together with customers to make tai-
lor-made solutions for them. We un-
derstand their needs and sometimes 
I fly to help them within 24 hours of 
a call if they’re in trouble, no matter 
where they are in the world – even 
Australia. We provide a very personal 
service and are very flexible in addition 
to the premium quality.”
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This established Dutch lithium 
battery manufacturer is launching 

two revolutionary new batteries 
from its Epsilon range, both reduced 

in weight and dimensions but with 
more capacity and more features 

than the previous successful models

A smarter 
generation of 
batteries for 

new needs

Words Enrico Bona

Since entering the RV market in 
2007, Super B has accustomed 
its clients to high quality prod-

ucts, always at the cutting edge of its 
sector. This is the case again now, with 
the latest release of two new lithium 
batteries: the Epsilon 12V100Ah and 
the Epsilon 12V150Ah. These are the 
evolution of the 12V90Ah, a very well 
performing battery for the RV mar-
ket, but as Jordi Rietman, Marketing 
Manager of Super B, says: “Vehicles 
now are bigger and more equipped, 
and campers demand more power 
so we have worked on a new range, 
with more capacity, lighter, smarter 
and safer, in order to fulfill the needs 
of both the manufacturer and the end 
customer.”   

A smarter 
and more efficient product 
The new range is environmentally sus-
tainable and uses fully recyclable ma-

of 16 kg, comes out as the lightest 
model in its segment. The Epsilon 
12V100Ah and the Epsilon 12V150Ah 
have Bluetooth connectivity so can be 
easily monitored by the end-user via 
the Be In Charge Bluetooth app (iOS 
and Android). The product is also 
UN38.3, UN ECE R10.06 (to meet the 
requirements for use in motorized ve-
hicles), and IP66 classification (water/
dust proof).

A revolutionary 
internal heating system
This new Epsilon range represents a 
small technological revolution even 
for Super B itself. With its particular 
power capacity, it was especially de-
veloped to easily cope with camping 
in low winter temperatures. It has in-
novative functionality that allows the 
software to intervene when the bat-
tery reaches 0° C to internally heat-
ing it and allowing the charge even at 

terials; Super B only uses A+ quality 
prismatic cells that, thanks to their 
energy density, offer superior perfor-
mance in terms of capacity and effi-
ciency in relatively small dimensions.
The Epsilon 12V150Ah was designed 
to operate onboard of any RV, from a 
compact motorhome to the biggest 
liner. The Epsilon 12V100Ah is specifi-
cally for the van sector: its dimensions 
mean it can fit under the seat of all the 
most popular base vehicles to save the 
always precious space inside vans. In 
a robust, flame-retardant casing, both 
the new batteries offer smaller dimen-
sions than the previous ones, yet with 
more power and an absolutely com-
petitive weight compared to com-
petitors. The Epsilon 12V100Ah is not 
only more powerful but even lighter 
and smaller than the previous Epsilon 
12V90Ah (12.5 kg) weighing only 11 kg. 
The Epsilon 12V150Ah, on the other 
hand, with a very performing weight 

Company news SUPER B

Bluetooth connectivity IP66 - dustproof and water resistant Multi connectable aluminium terminals
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temperatures that would prevent the 
battery’s operation. The software also 
alerts the user if the battery overheats 
or overcharges and turns the system 
off in order to prevent damage. 
Since Super B is an active member of 
the CI-BUS cooperation agreement 
from the CIVD, the new Epsilon bat-
teries will be the only ones that offer 
the possibility to communicate with 
90% of the RV systems (CI-BUS). Al-
most every motorhome already has a 
display that indicates how much en-
ergy is left in the battery. The charge 
and discharge curve of Lithium is 
however completely different from 
lead-acid, gel or AGM batteries, mak-
ing this display inaccurate. The inte-
grated Battery Management System 
(BMS) tells the motorhome display 
directly what the status of the battery 
is. This means that a separate display 
that needs to build in into the vehicle 
is no longer necessary. 

Super B is know-how, 
focus on the market, big investments
Super B is well aware that to maintain 
its leadership it must continue to in-
novate and develop its products, and 
always be a pioneer in its field: “We 
have a tradition for innovation since 
the beginning. For instance, we were 
among the first companies to intro-
duce Lithium technology in our sector. 
With the Epsilon 12V100Ah and the 
Epsilon 12V150Ah we have now tak-
en a further step in our research and 
development of technologies that al-
low us to increasingly reduce weights 
and dimensions of the batteries, while 
increasing their power,” commented 
Jordi Rietman. 
Over time, our professionalism and 
investments have built a solid cred-
ibility for Super B among the most 
prestigious RV manufacturers who 
look for only the best and most effi-
cient technical equipment on board 

In partnership with

The heater is internally located 
in the lithium battery and is con-
trolled by the BMS firmware. If 
heating is requested, according on 
the heating feature configuration 
and cell temperature, the heater 
heats up and keeps the cells at a 
temperature where they can be 
charged.

• Enables charging below 0 °C
• Heating pads operate by energy 

from the cells, via the charger 
or via external power source

• Two operating modes:
• Heater becomes active when 

charging below 0 °C
• Maintain temperature and 

hold above 0 °C
• Heater switches off at X% SoC 

(configurable in the  
Be In Charge app)

• Current consumption is 10A 
(from -20°C to 0°C  
in +-2 hours)

• Heating pads are directly 
connected to the cells. The 
temperature is measured in the 
middle of the cell pack.

• Built-in heater safety  
(standalone temperature mea-
surement)

• Extra sensor that interrupts the 
heating when the temperature 
measurement is too high  
(= extra safety).

Smart heating 
functionality

their vehicles. “In addition to that, 
new requests come to us, both from 
the manufacturers and the end users. 
The market is in great growth with a 
new clientele approaching the world 
of RVs in important numbers,” says 
Jordi Rietman. This demand includes, 
above all, an increase in sales of vans 
and, even on vehicles of other sizes, 
more and more power is required 
for more and more energy-demand-
ing accessories: “We currently serve 
brands such as Morelo, Adria, Car-
thago, La Strada, Rapido, Le Voya-
geur, and such high quality manu-
facturers request the best level OEM 
products and customer service. We 
made a smarter and better perform-
ing range of batteries. Super B makes 
no compromises on investments in 
order to keep the highest standard 
for its products,” concludes Rietman.

Technical features Epsilon 12V150Ah Epsilon 12V100Ah

Rated capacity 150Ah 100Ah

Energy 1920Wh 1280Wh

Nominal voltage 12.8V 12.8V

Charge method CCCV CCCV

Charge voltage 14.3V until 14.6V 14.3V until 14.6V

Max charge current 135A 90A

End of discharge voltage 8V 8V

Discharge current continuous 200A 190A

Discharge pulse current (10s) 350A 300A

Weight 16 kg 11 kg

Charge temperature range -30°C to 45°C -30°C to 45°C

Discharge temperature range -20°C to 55°C -20°C to 55°C

Ingress Protection IP66 IP66

Dimensions 353 x 175 x 190 mm 278 x 175 x 190 mm

Cycle life >5000 cycles >5000 cycles

Certifications CE, FCC, UN38.3, UL1642 - UN ECE R10.06

Other key advantages:

• Compact format in  
standard housing

• Lightweight
• Advanced BMS
• Easy to install
• Diagnosible

A+ quality prismatic cells CANopen and CI-bus communication
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RAVAGO was founded in 1961 when Raf Van 
Gorp had the opportunity to buy the premises 
of a dynamite company in Arendonk, Belgium. 
This enabled him to work out the luminous idea 
he had: recycling production waste from the 
plastics producing petrochemical companies. 
For caravanning professionals RAVAGO is an 
established and recognized partner. Aboutcamp 
BtoB now presents the company for experts who 
are not acquainted with the company and its highly 
advanced products

The 
inconspicuous 
giant

Words Peter Hirtschulz

Ravago Industry Solutions can 
be considered as an offshoot of  
Ravago Building Solutions, a di-

vision of the Ravago group, operating 
in the thermal insulation sector, both 
for buildings and (as in the case of  
Ravago Industry Solutions) in the ther-
mal insulation for industrial solutions. 
Specific applications, such as in the 
walls of caravans, motorhomes and re-
frigerating vehicles. However, the divi-
sion is not new to the sector and boasts 

Company news RAVAGO

well over 60 years of experience: fol-
lowing the acquisition by Ravago of the 
Building Solutions division of the Dow 
group, the company has taken on the 
role as the largest European producer 
of XPS (extruded polystyrene). 
Today, the Ravago Group serves more 
than 50,000 active customers across 
more than 55 countries worldwide. Nine 
XPS production plants in Europe are of-
fering finished product solutions for the 
building and industrial sector and labo-

ratories for our chem-
icals business. This all 
is managed by 8,000 
employees worldwide. 
Facing these figures 
you should be fasci-
nated by this “incon-
spicuous giant” that 
operates with confi-
dentiality and at the 
same time with numer-

ous big players. Aboutcamp BtoB could 
have a look at Rheinmünster (Baden 
Württemberg - Germany) in one of the 
RAVAGO production plants, to better 
understand this reality and to meet the 
people who work behind the scenes. 
Three production lines guarantee 
product excellence in the field of ther-
mal insulation: the first line concerns  
“RAVATHERM™ XPS”, an iconic blue 
product par excellence and already 
many years available in the thermal in-
sulation market and with a proven ther-
mal and mechanical performance. 
“RAVATHERM XPS” is the result of 
practical long-term experience and 
well-founded technical and technolog-
ical know-how; important pre-requi-
site for the successful development of 
intelligent and innovative solutions for 
composite production. A broad range 
of products for a wide variety of ap-
plications. The second line concerns  

The grey Ravatherm XPS X The blue Ravatherm XPS
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“RAVATHERM™  XPS X”, the grey 
product from Ravago with improved 
thermal conductivity performance.  
“RAVATHERM XPS X” insulation has 
been developed using a patent granted 
technology: a manufacturing process 
which uses a zero-ODP blowing agent 
system and incorporated infra-red at-
tenuator particles to scatter and reflect 
heat radiation within the foam board. 
The third line manages the so-called 
“offline”-products, tailor-made prod-
ucts for Ravago’s customers, with spec-
ifications that are adapted to every cus-
tomer need. All lines have a minimum 
denominator in common: quality and 
safety. The production process offers 
the highest standards to guarantee the 
highest quality of the product, with-
out neglecting the safety factor for the 
workers.

RAVAGO central laboratories 
In the RAVAGO central laboratories var-
ious tests are carried out aiming at as-
certaining and improving the quality of 
the product and to ensure compliance 
to European Product Standard. Such as 
the test conducted on different types 
of products, to ascertain water reten-
tion of different products under the 
same conditions. 
The main core materials used for the 
RV industry are primarily extruded 
Polystyrene (XPS) and some expanded 
Polystyrene (EPS) or at least polyure-
thane (PU), foams with densities rang-
ing typically between 20 and 50 kg/m3. 
All tests conducted in the central labo-
ratory are audited by independent Eu-
ropean laboratories, highlighting signif-
icant behaviour differences specifically 
in wet environment. 
Tests have been extended to two 
months to reproduce typical humidity 
outcome of an average usage of vehicle 
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. If the entry point is limited, 
only a minor portion of XPS core mate-
rial will be involved; unlike the opened 
beads structure of expanded polysty-
rene – EPS - where vapour will rapidly 
diffuse through and condensate with-
in the entire EPS panels via the voids 
in-between the beads: even with minor 
entry point the full panel would be af-
fected.
Other tests are conducted in order to 
guarantee the best quality and perfor-
mances of the product RAVATHERM 
XPS and RAVATHERM XPS X, for in-
stance the compressive creep test. 
Samples of XPS are tested under a 
specific load. “We are talking about 
tons per sqm” explains Sylvie Bouka-
mi, team leader of the laboratory. “Our 
products are tested to the limit of their 
performances. Specific load is applied 
to reproduce end user conditions which 
we can find in the customer’s applica-
tion. Further tests, such as resistance to 
traction or to shear force of the foam 
are determining the maximum value of 
forces that can be applied for example 
to the foam when used in heavy weight 
vehicles”. Why is this so important? 
“Motorhomes, caravans and refriger-
ated trucks are designed to withstand 
high stresses from wind, induced vibra-
tions from road conditions and corner-
ing. The composite panels that make 
the structure of the vans are there to 
absorb vibrations and high load trac-
tions. That’s why it is important, that 
our product “RAVATHERM XPS” is test-
ed under similar conditions”. 
“About 35 employees work in produc-
tion are in charge of plant monitoring 
and maintenance. All our collabora-
tors continuously receive development 
courses on the latest production tech-
niques, as well as on plant safety. The 
family environment, the mutual respect 
and the level of know-how of all our col-
laborators is exemplary”, says Andreas 
Bruse, Manager of the production plant 
in Rheinmünster.
When you enter the RAVAGO cen-
tral laboratories, you are invaded by 

a feeling of competence but at the 
same time, of absolute calmness. XPS 
is present almost everywhere, ready 
to be tested or at the end of their ser-
vice. Collaborators in white coats move 
self-confident from one corner to the 
other, having well in mind the stages of 
the tests to be carried out: a self confi-
dence that comes from years of prov-
en experience, as in the case of Sylvie 
Boukami, who started her career about 
35 years earlier, as Lab Technician and 
then assuming the role of team leader 
and Quality Manager. “Our team has 
over 35 years of experience in the sec-
tor,” comments Sylvie Boukami. “Our 
strengths? Passion and talent in what 
we do”.
“Our sales team could not be more 
eclectic: four people from four different 
countries, thus contributing to having a 
“European” vision of our product offer. 
We operate at a global level and hav-
ing collaborators with such a diversified 
cultural background can only be advan-
tageous for the success of our compa-
ny” confirms Erik Severien, Sales Man-
ager Industry solutions. 
At the end of the visit we came out with 
the reinforcement of the idea that we 
already had about RAVAGO: a reliable 
partner, with long experience in the 
sector, able to operate internationally 
and with a product range of high stan-
dards. The ideal partner in the field of 
thermal insulation for the RV industry.

Andreas BruseThe production team

The lab team
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F acts and figures RV INDUSTRY

Europe: population and number of RVs

Spain Italy Swiss France Belgium Germany Netherlands UK Sweden Norway

New motorhome registrations 
per 100,000 inhabitants

New caravan registrations 
per 100,000 inhabitants

Data 2021 - Source: ECF

New RV 
registrations 
per 100,000 
inhabitants

What is the relationship between the number of inhabitants in the different countries 
and the number of motorhomes registered and in use? We analyzed 10 European 
countries and found significant differences, especially if we separate the numbers of 
caravans from those of campers

To analyze the appeal 
of RVs on individual 

markets, it is not enough 
just to know the total 
number of registered RVs. 
It is also useful to know the 
number of vehicles sold in 
relation to the population. 
We provide the number of 
registered RVs (2021) per 
100,000 inhabitants.
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Spain
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Swiss

France

Belgium

Germany

Netherlands

UK

Sweden

Norway

Words Renato Antonini 

Data 2020 - Source: ECF

RVs in use per 100,000 inhabitants

Motorhomes in use 
per 100,000 
inhabitants

Spain

Italy

Swiss

France

Belgium

Germany

Netherlands

UK

Sweden

Norway

Caravans in use 
per 100,000 inhabitants

It is also very interesting to understand how many RVs there are 
on the road, taking into consideration the vehicles sold in the 

past few years that are still in use. We provide the data for every 
100,000 inhabitants, for a correct relationship with the population.
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After three consecutive years of growth, the recreational vehicle market in 
Switzerland experienced a spectacular boom in 2021 which led it to become the 
fourth biggest market in Europe for sales of new motorized leisure vehicles

The Swiss motorized RV market 
recorded peak sales of 8,457 
units in 2021, and 1,144 of which 

were in March. This progression does 
not seem to be stopping this year, 
with 2,064 new leisure vehicles reg-
istered in the first quarter. These sta-
tistics describe a non-stop growth 
since 2009, when 1,575 motorized 
units were sold. Since then, the car-
avan market has grown slightly, while 
the motorized one has grown almost 
sixfold, with only two marginal set-
backs in 2013 (-2.0%) and 2018 (-1.1%) 
compared to increases of 36.1% in 
2011, 19.7% in 2019, 25.8% in 2020 and 
26.4% in 2021.
According to insiders, such as Chris-

The number of people staying in Swiss 
campsites and overall overnight stays 
is rising, but not with the impressive 
percentages of “new purchases” of 
liesure vehicles. The most accurate 
statistics stop at 2020 and describe a 
growth of about three percent com-
pared to the previous three years, 
with a significant prevalence of local 
tourism compared to foreign guests. 
The 396 Swiss campsites, are distrib-
uted with a certain regularity through-
out the country, but the largest num-
ber are in the cantons of Bern, Valais, 
Grisons and Vaud. The average period 
of each overnight campsite stay for 
Swiss tourists was 3.3 days per stay, 
compared to 2.7 days for foreigners 

toph Hostettler, President of Cara-
vaning Suisse, the Covid-19 pandemic 
played an important role in doubling 
sales in the last three years. It prompt-
ed many families to choose the safety 
of a confined and highly controllable 
environment to eat and sleep for holi-
days, instead of stays in hotels or rent-
ing summer houses. But the market 
had already doubled in numbers be-
tween 2010 and 2016, with the great-
est number of sales concentrated 
during the period between March and 
July, the main holiday periods. With a 
population of around 8.5 million peo-
ple, in 2021 Switzerland showed the 
highest ratio between sales of recre-
ational vehicles and residents.

Market SWITZERLAND

Swiss boom!
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Words Alessandro Rigatto

Motorized RVs conversion types - Switzerland

Development Bodywork Europe Season (Sept. 20 - Jun. 21)
Market-Share

Statistics of new RV registrations in Switzerland
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Motorhomes 1952 2656 3060 2999 3141 3636 4042 4491 4441 5317 6691 8457

Caravans 1584 1761 1766 1692 1609 1806 1573 1607 1646 1616 1626 1740

Total RVs 3536 4417 4826 4691 4750 5442 5615 6098 6087 6933 8317 10197

(however, the average for Dutch visi-
tors is 3.5 days, as well as neighbours 
from Liechtenstein), slightly down 
compared to 10 years ago, when the 
Swiss stayed for an average of 3.5 
days per stay and foreigners, 2.9 days 
per stay.
In the first nine months of 2021, 
overnight stays in Swiss campsites 
exceeded five million, with 20% be-
ing foreign visitors; that is one mil-
lion more overnight stays than in the 
whole of 2020 and two million more 
than in 2017, confirming that the de-
sire for camping in Switzerland is not 
only measured by the growth in sales 
of recreational vehicles but also in 
days spent camping.
When it comes to the types of vehi-
cles sold, Switzerland appears rather 
aligned with the trends of the Europe-
an market. In fact, it emphasizes the 
trends, showing a clear prevalence 
of the campervan, which represent-
ed 69.8% of the sales recorded be-
tween September 2020 and July 2021, 
against 48.1% of the EU average, 51.4% 
of the German market and 50.8% of 
the French. 
A good reason for this could be the 
better handling characteristics of the 
latest generation of base vehicles and 
because van conversions don’t have 
protruding bodywork that on the 
mountain roads of this country, could 
create some difficulties for the driver. 
In second place, with 16.1% of sales in 
this period, are semi-integrated mod-
els, and in third place are motorhomes, 
with 5.9%, mostly purchased by more 
mature and wealthier customers who 
seek the best in terms of space and 
comfort. Overcabs, once dominant in 
sales but now penalized both by their 
considerable height and higher fuel 
consumption, represent 2.5%. By way 
of comparison, the European Union 
market compares to the Swiss ranking 
but with different percentages: 48.1%, 
33.8%, 10.5% and 4.1%.

Production and sales
As with car production, Switzerland 

69,8%

2,5%

16,1%

5,9%

Growth in RV registrations: Switzerland 2010-2021 

2010 2021

2750

5500

8250

11000

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
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also represents a marginal presence 
in the recreational vehicle industry, 
making it a winning market for the 
major European manufacturers and 
converters. The exception is a few ar-
tisan companies that make 10 to 50 
units per year each, such as Kaiser 
Motorhomes GmbH, Tartaruga AG, 
Yellowcamper AG and Maurer, which 
mostly make premium motorhomes 
offering extreme levels of customiza-
tion - and prices to match. The Slove-
nian manufacturer, Adria, is the only 
company in the RV industry to mark 
its presence on the Swiss market with 
a national subsidiary her, Adria Mo-
bil Schweiz GmbH; its dealers sell to 
the end customer, and also sell sec-
ond-hand models that are generally 
very well maintained (thanks to the 

Market SWITZERLAND

severity of periodic reviews in Swit-
zerland) and are consequently quite 
expensive. 
One of the most active retailers is 
Bantam Camping, which has three 
large outlets in the cantons of Bern, 
Vaud and Zurich, while in Italian 
Switzerland, the Swiss Camper Store 
stands out in Cadenazzo, between 
Bellinzona and Locarno. Also note-
worthy is Ruchti AG, near Thun, in 
the Canton of Bern, which distributes 
some of the main German brands, 
while for the online second-hand 
market, the Swiss mainly consult 
Caravan24.ch, a marketplace where 
you can find everything, from the T5 
California with 300,000 kms to the 
200,000 Swiss francs motorhome at 
zero km. 

Above: Maurer Desert Falcon Edition
Below: Maurer SL Quantum Edition

The annual Suisse Caravan Salon in 
Bern (27-31 October 2022) is the only 
national show of its kind in Switzer-
land, but there are frequent local or 
cantonal events, sometimes orga-
nized by the larger dealers.
Here are a few bureaucratic notes 
to end this overview of the world of 
recreational vehicles in Switzerland: 
officially, camping is only allowed at 
official campsites and lay-bys, but 
in some areas the occasional free 
camping for one night is tolerated. 
However, it is better to rely on rec-
ognised campsites where you can 
get supplies and connect to elec-
tricity, especially during those cold 
winter climates in a predominantly 
mountainous country.

Below: Tartaruga

Above: Suisse Caravan Salon 2021
Below: Yellowcamper
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Will semi-integrated compact units be the most popular RVs in Europe in the future? 
Great handling, lower cost and lower weight play in their favour. 
A future inspired by the past ...

In the European market there is 
great interest in compact vehicles. 
The campervan dominates the 

scene, but the rise of other compact 
vehicles is also detected. In fact, there 
are more and more semi-integrated 
models with smaller dimensions and 
there are also some compact motor-
homes. Is this a passing trend, or will 
it have profound repercussions on the 
market in the near future? 
The term “compact” is relative, it must 
be related to the dimensions of medi-
um-sized vehicles in a specific histori-
cal period and a specific market con-
text. In Europe the average length of a 
semi-integrated model is about 7 me-
tres, with a width of 230-235 cm and a 
height from 285 to 305 cm. 
As far as length is concerned, a 

Compact vehicles, 

semi-integrated that’s 599 cm long 
is certainly considered “compact”, 
but more and more manufacturers 
are defining 660-670 cm vehicles as 
“compact” as well. Many compact 
semi-integrated models also have 
a narrower width of 215-225 cm. As 
for the height, we must consider that 
from 2010 the semi-integrated mod-
els equipped with drop-down bed 
have begun to establish themselves 
on the European market. The height 
of these models is greater to make 
room for the additional bed placed 
above the living room. The semi-inte-
grated compact, on the other hand, 
most of the time, do without the 
drop-down bed and therefore have 
a reduced height of approximately 
from 270 to 285 cm.

Dossier COMPACT RVS

Semi-integrated and motorhomes
Compact, semi-integrated models are 
the link between classic semi-integrat-
ed models and campervans. The han-
dling is similar to that of a campervan, 
sometimes even better thanks to the 
reduced wheelbase. However, the in-
ternal space is greater, both vertically 
and wider, albeit slightly, and the same 
for the height. Very often, however, 
there is better thermal insulation due 
to the use of sandwich panels instead 
of insulated sheets. Another advan-
tage, during the cold season, is hav-
ing a narrower side door instead of a 
large tailgate. And the prices are sim-
ilar to those of the campervans. The 
semi-integrated compacts were born 
following a change in the user: few-
er and fewer families using campers, 

Hymer Exsis-Tgreat future
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Words Renato Antonini 

“Customers are getting used to smaller 
and more flexible vehicles,” says Romain 
Girard. “They are still looking for more 
space and storage in a low profile than 
there is in a campervan. The market is 
following this trend and we push for 
it with our range. Our X mod-
el and our S range are the 
perfect alternative to cam-
pervans because, with the 
same dimensions, you 
have exclusive layouts/
storage and motorhome 
levels of insulation. Our 
approach is different than 

Romain Girard – Product Manager of Trigano VDL

created to solve the problem of high 
mass. Until recently, with a normal car 
driving licence you could only drive 
vehicles with a total weight of up to 
3,500 kg: the compact semi-integrated 
models meet this restriction and have 
a good load margin for luggage and 

extra accessories. The same consider-
ations apply to compact motorhomes 
with a reduced width: they are penal-
ized by higher construction costs, but 
they have a better habitability, with a 
decent width, even in the front section.

The birth of the 
compact semi-integrated
In the last millennium there were al-
ready small manufacturers in Europe 
who produced semi-integrated RVs 
in small sizes in a limited series, often 
with a fibreglass monocoque body-
shell. The real turning point, howev-
er, began in 2005, when Hymer pre-
sented its Hymer Van to the public 
- a semi-integrated compact vehicle, 
mass-produced using the sandwich 
panel technique, intended for a crew 

in past years because we follow cam-
pervan trends by offering low profiles 
in the same layout and dimensions but 
also creating a ‘never seen before’ prod-
uct with the X which has a motorhome 

layout with an automotive design. 
Different types of customers 

are choosing compact vehi-
cles. Newcomers are look-
ing for flexibility, design 
and easy driving. Couples 
used to motorhomes are 
looking for more discrete 
and smaller vehicles. With 

Chausson and Challenger, 
we cover this market through 

two approaches, our S range which is 
very price aggressive and with proven 
layouts, and the X segment with inno-
vation, design and exclusive layouts,” he 
continued.
Do compact semi-integrated (and part-
ly integrated) motorhomes take away 
market share from camper vans and 
classic semi-integrated models, or do 
they create a market expansion? “In 
our experience, we clearly see newcom-
ers who haven’t had any leisure vehicle 
before. As the market is growing, there 
may be a small cannibalization but there 
is an important conquest of new cus-
tomers,” Romain Girard concluded.

Bürstner Brevio - from 2012 onwards

Hymer Van 512 - 2009

Above and right:
Challenger / Chausson X series

and more and more two people crews. 
These are people who do not want to 
be driving bulky vehicles; perhaps in 
the past they had large vehicles but 
now they are looking for an agile and 
better handling model. In Europe, the 
semi-integrated compact was also 



90
    

of two and without a high price. As 
early as 2007, several companies fol-
lowed Hymer’s example. A separate 
case is the Brevio from Bürstner: per-
haps ahead of its time, already in 2012 
it was proposed as an alternative to 
campervans. It offered the handling of 
a campervan with the advantages of 
a semi-integrated one, such as good 
internal habitability and good thermal 
insulation.

Compact motorhomes of the past
Even the compact motorhome is not 
new to the European market. Already 
in the 1990s some manufacturers of-
fered models produced in small series: 
we remember the Mirage City, 480 cm 
long, based on Mercedes with an ad-
vanced cabin. In the 1980s, Arca took 
the concept of a mini-motorhome to 
extremes with the Mascotte model 
(only a few of them were built), which 
was less than 4 meters long. Hymer 

“We are currently experiencing a stron-
ger trend for compact CUVs (540 or 
600), as we call the extended panel vans, 
and for well-equipped semi-integrated 
motorhomes in demand,” said Stephan 
Diehl. “The market and the wishes of 
customers are as diverse as caravanning 
as a form of vacation is. We closely ob-

Stephan Diehl – Head of Communications / PR of Knaus Tabbert
serve how the market develops and set 
trends such as our fully equipped special 
models like the Weinsberg CaraCom-
pact Pepper or Knaus Van Ti Van-
sation,” he continued. 
Do compact semi-integrat-
ed (and partly integrated) 
motorhomes take away 
market share from camp-

er vans and clas-
sic semi-inte-
grated models, 
or do they cre-
ate a market ex-
pansion? 
“It’s quite clear that we are 
keeping a close eye on 

developments,” answers Stephan Die-
hl. “We see great opportunities here to 
expand the target group and thus also 

the market. The use of compact 
vehicles tends to be for short-

er vacations, but over time 
it can certainly whet peo-
ple’s appetites for more, 
i.e. larger, motorhomes. In 
this respect, we see strong 
potential here,” he added. 

What changes have there 
been the over the years? 

“Our customers want more 
comfort, more equipment and often 

more space - especially in terms of stor-
age space,” concluded Stephan Diehl.

Knaus 
Van I 550

City Van (Groupe Pilote) - 2007

The first Hymer Exsis - 2003

Hymer 
Exsis I

Dossier COMPACT RVS

Knaus C-Liner - 2005

Dethleffs Evan 
2012
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“Compact semi-integrated 
motorhomes, e.g. the Van 
series of Sunlight and 
Carado, are a perfect 
complement to our over-
all product portfolio,” ex-
plained Rainer Wingart. 
“Compact semi-integrated 
motorhomes combine the 
advantages of a motorhome 
and, depending on the layout, the 
dimensions of a campervan. Therefore, 
they are a perfect match for customers 
who want more insulation, living space 

Rainer Wingart - Head of Product Management Entry in Erwin Hymer Group
and storage capacity. Due to 

rising demand, we enlarged 
the variety of compact 
class motorhomes. Our 
Van series complements 
our compact class of mo-
torhomes and is therefore 

very much related in terms 
of finish and equipment.” 

We asked Rainer Wingart, 
“Who are the buyers of compact 

semi-integrated and integrated motor-
homes?” He answered: “As the Van se-
ries has two fixed sleeping berths, this 

series is mainly intended for couples or 
single travellers who place great value 
on affordable, compact and agile vehi-
cles.” 
We also asked: “Is there a market for 
compact integrated motorhomes too? 
In what price range?” 
“For me as a product manager, new 
products are always exciting, but there 
must also be a target group and a mar-
ket for them. Such a development must 
be well thought out in terms of devel-
opment costs, but also the increasingly 
important safety system is a challenge.”

We asked Bernd Wuschack 
if it is correct to say that 
the segment of compact 
semi-integrated and in-
tegrated motorhomes is 
developing on the Euro-
pean market. 
“In general,” says Bernd 
Wuschack “we perceive 
a trend in this direction in 
the market. However, from our 
point of view, it is important to distin-
guish among the different segments. In 
the premium segment, for example, we 
have stable demand for compact mod-
els, but no significant increases. Com-
pact motorhomes could be an alter-
native to campervans. A comfort- and 
quality-conscious customer who wants 
to be on the road all year round would 
certainly prefer a motorhome with a 

Bernd Wuschack
Managing Director for Sales, Marketing and Customer Service of Carthago

sandwich body because of the 
better insulation and winter 

properties. I think that these 
motorhomes will not take 
market share away from 
the campervans, but rath-
er complement them.” 
We also asked: “Who are 

the buyers of compact 
semi-integrated and inte-

grated motorhomes? Could it 

be retired couples who no longer want 
a big, heavy vehicle?” 
“Yes, in the premium segment,” said 
Bernd Wuschack “It is exactly this tar-
get group. A maximum weight of up 
to 3.5t and the narrow, manoeuvrable 
body dimensions are decisive. Some-
times there are also issues such as lim-
ited parking space in front of one’s own 
house, or that the children can also take 
it on the road with them,” he concluded.

Carthago c-compactline

Dethleffs Globebus T series

Carado V series
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“On the European market there 
is interest in semi-integrated and 
compact motorhomes,” explained 
Matteo Giotti. “Our semi-integrated 
compact models, under 6 meters 
long, represent an important per-
centage of our total sales. The com-
pact semi-integrated models, at 

least as far as we 
are involved, 

do not de-
tract from 
the sales 

Matteo Giotti - Finance & Administrator Manager of Giottiline

launched the first Exsis in 2003: it did 
not have the fully integrated cabin, 
but it served as a study for the next 
series, the 2006 Exsis, which showed 
a configuration similar to the one we 
know today and which started the 
series production of the compact 
motorhomes. Within a short time, 
Dethleffs began the production of its 
Globebus and the French group, Pi-
lote, created the City Van brand, with 
a range of small motorhomes starting 

from 568 cm in length and 205 cm 
in width (the same width as the Fiat 
Ducato in the version van). Knaus 
also made its proposal, with the 
C-Liner of 2005. Finally, in 2012, De-
thleffs presented the Evan (produced 
in a limited series, also in a 520 cm 
version): 215 cm wide, it had two ac-
cess doors, one on the side and one 
at the rear, and it was available with a 
pop-up roof.

Extension of the space
All the companies producing camp-
ervans today offer models with pop-
up roofs, but this solution is still to be 
applied to compact semi-integrated 
vehicles; however, this is not an un-
precedented solution as models of this 
type already existed in 2009: the Hym-
er Van 512. The concept was also tak-
en up by Trigano SpA, which in 2015 
presented the Triaca concept with the 
Roller Team logo. More recently, the 
extendable wall solution was also test-
ed: in 2015 Adria presented the Com-
pact SLS (599 cm long) with a rear 
slide-out.

of camper vans and classic semi-inte-
grated models,” Matteo Giotti contin-
ued.
“In general, the buyers of these 
vehicles are retired couples 
who are looking for a man-
ageable vehicle with a 
reduced mass, but there 
are also young couples 
without children who, as 
a first experience with an 
RV, start from a small ve-
hicle. Giottiline focuses its 

production in the entry level seg-
ment of the market, with prices 

around €50-60,000. As for moto-
rhomes, the impressive de-

velopment of five to six 
years ago was followed 
by a rapid decline if 
we consider the en-
try level segment of 
the market. The costs 

to build a motorhome 
are important.” Matteo 

Giotti concluded.

Itineo Nomad

Rapido Compact

Dossier COMPACT RVS

Adria Compact SLS - 2015
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March 2022 RV shipments up 18.7%

The latest data from the Virginia, US-based RV Industry 
Association shows total RV shipments for March 2022 
as 64,454 units, representing a year-over-year increase 

of 18.7%. 
Year-to-date wholesale RV shipments of 171,466 are trending 
15.5% higher compared to year-to-date shipments through 
the end of March 2021.
“Summer Is just around the corner and our RV manufactur-
ers and suppliers have worked to ensure consumers have a 
variety of RVs to choose from on dealer lots,” said RVIA pres-
ident and CEO, Craig Kirby. “More people than ever before 
are prioritizing their physical and mental wellbeing by living 
the active outdoor lifestyle that is synonymous with RVing.”
Once again towable RVs led all other types with 58,902 units 
shipped during March, up 19.5% over the 58,902 units shipped 
in March 2021.  Shipments of 5,552 motorised units marked 
an 11.3% year-over-year increase. Park Model unit shipments 
were down 23.1%) compared to the previous March.

N ews from the world NORTH AMERICA

Canada to subsidize ev charging stations

A new Canadian government initia-
tive is offering subsidies for private 

businesses like campgrounds to install 
charging stations for electric vehicles. 
The Charger Incentive Program, fund-
ed by Natural Resources Canada (NR-
Can) and managed by Green Econo-
my Canada (GEC), is a C$3.9 million 
initiative that aims to address the lack 
of charging stations in the country. The 
initiative refunds up to 50% of the cost 

Sales of motorized RVs 
for March 
increased by 11.3% 
year-over-year

incurred by private businesses for in-
stalling new electric vehicle charging 
stations, to a maximum of $100,000 
per project. The Charger Incentive Pro-
gram will operate until March 31, 2024, 
or until current funding is depleted. 
Grants support EV infrastructure pro-
grams ranging from the installation of 
3.3kW to 19.2kW level 2 connectors all 
the way up to fast charging station of 
greater than 100kW output.
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Words Craig Ritchie

KOA celebrates 60 years

Montana, US-based Kampgrounds of America is celebrat-
ing its 60th anniversary this year with a new corporate 

headquarters and a range of promotional activities, including 
a national tour of a KOA-branded hot air balloon. Established 
as a single campground on the banks of Montana’s Yellow-
stone River in 1962, KOA today is the world’s largest network 
of privately-owned campgrounds with 525 franchised and 
owned locations across the US and Canada.
“What began as just an idea and one campground has grown 
exponentially over six decades,” said KOA president and 
CEO, Toby O’Rourke. “When KOA was founded, the goal 
was to provide easy access to camping options for travel-

ers. We’ve taken that spirit of change and modernization and 
used it as a catalyst to become the leader in camping and 
outdoor hospitality.”
New York-based financier Oscar Tang acquired the compa-
ny in 1981. “KOA provides places where campers can make 
memories, and small business owners can build their dreams,” 
he said. “Over my four decades of owning KOA, I am proud 
of our work that has positively affected millions of people 
across the US and Canada. It’s exciting to look forward and 
see endless opportunities within the camping, outdoor, and 
travel industry.”
For 2022 the company has entered into a partnership with 
Jamestown Advanced Products to introduce Level 2 EV 
Chargers to campgrounds across the US and Canada. New 
main campground building designs also bring moderniza-
tion and sustainability as campground owners look toward 
the future. These initiatives build on KOA’s Campground of 
the Future work that is defining the services, amenities and 
technology that will shape camping for decades to come. In 
addition to its franchise locations, the corporation owns 44 
other properties and expanded its campground portfolio by 
15 locations in the last year. The company recently launched 
its new Terramor Outdoor Resort luxury brand, which con-
cluded its first full season with 80% occupancy, an excep-
tional accomplishment during a pandemic. KOA concluded 
2021 with bookings 33% above the previous year, which itself 
set an all-time company record. Advance deposits for 2022 
bookings currently sit at 18% above 2021 levels.

From a single location opened in 1962, 
Kampgrounds of America has grown to 
a chain of 525 franchised and owned 
locations across the US and Canada.

Major events return for 2022

Following a two-year hiatus due to the Covid-19 pandemic 
the summer and autumn of 2022 will see the return of a 

number of key RV trade events as Canada and the US con-
tinue to drop Covid-19 restrictions and return to normal life.
Key industry events scheduled to return this year include:

June 5 - 8, RVs Move America Week
RVs Move America Week – the US RV industry’s annual gov-
ernment advocacy event – is scheduled to return to Wash-
ington, DC from June 5 to 8 inclusive. 
Cancelled in 2020 and 2021 due to the Covid-19 pandem-
ic, the RVs Move America event typically includes meetings 
between government officials and RV industry stakeholders. 
The tentative schedule for June’s event includes committee 
meetings, a breakdown of what to expect from the upcom-
ing US mid-term elections, and the RVIA Chairman’s Dinner. 

August 8 – 11, RV Aftermarket Conference 
Registration is now open for the annual RV Aftermarket Con-
ference, be held from August 8 to 11 inclusive in San Antonio, 
Texas.
The popular event features networking sessions and sched-
uled one-on-one meetings between manufacturers, distribu-
tors and buyers. The annual RV Aftermarket Awards program 
is a conference highlight with product of the year, distributor 
of the year, supplier of the year categories and the Jim Bark-
er Lifetime Achievement recognizing individuals who have 
made an outstanding contribution to the North American RV 
aftermarket industry.

Week of September 26, RV Dealer Open House 
Established in 2008 as a Forest River RV corporate event, 
the RV Dealer Open House has grown to become one of the 
most important trade events for the North American RV in-
dustry each year. The close proximity of dozens of RV man-
ufacturers and RV parts and accessory manufacturers in and 
around the Elkhart area allows dealers visiting the region to 
see an extensive selection of new product and take tours of 
manufacturing facilities. RV builders use the event to show 
full product lines without incurring the typical expense asso-
ciated with exhibiting at events like the former Louisville RV 
show, which folded in 2017.
Participating companies display either at their manufactur-
ing plants or on the grounds of the RV/MH Hall of Fame just 
outside Elkhart, where THOR RV is reportedly gearing up to 
display more than 500 units from across its brands. 
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The Road Vehicle Standards Act (RVSA) 2018 is replacing the Motor Vehicle 
Standards Act 1989 and has faced numerous delays on its way to implementation

It was originally scheduled to be im-
plemented on December 10 2019, 
before being delayed until July 

2021. Implementation was then post-
poned until 2022. However, in late 
March, the Road Vehicle Standards 
(consequential and transitional pro-
visions) Amendment Bill 2022 was 

ZOLEO officially launches into UK and Europe 

Beam Communications Holdings 
Limited is an Australian public-

ly listed company (ASX: BCC) that 
specialises in the design, develop-
ment, manufacture and distribution 
of satellite, cellular and dual-mode 
equipment applications and ser-
vices. Beam has developed several 
world-first innovations and its prod-
ucts and services are adopted by 
some of the world’s largest satellite 
and telecommunications compa-
nies, such as Iridium, Telstra, KDDI, 
Inmarsat and Thuraya. Beam also 
developed the multi-award winning 
ZOLEO device, which has now ex-
panded into the United Kingdom, 
Norway, Finland, Sweden and Den-
mark.
The launch into these countries 
marks a significant expansion of the 
addressable market size for ZOLEO 
given that the combined population 
of the five countries exceeds 94 
million people, or around four times 
that of Australia.
Beam will receive 50% of the prof-
its from subscribers in Europe and 
ZOLEO products will be sold di-
rectly via the ZOLEO website and 
Amazon.co.uk. Distribution in the 
Nordic region will be managed by 
the Company’s authorised distrib-
utor CIRDAN, an established out-

door accessories distributor with an 
extensive network of retailers and 
dealers.
“We are pleased to partner with 
ZOLEO to bring its innovative global 
messaging solution to consumers in 
the Nordic region,” said Arne Peder-
sen, Managing Director, CIRDAN AS. 
“For smartphone users that venture 
beyond mobile coverage, ZOLEO is 
a game-changer. The small, durable 
ZOLEO device works with the free 
ZOLEO app on users’ smartphones 
to provide global messaging, SOS 
alerting, check-in, location-sharing 
and on-demand weather forecasts 
at a very affordable price point.”

Words Irene Viergever

Road Vehicle Standards Act 
transition period extended (again)

passed in Parliament with a new com-
mencement date, which is expected to 
be July 1st 2023. The RV manufacturing 
industry and various associations have 
described the RVSA as the single big-
gest change to the regulatory frame-
work governing the manufacturing 
and importation of vehicles – including 

towable vehicles – in Australia ever. 
It requires manufacturers to provide 
proof of compliance for every product 
built and, among other key benefits, 
stamps out the practice of ‘self - certi-
fication’, in which manufacturers could 
declare their products compliant with 
the Australian Design Rules. 

Camplify completes 
acquisition of Mighway 
and SHAREaCAMPER 

Camplify Holdings Limited (ASX: 
CHL) is pleased to announce that 

the planned acquisition of Mighway and 
SHAREaCAMPER from Tourism Hold-
ings Limited (thl) has now been complet-
ed. Camplify is one of Australia’s leading 
peer-to-peer (P2P) digital marketplace 
platforms connecting recreational vehi-
cle (RV) Owners to Hirers. Camplify has 
built a platform that delivers a seamless 
and transparent experience for consum-
ers and potential RV Hirers to connect 
with RV Owners and SMEs with a fleet 
of RVs. A wide variety of caravans and 
campervans are available on Camplify. 
Mighway and SHAREaCAMPER have 
been the two leading peer to peer plat-
form operators in New Zealand for sev-
eral years. This now positions Camplify 
as the largest operator in the New Zea-
land market and will bring an additional 
800 plus vehicles to the Camplify plat-
form in New Zealand. The SHAREaCA-
MPER operations in Australia have also 
been acquired in the transaction adding 
an additional 100 plus listings in Austra-
lia. All current Mighway and SHAREa-
CAMPER customers will be migrated to 
the Camplify platform.






