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This issue, that you are about to read, 
is particularly interesting, rich in in-

formation about the RV sector and with 
two reports from the Stuttgart and Mel-
bourne trade fairs. Germany and Aus-
tralia are, therefore, under our spotlight 
in this issue with contributions by some 
important figures in our industry, such as 
Wolfgang Speck, Chief Executive Officer 
at Knaus Tabbert GmbH, the prestigious 
designer Manfred Lang, founder of pro 
industria, and from ‘down-under’, Stuart 

Lamont, Chief Executive Officer of the Caravan Industry Association 
of Australia and Peter Mannfolk, Managing Director of AL-KO Aus-
tralia. Now the spotlight turns towards the USA and RVX, the RVIA’s 
national RV trade show, on March 12-14, 2019 in Salt Lake City. This 
event certainly already deserves our applause for the excellent mar-
keting campaign that has made it “the place to be” in 2019 for the 
whole RV sector from every part of the globe. 
But the news coming from the USA is not all good. The story of Erwin 
Hymer Group North America is shaking the industry and has had a 
painful ending: 900 people are now out of work. On 1st February, 

Thor Industries completed the acquisition of Erwin Hymer Group, but 
left the Canadian company out of the deal and decreased the pur-
chase price. The Erwin Hymer Group purchased Roadtrek in 2016. 
The Kitchener-based company had 300 employees at the time and 
held a significant share in the campervan segment. The German par-
ent company saw attractive business opportunities and invested in 
acquiring a 255,000-square-foot facility in Cambridge. A beautiful 
story of entrepreneurship, which unfortunately ended in January with 
a financial scandal of a surprising number of invoices have been fabri-
cated and some company managers being investigated for embezzle-
ment. Our thoughts go to all those former employees who believed 
in the company and were committed to its core value “Our Passion 
is Your Passion”, yet from one day to the next were suddenly out of 
work without any explanation.

Antonio Mazzucchelli
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Thor Industries has completed its acquisition of the Erwin Hymer Group 
(EHG), one of Europe’s largest makers of recreational vehicles (RVs), on 
1 February, 2019. With market-leading positions in both North Ameri-
ca and Europe, together, Thor and EHG become a global leader in the 
recreational vehicle market and the world’s largest RV manufacturer. 
The purchase price for the acquisition was reduced by €170 million 
($194 million) following the recent decision to exclude EHG’s North 
American businesses. This also includes a €180 million ($205 million) 
reduction in the obligations the Company would have otherwise as-
sumed under the terms of the original stock purchase agreement. Bob 
Martin, Thor President and CEO commented: “This is an exciting time 
for Thor as we complete the acquisition of Erwin Hymer Group, and 
immediately gain a leading position in the dynamic European RV mar-
ket.” Martin added “Europe, the second largest market for RVs global-
ly, is the most logical place to begin the next chapter of Thor’s growth. 
Having built relationships with the EHG management team over the 
course of several years, the opportunity to enter the European mar-

Thor Industries completes acquisition of Erwin Hymer Group

News

ket with a European industry leader fits squarely within our 
strategic plan. EHG brings tremendous strengths in product 
development, technology and production efficiency that 
complement Thor’s historic strength in the North American 
market, making our combined company the undisputed 
global leader in the RV market.” 
“We are committed to our strategic growth plan, and, 
since the acquisition of Jayco in 2016, we have evaluated 
numerous opportunities, ultimately deciding the best path 
for long-term growth was expanding our core RV business 
geographically into the European market. Now that the pur-
chase is closed, we can focus on our action plans to achieve 
meaningful operational synergies and sharing of best prac-
tices throughout our global operations,” Martin added. Mar-
tin Brandt, CEO of Erwin Hymer Group commented, “The 
closing of the sale of EHG to Thor marks the beginning of 
the next phase in the growth of our business. We are ex-
cited to begin working together, learning from each other, 
enhancing our operations and ultimately providing a satis-

fying experience for our customers and their families. As we begin to 
leverage the combined talent of our companies and share best prac-
tices across the globe, we are more optimistic than ever about the fu-
ture and the results that will be achieved by the combined company.” 
Christian Hymer, son of the late founder, Erwin Hymer, said, “In Thor, 
we found the ideal, long-term strategic owner of the great company 
that our father built. Thor will provide the resources needed to foster 
the ongoing entrepreneurial spirit that is the foundation of the Erwin 
Hymer Group and permeates both companies’ corporate cultures. As 
shareholders, our family is fully committed to the long-term success of 
Thor and the Erwin Hymer Group.” The acquisition consists of EHG’s 
European operations, which represent the vast majority and core of 
EHG’s historical operations and are the driving strategic rationale for 
the acquisition. The acquisition of EHG provides attractive growth op-
portunities for the combined company, both in the near and long term, 
through EHG’s leading position in the growing European RV market.

FCA Italy and Groupe PSA have signed an 
agreement to extend until 2023 their suc-
cessful LCV cooperation, started 40 years 
ago. The terms of this new agreement also in-
clude continued manufacture by the JV of Fiat 
Ducato, Peugeot Boxer and Citroën Jumper 
large vans as well as additional versions to 
cover the needs of Opel and Vauxhall brands. 
In order to meet the expected increase in de-
mand for FCA and Groupe PSA, both partners 
have decided to increase production capacity 
at Sevel from 2019 with potential additional 
shifts. The agreement also foresees the com-
plementary use of Groupe PSA manufactur-
ing capacity to assemble certain versions of 
the large vans for the Peugeot, Citroën, Opel 
and Vauxhall brands in the medium-term. The 
Sevel plant, inaugurated in 1981 in Val di San-
gro (Atessa Italy), has a surface area of more 
than 1.2 million square meters and employs 
around 6,200 employees. It is the biggest and 
most flexible light commercial vehicle plant 

FCA and Groupe PSA 
extend Sevel Partnership 
to 2023

in Europe capable of producing vehicles in a 
large array of different configurations. Sevel 
is also one of the most advanced LCV plants 
in the world in terms of level of specialization, 
organization and work performance. The 

plant also houses an on-site Academy, a cen-
ter of excellence where employees have the 
opportunity to receive training and improve 
their skills, as well as to undertake simulations 
and create innovation.
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SETTING NEW 
STANDARDS OF COOL

DOMETIC RMD 10 SERIES
Absorption refrigerator, 153 or 177 l gross capacity

The new Dometic 10 series, with double hinged doors allowing access from 
both sides, full height aluminium handles, intuitive control with TFT display and 
the best cooling performance in its class, the new Dometic 10 series sets a new 
standard of cool from every aspect.

For more details visit  dometic.com
DOUBLE HINGED DOOR – 

OPENS TO THE LEFT AND RIGHT

Award winning design
Dometic’s new 10-series absorption 

refrigerators were granted the coveted 
“European Innovation Award” in the 

category vehicle accessories.

0775-18-ad-aboutcamp-rmd.indd   1 30.01.19   13:55
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Lippert Components Manufacturing, 
Inc. (“LCI”), the global supplier of 
components for manufacturers of lei-
sure vehicles and mobile transporta-
tion, has acquired Smoker Craft Inc., 
a leading pontoon, aluminum fishing, 
and fiberglass boat manufacturer lo-
cated in New Paris, Indiana, USA. The 
purchase price was $28.0 million. Ad-
ditionally, the parties entered into a long-term supply agreement 
as part of the transaction. “We are thankful to our partners at 
Smoker Craft for entrusting us with their furniture operations,” 
said Ryan Smith, Senior VP of Sales & Operations for LCI. “Over 
the last four years, LCI has become one of the leading suppliers 
of marine furniture to the industry. We’ve grown to the size we 
have because of the foundation of trust we’ve built with our ma-
rine customer base, along with the steady flow of innovation that 
we’re pouring into the industry,” said Ryan Smith. Doug Smoker, 
President and CEO of Smoker Craft, Inc. said: “Today is an exciting 
day for Smoker Craft, Inc. As part of our long range growth strat-
egy, we are announcing the sale of our furniture division to Lip-
pert Components. We feel very comfortable with the Lippert team 
and believe the cultures at Lippert and Smoker Craft are an ideal 
fit.” Jason Lippert, LCI CEO said: “We are excited to add Smoker 
Craft’s furniture manufacturing business to the LCI family. This 
is very similar to the furniture manufacturing operation that we 
purchased from Godfrey Marine in 2016, and that transition went 
extremely well. This will be our fourth marine furniture acquisition 
in the last four years and as we continue to grow in the marine 
space, more opportunities continue to present themselves. This 
line of business has grown so significantly that earlier this year we 
opened a 700,000-square-foot facility in Fort Wayne, Indiana to 
serve our marine customers. We anticipate that the Smoker Craft 
furniture manufacturing business will remain in New Paris while 
we transition the operation into the LCI family. I have the utmost 
confidence in Ryan Smith and his teams to ensure that there is a 
smooth manufacturing transition with Smoker Craft. We expect 
this acquisition to be immediately accretive to LCI’s earnings.”

Lippert acquires Smoker Craft Inc.

Truma has completed a groundbreaking ceremony for its new, perma-
nent North American headquarters in Elkhart, Indiana. The ceremony 
was attended by local politician Congresswoman Jackie Walorski who 
said she was honoured to help celebrate the groundbreaking. Truma 
opened a temporary of-
fice in Elkhart in 2013 to 
be closer to the major RV 
manufacturers in North 
American and Canada, 
and is now building its 
own permanent head-
quarters to underline its 
ongoing commitment to 
the local RV manufactur-
ers. The new headquarters 
are located on five acres of 
land and will include state-of-the-art offices, a warehouse and a cus-
tomer service centre. It is scheduled to open in autumn (fall) 2019. 
“Truma chose to build in Elkhart because we want to show our com-
mitment to the local manufacturers and the RV industry,” said Gerhard 
Hundsberger, President and CEO of Truma North America. Hundsberg-
er continued, “RV manufacturers, dealers and RV owners love Truma 
products which has resulted in tremendous growth for us. We are ex-
cited to expand to a larger location with more space so we can hire 
additional staff and continue to bring innovative products and services 
to the North American RV industry.”

Truma celebrates groundbreaking 
ceremony for its new USA headquarters

Ducato “Best Motorhome Base 
of the Year” for 12th Time

Dometic increased net sales 
in the last quarter of 2018 by 
25 percent to SEK 4,070 m, 
with an operating profit (EBIT) 
for the quarter of SEK 328 m. 
Operating profit (EBIT) before 
items affecting comparability 
for the quarter was SEK 420 m 
(310), representing a margin of 
10.3% (9.5%).  Items affecting 
comparability totaled SEK -92 m, related to restructuring charges in 
a group-wide initiative to optimize footprint and reduce costs. Juan 
Vargues President and CEO of Dometic said: “During 2018, sales and 
EBIT reached record levels with full year organic sales growth of 5 
percent and an EBIT margin improvement of 1.5 percentage points, 
bringing us close to our long-term target of 15 percent. Additional-
ly, a number of key activities were initiated to further improve our 
performance. By moving ownership and accountability closer to the 
business, whilst establishing common processes to leverage our full 
strengths as a global company, we have become even more agile 
to maneuver through short-term challenges and disciplined enough 
to stay true to our strategy. Full year growth was primarily driven 
by strong performances in Aftermarket and Marine. Profitability was 
positively impacted by good improvements in EMEA and APAC, off-
setting headwinds from raw material prices and US tariffs. The acqui-
sition of SeaStar has proven successful and we are very satisfied with 
the financial performance and integration process during the year. In 
December, we finalized the acquisition of Kampa to strengthen our 
Aftermarket position.” continued Juan Vargues.

Strong results for Dometic

The Fiat Ducato has been named “Best Motorhome Base 2019” by 
readers of the German motorhome magazine, Promobil. This is the 
12th time the Fiat Ducato has received this accolade from them, and 
one of many international awards for the Ducato from the Fiat ‘Pro-
fessional’ brand. Over 13,000 variants of the Ducato have been made 
since it was introduced in 1981, and it has been sold in more than 80 
countries worldwide. The Ducato is made in Sevel in Val di Sangro, 
in Italy, at the largest light commercial vehicle production plant in 
Europe. The Sevel factory covers an area of over 1,200,000 square 
meters and produced more than 297,000 vehicles in 2018. This is its 
new production record for the fourth year in a row, with a + 46% 
increase over the past six years. Today, three out of four motorhomes 
sold in Europe are Ducato-based and over the past ten years 500,000 
families have chosen a Ducato for their RV. The Fiat Professional Duca-
to motorhome base vehicle was designed in partnership with lead-
ing European motorhome manufacturers to offer the best integrated 
base and living pod solutions. From generation to generation, each 
Ducato has introduced innovations aimed at improving recreational 
vehicles in terms of transformability for converters and usability for 
campervan users.
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News

This year’s annual conference of the European Caravan Federa-
tion (ECF), including its General Assembly and Melvi Congress, 
takes place on 16 and 17 May 2019, in Stockholm, Sweden. The 
ECF annual conference is a forum for discussing topics ranging 
from technical issues to marketing initiatives. Over 90 represen-
tatives from the caravan industry are expected to attend. This 
will include leading manufacturers, importers, suppliers and as-
sociations in Europe, plus guests from other parts of the world, 
who attend the conference to discuss current issues and get the 
latest insight and overview of the caravan industry. One of this 
year’s presentations will be from Mona Nielsen, a Senior Advisor 
at Norwegian Østfold Research, about her environmental study 
about mobile home travel. This year, the annual conference is 
hosted by the Swedish Caravan Industry Association, Husvagns-
branschens Riksforbund (HRF), which will use this as an oppor-
tunity to market Sweden and Stockholm to the attendees. “This 
will be an excellent opportunity to meet their industry colleagues 
from all over Europe, get a better overview of how the whole 
industry looks and of course listen to interesting lectures,” says 
Lars Erik Paulsson at HRF. “The ECF is a very well-functioning 
organization that has the capacity and competence to produce 
well-founded analyzes”, commented Tomas Haglund, chairman 
of the Swedish Caravan Industry Association, HRF, which is part 

of the ECF. The organis-
ing committee is looking 
for some of the industry’s 
major players to sponsor 
the event. One of the 
sponsor’s for this year’s 
event is Voehringer, who 
supplies OEMs with light-
weight furniture.

ECF annual conference in Stockholm
The RV Industry Association’s 
(RVIA) government affairs 
team has met Members of 
Congress to promote its pol-
icies for the RV industry laid 
out in its new 2019 Federal 
Policy Agenda. The RVIA pro-
vides opportunities for Sena-
tors, Representatives and their 
staff to learn more about the 
vital role RVs play in the out-
door recreation and travel industries through up to-date industry in-
formation, news stories, briefings and educational events throughout 
the year. The 2019 Federal Policy Agenda consolidates the key ac-
tions the industry would like Members of Congress to take regarding 
campground modernization and expansion, tariffs, trade, tax and 
other key issues. In terms of trade, the United States is the world’s 
largest producer of RVs, producing twice as many RVs as the rest of 
the world combined. In 2015, RV exports totaled $1.2 billion. Over 90 
percent of all RV exports go to Canada, accounting for nearly 10% of 
all U.S. RV shipments. Over 53,000 American-built RVs were export-
ed to Canada in 2017. Domestic content standards for motorhomes 
remains at NAFTA level of 62.5 percent and travel trailer content re-
quirement remains at 50 percent. Many federal campgrounds were 
constructed more than 60 years ago and were not built or equipped 
to accommodate today’s more advanced and larger RVs or to han-
dle demand from the growing RV industry. RV sales and ownership 
continue to grow at record levels, but unfortunately, during the same 
period, RV stays at National Park Service (NPS) campgrounds have 
drastically declined—even though state and private campgrounds are 
posting significant growth. The RVIA wants increased investment in 
campground modernization and expansion on public lands. The RVIA 
says that the scope of the steel and aluminum tariffs that have been 
enacted is far too broad to have the intended effect and will only 
create new challenges for American businesses to the benefit of for-
eign competitors.Comprehensive tax reform and the lowering of the 
corporate tax rate has benefited the RV industry and its employees. 

RVIA has met Members of Congress

The global recreational vehicles market was valued at around USD 
$38.48 billion in 2017 and is expected to reach approximately USD 
$64.25 billion by 2024, according to a report by Zion Market Re-
search. Titled “Recreational Vehicle Market” , the report includes a 
forecast and an analysis of the recreational vehicle market on a global 
and regional level. The Asia Pacific holds the highest growth potential 
for the recreational vehicle market, due to a large number of initia-
tives taken by the government to develop the region’s tourism sector.
Australia, China, Japan, and Korea are the major markets for recre-
ational vehicles. Japan is a significant contributor to the recreational 
vehicle market in this region. Recreational vehicles are also used in 
Japan for commercial purposes. Japan imports a large number of RVs 
from the U.S., out of which 87 percent are towable homes. 
The demand for motorized RV is growing at the highest rate, owing 
to a high degree of comfort and high fuel efficiency. The demand 
for travel trailers is expected to grow in the estimated time period, 
due to their wide applications and their use for long-term living. Full 
details are available at https://www.zionmarketresearch.com/report/
recreational-vehicles-market

RV market in 2024

AL-KO Vehicle Technology, part of DexKo Global Inc., a global lead-
er in trailer running gear, chassis assemblies and related compo-
nents, is to expand its core business in to the mobile home chassis 
market after signing an agreement to acquire Bankside Patterson, 
a leading mobile home chassis manufacturer. Established in 1959, 
Bankside Patterson (“Bankside”), based in Brandesburton, York-
shire in the UK, offers innovative, custom solutions for complex 
constructional requirements.  Bankside’s products for the mobile 
home industry expand and differentiate AL-KO’s product offering 
into static chassis applications.  Fred Bentley, CEO at DexKo Global 
said: “We look forward to being able to access the proven exper-
tise of Bankside Patterson. True to our motto ‘together is better’, 
the combination allows us to leverage our leading technology with 
Bankside’s strengths and knowledge to improve the overall per-
formance of the combined companies. We continue to expand 
our product offering and geographies while successfully unlocking 
incremental value from acquisitions.” Harald Hiller, President and 
CEO AL-KO Vehicle Technology said: “With Bankside Patterson, we 

are integrating a renowned com-
pany into AL-KO Vehicle Technol-
ogy. With the mobile home sector, 
we are tapping into a new market 
and new target groups.” Financial 
terms of the transaction were not 
disclosed. The transaction is subject 
to customary closing conditions and 
regulatory approval. 

AL-KO acquires Bankside Patterson
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The Erwin Hymer Group has appoint-
ed Jan Francke to its management 
board from 1 February 2019 in the 
newly created role of Chief Opera-
tions Officer at its head office in Bad 
Waldsee, Germany. Jan Francke, 48, 
is an industrial engineer with inter-
national senior management experi-
ence in the automotive supplier in-
dustry. He will be responsible for the 
areas of R&D, supply chain manage-
ment and operations throughout the 
Erwin Hymer Group’s production sites. The objective of bringing 
these areas under one management board member is to make it 
easier to manage these important processes more efficiently. Jan 
Francke has worked for the international group of companies 
BOS GmbH & Co. KG – an automotive industry systems and 
component supplier – as its general manager and COO since 
2011. Prior to that, he held the position of general manager at 
the Brose Group. Martin Brandt, chairman of the Group’s Exec-
utive Board: “We are delighted that we have been able to recruit 
a proven expert for this challenging position in the Erwin Hymer 
Group in Jan Francke. His management expertise and product 
know-how in the automotive area makes him the perfect addi-
tion to our management team.” The Erwin Hymer Group is Eu-
rope’s largest manufacturer of motorhomes and caravans with 
a turnover of more than 1.9 billion Euros. Each year the group 
sells more than 50,000 leisure vehicles and employs some 5,500 
people across its affiliated companies.

Jan Francke is the new 
EHG Chief Operations Officer Dometic has acquired Kampa 

UK Limited, a supplier of after-
market products to the leisure 
industry, for a cash purchase 
price of £50 million. Kampa 
is an innovative outdoor lei-
sure company with a focus 
on lightweight and inflatable 
awning rooms and tent tech-
nology. It has an asset light set-up including outsourced manufactur-
ing and a central warehouse in the Netherlands covering distribution 
across Europe. The acquisition, for a cash purchase for a price of £50 
million on a debt and cash free basis, excluding potential earn-out 
element, strengthens and expands Dometic’s position in Retail and 
Aftermarket through new product areas, a broader distribution net-
work and strong market presence. “I am pleased to welcome Kampa 
and its employees to Dometic. The acquisition is part of our strategy 
of strengthening our aftermarket position through complementa-
ry products and strong market presence. Kampa complements our 
product portfolio and strengthens our global offer to make Dometic 
even more relevant to our current and future customers,“ says Juan 
Vargues, President and CEO of Dometic. Myles Salmon, Managing 
Director at Kampa said: “We are today the market leader in inflatable 
awning room and tent technology in the UK, with a clear focus on 
easy use for our customers. In Dometic we have found an incredi-
bly good home where we can build and accelerate our internation-
al expansion.” Founded in 2006 and based near Witham in Essex, 
UK, Kampa UK Limited is an ambitious company with a strong family 
ethos. A keen eye for quality, coupled with a drive to innovate and 
continually improve, has seen Kampa double in size every two years 
to become a premium brand in the outdoor leisure industry. Dometic 
operates 28 manufacturing and assembly sites in 11 countries and 
sells its products in approximately 100 countries.

Dometic acquires Kampa UK Ltd
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News

Lippert Components 
has appointed six 
people to new posi-
tions responsible for 
the areas of innova-
tion, business devel-
opment in emerging 
markets, supply chain 
management, after-
market sales, con-

tinuous improvement, plus a new Academy for Leadership. The 
launch of the Lippert Academy for Leadership™ aims to provide 
external businesses, nonprofits, and individuals with a variety of 
programmes, including on-site training and leadership develop-
ment programs, executive coaching, speaking engagements, and 
a two-day in-house leadership development experience.
Dustin Kaehr, who has been one of LCI’s Directors of Leadership 
Development, has been appointed to a new role of Director of the 
Lippert Academy for Leadership. For more information or to sign 
up, visit www.lci1.com/academy  Email dkaehr@lci1.com
The new Territory Sales Manager, Aftermarket Sales is Dave Voelk-
er who will cover the Great Lakes region working to strengthen 
and grow relationships with LCI’s aftermarket partners. 
Lippert Components has also announced that it has promoted Jar-
ed Kendall to the role of Senior Director of Continuous Improve-
ment. The new Chief Supply Chain Officer at Lippert Components, 
Inc. is Scott Meiner has been promoted from his previous role as 
Vice President of Supply Chain. Another LCI employee to be pro-
moted is Brian Hess, who is now in the role of Vice President of 
Innovation. Lindsey Stults has been hired to direct the Company’s 
business development within emerging markets. 

The Lippert Academy for Leadership
and six new appointments

After a long period of strong organic growth, first-quarter sales at con-
stant perimeter and exchange rates were slightly down (-1.2%) com-
pared to previous year.
Leisure Vehicles. Motorhome and caravan sales (respectively -2.3% 
and -7.5% at constant perimeter and exchange rates) were affected 
by weak economic conditions in the United Kingdom as well as by the 
willingness of distribution networks of the main European countries to 
reduce the level of their inventories. On the other hand, deliveries of 
static caravans and accessories for leisure vehicles (respectively +19.5% 
and +3.9% at constant scope and exchange rates) confi rmed their 
good momentum.
Leisure Equipment. Trailers sales (+4.1%) remained well oriented de-
spite an unfavourable context in France. Changes in sales of camping 
equipment (+180.5%) and garden equipment (-12.7%) activities are 
not signifi cant in the fi rst quarter due to their seasonality.
Prospects. Motorhome registrations continued to grow during the fi 
rst months of the season (September to December) in the main Euro-
pean markets and Trigano gained market shares in these countries. The 
continuation of this momentum could be hampered by the deteriora-
tion of the economic and political climate, for example in France, in Ita-
ly or in the United Kingdom. Trigano will pursue its capital expenditures 
aimed at making it more competitive, in particular by improving its in-
dustrial management systems and its productivity. As the integration 
of Adria is almost complete, Trigano will remain attentive to any value 
creating external growth opportunity.

2018 / 2019 First Quarter 
Sales: +6.1%
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James Troy will lead Thor Industries’ global 
operations and growth strategy, and will 
be responsible for the integration of Thor’s 
international operations, including identify-
ing and sharing best practices and achiev-
ing operating efficiencies at the company’s 
newest acquisition Erwin Hymer Group 
(EHG). Mr. James will assume his role effective immediately, and will 
relocate to Germany to lead the post-acquisition integration of EHG. 
“We are pleased to promote Troy to his new position of Senior Vice 

James Troy: new position 
in Thor Industries

President of International Operations,” said Bob Martin, Thor Presi-
dent and CEO. “Troy has been a valuable member of our Dutchmen 
management team for the past seven years, and brings a wealth of 
knowledge and industry background to his new role.” Mr. James 
commented, “I am excited to work with our new partners at EHG. 
I look forward to sharing best practices between companies, captur-
ing business synergies, and driving increased global awareness of the 
Thor brand as we expand in Europe.” Mr. James has more than 26 
years’ experience in the RV industry. He joined Thor in 2012, and was 
most recently the President of Thor’s Dutchmen RV business. Prior 
to his time at Dutchmen, Mr. James spent 15 years with Jayco Corp. 
where he served in a number of senior management roles. He grad-
uated from Bob Jones University in South Carolina with a Bachelor’s 
degree in Marketing.
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Incineration toilet adapted for 
caravans and recreational vehicles

MOTION
Adapted to caravans and mobile units

6

• No need for frost protection
• No use of water
• No problems related to emptying
• Involves minimal waste, only clean ash
• High capacity;  6 persons
• Can replace most traditional toilet  
 solutions for motor homes / caravans

Cinderella Motion represents an entirely new concept for waste 
handling in caravans and mobile units. It is now possible to get 
rid of toilet waste in a hygienic and simple manner. 

The end product is just clean ash. The toilet can be used around 
70 times before emptying is required. Cinderella Motion is a furt-
her development of the popular Cinderella incineration toilet.

Learn more about Cinderella 
www.cinderellaeco.com
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Stuart Lamont has since November 2011 
been the Chief Executive Officer of the 
Caravan Industry Association of Australia, 
having been with the organisation since 
June 2007. In his current position as CEO, 
he has successfully increased the profile of 
the sector through participation in various 
Government and tourism activities as well 
as working groups at a Federal level.  Stu-
art has regular dealings with Federal cabinet 
ministers and this brings the opportunity to 
champion concerns on behalf of the indus-
try. 
Caravan Industry Association of Australia is 
the peak national body for the caravanning 

Face to face with Stuart Lamont, CEO of the Caravan Industry Association of Australia: the organisation’s 
vision is, “To lead and champion a robust, compliant and sustainable caravanning and camping industry 
in Australia”

Let’s talk    about Australia

Words and photo Antonio Mazzucchelli

and camping industry in Australia. The or-
ganisation’s vision is, “To lead and champi-
on a robust, compliant and sustainable cara-
vanning and camping industry in Australia”, 
with all operation pillars – marketing; re-
search; lobbying and advocacy; compli-
ance, accreditation and training – working 
towards this vision. Caravan Industry Asso-
ciation of Australia operates as a not-for-
profit organisation with a membership base 
comprising the individual state caravanning 
and camping associations, who the associ-
ation works collaboratively with on matters 
concerning the caravanning and camping 
industry in Australia. As the peak national 

body for the Australian caravanning and 
camping industry, Caravan Industry Asso-
ciation of Australia represents over 3,500 
businesses across the entire supply chain. 
Many of these industry businesses finan-
cially support the organisation by making a 
voluntary contribution towards a coopera-
tive fund that aims to support the sustain-
ability of the greater industry. In addition, 
the association communicates regularly with 
consumers who have an interest in the car-
avanning and camping lifestyle, through an 
active database of nearly 400,000 consum-
ers supported via social media channels of 
over 180,000 participants.

People Stuart Lamont
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Aboutcamp BtoB: How is the Australian 
RV market going at the moment, and 
what are your forecasts for the next few 
years?
Stuart Lamont: Our tourism visitor numbers 
are at record levels, although while we are 
reporting highs in manufacturing and im-
ported numbers, this is masked by a number 
of macro pressures which are likely to see an 
upcoming correction in the market. A recent 
Royal Commission into financial services has 
tightened both consumer and business fi-
nance, and this coupled with a softening in 
housing prices off record highs has caused 
general nervousness in the economy.  In Aus-
tralia in recent years there has been a strong 
push for housing investment boosted by 
tax incentives, interest only loans, booming 
house valuations, and loose lending prac-
tices.  This has seen many individuals with 
multiple properties develop mortgage stress 
with limited capacity to re-finance (or to add 
an RV through excess equity in property). A 
Federal election due in May 2019, has also 
seen some postponement of discretionary 
spending as tax reforms, potential variations 
to childcare and pensions, superannuation 
uncertainty, and a likely change of Govern-
ment all weighing heavily on the market, 
particularly in our two biggest markets – the 
families and those either in or approaching 
retirement. For those people still in market 
we are seeing some substitution into used 
product or lower priced product as well as 
the emergence of new sharing business 
models. Add to this an already saturated 
number of manufacturers supplying unsus-
tainable volumes of new product into the 
market, and we are starting to see some liq-
uidations and closures in market – not unex-
pected.  With cashflow already tight, we are 
in a discounting cycle causing margins to be 
squeezed. While we see this as being cycli-
cal there will be some pressures in market in 
the short-term before returning to growth.  
During this period we are seeing increased 
promotion, money spent on research and 
development and the introduction of new 
technology, and I expect that those com-
pany’s investing now in these areas will see 
strong benefits when the market rebounds. 
With an increased focus on industry compli-
ance, increased scrutiny with tougher con-
sumer laws, and natural consolidation or 
attrition, manufacturers committed to the 
market will see a return to strong margins 
in the coming years.  Fewer manufacturers / 
importers supplying larger volumes to mar-
ket is what I expect. We remain however very 
buoyant to the potential in market with per 
capita ownership per 1000 people still well 
below what we see in the US.  In the past 
two years we have seen desirability towards 
owning product from our industry increase 
from 27% to 33% of the population.  Our 
challenge remains in turning this desirability 
into transactional activity.

Aboutcamp BtoB: How is the mix of 
camping tourists from outside Australia 
made up?
Stuart Lamont: A total of 385,000 inter-
national visitors went caravan and camping 
around Australia at Y/E September 2018.  

Europe represents the most important mar-
ket with 16% of visitors originating from 
the UK, 15% from Germany and 8% from 
France.  The USA (8%) and New Zealand 
(7%) round off the top five caravan and 
camping markets.

Aboutcamp BtoB: What are the regula-
tions for driving licenses in relation to 
driving motorhomes or towing caravans 
in Australia? Up to what size and weight 
of motorhome can you drive with the 
standard driving license? Is it difficult 
to obtain a driving license for big mo-
torhomes?
Stuart Lamont: Broadly speaking, as each 
state may have slightly different interpreta-
tions, any car with a single trailer under 4.5 
tonne (GVM) does not require a heavy vehi-
cle license to tow a caravan.  This also applies 
to motorhomes and campervans.  As such, a 
standard non-provision car license held for at 
least 12 months is suitable. If a motorhome 
or a vehicle combined with a single trailer 
is between 4.5 tonnes and no more than 8 
tonnes (GVM), which would only be a small 
volume, then a light rigid license would be 
required in addition to a standard non-provi-
sion car license held for at least 12 months.

Aboutcamp BtoB: What are the main 
problems afflicting the RV sector?
Stuart Lamont: The main problems are 
industry businesses not respecting the con-
sumer and legislative rules which exist, and 
having low compliance models competing 
heavily with long term industry players.  This 
is causing pressure on markets, and risks 
consumer confidence and industry reputa-
tion at a time where macro economics and 
politics are prominent throughout the media. 
But the noose is tightening and the industry 
(major players and associations) are more de-
termined than ever to “clean up the indus-
try” and developing specific strategies to do 
so. The purchase of a RV can be a consumers 
second or third largest purchase in their life-
time and one which has a large amount of 
emotional attachment to it.  When things go 
wrong, industry behaviour needs to improve 
with the relationship between the repairer, 
retailer, manufacturer and supplier needing 
some work to better service the consumer.

Aboutcamp BtoB: What is ‘the future 
leaders project’? Why did you develop 
it, and what results do you expect to 
achieve?
Stuart Lamont: Several years ago we iden-
tified that many of the industry future strat-
egies were being determined by individuals 
who had extensive history in the industry, but 
failed to take into account new demographic 
thinking.  We also saw limited youth push-
ing into managerial or association boards 
around the country. To support these up and 
coming leaders we have provided a forum 
for exchange of information, a series of net-
working events (including an annual one day 
event leading into the National Conference), 
and an annual award with a $10,000 pro-
fessional development prize. What we have 
seen is increased confidence in these indi-
viduals with several now appearing on state 

association boards and councils.  It has also 
generated a new enthusiasm for association 
events (and in particular the National Con-
ference) with new energy, and new thinking 
challenging the existing norm.

Aboutcamp BtoB: What will be the high-
lights of the forthcoming National Car-
avan Conference, and why is it so suc-
cessful?
Stuart Lamont: The industry conference 
(May 15-17 2019) brings together over 700 
senior industry personnel from all sectors of 
the industry.  As an industry we are all reli-
ant on the success of each individual sector, 
and it is important that we bring the deci-
sion makers of the industry together on an 
annual basis. The event will showcase best 
practice both from within the industry and 
outside, the release of new research includ-
ing an analysis of what is driving consumer 
behavior, a focus on changes to regulation 
and consumer laws, and expert sessions in 
marketing, social media, lean manufacturing 
and retailing. In addition we will continue 
with provocative workshop sessions, net-
working events, and three evening social 
functions culminating in the industry night 
of nights – a glittering Gala Dinner.

Aboutcamp BtoB: Which was the most 
effective marketing and PR promotion 
action in the RV sector in 2018?
Stuart Lamont: As an industry for many 
years we have pooled money together and 
reinvested this mirroring the Go RV’ing cam-
paign from the US.  While television adver-
tising remains expensive, we have been very 
effective at getting national television in high 
rating periods (for our core markets) through 
great lifestyle product being supported by 
television ambassadors.  This has included 
concentration on breakfast light commercial 
television where we have been successful at 
getting extended showcasing of our industry 
product. That being said, one of our most ef-
fective marketing and PR promotions in 2018 
was a two week nationwide newspaper pro-

Stuart Lamont
Chief Executive Officer of the Caravan 

Industry Association of Australia
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Vetroresina produces a wide range of glass 
fibre-reinforced polyester laminates in both 

standard and special versions.

Vetrostyle
Designed for the construction of camper van interiors and 
use in the furnishing industry. The gelcoat finish is replaced 
by scratch-resistant decor paper.

Vetro LD (Low Density)
LD laminates are light, offer 

greater flatness and are 
produced using technology 

adapted from Vetrolite. 
Gelcoat finish.

VetroSkin 
They are an ideal range of products 

for the construction of floors and 
walls: waterproof, easy to wash and 

with anti-slip properties.

Vetrolite 
Designed to replace wood in the 
walls of camper vans, Vetrolite is 
extra thick and exceptionally light.

PVC Flooring
Perfect for use as flooring in 
motorhome or in the garage 
with anti-slip properties. 
Waterproof and easy to wash.

Vetroresina Spa     Via Portuense, 10 - 44020 Masi San Giacomo - Ferrara - Italy - www.vetroresina.com

Vetroresina LLC     Donaldson Industrial Park - 6 Idaho Street - 29605 Greenville, SC - www.vetroresinallc.com

Vetroresina do Brasil LTDA     RodMarRondon Km 256.3s/n° - Botucatu SP - www.vetroresina.com.br

Mr. Lamont
(on the left) in 

conversation 
with our editor 

in chief.

motion linking a competition with a prize 
pool of approximately $250,000, promoted 
in over 2,500 point of sale locations around 
the country, linked with editorial, full page 
advertisements, and masthead advertising 
on every front page across 22 major metro 
and regional newspapers. This generated 
over $3 million worth of media coverage for 
a $40,000 association cost, producing near-
ly 500,000 entries with an opt-in database 
for all contributing partners of nearly 50,000 
consumers.

Aboutcamp BtoB: The New Road Vehi-
cle Standards Act in Australia has been 
welcomed by you enthusiastically. It not 
only guarantees safer products to users, 
but makes imports more difficult for 
non-Australian manufacturers. Is there a 
real danger of low-cost, low quality lei-
sure vehicles being imported from Asian 
countries?
Stuart Lamont: There is no room for 
non-compliant product (against agreed Aus-
tralian Design Rules, and Australian Stan-
dards for matters such as gas, plumbing 
and electrical). I have little sympathy for any 
manufacturer / importer who tries to supply 
product into the Australian market which 
does not meet the minimum standards.
The RVSA provides additional compliance 
governance, but importantly provides a very 
strong set of penalties available to the Aus-
tralian Government.  This includes not only 
fines and recall notices, but at the very be-
ginning of the penalty spectrum, the remov-
al of approval to supply to market.  This will 

have the effect of product not being able to 
be registered onto the road.  This is a good 
thing for manufacturers / importers com-
mitted to doing the right thing by their cus-
tomer base, as well as consumers who can 
have greater confidence in dealing with our 
industry. At present a light touch regulatory 
framework exists meaning some low cost, 
low quality vehicles are able to enter the 
market.  We continue to build our relation-
ship with the Australian Government provid-
ing information regarding non-compliances 
coupled with increased resources to look for 
compliance breaches in market, and come 
December 2019 when the new regulations 
formally come into existence, we will have 
an expectation of regulatory adherence, and 
will be very aggressive towards the regula-
tor to ensure that their enforcement powers 
are carried out. Industry businesses trying 
to do the right thing deserve equal trading 
conditions, and we will do everything within 
our power to stop any product (or group of 
products) getting onto the road which have 
non-compliance issues.  Manufacturers and 
importers are on notice and should be ready 
for this.

Aboutcamp BtoB: Everyone says China 
will be the second largest RV market in 
the world. Do you think this can happen 
in a short time? What is you opinion?
Stuart Lamont: Not sure what you mean by 
being the second largest RV market in the 
world – for consumption or manufacturing?  
There are certainly opportunity within the 
Chinese market based on population, how-
ever given their limited history in the sector 
it is not culturally ingrained relative to say 
the European, United States or Australian 
markets, nor do they have the infrastructure 
to attract RV consumers (yet).  I think it is 
a market to watch and is a fantastic export 
opportunity.  That being said I see it being 
heavily weighted towards drive product rath-
er than towed product as per other Asian 
markets and will take some time to mature.  
As to manufacturing, we are already seeing 
some volume being manufactured however 
the challenges associated with consistency 
of supply, and managing destination compli-
ance will continue to stunt Chinese growth. 

With regard to Chinese tourist and how they 
travel – the market is of incredible impor-
tance to Australia’s tourism economy, with 
the segment generating $11.5 billion to the 
country for y/e September 2018 -  of which 
$51 million was generated in the caravan and 
camping sector by the market.  At present, 
they are the 10th largest international seg-
ment who go caravan and camping in Aus-
tralia, growing 21% from 2017 (off a very 
small base) with 122,000 visitors.  Australia 
is not a new market for the Chinese, howev-
er caravan and camping is, and as such, we 
are seeing increased demand from Chinese 
travellers renting out a motorhome or stay-
ing in a cabin.  Challenges remain though 
in growing the market which includes com-
munication and language barriers; concerns 
over road safety and conditions of Australian 
roads for a segment who may not be used 
to driving long distances; and product read-
iness to meet the high expectations of the 
Chinese visitor.  The key focus on growing 
the Chinese market is to encourage dispersal 
them away from the urban centres and icon-
ic products to experience the ‘real’ Australia.

Aboutcamp BtoB: What are the main 
characteristics that distinguish a product 
made in Australia compared to others, 
for example imported from USA or Eu-
rope?
Stuart Lamont: I think each of the markets 
are uniquely different although trends tend 
to be quickly adopted and embraced based 
on suppliers pushing product into a global 
market.  The product differences therefore 
tend to represent how the product is used 
in each market.  With Australians looking 
to adventure and getting off the beaten 
track, the look of our product appears more 
“sturdy” and “tougher” with dark exterior 
colours and checkerplating becoming more 
prevalent, and appealing to the Australian 
pysche, while many features encourage an 
outdoor lifestyle around the caravan rather 
than necessary contained within it.  Road 
corrugation and 4WD’ing also means that 
some caravans in Australia are “harshly 
treated” and therefore must stand up to 
this usage by consumers.  Manufacturers are 
aware of this and cater accordingly. 

People Stuart Lamont
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fibre-reinforced polyester laminates in both 
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use in the furnishing industry. The gelcoat finish is replaced 
by scratch-resistant decor paper.

Vetro LD (Low Density)
LD laminates are light, offer 

greater flatness and are 
produced using technology 

adapted from Vetrolite. 
Gelcoat finish.
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They are an ideal range of products 

for the construction of floors and 
walls: waterproof, easy to wash and 

with anti-slip properties.

Vetrolite 
Designed to replace wood in the 
walls of camper vans, Vetrolite is 
extra thick and exceptionally light.

PVC Flooring
Perfect for use as flooring in 
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with anti-slip properties. 
Waterproof and easy to wash.
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Following an active period of strong business growth & acquisi-
tions, we spoke with AL-KO’s Australia & New Zealand Managing 
Director Peter Mannfolk about his vision for the business, and the 
changes he sees in the Australasian market.

AL-KO Australia, 
a story of success Aboutcamp BtoB: What is the history 

and development of the AL-KO business 
in Australia & New Zealand?
Peter Mannfolk: AL-KO’s Australian story 
is one of growth & success - from a small 
Australian axle company, to its present-day 
position as a leader in highly engineered 
chassis and components for the caravan, 
trailer & motorhome segments. The compa-
ny traces its roots back to 1946 with the es-
tablishment of Hornby Engineering in South 
Melbourne, Victoria – which produced axles 
and braking systems for the caravan indus-
try. In the 1970s, Girling-Lockheed (Girlock) 
bought out Hornby, having previously been 
its source for brake parts. During this peri-
od, the business designed the first electric 
braking system for caravans in Australia, for 
what has now become the accepted stan-
dard in braking safety across the board. 
AL-KO established its presence in 1986, as 
a joint venture with New Zealand company 
Masport. But, within two years, AL-KO had 
bought out Masport’s share to form a ded-

The floor to Peter Mannfolk

AL-KO’s Australian head office and main manufacturing facility in Melbourne
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contacts

• 1946: Hornby Engineering is founded 
in South Melbourne, producing axles.

• 1974: Girlock Caravan and Trailer Parts 
acquires Hornby Engineering and com-
bines with two other companies in 
Sydney and Brisbane to become Aus-
tralia’s largest manufacturer of axles.

• 1986: Masport AL-KO established as a 
joint venture in Australia by acquiring 
Girlock Caravan and Trailer parts.

• 1988: AL-KO buys out joint ven-
ture partner and establishes offices 
throughout Australia, with interna-
tional involvement in New Zealand and 
South East Asia.

• 2016: DexKo Global Inc. formed as a 
strategic alliance between AL-KO and 
Dexter to become the world’s leading 
supplier of advanced chassis technol-
ogy, chassis assemblies and related 
components. AL-KO Australia acquire 
Melbourne Trailer Caravan Supplies.

• 2017: AL-KO and Dexter brands come 
together in the Australian market.

• 2018: AL-KO Australia acquires G&S 
Chassis, Hume Caravan & Camping 
Accessories and CM Trailer Parts, to 
become part of the DexKo Global fam-
ily and further grow its position in the 
Australian and New Zealand Markets.     

AL-KO Australia
Milestones

icated local presence. In 2016 AL-KO com-
menced a new phase in its history when it 
became part of DexKo Global Inc. - formed 
as a global strategic alliance between AL-KO 
Vehicle Technology and U.S. market leader 
Dexter.

Aboutcamp BtoB: What difference did 
becoming part of DexKo make for the 
local business?
Peter Mannfolk: Becoming part of DexKo 
facilitated a period of rapid expansion for 
AL-KO in Australia & New Zealand. DexKo 
saw the growth potential and provided the 
investment we needed in order to focus on 
strategic acquisitions and new product de-
velopment. We first made the acquisition 
of Melbourne Trailer & Caravan Supplies 
– a leading family owned parts & accesso-
ries supplier to the RV market and Dexter’s 
previous long-time distributor in Austra-
lia. This was followed by the acquisition of 
G&S Chassis and Hume Caravan & Camp-
ing Supplies in 2018 – this allowed us to 
expand our business footprint into chassis 
supply, and accessories. We then established 
a much-needed presence on the New Zea-
land South Island when we acquired New 
Zealand company CM Trailer Parts (also in 
2018). As we continue to integrate these 
acquired businesses, it will support our stra-
tegic objective of becoming a vertically in-
tegrated systems supplier. This creates many 
business efficiencies and allows us to service 
our customer base with an even better level 
of service. Effectively now we can supply our 
customers with just about everything on the 
caravan – from chassis and suspension to 
doors, windows, cladding and water tanks. 
By taking these successful businesses and 
adding the additional support of AL-KO in 
Australia and the global chassis manufactur-
ing expertise of the DexKo group, we believe 
we will be able to help take the Australian & 
New Zealand industry to new heights.

Aboutcamp BtoB: What has been AL-
KO’s formula for success in the Australia 
& New Zealand markets?
Peter Mannfolk: AL-KO has established 
an extensive local manufacturing and R&D 
presence in Australia with strong investment 
in engineering and technology. Australian 

made products are built and 
assembled at the head office in 
Dandenong South, located in 
the south east of Melbourne. 
Capabilities include axle and 
stub machining; manual and 
robotic welding; electronic 
component assembly; machin-
ing of raw castings for hubs, 
disc rotors and brake drums; 
and brake actuation system 
manufacture and assembly. 
We have also established an 
Australian production facility 
for the assembly of AL-KO’s 
AMC Chassis for Australian 
Motorhome manufacturers. 
In addition to our high-quality 
products, AL-KO has formed 

close partnerships with the major Austra-
lian caravan & motorhome manufacturers. 
With our Australian manufacturing pres-
ence, we can meet the ongoing needs they 
have for a lot of customisation to suit the 
end user requirements. We don’t just supply 
product – we also have the strongest sales 
& customer service presence and provide a 
huge amount of technical training. We also 
partner with our customers on marketing 
initiatives – each year we take a group of 
key customers to a remote location to con-
duct a tow test of their caravans with our 
product fitted, which then receives a large 
amount of media coverage. AL-KO also has 
the largest national support network with 
over 300 AL-KO distributors & service agents 
nationally. With Australia being such a large 
and remote country, we have found that this 
is especially important. In terms of product 
development, we have always focused on 
exceeding the requirements of the extreme 
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Australian conditions which include rough 
off-road conditions & long travelling distanc-
es. This has always motivated us to focus on 
quality and strict compliance to design rules. 
We recently achieved Accredited Supplier 
status with the Caravan Industry Association 
of Australia. 

Aboutcamp BtoB: What are some key 
developments & trends in the Australian 
& New Zealand market?
Peter Mannfolk: Australian off-road cara-
vans are continuously increasing in weight, 
testing legal towing limits and leading to a 
boom in sales of heavy-duty off-road cou-
plings and suspension upgrades. Consum-
ers are looking for all the comforts of their 
home and caravan manufacturers are deliv-
ering this. Caravanners are becoming more 
adventurous, tackling more off-road terrain. 
Regarding suspension, for many years the 
Australian market mainly used straight beam 
axle and leaf springs. Over the last few years 
however, there has been a shift in the mar-
ket, and an expectation from consumers for 
heavy duty suspension with shock absorbers 
and springs. Responding to this trend, our 
Australian R&D team developed AL-KO En-
duro independent trailing arm suspension 
systems - specifically designed in Australia 
for the harsh Australian conditions. Enduro 
features premium AL-KO shock absorbers 
which provides advanced heat dissipation 
as well as premium coil springs. The prod-

uct comes in 3 grades 
– Enduro Outback for 
serious off-road terrain, 
Enduro Cross Country 
for long distances on 
corrugations and graded 
dirt roads and Enduro 
Touring for short dis-
tances on corrugations 
and bitumen roads. In 
terms of market demo-
graphics – in what was 
traditionally older retir-
ees, we have now seen 
the strong growth of the 
young family segment, 
which is the second 
largest consumer group 
and the fastest growing. 

Entry level caravans and campers are an at-
tractive option for the family market, allow-
ing them freedom and mobility at a suitable 
price point. As a result the imports of camp-
er trailers from China have grown rapidly 
within the last 2-3 years.
Safety has also become a high priority, which 
resulted in the Australian development of 
AL-KO Electronic Stability Control (ESC). 
This product was a game changing safety 
technology for the Australian market, and 
continues to be the leading choice of safety 
conscious caravanners across Australia and 
New Zealand. The AL-KO ESC uses a sensor 
mounted on the underside of the caravan 
to constantly monitor for the presence of 
dangerous sideways movement. In the event 
of an emergency avoidance manoeuvre, the 
system automatically applies the caravan’s 
brakes, bringing the caravan back into line. 
Further utilising our capabilities in electron-
ics and braking systems, additional Aus-
tralian developed products include the iQ7 
Electronic Air/Hydraulic brake system, with 
its primary function being braking perfor-
mance for large trailers. iQ7 delivers much 
faster braking response compared to other 
products that were on the market. We have 
further adapted this concept for the RV mar-
ket, with modifications for dusty outback 
environments that people are travelling in. 
Theft of RV’s has always been a problem 
with their high value, and AL-KO has also led 
the market in anti-theft technology with its 

IQ7 AL-KO 
electric hydraulic trailer actuator

AL-KO electric 
drum brake

AL-KO off-road 
pin coupling

AL-KO 
electronic stability control

The floor to Peter Mannfolk

cutting-edge GPS tracking system: the AL-
KO ATS (Anti-Theft System). One extremely 
practical feature of the ATS is the ability to 
set a “Geo Fence” around the vehicle being 
tracked. If your caravan moves outside of 
these bounds, the unit will send a theft alert 
to the connected device promoting the relay 
of the vehicle’s location to the relevant au-
thorities. We’re constantly developing new 
products in response to market needs, and 
striving to be the leading innovator of tow-
ing and RV solutions in our market through 
our people, products and service.
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© H.B. Fuller Company, 2019.
 Icema™ is a trademark of H.B. Fuller Company (“H.B. Fuller”) or an affiliated company of H.B. Fuller, and is registered in the European Community and Germany.

In a rapidly growing market, RV manufacturers need a partner that is focused on 
accelerating innovative thinking and developing smart technology.

Our full range of adhesives for sandwich panel production is one of our specialties. 
Discover consistent, reliable strong bonds with our Icema™ R 145 line, for a high 
quality and durable panel.

Take the right path at the right pace. Contact us today!

www.hbfuller.com

Driving Innovation
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Words and photo Antonio Mazzucchelli

Report Melbourne - Supershow

We enjoyed a visit to the 65th Vic-
torian Caravan, Camping & Tour-
ing Supershow, organised by the 

Caravan Industry Victoria, at the Royal Mel-
bourne Showgrounds from 20 to 25 Feb-
ruary. Let’s just say that this event is com-
pletely different from any other caravan or 
RV show we’ve attended. The Melbourne 
Showgrounds are an immense exhibition 
space of about 60,000m² and this event oc-
cupies almost all of them. There are stands 
on the lawns, under the trees, in the arena, 
in the heritage-listed brick pavilion, and in 
the metal pavilions. A new feature was the 
‘AL-KO Innovation Hub’ that showcased 
cutting edge recreational vehicle technol-
ogy. The show featured a huge range of 
products to suit the outdoor lifestyle, includ-
ing caravans, motorhome, tents, camper 
trailers, 4x4 off road and camping products, 
accessories and much more. It was partic-

ularly rich with products, events and activ-
ities for everyone, from the young people 
who camp with friends on weekends, fam-
ilies who take short breaks and the senior 
adventurers who spend their time on the 
road in their caravan making memories. In 
particular, we noticed a lot of off-road car-
avans, often double-axle, reinforced, with 
an aggressive look, dedicated to an audi-
ence that loves adventure. There were also 
some European brands such as Knaus, Adria 
and Bailey, which have commercial partner-
ships in Australia with important players in 
the sector. Truma, which has an agreement 
with the distributor Leisure-Tec, is the main 
sponsor of the show and will be for the next 
three years. Other sponsors include AL-KO, 
Dometic, G+S Chassis (purchased last year 
by AL-KO) and Matthews Steer. We attended 
the opening of the show where we met Rob 
Lucas, Chief Executive of the Caravan Indus-

With more than 400 exhibitors and about 1200 caravans and RVs on 
display, the Victorian Caravan, Camping & Touring Supershow is the 
largest event of this type in Australia. 

The largest 
caravan show

 “down under”

try Victoria. “We are really excited for this 
year’s Victorian Caravan, Camping & Tour-
ing Supershow, as not only are we celebrat-
ing 65 years, but we rolled out new brand-
ing and many new improvements to make 
the event easier for visitors to navigate and 
more engaging for them”, said Rob Lucas. 
“This event showcased more caravans, pop-
tops, tents, camping trailers, motorhomes, 
campervans, 5th wheelers and touring ac-
cessories than ever. In addition to all the 
products and services, the Supershow had 
plenty of interactive demonstrations, free 
entertainment, industry experts located at 
the camp ground and information on tour-
ism destinations to help plan more outdoor 
adventures,” said Rob Lucas. We were also 
pleased to meet Stuart Lamont, Chief Exec-
utive Officer of the Caravan Industry Asso-
ciation of Australia. He told us a wealth of 
details about the market and the Australian 

Rob Lucas - Chief Executive 
Caravan Industry Victoria
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Fact sheet - RV market 
in Australia

Registrations: in Australia, there are 
679,378 Recreational vehicles registered, 
an increase of 5% year on year. RV reg-
istrations have consistently outpaced 
overall vehicle registrations in the past 
decade. (Australian Bureau of Statistics, 
January 2018) 

Visitor Economy: 13 million caravan/
camping trips were taken in the past 12 
months (an increase of 7%), with more 
than 59 million nights (annual increase 
of 9%) spent caravan and camping in 
Australia. 90% of the visitor market is 
domestic, however the international 
market contributes approximately 20% 
of visitors expenditure with the core 
European markets being Germany, the 
UK, France and the USA. Across interna-
tional and domestic visitors, an estimat-
ed $8.6Bn in visitor expenditure occurs 
annually with 90% of this activity taking 
place in regional Australia. (Source: Tour-
ism Research Australia, 2019)

Manufacturing: 2018 was the best 
year in the last 38 years for RV manu-
facturing in Australia with 23,070 units 
produced; an increase of 3% from the 
previous year. Annually, the caravan and 
camping industry generates more than 
$20B in economic value to the Austra-
lian economy.

The President of the Caravan Industry Victoria Nat 
Schiavello, made the inaugural speech of the show. 

The CIV was formed in 1952 to foster the growth of car-
avanning holidays, the Association quickly became an 
integral body for like minded entrepreneurs who were 
manufacturing caravans. Today, 90 per cent of all car-
avan manufacturing in Australia takes place in Victoria. 
Major component suppliers use Victoria as their base 
including chassis manufacturers, timber, aluminium and 
fibreglass suppliers. There are also a growing number of 
electronics and alternative power manufacturers. “ From 
humble beginnings we have grown the 2019 Victorian 
Caravan, Camping & Touring Super show into a show-
case of the great products and services our industry pro-
vides to consumers. Caravan Industry Victoria are proud 
to have organised this annual event for 65 years and the 
continuous evolution from the strong foundations estab-
lished by our industries pioneers has ensured that this event remains engaging and relevant to 
all that attend and important to members and exhibitors. This edition has a number of major 
changes aimed at making the show more of an experience without losing the main aim of 
the show to showcase our industry and travelling our great State and Country.  In 2018 the 
governing council of the Association agreed our trading name and logo would change. This 
change is about recognising the past but being very much focussed on our future as an industry. 
Our new trading name and logo reflects what we believe to be a progressive and professional 
organisation. Our industry continues to grow but we face some challenges, they are amongst 
other things being more innovative and professional.  Both of which Caravan Industry Victoria 
will tackle” said Nat Schiavello.

Nat Schiavello’s inaugural speech

Recreational Vehicles Manufactured in Australia since 2008

RV industry, which you can read in our in-
terview with him in this issue. We were par-
ticularly struck by his statement that there 
are a saturated number of manufacturers in 
Australia supplying unsustainable volumes 
of new product into the market. There are 
160 RV producers in Australia, and walking 
around for the show, we saw many compa-
nies with only one or two products. This is a 
bit too much for a market of 23,000 units a 
year, of which about 50 percent are sold by 
Jayco, and another large share divided be-
tween three or four larger companies.
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Jayco built its first camper trailer in 1975 
establishing a reputation for offering 

competitive quality and pricing. It was this 
combination that set Jayco apart and has 
underpinned its growth to become the lead-
ing player in the Australian RV market. But it 
hasn’t always been easy. Still early in its devel-
opment, Jayco had to survive the economic 
downturn of the late 1980s and early 1990s. 
Unlike many competitors, it did so through 
sound business management and a timely ex-
pansion of an innovative product range and 
nationwide dealer network. Since its humble 
beginnings, Jayco has built over 200,000 RVs 
for Australian’s to enjoy. Today Jayco has the 
47% of the Australian RV market produc-
ing caravan  (80%) and motorhome (20%). 
Jayco’s 2019 range and two of Jayco’s premi-
um products (Jayco Silverline and Jayco Op-
timum) come complete with a collection of 
technology referred to as RVConnect which 
includes a personal assistant – Amazon Al-
exa – a world-first smart technology in a pro-
duction RV.  These two premium ranges also 
showcase another new tech feature for Jay-
co’s RVConnect platform, the Wi-Fi extend-
er. This system captures Wi-Fi signals within 
a significantly increased range and provides 
maximum security and mobile internet speed 
with 4G capability.  
Additional NEW technology highlights for 
Jayco’s 2019 ranges include a 12V electric aw-
ning operated by a phone app which is avail-

Jayco’s new 2019 range features first production RV with smart technology

Jayco launches first off-road Hybrid camper
Jayco Crosstrak

Jayco has launched its first ever purpose-built off-road hybrid product: CrossTrak hybrid RV, 
a custom built with off-roading travel at the forefront. It comes with the security of Jayco’s 

high quality in RV manufacturing reputation and includes JHUB technology, which is now 
standard across a number of Jayco products launched in 2019. Neil McGowan, Jayco Research 
& Development Manager says strength of the Jayco CrossTrak is a key proposition to ensure 
it’s fit for Australian conditions. “With any off-road product, strong design is paramount to 
ensure it can withstand the undulations of driving off the beaten track. Jayco chassis have 
been specifically engineered right here in Australia, tailored for Australian conditions and 
we’re proud to lead the market in caravan trailer suspension. Hybrid campers have increased 
in popularity in Australia due to their ease of set up and light weight which means they can be 
towed by a wide variety of vehicles from mid sized SUVs to large 4x4 utes.”

able in Jayco Silverline and Jayco Optimum 
ranges, and all 2019 models will be fitted 
with the exclusive JHub phone app technol-
ogy by BMPRO. “The JHub power manage-
ment system has been a popular feature in 
a number of Jayco’s caravans and this year’s 
innovation is the introduction of new phone 
app technology to give Jayco owners a new 
degree of freedom” - Jayco Australia CEO, 
Garry Moore  - “This means they will be able 
to monitor water usage and see the battery’s 
estimated time to discharge, all from their 
smartphone when within Bluetooth range”. 

Above: Control panel
Below: Wi-Fi extender

Through the app you can control the awnings 
via smartphone.

Report Melbourne - Supershow
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Dometic

AL-KO

Bailey Coastal Bondi

Thetford

Avida Birdsville C7444 SL

Sunliner Habitat 1Trakka Trakkaway 720
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Avan

For over 20 years, Avan has revolutionised the RV industry, Along the way many thousands 
of holiday makers, travellers and adventure seekers have happily experienced new heights in 

style, comfort and value. Avan Caravans & Campers continues to set new benchmarks in RV de-
sign and innovation. Avan built approx. 25,000 RV and remains remains one of Australia’s ‘top 
3’ RV manufacturers. A major expansion phase came in late 2012 after acquiring the camper 
and caravan manufacturer Golf and adding the brand Knaus to the portfolio. 

Apollo

Established in 1985, Apollo Tourism 
& Leisure Ltd employs a build/buy, 

rent and sell model to conduct business. 
While Apollo’s RV rental operations re-
main the cornerstone of its business, 
equal importance is placed on its pro-
duction, import and RV sales operations. 
In the rental market, Apollo hires out RVs 
under multiple brands in Australia, New 
Zealand, Canada, the USA, the United 
Kingdom and Ireland. Apollo is also a 
shareholder in peer-topeerRV operator 
Camplify, which connects private RV 
owners with holidaymakers. Apollo pro-
duces vehicles for its rental operations 
in Australia and New Zealand through 
its manufacturing division TALVOR. The 
Australian facilities opened in Brisbane 
in 2005 and New Zealand followed 
in 2010 with a factory in Auckland. In 
2014 Apollo became the exclusive im-
porter and distributor of Adria Mobil, a 
leading European caravan manufacturer. 
Apollo also secured a landmark licencing 
agreement with Winnebago Industries 
to operate the world-renowned brand in 
Australia.

New Age

The first New Age Caravan came 
out of production in 2008. By 

2009 New Age Caravans had pro-
duced 7 different prototypes and 
designs. The year ending 2010 New 
Age Caravans were building 20 cara-
vans a month 240 per year this gave 
them the catalyst needed to take the 
business into its next phase. By the 
end of 2012 they had their own re-
tail arm staff had increased by 40% 
and New Age Caravans were produc-
ing over 800 caravans a year, this was 
achieved through improvements in 
design, quality and overall business 
acumen. A new manufacturing facil-
ity was established in 2013 in Epping 
Victoria. This expansion underpinned 
the level of growth the company 
had achieved in such a small period 
of time. Production had increased as 
had the focus on detail, the purchas-
ing process and most importantly the 
advancement of designs and options 
available to a burgeoning customer 
base, with 10 model ranges and 35 
layouts available. 

Report Melbourne - Supershow

Above: Winnebago Iveco

Above and below: Winnebago Mossman

Above: New Age Classic
Below: New Age Desert Rose

Above and below: Avan Ovation Below: Avan Infinity
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DexKo Global Inc.has signed an 
agreement to acquire Preston Chas-

sis Industries Pty Ltd. (“PCI”) through 
its wholly-owned Australian subsidiary 
AL-KO International Pty Ltd. (“AL-KO”). 
PCI has a long history in the Australian 
caravan industry, supplying high quality 
chassis for over 40 years under the di-
rection of its founders, Fernando “Fred” 

DexKo Global signs agreement to acquire Preston 
Chassis Industries Pty Ltd

Light-weight caravans: a 
solution to be developed 
also in Australia

Why must the 
typical Aussie 

caravan be so heavy? 
The love affair with 
a strong chassis and 
relatively weak tim-
ber frame and thin 
plywood floor might 
have something to 
do with it or may-
be those who build 
lightweight, com-
posite interlocking 
frames are too ner-
vous about market 
perception if they don’t whack 6in-deep 
rails of BHP’s finest under it. A lightweight 
caravan is a wise money saving decision 
(i.e. under 2000 kg ATM, which includes 
most imported European caravans and 
some shorter Australian ones including pop 
tops) towed by a suitable environmentally 
responsible low fuel use tow vehicle. Most 
of the European caravans are lightweight, 
aerodynamic and are around 30 to 40% 
lighter than traditional Australian made 
caravans and do not need a heavy expen-
sive four-wheel drive. It is the view that this 
is a growing market against the tradition-
ally heavy-weight locally made caravans 
which are a heavy-box like structure, fitted 
with an agricultural type chassis, with no 
little or no aerodynamic features. Higher 
fuel prices will mean lighter caravans and 
camper trailers will enjoy increased pop-
ularity across broader age demographics. 
Lightweight caravans provide many peo-
ple the ability to own a larger size cara-
van without the need to purchase a new 
tow vehicle. Lightweight caravans can be 
towed by larger family cars and mid-size 
SUVs – no need for a big, expensive 4WD. 
 
Words Ben Somerville: he is a retired project 
engineer, leader of the Australian Caravan 
Club Lightweight Caravanning Forum, and 
has been researching lightweight aerody-
namic caravans for six years, with special in-
terest in lightweight composites.

Pasquale and Orazio “Ozzie” Mammo-
la. PCI manufactures chassis and oth-
er products from multiple facilities in 
Campbellfield, Victoria.
“As a long-time business partner & sup-
plier, AL-KO, as part of DexKo Global, 
understands and values what is special 
about the PCI business and has the ambi-
tion and expertise to build upon our rep-
utation and drive the business further” 
said Founder Fred Pasquale. 
“I am excited by the opportunity to inte-
grate PCI into the DexKo organisation” 
said AL-KO’s Australian Managing Di-
rector Peter Mannfolk. “I look forward 
to the already successful PCI business 
continuing to service customers, whilst 
adding the additional support of AL-KO 
in Australia and the global chassis man-
ufacturing expertise of the DexKo group 
to take chassis manufacturing in Austra-
lia to new heights.”

Innovation Made in Australia

Australian technology startup, OzXCorp 
was the leading actor at the The AL-KO 

Innovation Hub, a dedicated area to display 
the latest advancements and innovations in 
the Caravan industry.

Digital Architecture. ConnX, features one 
continuous cable that provides a digital in-
frastructure for the caravan, enabling remote 
access and data collection from all connected 
components. “This holistic approach is abso-
lutely required,” Andrew Huett, co-founder of 
OzX says “The analogy is like having a device 
for SMS but another device for calls. Yes, it 
is practical but we collectively rationalised this 
back in the 1990s with the death of the pager. 
Now is the time to rationalise the recreation 
industry and recreate recreation”. ConnX is 
not only the merger of once-siloed products 
but the smart integration of a digital logbook, 
odometer, RoadTruth®, breakaway monitor. 
In real time, ConnX is actively monitoring 
the health and operation of the recreational 
platform, while also providing support where 
the manufacturer can talk, review, and assist 
remotely. Confidence in the second-hand 
market is just a matter querying the logbook 
and RoadTruth® for confidence around the 
purchase or trade-in. 

Hybrid Powertrain. Another innovation very 
interesting is the Hybrid Powertrain, which 
help to save on fuel consumption through the 
acceleration of the trailer itself, offsetting the 
dead weight to improve the driving experi-
ence and overtaking capability. This solution 
provides also consistency of speed during as-
cending of large onerous hill climbs. 

Gasless System. The Centralised Energy 
Management System (CEMS) from OzX allows 

to avoid the LPG in the RV. Air conditioning, 
induction cooking and even improved dust 
sealing are some benefits of this patented 
solution. “We set out to develop a solution 
that was OEM friendly, designed specifically 
to enable a gasless vehicle that could omit all 
gas requirements by design and in harmony 
with all peripheral components such as invert-
ers, chargers and solar systems,” Huett said. 
OzXCorp’s gasless platform is a solution con-
sisting of a patented solution with bespoke 
thin-film photovoltaic array, fully integrated 
5kW inverter/charger/solar and of course the 
battery system itself. “We are working with 
OEMs to aid their rooftop design to maximize 
their solar energy recovery, where our smallest 
system is now 1,560Watts and we are seeing 
systems delivering greater than 2,000 watts,” 
said Huett. “It is an exciting prospect because 
now it is completely plausible to run your air 
conditioner the whole day and still re-charge 
your batteries”. “Kitchen-centric, induction 
cooktops now grace the bench surface free-
ing up space and adding a touch of modern 
feel together with a convection/
microwave oven capable of tra-
ditional microwaving or grilling/
roasting,” said Huett. He explains 
further that induction cooking is 
actually the most efficient form 
of heating, converting some 73% 
of total energy to heat where as 
gas is only 44% as defined by the 
Department of Energy laboratory 
measurements.

In this picture, on the left, 
Andrew Huett, Co-founder of 

OzX explaining the new solutions 
inside the demo caravan at the 

Australian show. 
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On Demand Water Heater

At the AL-KO Innovation Hub, Coast to 
Coast, one of Australia’s largest suppli-
ers of RV and leisure products, showcased 
the Suburban’s NAUTILUS Water Heater. 
With no storage tank to heat water, the 
NAUTILUS On Demand RV Water Heater 
reduces weight and increases efficiency by 
only operating when the need for hot wa-
ter arises. It uses an exclusive 60,000 BTU 
2-Stage Modulating Combustion System 
(MCS) which instantaneously adjusts the LP 
gas input to provide consistent and endless 
comfort regardless of your hot water needs. 
It has a built-In Freeze Protection and the 
weight is 16.3 kg Installed (including option-
al accessories). 

Thetford induction hob

At the AL-KO Innovation Hub, Thetford launched 
in the Australian market the Topline 902, an in-
duction hob developed and optimized for use in 
your caravan or motorhome including all safety 
and easy to use functionalities. Made from high 
quality Schott Ceran glass.
Here are the features: 
• Hob material: Black ceramic glass
• Induction zones: 1 x 1.4 kW (1.8 kW Boost) / 1 

x 1.8 kW (2.3 kW Boost)
• Net weight: 5.5 Kg
• Overall dimensions (HxWxD): 53x305x500 mm
• Total heat input (electric): 2.3 kW
• Total power use: 230 V / 10 A
• Worktop cut-out size (WxD): 274x482 mm

Down force on the Tow Ball 
under control
Showcased at the AL-KO Innovation Hub, the 
Intelligent Tow Ball (i-Tow) gives instantaneous 
readout of the down force on the tow ball of 
anything is hooked up. It comes in 2 versions: 
analogue and digital. With the digital version 
it’s possible to check the weight on the smart-
phone. To install is enough to remove the exist-
ing tow ball, fit the i-Tow ball and sensor, hook 
up the caravan and trailer and make sure that 
10% of the weight of the towed trailer is resting 
on the ball. Ratings for towing up to 3500 kg for 
maximum 350 kg down force.

The fridge for outdoor 
tourism

Leisure-Tec Australia Pty Ltd presents a powerful 
and robust portable fridge, suitable for the OEM 
too.  myCOOLMAN® is designed and engineered 
in Germany to suit the demanding Australian con-
ditions. Ranging in sizes from 36 to 105 litres with 
single and dual zone models, cooling and freez-
ing food of all kinds is a breeze down to -18˚C. It’s 
possible also to keep track of the  fridge from the 
smartphone, thanks to the Bluetooth technology.

• Cooling capacity -18˚C to +10˚C
• Powered by a 12/24V DC Compressor
• Multi voltage system AC (240V) & DC (12/24V)
• Dual climate zones

Report Melbourne - Supershow

As one of the most recognised and 
respected brands globally within the 
industry, we feel this partnership is a 
great union of industry leaders. Tru-
ma is excited to head into 2019 as it 
is a big year for the company marking 
our 70th anniversary and seeing us 
expand into new markets including 
the USA and APAC regions.  As dis-
tributors of the Truma range, leading 
the way in innovation, Leisure-Tec 
has also created a full range of new, 
industry-leading myCOOLMAN porta-
ble fridges/freezers.”

Truma and Leisure-Tec 
together in Australia

Truma is expanding its presence in Austra-
lia: the company is working together with 
a new sales partner, Leisure-Tech. The new-
ly established joint venture, based in Mel-
bourne, has taken over the sales and service 
of Truma products in Down Under. “Austra-
lia is the third largest caravanning market in 
the world after the USA and Europe and of 
strategic importance to us. With our new 
sales partner, we will be able to focus much 
more strongly on the needs of our local 
customers,” explains Truma CEO Alexander 
Wottrich. Leisure-Tech and Truma under-
line their commitment in Australia with a 
high-profile partnership: Truma is the main 
sponsor of the most important caravanning 
trade show, the Victorian Caravan, Camp-
ing & Touring Supershow in Melbourne, for 
the next three years. “This is a decisive con-
tribution to further establishing our brand 
in the Australian market”, says Wottrich. 
Widdis, General Manager Leisure-Tec, com-
mented “Leisure-Tec and Truma are proud 
to be working with the Caravan Industry 
Association Victoria as the principal part-
ner of the Victorian Caravan, Camping & 
Touring Supershow for the next three years. 
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SCALABROS IS THE SPECIALIST MANUFACTURER FOR 

CUSTOMIZED SUNSHADES 
WITH TOP ITALIAN QUALITY AND DESIGN

Scalabros is specialised in the
customisation of the dimensions of its 
sunblinds for the serial production of industrial 
vehicles, RV and caravan in general.

Scalabros S.r.l. - Via Caduti di Sabbiuno, 83/C - Loc. Bazzano
40053 Valsamoggia (BO) Italy - phone +39 051 832587

M A D E  I N  I TA LY



28 B t o B
    

C ompany news LIPPERT COMPONENTS

At the end of December, Metallarte’s production moved to the new LCI Italy plants: 5400 square metres 
dedicated, for now, to the production of cell doors and hatches, and 1200 square meters of offices, where 
the executive and commercial team of the RV Europe segment of Lippert Components are mainly based.

A new european HQ 
for Lippert Components

Words Antonio Mazzucchelli

Following the appointment of Michele Checcucci as CEO of 
LCI Italy and of the RV Europe segment, the American giant 
and its new manager began a reorganisation process. Join-

ing the managerial team alongside Michele Checcucci are Loren-
zo Manni (Commercial Director), Luigi Gozzi (Technical Director), 
Gianluca D’Antoni (Administrative Director) and Giovanni Casarin 
(Lean Production Manager). But that’s not all that’s changing. The 
start of this year saw the opening of Lippert Components’ Europe-
an headquarters, in San Casciano,Tuscany, in a 5400 square metre 
factory, which is now home to door production too.
“The cell doors and hatches are produced here, while the cabin 
doors are still produced at our Mirano factory,” says Michele Chec-
cucci, CEO of LCI RV Europe. “Two new loading and unloading 
bays have been opened and we have collaborated with our Lean 
Manufacturing consultants in the USA to create a workflow, with 
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contacts

the aim of optimising production in line 
with the latest philosophy of simplification 
and waste reduction, and striving for per-
fection through continuous improvement.”
All of Metallarte’s production has been 
moved into this new building, which fea-
tures a single row of supporting pillars, 
ideal for space organisation and suitable 
for any form of production. In line with 
the firm’s US system already in place, the 
factory has been identified with a number. 
This is Plant 304. Project 2000 production 

(beds, supports and steps) remains at Plant 
302 in Calenzano, STLA bed systems and 
table legs continue to be produced in Pont-
edera at Plant 307 and the RV Doors cabin 
doors are still produced in Mirano, at Plant 
303.

Re-branding
Change is afoot for Lippert Components 
products - they will soon lose their brand 
denomination, and fall under the LCI brand. 
As part of the American multinational’s 

From over 65 manufacturing facilities 
located throughout the United States, 
Canada and Europe, Lippert Compo-
nents, Inc. (LCI®) supplies a broad 
array of components for the leading 
manufacturers of recreational vehicles 
and manufactured homes. It also sup-
plies components for adjacent indus-
tries including buses; trailers used to 
haul boats, livestock, equipment and 
other cargo; pontoon boats; modular 
housing; and factory-built mobile of-
fice units.

Lippert Components products include 
steel chassis and chassis components; 
axles and suspension solutions; slide-
out mechanisms and solutions; ther-
moformed bath, kitchen and other 
products; windows; manual, electric 
and hydraulic stabilizer and leveling 
systems; furniture and mattresses; en-
try, luggage, patio and ramp doors; 
electric and manual entry steps; aw-
nings and slide toppers; LED televisions 
and sound systems; navigation systems; 
wireless backup cameras; other acces-
sories; and electronic components.

Company Profile

plan to present itself as a recognised and 
easily identifiable supplier of components 
on the European RV market, the re-brand-
ing of the acquired companies is underway. 
As it has done previously on the overseas 
market, LCI has brought together all of its 
subsidiaries under a single brand. A process 
that has been slower in Europe, given that 
the Lippert Components brand was not 
well known across the continent. But now 
the time is ripe, in Europe too, to begin 
shifting the focus on to LCI, transforming 
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C ompany news LIPPERT COMPONENTS

historic brands into a product line (Project 2000 product line, STLA 
product line, Metallarte product line, etc). As a consequence, the 
logos will disappear on all products and accessory components, 
leaving only the Lippert Components brand.

A new HQ for LCI RV Europe too
The plant also boasts 1200 square metres of offices, home to both 
the production plant’s technical management, and the LCI RV Eu-
rope management, administrative and sales teams. A European 
HQ for Lippert Components, with a sales team structured and or-
ganised according to contemporary logic. 
“We have created a single working team with Claudio Paolini, Sil-
via Bianchi and Marco Costagli,” says Lorenzo Manni, LCI RV Eu-
rope Commercial Director. “The aim is to further update and build 
upon LCI’s customer service philosophy. Months ago, the company 
launched an internal campaign inspired by the book “The Custom-
er Service Revolution” by John R. DiJulius. Using innovative con-
cepts, the author explains how any company that does not focus 
on excellence in customer service is destined, sooner or later, to 

be overcome by the competition. LCI has invested in significantly 
enhancing internal training, with the aim of becoming a company 
with which it is easy to do business. The main objective is to offer 
the customer a single point of contact who, in turn, coordinates 
the internal team on the requested intervention. The initial effort 
required to ensure the new team’s overall know-how on all prod-
ucts is significant, but we are sure that it will bring us and the 
customer significant benefits. We expect to complete this phase 
soon, certainly during the first half of 2019.”
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Lippert Components has promoted Jim Menefee from Regional 
Operations Manager to Vice President of Operations. Menefee 

joined LCI in 2016 as Regional Operations Manager, and has worked 
closely with LCI’s European caravan divisions. He has extensive oper-
ational experience within the fields of electronics, refrigeration, and 
awnings to use to help reach the Company’s operational goals. “I’m 
very excited to take on this new role and to continue our growth 
strategies both locally and overseas. LCI has taken steps to merge 
three of our Italy-based European caravan businesses under one 
centralized leadership team. Additionally, the Company has pur-
chased another facility in Italy and strives to continue to increase op-
erational efficiencies as we grow,” stated Menefee. “Over the past 
few years, Jim has demonstrated great leadership abilities through 
his management of the team members and divisions he’s overseen. 
His dedication and vision to our Italian operations has helped unite 
and expand our overseas footprint. Jim brings an extensive amount 
of operational expertise to our Company, and I’m excited to see him 
take LCI to the next level,” said Ryan Smith, LCI’s Senior Vice Presi-
dent (SVP) of Sales & Operations.

Donatella Del Vecchio
Sales & Marketing Manager

Lippert promotes Jim Menefee 
to Vice President of Operations

Marco Costagli spent many years work-
ing for Pontedera firm STLA, which 

joined the large Lippert Components family 
last year. “At STLA, I progressed steeply up 
the ranks, ultimately taking control of de-
sign and of the technical department. The 
company’s previous owners invested in my 
desire to grow, and with intensive training, I 
learned to manage all stages of production, 
from product conception to shipment. On 
my journey into the sales world, I bring tech-
nical baggage that will make a difference, 
allowing me to add value to an already 
well-structured and experienced team,” said 
Marco Costagli. 

Marco Costagli
Business Manager

Claudio Paolini
Business Manager

Donatella has worked in various indus-
tries over the years, always in connec-

tion with Germany, the country to which 
she eventually relocated, spending the last 
six years as an Export Manager. She joined 
Lippert Components in November 2018 as 
LCI RV Europe Marketing and Communica-
tion Manager. “This is a new and exciting 
challenge. The Italian group is close-knit, 
and has welcomed me in the best possible 
way. It is wonderful to work with market-
ing colleagues in the USA, who have a tru-
ly modern, forward-thinking vision,” said 
Donatella Del Vecchio. The new Marketing 
Manager will be the European point of ref-
erence for the LCI Group in the communi-
cation sector, in which Donatella boasts 
multiple skills stemming from her varied, 
international professional background.

With experience in the wood industry and 
then in LED lighting, in the RV sector 

too, Claudio Paolini has been called upon to 
take up the position of Business Manager, 
responsible for a large area that includes Ita-
ly, France, Slovenia and the UK. A significant 
undertaking, considering the number of man-
ufacturers present in these countries. “Profes-
sionally, joining a group like Lippert Compo-
nents was an important step, I am very excited, 
both about the prospect of working for such 
a well-structured and well-known company, 
and about the spirit within the group, which 
for me is something exceptional and very im-
portant. I’ve known many of LCI’s managers 
for years, and we were already very close. 
This has meant that an extraordinary team 
has been created, that takes advantage of the 
union of intent,” declared Claudio Paolini. 

New roles at LCI Italy
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Product news

Maybe a tour of Norway is your cus-
tomer ideal RV destination – or may-
be it’s a campsite in France or simply 

a quick weekend getaway. Whatever the 
case, and whether the vehicle is on the move 
or parked, it needs a power supply reliable 
for the interior lighting, television, refrigera-
tors, and any other electrical devices. HELLA’s 
Intelligent Battery Sensors (IBS) are designed 
to help with exactly that. They allow drivers 
to recognize and turn off unnecessary cur-
rent consumption early on – before there is 
the risk of exhaustive discharge causing bat-
tery damage or the devices losing a reliable 
source of power. “That makes the IBS a real 
essential for RV energy management”, says 
Daniel Quick, Head of Product Management 
for Electrics and Electronics at HELLA. Once 
integrated into the vehicle, the IBS can be 
used for all kinds of different applications. At 
its most basic, it is able to monitor the battery 
in the RV’s living area and issue a warning if 
the charge state becomes critical – and the 
user can decide for themselves the point at 
which this state is reached. Beyond this, the 
IBS can be used for forecasting the battery’s 

state of health, so that the user can replace 
it in good time once it has reached a critical 
capacity. This is a preventive way of stopping 
failures from happening.

Keeping an eye on current consumption 
with the Intelligent Battery Sensor
The IBS is connected directly to the battery’s 
negative terminal, enabling it to record cur-
rent, voltage, and battery temperature vari-
ables. This is what opens up the whole range 
of functions that are available. Current is 
measured in the sensor itself via the shunt or 
measuring resistor. This involves measuring 
the voltage drop between two points, which 
is proportional to the current. The voltage is 
measured using the supply voltage as a ref-
erence. This is possible because the sensor 
receives a steady positive from the battery, 
and the voltage is both the supply voltage 
and the measured voltage. The temperature 
is determined by the temperature sensor in-
tegrated in the electronics. Drawing on these 
three values, the software and a controller 
then use algorithms to calculate the state of 
charge (SOC) and state of health (SOH). In 

HELLA

Products from HELLA, the electronics expert, are here to provide that total experience of comfort. 
HELLA’s Intelligent Battery Sensor (IBS) is connected directly to the battery’s negative terminal, 
enabling it to record current, voltage, and battery temperature variables. Drawing on these three 
values, the software and a controller then use algorithms to calculate the state of charge (SOC) and 
state of health (SOH). HELLA’s IBS features the CI-BUS interface. It allows driver to manage energy 
storage via smartphone. HELLA has more to offer: radio remote controls, relays, and actuators are 
also available for delivering added comfort.

Boost the 
RV comfort with 
smart electronics components

Words Giorgio Carpi

RVs, it is particularly common to have mul-
tiple batteries on the go at the same time 
so that the occupants can spend the night 
in places other than dedicated vehicle sites 
or campsites. HELLA has consistently devel-
oped the IBS with this in mind, and the sec-
ond generation can now be configured for 
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as much as 500 ampere hours. This means 
that it is even possible to monitor multiple 
series-connected batteries and determine 
their remaining running times. High standby 
currents of the kind found in RVs are also no 
problem for the IBS, as it is still able to deliver 
reliable information about the battery’s state 
of charge and state of health.

Managing energy storage via smart-
phone
Yet another advantage of HELLA’s IBS is 
that it features the reliable CI-BUS interface, 
which allows the sensor to integrate easily 
into the on-board electronics and then en-
ables communication with various terminal 
devices. “This means that drivers get a mes-
sage on their smartphones if the battery state 
becomes critical, so they can then activate 
the charger immediately”, says Daniel Quick. 
Alternatively, there is the option of having 
the charge state communicated directly to 
the system, which then switches on auto-
matically or adjusts the charging behavior 
accordingly.

More electrics and electron-
ics tools for non-stop com-
fort 
HELLA has more to offer than 
just the IBS, however – other 
electrics and electronics prod-
ucts are also available for de-
livering added comfort. Radio 
remote controls, relays, and 
actuators, for example, are all 

designed to support a range of automated 
processes in the vehicle. “Our products make 
your everyday life in the vehicle easier – they 
can open and lock cab doors or hatches, 
switch on interior lighting, and extend sets 
of steps”, says Daniel Quick. As an exam-
ple, drivers can use the HELLA radio remote 
control to operate the central locking sys-
tem or switch on the interior and/or exterior 
lighting for the vehicle. The signal reaches a 
radio receiver that then transmits it to the 
body control unit. This in turn activates an 
actuator driven by an electric motor, for in-
stance, which ultimately unlocks the doors. 
Linear and high-force actuators are necessary 
components in any situation that involves po-
sitioning forces. While linear actuators assist 
in locking furniture drawers, their high-force 
counterparts are used for processes such as 
electrical push/pull applications or opening 
and closing doors, seats, or hoods electrical-
ly. Micro actuators, meanwhile, work without 
force and are used for locking and unlock-
ing parts such as outside hatches and service 
hatches. 

Easy-to-customize products 
Custom designs and personalized functions 
are starting to take their place alongside 
comfort features as must-have additions to 
vehicles. Catering to this, HELLA offers ex-
tremely flexible options – all switches are 
modular and can be configured to suit cus-
tomers’ exact needs, and individual lettering 
can even be applied. So whether the RV is in 
Norway, France, or on the driveway, HELLA’s 
state-of-the-art module switches, electrical 
actuators, and Intelligent Battery Sensors en-
sure that it never goes anywhere without the 
comfort features the customers want.

HELLA is a global, family-owned com-
pany, listed on the stock exchange, em-
ploying over 40,000 people at more than 
125 locations in some 35 countries. The 
HELLA Group develops and manufactures 
products for lighting technology and elec-
tronics for the automotive industry and 
has one of the largest retail organizations 
for automotive parts, accessories, diag-
nostics, and services in Europe. With over 
7,000 employees in Research and Devel-
opment, HELLA is one of the chief drivers 
of innovation in the market. In addition, 
the HELLA Group, with sales of € 7.1 bil-
lion in the fiscal year 2017/2018, is one 
of the top 40 automotive suppliers in the 
world and one of the 100 largest German 
industrial companies.

Company Profile

Smart energy management with the Intelligent Battery Sensor (IBS)
The IBS integrates directly into the power circuit and is able to determine the charge state and 
state of health of all conventional lead-acid batteries (flooded, EFB, AGM, and gel). The second 
generation can now be configured for as much as 500 ampere hours. 

Comfortable handling with actuators 
Actuators are used in a large number of locking and unlocking applications. They can be used 
for opening and locking furniture drawers, windows, and doors more easily, for example. 

Custom module switch configuration
HELLA has developed two new series: 3100 for robust and waterproof applications and 4100 
for indoor applications and the safe switching of low currents. If you are interested, you can 
configure your own switch plus individual RV symbols easily at hella.com/switch/en  

RV comfort

Micro actuators

Intelligent Battery Sensor 
(IBS)

Switch
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Due to the globalization of the mar-
kets, the demands on manufacturers 
and products are increasing. In the 

past, the wooden frame constructions were 
screwed or nailed, but more and more mod-
ern materials are finding their way into the 
production of motorhomes and caravans. 
The high cost pressure forces manufactur-
ers to optimize their production. At lower 
costs, a consistently high quality should be 
produced as quickly as possible, eliminating 

errors and the resulting warranty claims as 
good as possible. In addition, the weight 
limits for motorhomes and caravans, which 
can only be achieved through modern light-
weight construction, apply in many coun-
tries. For this reason, bonding processes are 
indispensable from modern production. In 
contrast to screwing or nailing, components 
and materials are connected in a non-de-
structive way. This avoids strains in the ma-
terial but also significantly reduces the risk 

C ompany news DEKALIN

Modern bonding methods and materials open up new possibilities in the development and production 
of recreational vehicles. With over 100 years of experience in sealants, adhesives and coatings, DEKALIN 
offers the right system solution for every vehicle manufacturer - even for the after sales sector.

Global partner in sealants, 
adhesives and coatings

Words Jörg Nullmeyer

of leaks and corrosion. While an incorrectly 
positioned nail can destroy an entire com-
ponent within fractions of a second, the 
position of the workpieces can be corrected 
during the bonding process.  Permanently 
elastic sealants ensure that windows and 
skylights remain tight for decades and can 
still be easily exchanged in case of dam-
age. The mix of materials used to produce 
caravans and motorhomes has radically 
changed. The use of fibreglass composites 
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and sandwich panel structures is now com-
monplace, as manufacturers seek to reduce 
vehicle weight, improve fuel economy and 
enhance thermal insulation and user com-
fort. DEKALIN provides high-performance 
solutions for body assembly. The range 
consists of 1- and 2-component, humid-
ity curing, flexible adhesives. The base for 
DEKASYL is MS-Polymer which offers a lot 
of advantages. DEKASYL adheres excellent 
to plastics and composites, it is UV stable, 
does not blister and can be overpainted wet 
on wet. Another big benefit is that DEKASYL 
does not contain solvents and isocyanates. 
DEKASYL 2-component adhesives combine 
low surface preparation, high strength and
fast curing. Your benefit is to reduce cycle 
times and improve the process time.

Partner of the industry
In close cooperation Dekalin develops prod-
ucts and solutions which meet produc-
er-specific requirements, something com-
mon in many professional industries. For the 
automotive, caravanning- and bus industry 
Dekalin covers a complete range of adhe-
sives, sealants and coatings.  Dekalin is an 
export orientated company (90% export) 
of which its products are distributed world-
wide. Dekalin can be a professional business 
to business partner, and can provide man-
ufacturers with, know how, expertise and 
practical experience.

Research & Development
Dekalin has a specialized research & de-
velopment laboratory with a focus on the 
development of adhesives, sealants and 
coatings especially designed for the cara-
van and motorhome market. In the well-
equipped modern laboratory all the nec-
essary tests can be carried out, in order to 
guarantee the quality and durability of the 
manufactured products. In addition, there 
are of course several types of mixers and 
dissolvers, to manufacture laboratory for-
mulations, in accordance with a normal 
production situation. Expertise and know-
how of the R & D department, as well as the 
production facilities, are focused at the fol-
lowing chemistries: bituminous, rubber, res-
ins, waxes, Polyurethanes, Polyisobutylene 
(PIB), PVC, dispersions, butyl’s (liquid and 
strips) and silyl-modified polymers (MS-Poly-
mer). Many products are available in solvent 
based, high-solid and waterbased versions. 
Development at DEKALIN is often direct-
ed towards more environmentally friendly 

products and towards the improvement of 
application behavior of existing and new 
products. Dekalin is well equipped to help 
manufacturers to develop new products for 
existing and new applications!

First-class references
The high product quality and the diverse 
solutions have convinced many major Euro-
pean manufacturers. They’ve chosen Deka-
lin for sealing service doors, bonding roofs, 
bonding PMMA windows, sealing all parts 
mounted at side panels, protection of un-
derbody, sound damping of motor covers 
and many other applications. Dekalin, as 
the partner to the global caravan and mo-
torhome industry, provides a wide range of 
state of the art technologies to assist manu-
facturers in meeting their requirements.

Dekalin is a prominent and successful 
brand in the specialized field of adhe-
sions, coatings and sealants for more 
than 100 years. It all started with the 
production of an adhesive for the labels 
of canned food. This was the foundation 
for ‘Dekalin Deutsche Klebwerkstoffe’ in 
Hanau/Germany, back in the year 1907. 
First their product-portfolio embraced 
several natural adhesives and after 1945 
the company adjusted their products to 
market demands, synthetic adhesives 
and coatings for industrial customers, 
especially the automotive and transpor-
tation  industry. Dekalin supplies a broad 
range of customers with anti-corrosion-, 
stone chip- and sound deadening coat-
ings and an extensive range of adhesives 
and sealants for the transport sector, 
general- and building industry. Dekalin 
became part of the company Diffutherm 
B.V. based in Bergeijk in the Netherlands. 
In 2014 Diffutherm B.V. moved to a com-
plete new production facility to Hapert 
in the Netherlands. The high production 
capacity with opportunities for growth in 
a modern well equipped complex build 
on an area of 26.000 square metres. 
Dekalin is, historically, a specialized brand 
focused on the OEM sector, with ISO cer-
tificates ISO 9001 and ISO 14001. As a 
result, a varying range of OEM’s have ap-
proved many Dekalin products for their 
production processes.

Dekalin
Smaragdweg 50, 5527 LB Hapert, 
The Netherlands. 
Contact: Stefan.smits@dekalin.nl
www.dekalin.com

Company Profile
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The Groupe PSA has achieved the 
strongest growth in the motorhome 
market for the last four years, and is 

very focused on developing what it offers 
the leisure vehicle sector, such as new, more 
efficient engines, an enhanced free Camp-
ing-Car Assistance service, an Alpine satellite 
navigation system as a factory option. In ad-
dition, with proactive marketing and PR cam-
paigns, the Groupe PSA is actively pursuing 
greater awareness and growth in the motor-
home sector. The Citroën Spacetourer/Jump-
er (Dispatch) is already proving a successful 
base vehicle for campervan conversions in 
Europe, with sales increasing by over 70% 
last year. This growth in popularity has been 
supported by its appearance at motorshows 
and events across Europe (including Cara-
van Salon Düsseldorf, Geneva Motor Show, 
IAA Frankfurt and others). Other Groupe 
PSA initiatives include a Rip Curl Concept 

C ompany news Groupe PSA

With the Groupe PSA LCV brands Peugeot, Citroën, now including Opel 
and Vauxhall, it is the confirmed leader from far (+9 pts vs the second 
one) in the Light Commercial Vehicle sector with ca. 25% market share; 
In the motorhome market, the Groupe PSA is in second position with a 

market share of more than 15% and it is developing its commitment to this 
sector and planning to continue to grow its market share. We visited the largest 
engines plant of the Groupe PSA near Metz in eastern France to see one of its 
latest engines in production, and to learn more about its latest developments 

for the motorhome sector.

7,000 engines a day

Words John Rawlings

Citroën Jumper Type H WildCamp
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To underline its commitment to the motorhome sector, and to streamline ordering, lead 
times and handling costs for manufacturers or dealers, the Groupe PSA is introducing a 
new, factory-fitted Alpine satellite navigation system that has been developped specifically 
for motorhomes. For example, it has been designed to calculate routes that avoid low 
bridges or roads that are too small or narrow. As you’d expect, its XXL 23cm colour screen 
with split display is fully integrated into the dashboard and can be used by the driver using 
OEM remote controls on the steering wheel. Its maps are updated for three years free of 
charge. It also includes a rear camera compatibility, millions of POIs and can connect two 
phones via Bluetooth. It is also compatible with Android Auto and Apple CarPlay for a 
convenient use of smart-
phone applications. It 
benefits from the OEM 
assistance and its warran-
ty is covered by the Peu-
geot and Citroën repairer 
network all over Europe.

Major advantages for the 
motorhome dealers: 

• No order, no stock, no 
handling costs and no 
risk of theft

• No extra lead time be-
cause of the installation 
for the final customer

Alpine navigation system 
dedicated to motorhomes as a factory option

based on the Citroën SpaceTourer Campster 
by Pössl, and a retro Citroën Jumper Type H 
WildCamp campervan, converted in Italy by 
Caselani Automobili.

New engines
Any Peugeot or Citroën campervan or mo-
torhome you see in Europe, and beyond, is 
most likely to have an engine and gearbox 
that was produced at the PSA Group plants 
at Trémery and Metz in the east of France, 
close to Luxembourg and Germany. 
The PSA engine factory in Trémery has 3,500 
employees who produce 7,000 units a day – 
that’s nearly one every 26 seconds, and over 
1.5 million a year. This currently consists of 
PureTech petrol engines and BlueHDi diesel 
engines. The Metz plant has a further 1,500 
employees producing gearboxes.
A new engine has just started production 
at Trémery. To give it its full name, the new 
DW12 RU engine is a 2188 cm³, four-cylin-
der 2.2 BlueHDi diesel unit with the latest 
generation Euro 6d engine technology.  It 
requires servicing every 50,000 km (30,000 
miles) or two years, and all versions have a 
variable geometry turbo, 220A alternator 

Euro6.B (DW10 FU) Euro6.D TEMP (DW12 RU)

New Euro 6.D TEMP engine 
with more power and more torque

2.0 BlueHDi 160 350 Nm 2.2 BlueHDi 165 370 Nm

2.0 BlueHDi 130 340 Nm 2.2 BlueHDi 140 340 Nm

• Technology: SCR-AdBlue (already used for the Euro 6b 
engine)

•  20 liter AdBlue tank (instead of 15 liter for the Euro 6b 
engine) 

•  Only 8 kg more vs the Euro 6b weight (140 PS) 
•  Variable geometry turbo + 220 A alternator on all 

engines as standard 
•  Servicing: every 50,000 km or 2 years 
•  Timing belt: every 150,000 km or 10 years

Peugeot Boxer & 
Citroën Jumper engines

Peugeot Boxer
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C ompany news Groupe PSA

*Statistical data provided by Groupe PSA (Source ECF)

Left: 
Groupe PSA plants at Trémery, France

Below: 
Pascal BELOT, Light Commercial Vehicles Busi-
ness Unit Camping-Cars International Manager: 
“The engine is part of the success of the Citroën 
and Peugeot mechanical bases in the recre-
ational vehicles sector”.

The service still covers 55 countries (including 
Europe, Eurasia and North Africa), simply by 
calling an international toll free number. Its 
key features include roadside assistance from 
a qualified mobile workshop or towing to the 
nearest dealer (if required), a courtesy car, 
travel and hotel expenses, a cash advance 
(if required) and the choice of repatriation to 
their home address or an onward journey to 
their next destination. Owners of Peugeot or 
Citroën-based motorhomes now have even 
more peace of mind as Groupe PSA has im-
proved its free Camping-Car Assistance road-
side recovery package standard on all new 
vehicles. The 2 novelties from early 2019 are:

The new enhanced Camping-Car Assistance 
from the Groupe PSA

RV OEM registrations evolution 2018*

• it will be renewed for 12 months free of 
charge, if the vehicle is serviced at any of 
over 13,000 repairers in the Peugeot (for 
the Boxer) and Citroën (for the Jumper)  
network in Europe

• it now covers still free of charge the 
non-automotive part of the motorhome 
conversion: phone assistance for any 
question about the living part of the mo-
torhome (e.g. kitchen, heating, …)

and Start-Stop systems as standard for great-
er efficiency. The timing belt needs to be 
changed every 10 years, instead of 5 years 
for its direct competitor.
Power outputs have increased compared to 
the previous DW10 FU, 2.0 Blue HDi engine 
from 130 and 160 PS to 140 and 165 PS, 
respectively. The 140 PS version produces 

340 Nm, while the 165 PS model increases 
its torque slightly from 350 to 370 Nm at 
only 2000 rpm.
It is initially being fitted to Groupe PSA pre-
mium cars and commercial vehicles, which 
will ensure there will always be good access 
to servicing and parts, and is expected to ar-
rive in motorhomes very soon.

The other good news, particularly for the 
motorhome market, is that a 4x4 Dangel 
transmission is available for the 140 and 
165 PS versions of the new engine. Unlike 
other competitors, the 4x4 is selectable, so 
is more efficient as it is not permanently in 
operation. A Poclain reinforced motricity is 
available as well for both engines.
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EASY TO CLEAN . HAIL RESISTANT . LOW THERMAL EXPANSION COEFFICIENT . LIGHT . 
HIGH ELASTICITY . WATERPROOF . STRONG CORROSION RESISTANT . DURABLE 

HIGH QUALITY GRP 
FOR RECREATIONAL VEHICLES

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

www.flatlaminates.com - export@brianzaplastica.it
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Aboutcamp BtoB: Who are the sharehold-
ers of the Knaus Tabbert Group?
Wolfgang Speck: The Knaus Tabbert Group 
is owned by Mr Wim de Pundert and Mr Klaas 
Mertens. I began working with these gentle-
men back in 2008. In the past, I was involved 
in their automotive supplier business and 
managed different companies that they had 
acquired. I have been CEO of Knaus Tabbert 
since 2013. Mr de Pundert and Mr Mertens 
have been the owners of our company for 10 
years, and we are extremely happy to have 
such strong shareholders. They are both entre-
preneurs with a really successful track record, 

The Knaus Tabbert Group has seen consistent sales growth throughout Europe within its three market 
segments: caravans, motorhomes and camper vans. What is the secret behind this success? We asked 
Wolfgang Speck, who has been CEO of the Knaus Tabbert Group since 2013.

Focused
on innovation

Words Antonio Mazzucchelli
photo Enrico Bona

so everyone is happy to have them on board.

Aboutcamp BtoB: What is the secret be-
hind Knaus Tabbert’s extraordinary suc-
cess?
Wolfgang Speck: The truth is, it isn’t a se-
cret at all – we can speak very candidly about 
our success. One of the important character-
istics of Knaus Tabbert is that we have a re-
ally strong management team and, as far as 
I am concerned, it is second to none in the 
RV industry. Our company’s culture is very 
well balanced between humanity and high 
professionalism. We have created a strong 

workplace environment that is highlighted by 
our excellent team spirit. In addition, we are 
highly focused on R&D and innovation. This is 
one of the real secrets behind our success and 
truly defines what Knaus Tabbert is all about. 
Briefly put: I love working here. I’ve worked 
for a lot of companies, but I would definitely 
say that Knaus Tabbert has been the highlight 
of my career. Furthermore, we are strong in all 
three segments: caravans, motorhomes and 
CUVs. Some competitors are more focused on 
one segment, but we are successful in each 
segment.

I nterview with Wolfgang Speck
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Aboutcamp BtoB: The recognition of 
products from different brands some-
times confuses the public and the dealer-
ship network. Do you think this is inevi-
table and profitable? Do you believe the 
brands in your Group are well differenti-
ated?
Wolfgang Speck: Yes I believe they are (well 
differentiated). As you know, we only have a 
few brands, so it’s not comparable to some 
of our competitors. We have WEINSBERG, 
KNAUS, TABBERT, T@B, MORELO and RENT 
AND TRAVEL. When you look at the products 
and each brand, they are well differentiated 
– first and foremost through their image and 
price range. For example, the T@B caravan 
brand has a starting price of about €9,000 and 
TABBERT caravans usually end up at around 
€70,000, so you can see that we cater to a 
broad market. Our TABBERT product range 
is what we consider to be the most high-end 
and luxurious caravan brand in the world. The 
price range of WEINSBERG caravans lies in the 
range of €10,000 – €20,000. Knaus products 
are focussed on innovation and design. We 
cover all caravan segments, but every brand 
is very well differentiated. And the same ap-
plies to our motorhomes: for example, in the 
van conversion sector our entry-level WEINS-
BERG has a base price of €35,000 while the 
top-of-the-line MORELO motorhomes have a 
price tag of around €500,000. So, in terms of 
price we also cover the entire motorhome and 
van conversion segment ranges. This means 
that our dealer network in Europe is not reli-
ant on any of our competitors’ models as we 
are able to cover needs and expectations in 
every product segment, every price range and 
we can meet every consumer taste and design 
demand.

Aboutcamp BtoB: Can you provide us 
with a brief outline of three Knaus Tab-
bert Group brands, including their market 
position and growth opportunities?
Wolfgang Speck: For instance, since recent-
ly relaunching WEINSBERG, a very tradition-
al brand (dating back to the 19th century), 
the brand currently resembles more of an 
extremely dynamic start-up. Today, it is the 
fastest growing brand in the market. It covers 
all three RV segments and the growth rates 
are very impressive. This is a brand we see as 
having an outstanding future from a growth 
perspective. WEINSBERG is the entry-lev-
el brand of the Knaus Tabbert Group. The 
brand reflects attractive pricing, which means 
that if you are looking for a motorhome or 
caravan that provides excellent value for the 
money, then WEINSBERG is the best choice in 
the market. With KNAUS we have reinvented 
the manner in which we build our products 
through the use of lightweight technology. 
KNAUS stands for design, innovation and new 
technologies with a more upmarket image. 
TABBERT is a solid and well developed luxu-
ry brand which has a huge potential to grow 
in different markets as well as in the type of 
products offered. Our high-end brand is MO-
RELO. Therefore, our product range can cater 
to any customer’s wish. To make a long story 
short: all brands are properly positioned to 
guarantee sustainable success.

Aboutcamp BtoB: In what way does Mo-
relo fit into this outlook?
Wolfgang Speck: MORELO is one of the 
world’s most luxurious brands. It has a market 
share of over 30 percent in the luxury segment. 
The company was founded in 2011. From my 
point of view, MORELO is the market leader 
in this specific segment. MORELO still has a 
lot of potential to grow as well. The company 
concluded last year with sales of about €85 
million and more than 350 units sold.

Aboutcamp BtoB: Is it correct to say 
that the focus given to the camper vans 
has been fundamental to the success of 
Knaus Tabbert in the last few years? You 
even created a new “CUV” acronym?
Wolfgang Speck: Yes, CUVs are part of our 
success, but they are not the single key to it. 
We have grown in all segments. If you look 
at segments like caravanning, the total reg-
istration numbers in Europe are more or less 
stagnant. However, when you look at the 
Knaus Tabbert brands, we have been grow-
ing consistently. Last year, we manufactured 
and sold roughly 12,000 caravans. This is a 
key pillar to our strategy and will remain one 
of our key pillars in the future. Furthermore, 
we have experienced impressive growth in the 
motorhome segment. We sold roughly 8,000 
motorhomes last year, not including Cara-
van Utility Vehicles (CUVs - van conversions) 
compared to 2,000 motorhomes just a cou-
ple of years ago. In 2009 we produced 300 
CUVs compared to 4,000 last year. This year, 
WEINSBERG CUVs are celebrating their 50th 
anniversary. The product was first launched in 
1969 with a Fiat 238, a small van conversion 
featuring a pop-up roof. We now have 50 
years of experience in the manufacturing of 
CUVs (even if they weren’t originally known as 
CUVs). In our showroom in Jandelsbrunn, we 
still have a well-preserved Fiat that dates back 
to 1971. You can learn more about this spe-
cial anniversary at the Caravan Salon trade fair 
in Düsseldorf. Moreover, we have prepared 
several other new models for this important 
exhibition.

Aboutcamp BtoB: Many European manu-
facturers have abandoned or over-sched-
uled the production of caravans, so why 
have you continued to produce them? It 
seems that you have received excellent 
feedback from the market. However, in 
the future, there will be problems, espe-
cially if diesel tow cars disappear. What 
are your future caravan programmes?
Wolfgang Speck: We are quite optimistic 
about the future, mainly due to the emergence 
of electric cars. And as a consequence: what 
type of innovations needs to be introduced in 
RV market? We asked ourselves this question 
three years ago. We have been looking for 
answers and we’ve found them. We had to 
invent a totally different type of construction 
and assembly philosophy for caravans. Our 
frame technology enables us to build much 
lighter and at the same time much stronger 
caravans compared to what you see today in 
the market. 30 to 40 percent weight reduc-
tion is what we try to achieve. We also have 
the possibility of using automated systems for 
the assembly process, which up until now had 
not been possible. The frame technology en-
ables us also to have 100 percent freedom for 
designing the interior and using most mod-
ern lightweight materials. We are fully inde-
pendent from structural requirements as we 
need no inside furniture to stabilize the con-
ventional sidewall-roof-housing construction. 
This technology also enables us to realize en-
ergy management systems and as a result the 
possibility of eliminating gas heating systems. 
We are ready to introduce alternative heating 
and cooling technologies. This is very import-
ant to our customers. Reducing weight and 
energy consumption are just a few aspects of 
this technology. It also enables us to create 
totally new designed products that are ready 
for the future, not only for caravans, but also 
for motorhomes and CUVs. We are also able 
to introduce new types of slide-outs creating 
a new dimension and sense of space. The 
FRAME-technology enables us also to close 
the gap between motorhomes and CUVs. 
We presented the ultra-modern CARAVISIO, 

Mr. Speck 
with the innovative Knaus Deseo.
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I nterview with Wolfgang Speck

Mr. Speck 
(on the right) 

in conversation 
with our editor 

in chief.

automotive-like designed and fully equipped 
with awesome features. This is the future of 
Knaus Tabbert. When I talk about our inno-
vation power, this is the proof. Future already 
became reality. Nobody else in the market is 
taking these steps. Electric cars will have tow-
ing limits which are 30 to 40 per cent lower. 
That’s why we are developing this project to 
allow people also in the future to continue 
using and having fun with our RV products.

Aboutcamp BtoB: The issues with die-
sel engines will also affect camper vans 
(as well as motorhomes). What are your 
thoughts on this situation in the short to 
medium term?
Wolfgang Speck: I don’t think the diesel en-
gine will be replaced completely. I believe we 
will see a lot of different kinds of engines and 
powertrain systems in the future. Diesel en-
gines will survive for specific purposes, such 
as for people who are travelling non-stop dis-
tances of 1,000 km or more, as there is no 
alternative. We will also see hybrid technolo-
gy, purely electric cars and hydrogen vehicles. 
Every technology stands for itself and specific 
customer demands and purposes. Traveling in 
lonesome areas without the required charging 
infrastructure the diesel engine will continue 
to allow people to travel long distances. In 
particular when driving in city traffic, we will 
enable our customer to switch to an elec-
tric-powered rear axle, Knaus Tabbert has 
been working on the development of an elec-
tric-driven rear axle for some time now, part-
nering with well-known automotive suppliers 

and universities. The idea (in the near- to me-
dium-term future) is that in combination with 
the lightweight frame technology, a separate 
lightweight chassis and an electric-driven rear 
axle can be developed. This would enable us 
to build our own hybrid RV system by combin-
ing a Fiat Ducato cab with a diesel engine and 
a chassis with an electric driven rear axle. We 
have already introduced our new lightweight 
technology to the caravan sector by launching 
the KNAUS caravans  TRAVELINO and DESEO, 
which are both in production. Subsequently, 
we will begin substituting the old technolo-
gy with the new technology in a step-by-step 
process. Our current structure and assembly 
process closely resembles the huge factories 
in the automobile industry. However, this new 
type of assembly process also requires the 
construction of new factories, so it’s an on-
going process.

Aboutcamp BtoB: What investments will 
you be making in future production tech-
nology?
Wolfgang Speck: Looking at our financial 
statements, you can see that we are investing 
approximately €35 to €40 million every year 
in new technologies and products, as well as 
in the expansion of our manufacturing capac-
ity. We constructed a new plant in Hungary 
in 2016 and in Mottgers in 2013-2014. Last 
year, we completed a new plant in Jandels-
brunn with three new production lines. Look-
ing at each Knaus Tabbert production site you 
will see a new state-of-the-art factory. As you 
see, the secret to our success is being – and 
staying – focussed on innovation. It’s a must 
for us and a benefit to our customers.

Aboutcamp BtoB: How do you expect the 
RV market to develop in Germany and the 
rest of Europe in the coming years?
Wolfgang Speck: This market is cyclical. That 
is not a secret, as there have been lots of ups 
and downs over the last 30 to 40 years. Since 
the 2008 financial crisis, the market has recov-
ered nicely. Since 2013, the markets in Ger-
many, Europe and the US have been growing 
constantly. In Germany all OEMs sold roughly 
71,000 units during the last year, which is an 
all-time high. In Europe, it was in total roughly 
203,000 units according to the figures pub-
lished by the German RV-Organisation CIVD. 

Mr. Speck with the new Knaus Van TI Plus 
on MAN chassis.

Looking forward, we strongly believe that 
there is still room for further growth in Ger-
many and Europe. I estimate that the caravan 
segment will see annual growth rates of 3 to 5 
percent and between 7 and 10 percent a year 
in the motorhome segment. In our current 5y 
forecasts we expect to see 250,000 new RV 
registrations in Europe by end of 2023. We 
strongly believe that RV industry remains to 
be a growing market. Based on fundamental 
economic indicators, the German economy – 
although perhaps more slowly – will continue 
to grow. In addition, caravanning remains a 
trendy activity and an increasing number of 
people are choosing this type of holiday. The 
baby boomers will continue to define all of 
our target groups, and there are many oth-
er indicators and trends showing us that the 
market will continue to grow.

Aboutcamp BtoB: In an increasingly glob-
al market, the Knaus Tabbert Group con-
tinues to only be present in Europe. Will 
this still be the case in the future?
Wolfgang Speck: For now, we will stay fo-
cused on the European market as this is our 
core market. However, today we are also 
successful in Australia and have been quite 
prosperous in the Chinese market as well. In 
addition, we have also been very successful in 
South Korea, which is a market that has 4,000 
new RV registrations annually. Currently, 
Knaus Tabbert is selling roughly 1,000 units a 
year to South Korea, so we already have a 25 
per cent market share. Even being focussed 
on Europe we are also working on a global 
strategy. North America is the world biggest 
RV market. We will see.

Aboutcamp BtoB: Other European in-
dustry groups are expanding through 
various acquisitions. Are you stable with 
your three or four brands, or would you 
not exclude the possibility of that type of 
expansion?
Wolfgang Speck: The Knaus Tabbert Group 
success during the last ten years was mainly 
build on organic growth and not on M&A 
activities and buy-and-build strategies. Nev-
ertheless we are also willing to grow through 
acquisitions provided that we see a cultur-
al fit, a common strategy and an economic 
sense.
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Master of RV design
Manfred Lang is responsible for some of the most innovative and successful projects in the recreational 
vehicle sector. He designed for Knaus, Hymer, Bürstner and Niesmann+Bischoff. Today he works for 
Concorde and Carthago. We met him to discover a little more about his style and his approach to 
design.

Words and photo Jörg Nullmeyer

Face to face with Manfred Lang
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Aboutcamp BtoB: Mister Lang, please tell 
us something about yourself, your histo-
ry and your caravaning projects.
Manfred Lang: I studied industrial design in 
Wuppertal, in parallel with automotive design 
at the Volkwangschule in Essen. There Ford 
had a guest lecturer with Uwe Bahnsen. The 
petrol crisis of 1973/74 prevented my em-
ployment as a car designer. 
I financed my studies with the design of tele-
vision studios at Westdeutscher Rundfunk 
WDR in Cologne. A major project (Radio Bre-
men) led me unintentionally into self-employ-
ment. In 1977 I founded the office for indus-
trial design “pro industria”. When designing 
well-known consumer goods, I learned to 
create product lines and that the brand is 
more important than the subjective sense of 
design of a Manfred Lang. 
A supplier recommended me to Knaus. Their 
managing director, Mister Burkard, perfectly 
understood the importance of design which 
in turn enabled me to introduce industrial 
design to this industry with the 1987 Knaus 
Traveller. The subsequent Knaus product 
line remained unique and unmistakable un-
til 2000. Those 14 years with Knaus were 
followed by 13 years of Hymer-Group with 
the brands Niesmann+Bischoff, Bürstner and 
Hymer themselves. Shaping entire product 

lines over years gave me a lot of satisfaction 
in the realization and cooperation. 
Up to the year 2000 we produced all proto-
types in GRP with a modelling staff of 12 and 
the results entered mass production. In 1995 
we introduced 3D modeling, which later re-
placed model making. From 2002 all moto-
rhomes were modeled in 3D and developed 
to the manufacturing data - Engineering and 
Design. Starting from the year 2000 not a 
single exterior design has been displayed in 
illustrattive models. The 3D visualization pos-
sibilities and the ability to perfect proportion 
development and evaluation on the comput-
er make any sample construction unnecessary 
- it goes directly into the tool. Even very com-
plex product details like the two Hymer head-
lights come from our 3D development. Today 
we are happy to work for two truly exception-
al brands, namely Concorde and Carthago. 

Aboutcamp BtoB: You succeed in captur-
ing the historical style characteristics of 
your customers’ DNA in new projects. 
How much time is spent developing lines, 
shapes, and ideas for studying historical 
models, and how important is it for you 
to respect the past?
Manfred Lang: It is very important to respect 
the mostly successful history of the products 

in order to build on it as successful as pos-
sible. The customer seeks to recognise him-
self in the new vehicle, because he has ever 
made the ‘right’ decision, stands by this de-
cision and is willing to repeat it. For old and 
new customers a clear further development 
should be recognizable and create incentives. 
This ability to capture the style or design fea-
tures of the customer’s vehicles does not re-
quire long-term analysis. The DNA of a brand 
that has been on the market for a long time, 
of course, is known - you have to build on 
that.

Aboutcamp BtoB: Your first camper was a 
revolutionary vehicle. On the Knaus Trav-
el-Liner you introduced a front bumper 
monoblock in 1996 like in the automo-

tive world and a windscreen without pil-
lars. When you start a project, how much 
space do you allocate to the design and 
how much to the functionality?
Manfred Lang: The design should empha-
size functionality and reflect the function in 
a contemporary design context. The design 
must not suffer from the function and vice 
versa. New technologies are not so easy to 
implement in this industry, which requires a 
lot of manual labor. This is always a matter 
of quantity, so the comparison with the car 
industry is inappropriate.

Niesmann+Bischoff motorhomes

Hymer ML-i MY-2016

Knaus Traveller MY-1986
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Aboutcamp BtoB: You design vehicles of 
all sizes: a small Class B Hymer, a large, 
three-axle motorhome, a huge luxury lin-
er such as the Niesmann+Bischoff Clou or 
the latest Concorde Centurion and Liner 
Centurion. In any case, how do you es-
tablish the right relationship between 
style and proportions, between outer 
shapes and dimensions?
Manfred Lang: It should be in the blood of 
a good designer to develop the right propor-
tions for the particular product - no matter if 
designing a humble writing instrument or a 
huge Centurion Liner.
The ‘subjective/objective’ right feeling, de-
spite thousands of alternative options, must 
be there. One good alternative is enough - 
but it must be appropriate!

Aboutcamp BtoB: As a designer you 
should always be innovative. You have 
succeeded in implementing bold solu-
tions in a semi-manual industry, such as 
the panorama windscreen of the Bürst-
ner Grand Panorama. What are you in-
spired by? How do you work out a new 
concept?
Manfred Lang: Ideas and thus innovations 
are ‘God-given’. It is much more difficult 
to persuade decision makers to implement 

them successfully. Fortunately, I often had 
those open minded people around me. It is, 
of course, regrettable that, for example, an 
innovation such as the Bürstner Grand Pan-

orama could not be completed and brought 
to a conclusion for political reasons.
It’s a great experience to sit in the front seats 
and enjoy the Grand Panorama. Similar, but 
much simpler, is our current work on Group 
RVs with large roof windows in the front and 
the living room.
These are earlier ideas from my years with 
Knaus, but the time was not ripe by then 
but with the first Heki (for Seitz then) they 
became reality. New concepts are children of 
the zeitgeist, which then have to be tailored 
to the target group.

Aboutcamp BtoB: What relationship do 
you have to the design of the car, and 
do you have models or brands that you 
consider to be the source of inspiration?
Manfred Lang: I like to absorb the zeitgeist 
and inspiration at Geneva Motor Show and 
the Milan Furniture Fair. There courage and 
sparkling creativity can be felt. Two years later 
most innovations from Milan got through the 

„Teutonic Funel“ to be recognized again at 
a rather boring Cologne Furniture Fair - ab-
solutely boring - supported by presentations 
of polytechnics and universities in this subject 
area.
It is a great pity that some design colleagues 
are now cleaning up their motorhomes, for 
example in the automotive sector - whether 
the Mercedes-Benz prototype truck in the lux-
ury segment or the mid-priced segment fea-
tures the design elements of the VW Passat.
Motorhomes should have an independent 
language of form and gestaltpsychologisch 
positively occupied form components on the 
way. Do a motorhome or a caravan really 
need a diffusor under their tail?

Face to face with Manfred Lang

Concorde Centurion Liner

Bürstner Brevio 

Bürstner Grand Panorama
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Aboutcamp BtoB: Is it desirable to con-
sider the family feeling of the entire port-
folio when developing a new vehicle, or 
do you prefer each series to be based on 
a unique personality? In the first case, 
how can you avoid each model being 
considered as a remake of already known 
models?
Manfred Lang: The product brand itself is 
the historic element in the design of the vari-
ous series. Of course, the individual model se-
ries must differ in their valence and function 
ratings, but as a whole they must form the 
brand and the image. The automotive indus-
try is (not always) a good role model here.
We do not want to avoid that a new edition 
of a series is recognized as such - on the con-
trary.
One good, very successful design is the Bürst-
ner Elegance series; evolutionary yet with just 
the right amount of innovation and zeitgeist 
applied – the VW Golf (aka Rabbit) principle 
or, to put it into a nutshell: just look at the 
Porsche 911. 
Sure, sometimes you need to have a “revo-
lutionary” approach to a topic, if it has pre-
viously “run dead” - the step from the VW 
Beetle to the VW Golf (Rabbit). For some mo-

torhomes that would be appropriate. 

Aboutcamp BtoB: You have been active 
in the industry for a long time. Isn’t it 
frustrating for a designer that most of 
the vehicles are very similar, white is the 
dominant color, and the Fiat Ducato (aka 
RAM Promaster), with around 70 percent 
market share, is the dominant face of ve-
hicles in Europe?
Manfred Lang: This is by no means frus-
trating! This is the challenge of design. The 
reason why the Ducato and Promaster are so 
popular is their price-performance ratio, its 
industry-practical package and its acceptance 
by the buyers. 
For a Class A RV, it does not bother to use 
the Ducato because design options begin 
above the cowl. In addition, the Ducato has 
changed its face three times in the 32 years 
we design camper vans.
Needless to say the shaping of a 26-ton truck 
like the Mercedes Actros got its very own ap-
peal.
As soon as all those „white goods“ get col-
ored goods, they will turn out significantly 
more costly. If I want an icon brand as chassis, 
then it will be even more expensive. Here the 

courage and risk-taking of the manufacturers 
are required. The market is receptive to more 
color and differentiation - I’m sure.

Aboutcamp BtoB: There is the design 
principle “form follows function”, which 
means that the design should be based 
on the utility value. How well is this 
guiding principle, also with regard to er-
gonomics, implemented in the caravan-
ing industry? Is not there serious deficits 
in interior design?
Manfred Lang: Of course, as a user and cus-
tomer, humans should be the measure of all 
things. Unfortunately, that’s not always the 
case. Various reasons on the manufacturer 
side sometimes prevent this. Lack of ground 

plan concepts, wrong priorities such as “six 
meters total length for the ferry” or con-
straints on production and cost optimization. 
Ultimately, the customer decides with accep-
tance or rejection. “Form follows function” 
is OK, but a recreational vehicle also has an 
emotional design factor. This should not get 
reduced to „Bauhaus“ style.

Aboutcamp BtoB: In your opinion, what 
are the major design flaws of motor-
homes and caravans that need urgent 
attention?
Manfred Lang: Your questions lure me from 

HYMER Motorhomes

Bürstner Viseo

Hymer headlights
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the reserve! I want to try to stay factual: One 
design flaw is the lack of or uncoordinated 
arrangement and sizing of the windows and 
flaps between the interior and the exterior. 
These seem to be arranged randomly scat-
tered sometimes what looks very unprofes-
sional.
Cab ergonomics often suffer from poor view-
ing angles, hampered by too wide A-pillars, 
too low windscreen upper edges, poor ex-
terior mirror insights, and less than optimal 
wiper fields. These are security-relevant de-
fects!Unfortunately, designers do not always 
have the necessary influence on the product. 
Design mistakes also happen again and again 
in motorhomes - for example by forcing „au-
tomotive design“ on a RV. Good design must 
create buying incentives for the second and 
third owner.

Aboutcamp BtoB: If you had no limita-
tions to develop a motorhome, what 
would it look like? What would be most 
important to you?
Manfred Lang: A Hummer H1 pickup truck 
camper – as both width and ergonomics for a 
transverse bed are there! 
No, seriously: the electric drive with its 
space-economical package offers the moto-
rhome a completely new, attractive base. In 
the commercial vehicle sector we gained ini-
tial experience. The currently limited ranges 
and long loading times are less relevant in a 
recreational vehicle as in a business car.
It would be a matter of personal importance 
to me to eliminate the “rabbits’ doors and 
flaps” (outer frame, joint, inner frame), be-
cause they have already shaped the side walls 
of almost all RVs and caravans for half a cen-
tury. Almost no matter in which price range 
you look around. This would require a com-
pletely new production technique, possibly 
with other materials - that’s clear to me, as 
well. An entirely new production technique 

for sidewalls needs to get established, both 
competitive economically as well as ecolog-
ically. An innovative modular flap system 
would lead to significant improvements in 
design.
Of course this does not work out from one RV 
show to the next. Perfect design of a relative-
ly complex product, also under the aspect of 
perfect ergonomics and function, garnished 
with some special recreational use ideas, re-
quires longer development times and a larger 
investment. In a nutshell, the product will be 
successful.

Aboutcamp BtoB: Vehicle weight is an 
important criterion, especially in Europe. 
How much can the design influence the 
curb weight and how?
Manfred Lang: Completely new thinking, 
new materials, more integrated functions 

would reduce curb weight and increase pay-
load. Acceptance for a new lightweight de-
sign will increase because the target groups 
change according to contemporary thinking. 
Back in 1998 we developed a lightweight 
construction concept for the Knaus Schwal-
bennest, an innovative small caravan for 
the 40th anniversary of the brand. It lacked 
only the courage to implement. Thus, I was 
probably a bit ahead of the zeitgeist. Similar 
concepts would be easier to implement today 
with adequate materials.
By innovative design of interior and furniture 
future generations of motorhomes could gain 
a higher payload. Even with a 26-ton moto-
rhome, lightweight construction as already 
demonstrated by the Centurion brings many 
benefits not only in a contemporary ecologi-
cal perspective.

Face to face with Manfred Lang

Concorde Centurion Liner

Bürstner Elegance History
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RELAX 
SEAT 
SYSTEM
P/N 9AC0096000C01

Look at the video on
youtu.be/x5Dy97U1vSI

12V device approved 
in R10, R14 and R17.
 
Compatible with the seats of Fiat Ducato, 
Peugeot and Citroen with original CTA swivel 
plates and others available on the market.
As shown in the video, it is installed in a 
few minutes without the need to remove the seat.

CTA 
innovates CTA

Via Groenlandia, 23  |  00040 Pomezia  |  Roma  |  Italy  |  tel-fax +39 06 91601096  |  info@ctapomezia.it  |  www.ctapomezia.it

CERTIFIED

Visit 
our website
and catalogues

CTA improves the new 
universal Isofix support 
that, if compared to the 

previous semi-universal, 
can be installed in post 

production or even in 
Aftermarket.

The new series of structures 
maintain the same anchorage 
points as the previous ones to 

facilitate updates in construction 
projects.

This Isofix is dedicated to all new series 
of structures in the categories M1 and N2, 

further reducing interference and allowing the 
installation of tanks or heating systems, such 

as the Truma Combi, in the dinette compartment.

UNIVERSAL

SEMI-UNIVERSAL
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Words Andrea Cattaneo

Report Stuttgart - CMT

W ith over 1,000 leisure vehicles on 
show, exhibitors from the cara-
van industry say the CMT was a 

great success for them. Holger W. Siebert, 
Vice President of the German Caravanning 
Industry Association (CIVD) was proud that 
the importance of caravanning at CMT 
was increasing, and said: “CMT once again 
proved to be a successful exhibition.” Oliver 
Waidelich, Managing Director of the Ger-
man Caravan Trade Association (DCHV), 
said he was equally optimistic: “Dealers 
started the new season at CMT with confi-
dence. This was confirmed by the reception 
on the exhibition stands. Visitors were very 
interested in leisure vehicles. Holidays are 
becoming ever shorter, but instead more 
frequent – and mobile homes are ideal for 

this form of travel. We assume that de-
mand will also remain high in future.” The 
motor home parking area and the addition-
al parking spaces at the “CMT Motel” were 
also greatly appreciated by exhibitors and 
visitors alike with 7,000 overnight stays re-
corded during the show, with more than 
3,500 vehicles. The exhibitors, visitors and 
journalists who parked their vehicles here 
had travelled from all over Germany and 
from 14 European countries. Gerd Adami-
etzki, Managing Director, Knaus Tabbert 
said: “CMT 2019 was again a very success-
ful start to the season for Knaus Tabbert 
GmbH. We are extremely satisfied with the 
outcome of the exhibition. This event in 
Stuttgart is always an important industry 
and mood barometer for our company and 

260,000 visitors to CMT
Over a quarter of a million people visited the CMT 2019 in Stuttgart, which it claims makes it the 
largest consumer show for tourism and leisure. According to the caravan industry representatives, 
Stuttgart confirmed its function as a barometer for the mobile home and caravan industry.
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Exhibitors total 2,192

Visitors total 260,000

Net space total (sqm) 120,000

Record results for German caravan 
industry in 2018

For the fifth consecutive year, the Caravan Industry Associa-
tion of Germany (CIVD) has reported record sales figures of 

new caravans and motorhomes. In total, the German caravan-
ning industry produced nearly 123,000 leisure vehicles in 2018. 
Sales of accessories and used models were also strong, which 
resulted in the caravan industry in Germany generating a total 
of more than € 11 billion last year, which was another record 
result. Total registrations of new caravans and motorhomes in 
Germany increased by more than 12 percent last year, with 
nearly 47,000 motorhomes and over 24,000 caravans sold. In 
addition, exports by manufacturers in Germany also increased, 
by more than seven percent, to 55,000. Sales (registrations) of 
new motorhomes in Germany grew by 15.5 percent last year 
to reach a new peak of 46,859, or nearly double the amount 
of caravans sold. In the last 10 years, new motorhome sales in 
Germany have more than doubled. New caravan sales were 
also strong in Germany in 2018, and increased by 7.2 percent 
to 24,327 vehicles. This is the fifth year running that caravan 
sales have grown in Germany, and its best result since 2001. 
“With the new record for new registrations of recreational vehi-
cles, we have exceeded our optimistic forecasts for 2018,” said 
Daniel Onggowinarso, Managing Director of the Caravaning 
Industry Association (CIVD). “Caravaning combines self-deter-
mined travel with diverse options for individual leisure activ-
ities. Travelling with a caravan or motorhome is therefore a 
very attractive form of vacation for more and more Germans. 
We therefore expect demand to increase again in 2019,” said 
Onggowinarso. “Caravanning holidays are very much in vogue 
all over Europe, so demand for German motorhomes and car-
avans is steadily increasing,” said Daniel Onggowinarso. “With 
more than 55,000 exported recreational vehicles, the German 
manufacturers are market leaders in Europe. Given the expect-
ed high demand in the future, manufacturers are continuing to 
expand their production capacities and are optimistic about the 
year 2019,” explained Onggowinarso. The CIVD has represent-
ed the interests of the manufacturing industry companies in 
the caravaning industry for more than 55 years. It has over 138  
members, including almost all German and European caravan 
and motorhome manufacturers as well as their suppliers and 
service providers.

confirms our strategy of always focusing 
on customer benefits. The good exhibi-
tion location of Stuttgart itself, the large 
number of visitors, short distances and 
first-class organisation enable us to offer 
customers optimum service here.” Bernd 
Wuschack, Managing Director, Carthago 
Group: “CMT provided the perfect start to 
our anniversary year – 40 years of Carthago 
and Malibu. Visitors expressed a great deal 
of interest, which corresponded to the 
same high level as that in 2018. Our flag-
ship, the Carthago liner-for-two, became 
a real hit. We were also very busy on our 
Malibu stand during the nine days of the 
exhibition. The Malibu Van Charming GT 
proved very popular while the wide range 
of Malibu mobile homes in Hall 5 also at-

tracted large crowds. We are therefore go-
ing home satisfied and are looking forward 
to the start of the spring season.“ Christian 
Reisch, Managing Director, Alde Deutsch-
land said: “Caravanning is generally more 
popular than ten years ago. We determined 
that the caravanning section is also contin-
uously becoming more important at CMT. 
A large number of customers obtained 
their information here prior to making a 
purchase. This applies to all brands. Our 
presentation concept proved to be a total 
success. We were extremely satisfied with 
the outcome and organisation of the exhi-
bition which was also superbly publicised!“ 
CMT 2020 will take place in Stuttgart from 
11 to 19 January 2020.
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At the CMT 2019 in Stuttgart, the pro-
duction version of the cabrio camp-

er was first shown. The idea of creating a 
camper in the convertible version, was born 
in Piotr Kubinski’s head a long time ago. At 
the beginning, the designer created a pro-
totype (concept) of such a vehicle. For the 
construction he used the furniture he had at 
hand and the used truck - the Mercedes At-
ego. The designer decided to create a pro-
duction version of his idea. The cabrio camp-
er is based on Fiat Ducato. In the front, we 
find the greatest innovation of the project, 
ie two separate levels. On the first, higher, 
the so-called “A cab” with 4 seats for driv-
ing. The side windows are long enough to 
reach up to the second row of seats. Thanks 
to this, we get an extraordinary, panoramic 
view not only on the road, but also on the 
surrounding views. In the front you can also 

Report Stuttgart - CMT

find an electrically opened roof, which in a 
few moments overlaps the rear part of the 
vehicle. The roof can also be opened while 
driving, not just a standstill. The camper is 
7 meters long and 3.05 meters high. In the 
front of the vehicle we are sitting more or 
less at this height. This idea opens us to a 
completely new, previously unknown expe-
rience. In the front of the camper we can 
also create a double bed. We have a lot of 
space for two people who can stay on the 
upper deck with an open roof. The front 
seats are rotatable, but their blockage was 
solved completely differently. After turning 
the key in the station, the seats lock in the 
position enabling the ride. After the engine 
has been switched off, the lock “switches 
off” and then we can turn it towards the 
rear of the vehicle. Each pair of armchairs 
has a table at your disposal, ideal for morn-

ing breakfast and coffee. Armchairs with 
automatic locking are not everything. The 
gear lever, after turning the key, slides out 
of the floor. During the stoppage, it hides in 
it to increase the comfort of moving around 
this part of the motorhome. The lower deck 
is surprising, above all, a very large space. 
Freely in the “salon” can move the entire 
crew living on board. At the back of the 
vehicle there are two double beds 200 cm 
long and 140 cm wide. Entrance to it is fa-
cilitated by stairs, which are easily hidden in 
the direction of the garage - this is another 
Skydancer’s innovation. Next to it, we find a 
large Dometic fridge (145 liters), which we 
have free access to even when the stairs are 
spread. In the kitchen corner you will find 
a sink and a gas stove. If we need a larger 
working space, we will lay out an addition-
al table in a few moments, which later can 
be transformed into, for example, a coffee 
pad for people resting in the back bed. As 
you can see, Skydancer Apéro is full of little 
things that greatly improve comfort. In the 
camper, we also find a bathroom connected 
to the toilet. At the end, it is worth paying 
for an enormous garage in the back. Easy 
access to it is provided by a wide flap. Inside 
we pack scooters, bikes and all necessary 
(and unnecessary) luggage. The heating is 
standard, gas. The whole is powered by a 
Truma Combi boiler.

Skydancer Apéro
the world’s first camper-cabriolet
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Promobil and Caravanning announce the Best Brands for 2019

Two leading magazines in Germany, Promobil and Caravanning, 
have announced their Motorhomes of the Year, Caravans of the 

Year and best accessory brands for 2019, as voted by over 22,000 
of their readers. These awards are recognized as prestigious and 
coveted by the caravan and motorhome industry in Germany. They 
are also considered a trend barometer. As in the previous year, AL-
KO secured first place in the chassis technology category with 67.8 
percent. Second and third places were taken by Goldschmitt and 
Linnepe, with 48.4 and 10.3 percent, respectively. Truma was the 
clear winner with a total of 77.3 percent of the vote for heating 
manufacturers. Alde came second with 35.1 percent of the vote 
and third place was occupied by Webasto with 31.6 percent. The 
most popular toilet systems, like last year, are Thetford , which was 
in first place with 77 percent. The 2nd and 3rd places were taken 
by Dometic (37.8 percent) and Fiamma (7.6 percent). AL-KO was 
also the most popular leveling system, but closely followed lowed 
by Goldschmitt which was only 9.1 percentage points behind. Lin-
nepe was third. For air conditioning manufacturers, Dometic was 
first with 57.2 percent of the vote. Truma followed in 2nd place. 
Dometic also won in the refrigerator category with a clear win with 

The Iridium E-Mobil is from the Swabi-
an company WOF (Motorhome Outlet 

Factory) based in Weilheim an der Teck in 
southern Germany. For the Iridium E-Camp-
er, WOF has partnered with three companies, 
each of which has a great deal of experience 
and specialist know-how in their field. “We 
wanted a practical motorhome that was ful-
ly developed and reliable from A to Z,” says 
Christian Klaiber, head of the Future Mobility 
Initiative and an expert in electromobility who 
is supporting Iridium with the launch of clean 
and quiet campers. WOF has been supplying 
a chassis for heavy-duty commercial vehicles 
for years, and Maurer Fahrzeugbau AG, a 
Swiss manufacturer of exclusive motorhomes, 
is creating a structure which gives customers 
the choice of classic sandwich or Monoshell 
technology (a particularly warp-resistant body 
without seams and joints, and thus without 
squeaking noises). “It will not be a prelimi-
nary study, but customers can already buy 
this vehicle in Stuttgart,” says Christian Klai-
ber. “Iridium is making a major step towards 
sustainable camping with the first electrically 
powered motorhome,” says Klaiber. In addi-
tion to classic camper vans Klaiber sees an-

other target group for the e-mobile: “There 
are business travellers who, like me, want to 
be eco-friendly and flexible on the go and 
are used to answering the e-mails as soon as 
possible. This is extremely comfortable in the 
motorhome - and you do not need to worry 
about a hotel room for an overnight stay, but 
you always know in advance how to stay.” 
The drive solution comes from the Swabian 
electric vehicle specialist EFA-S, which has 
already converted about 200 trucks of the 

Iridium: motorhome 
with electric drive

parcel service UPS to pure electric vehicles. 
Special features include synchronous motors, 
which already develop their full torque at zero 
speed and reaches maximum range through 
a self-developed battery management system. 
Individually monitored lithium iron phosphate 
batteries, deliver the energy to the motor with 
high-voltage technology. As with F1 vehicles, 
energy is recovered and stored during braking 
with KERS (Kinetic Energy Recovery System) 
technology.

78.2 percent of the votes, while Thetford took second place with 
32.6 percent, and Webasto was third with 15.7 percent. First place 
for awnings was taken by Thule, with Fiamma second, and Domet-
ic in third with 19.4 percent of the vote; for caravan awnings/sun 
shades, Isabella took over the first place. The most popular moving 
system brand for caravans is once again AL-KO with a score of 77 
percent. Truma was in second place, and third place went to Reich/
Easydriver. For bike lovers, the most popular carriers are from Thule. 
A total of 51.3 percent of the votes put Thule number 1 among 
the two-wheel carriers . As in the previous year, Fiamma (30.1%) 
and Sawiko / Alko (15.1%) rank 2nd and 3rd, respectively. With 
42.8 percent, Oyster claimed first place for satellite systems again 
this year, followed by Kathrein and Alden with 23.6 and 20.5 per 
cent of the votes, respectively. For solar systems, last year’s winner 
Büttner again secured first place with 49.8 percent. Solar Swiss and 
Telair are new on the podium. Telair lands just behind Solar Swiss 
with 8.7 percent, securing second place with 11.7 percent. Hon-
da scored 34.7 percent among the generator manufacturers and 
retained first place. Dometic was second with 24.5 and Efoy third 
with 17.8 percent.
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AL-KO E&P
stable and level by touchscreen

The newly revised hydraulic levelling system for motorhomes from 
E&P Hydraulics is now called levelM and offers users even more 

comfort. In the past the motorhome steady legs were controlled at 
the touch of a button; in future, this will be achieved simply and 
conveniently using a tablet and/or smartphone app, both of which 
have the same user interface. One advantage of the new, modern 
operating concept is that it can be updated in terms of user interface 
and functions. The small touchpad is provided with a fixed charging 
station in the motorhome. When the tablet is removed from this unit 
it functions as a practical, wireless radio remote control from which 
the entire levelling system can also be controlled form outside the ve-

TELECO CombiSat: the switch 
that never leaves you without TV

CombiSat is the new device that ensures 
camper and caravan owners are never left 

without a TV signal. The request came from a 
partner of Teleco’s, a premium motorhome man-
ufacturer, who wanted to offer its customers the 
opportunity to watch television even with the 
vehicle parked under trees or in the presence of 
obstacles. Teleco responded by developing kits 
that allow fast vehicle connection to an auto-
matic portable supplementary ACTIVSAT anten-
na or to a camping site power supply pillar, to 
receive all available cable channels. CombiSat is 
an intelligent switch that automatically connects 

the portable ACTIVSAT antenna in combination with the one installed on 
the camper roof. ACTIVSAT is a portable, fully automatic satellite antenna, 
extremely user-friendly. By connecting the ACTIVSAT cable to the socket, the 
CombiSat intelligent switch automatically disconnects the antenna on the 
roof and connects ActivSat to the television. When the portable antenna 
aligns with the satellite, the signal will immediately reach the TV set, ensuring 
perfect viewing of all the programs. If there is more than one television sets, 
Teleco has come up with a Twin kit that allows for simultaneously watching all 
programs on two different TV sets. Another kit is CombiCab also available to 
quickly connect your camper and therefore, your TV sets to the campsite plug 
for the antenna, to be able to view all available cable channels. The third kit is 
CombiMax, designed to connect a camper with two TVs both to the supple-
mentary satellite ActivSat dish and to the camping site plug for the antenna.

Wash the clothes on board

A washing machine on 
an RV? This is not 

new, but this Mini wash-
ing machine seems to 
take a step forward. De-
sign is at the forefront, 
technical characteristics 
and performances are 
very interesting. With a 
power of 1500 W, the 
Mini washing machine 
has a limited weight 
(about 16 kg), takes up 
little space (55-60 cm 
and 30 cm deep), con-
sumes little water (25 
liters) and has a limited 
absorption of electricity. 
Obviously it is not possi-
ble to load many cloths 
in the washing machine, 
but for a holiday it may 
be enough. Normal 
washing takes only 15 
minutes, the engine is 
particularly quiet and 
creates low vibrations.

New Truma gas pressure regulators

Truma has improved its gas pres-
sure regulators for leisure vehicles, 

making them lighter, more compact 
and more user-friendly. The new Truma 
MonoControl CS and DuoControl CS 
are designed to ensure maximum safety 
while driving or stationary. The new Tru-
ma DuoControl CS regulator can be dis-
tinguished by a new, modern design. A 
new feature is an integrated crash sensor 
to allow customers to run gas appliances, 
like heaters and fridges, safely while driv-
ing. In the event of an accident at speeds 
between 15 to 20 km/h, the crash sensor 
stops the gas flow immediately. The Tru-
ma DuoControl CS automatically switch-

hicle. The legs are extended hydraulically out of a cylinder at the push 
of a button and position the vehicle absolutely horizontally within 
120 seconds. Depending on the model, when fitted to a motorhome 
the hydraulic system can move up to 
10,000 kilograms per leg. 

AL-KO has announced that from April 
this year, its fully automatic HY4 level-
ling system will be available (in Europe) 
for the new model generation of the 
Mercedes-Benz Sprinter (VS 30). 

es over to a second gas cylinder if the first 
one becomes empty. It is more compact than 
the previous model and lightweight at just 
900g. It is easy to retrofit and comes in a ver-
tical model for wall mounting or a horizon-
tal model for installing on the ceiling of the 
gas cylinder box. Two new viewing windows, 
which are clearly visible from all sides, let you 
see whether the cylinder in use is full (green) 
or empty (red). The Truma MonoControl CS, 
a single-cylinder gas pressure regulator with 
crash sensor, has also been redesigned. Like 
its Duo counterpart, the MonoControl CS is 
also more compact and lighter than its pre-
decessor, and can be installed on the wall or 
ceiling of the gas cylinder box.
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Palomar s.r.l. • Via Milano, 2/20 • 50052 Certaldo (FI) • Italy • +39 0571 664573 • www.palomaritaly.net

Palomar Srl is a leading company in the production of high-quality 
sandwich panels and semi-finished components for caravans and 
mobile homes. Thanks to seven working centers equipped with 
CNC technology of different sizes and six bonding lines of liquid 
polyurethane, spray, hot melt and vinyl glue, the company is able to 
produce walls, roofs and floors for caravans and mobile homes and 
smaller elements such as doors, windows and different semi-finished 
products, even edged.

Sandwich panel 
for caravan floors

Sandwich panel 
in pvc frame 
in Styrofoam, 
fiberglass

Sandwich panel 
in Styrofoam, 
fiberglass

Sandwich panel 
in Styrofoam, 

aluminium with 
pvc elements

Caravan 
door

Panels in 
Recomplax

Polyurethane 
panel with 
aluminium laminate

Caravan trapdoor in pvc and linoleum

Mobile home’s 
sidewall in 
styrofoam, 
plywood

Caravan panel with pvc frame

Caravan 
sidewall

FOR PASSIONsince 2003Sandwich Panels

Sandwich panel 
in fiberglass, 
Styrofoam 
and Veka frame
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C ompany news Filippi 1971

The new office area has been completed: Filippi 1971 now has 
a modern administrative and management area in its head-
quarters in Berbenno to better support the runaway produc-

tion growth. This is a further step, certainly not the last one, which 
increasingly raises the level of this Italian company that has come to 
the attention of the international RV manufacturers not only for the 
quality of their products and service, but also for the dynamism of 
their proposals. In recent years, investments in machinery, technology 
and human resources have been considerable, the number of em-
ployees has almost triplicated and the diversified markets has been 
broadly expanded. «The RV sector is still our core business – explains 
Ivo Bolis, Sales Manager at Filippi 1971 who joined the company one 
year ago to support Francesca Filippi’s and Roberto Spreafico’s mar-
keting and sales activity – and today represents about 70% of our 
turnover. But we are trying to broaden our range, and I am sure that 
by working in other sectors we will be able to bring new concepts to 
the RV world. For example, also assisted by the commercial experi-
ence of our partner Giorgio Levoni, since last year we have started to 
successfully supply the most important naval group in Italy with all the 
panels used in the public areas of many new cruise ships under con-
struction». Filippi 1971 entered the RV sector around the year 2000 
with the Filippi Legnami brand, starting to collaborate with various 
manufacturers. Six years ago, thanks to the partnership with Giorgio 
Levoni, a significant growth phase began in various fields: new ma-
chinery, new technologies and new products. The introduction of a 
melamine press allows the production of laminates based on the cus-
tomer’s design. The wooden panels can be further customized thanks 

Fifty years of experience, of which twenty in the RV sector, make Filippi 1971 a point of reference 
in the international interior design sector. The phase of growth continues, new materials and new 
processes are tested, and China and America are the new market goals.

The business 
also expands overseas

Words Andrea Cattaneo

to digital printing: two plotters have been purchased to create multi-
ple effects on the surface, satisfying the most personalized requests 
of the customers, in combination with 3D surface effects. In 2016, 
after several experiments in the company’s research and development 
department, VittEr® was launched: it is a modern, high-performing 
compact laminate, highly customizable, anti-scratch, fire-retardant 
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“We have been present in the Chinese 
market for five years – explains Rober-
to Spreafico, Filippi 1971 sales associ-
ate – and we have taken part in many 
shows. China is a potentially very large 
RV market but it is also a young one. 
We offer high quality materials so we 
made the strategic choice to use only 
Italian poplar plywood panels, which are 
considered to be the best quality world-
wide, thanks to its consistent thickness 
and lightweight, controlled manufac-
turing process and flawless surface. We 
also offer panels without formaldehyde, 
which leave no odor in the vehicle in-
terior: those who can understand the 
added value of these products appreci-
ate them in no uncertain terms and rely 
on us. We think we have invested a lot 
of resources in China and we will stick 
to our commitment to offer the Chinese 
market not only laminated panels, but 
also different kinds of semi-finished 
products necessary for the construction 
of furniture components”.

Filippi 1971 in China

(BS2DO certified) and water-resistant, also 
tested for outdoor use under the action of 
atmospheric agents. It is a laminate with zero 
formaldehyde emissions also suitable for 
contact with food. Thanks to these charac-
teristics, it is highly recommended for any use 
in kitchens and bathrooms of RVs. The high 
mechanical strength makes it possible to cre-
ate solid slabs with reduced thickness, while 
the full color in the core allows you to create 
unique effects with the wide range of avail-
able colors, also customizable with digital 
printing and combinable with other in-house 
made surfaces too. A strong development 
in production was given by the opening, at 
the beginning of 2017, of the joinery de-
partment. No longer a simple manufacturer 
of laminated panels, but a company recall-
ing its roots in the furniture industry, Filippi 
1971 started offering products and services 
of various types to RV manufacturers. The 
joinery was subsequently 
implemented with new 
machinery and other 
specialized personnel: it 
is now able to produce 
not only flat elements, 
but also curved com-
ponents and complete, 
complex furnishing kits, 
already assembled if re-
quested, too. For some 
months Filippi 1971 has 
started experimenting 
with highly innovative 
systems for the produc-

tion of light components. As the result of a 
relentless activity of the R&D staff, a collab-
oration project with a company specialized 
in the production of composite materials has 
started and a 4.00x1.60-meter autoclave has 
been acquired, making it possible to produce 
special components in carbon fiber. “We are 
ready to enter the world of carbon fiber – 
says Ivo Bolis – and bring real, important 
news into the RV sector. The combination of 
high quality and low weight are our goal to 
offer the OEMs advanced-technology prod-
ucts». The search for new materials and pro-
duction processes is functional to a growth 
that does not only aim to broaden the field 
of treated products, but also to enlarge the 
market, outside the well consolidated Eu-
ropean and Australian contexts. In March, 
Filippi 1971 will be exhibiting at two major 
international trade fairs: in Beijing, in China, 
and in Salt Lake City, in the U.S.A.

Filippi 1971 will be exhibiting at the RVX fair in Salt Lake City. The mockup of a van will be on 
display with the various furnishing components clearly visible, to show visitors some different 
technical and stylistic solutions. Filippi 1971 started an exploratory activity in the USA at the 
Louisville fair in 2017, continuing to have contacts in 2018. Now several manufacturers are 
interested in the products and 2019 could be the year of the beginning of a collaboration 
with one or more manufacturers. “From the first approach with the American market – ex-
plains Ivo Bolis, sales manager at Filippi 1971 – we realized that we should not only focus on 
our laminated panels, but we also had to propose all the furniture components that we are 
capable to make. We want to dialogue with American OEMs and propose our high-quality 
European design furniture to fit into the American RV interiors, respecting their peculiar space 
management while bringing our curated design and details. Exhibiting at the RVX fair will 
confirm our presence in the American market, along with participating at the RV Open House 
in September which takes place in Elkhart, an event of sure reference for the world of OEMs”.

The American market

FILIPPI 1971 SRL • contact@filippi1971.com
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Product range and delivery 
The product range of Gernot Schank however, 
includes much more than just mattresses. The 
company supplies the B2B sector and retail 
establishments with all products containing 
fabric or leather. These include upholstery for 
seating and recliners, dashboards, driver seats, 
curtains, carpets, trim parts such as coat racks, 
seat heaters and the like. In the leather sector 
and custom-made, the company has an out-
standing competence. From 10 to 500 units, 
individually tailored or ready to go, the uphol-
sterers can deliver ‘just-in-time’ to every pro-
duction line - a capability that is unique and 
unmatched in the industry.

Company philosophy 
The company is focussed on producing 
long-lasting, quality products. All materials 
employed are extensively tested in advance 
before being used in production. In many 
areas production is still done by hand using 
specially trained, and extremely competent, 

C ompany news G+S Die Polstermacher

‘G + S Sitz- und Polstermöbel GmbH’ is the correct company name but, in the RV industry, it has 
become better known simply as “Die Polstermacher” (‘The Upholsterer’). Founded by Gernot Schank 
many years ago, the company is recognised as an exclusive manufacturer and supplier to the industry. 
Products include a wide range of tailor-made seating and mattresses for motorhomes and caravans 
along with equipment for yachts. 

Upholstery ‘Made in Germany’

Words Peter Hirtschulz

employees. In addition to this quality manage-
ment, the “Die Polstermacher” philosophy is 
based on a three-pillar principle: accurate de-
livery ‘just in time’ - up to four times a day to 
partner production lines; the shortest possible 
B2B connections; a service-oriented dealer 
supply of exclusive fabrics and leather goods 
(as well as standardised products such as seat 
covers, protective covers, fitted sheets and hy-
giene covers for mattresses in rental vehicles). 
Large trucks deliver on a daily basis to the 
various production sites in order to equip the 
brand-new recreational vehicles of the respec-
tive manufacturers with G + S products. Thus 
every week upholstery and related equipment 
for the finishing of up to 450 RV’s is delivered. 

The complete system supplier 
One of the strengths of the company is that it 
can act creatively on behalf of clients, produc-
ing new design ideas backed up by self-built 
model concepts. In this way, complete room 
equipment for new vehicle lines can be gen-

Gernot Schank
founder of 

Die Polstermacher
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erated. These can include own material sug-
gestions for special foams, as well as optimal 
fabric or leather fabrications. Schank and his 
team, in close cooperation with the client, are 
able to optimise production processes using 
their own know-how, whilst developing ideas 
to perfect the end product. This is made us-
ing state-of-the-art CNC cutters and sewing 
machines supported by a highly trained team 
that understands manual work. The result is 
a top-quality execution at all production sites, 
which really deserves the name ‘Made in Ger-
many’. 

Worldwide perspective 
A key strength of the company is the philos-
ophy of working very closely with each client. 
This involves listening, understanding and 
then carrying out the best possible implemen-
tation using many years of know-how. The 
best example is the production site in Murska 
Sobota (Slovenia), which Schank has set up in 
order to be as close as possible to one of its 
biggest customers and to be able to deliver 
‘just in time’. This philosophy applies to the 
company worldwide. On request Schank is 
prepared to set up his offices even on conti-
nents outside Europe to make his know-how 
and organisational skills available to interested 
clients.

Reliable partnerships 
The company supports a large number of 
leading European leisure vehicle manufactur-
ers. Companies such as Alpha Motorhomes, 
Carthago Motorhomes, EURA Mobil, Fendt 
Caravans, Hobby, Hymer, Knaus-Tabbert, Lai-
ka, RMB, Spacecamper and Wochner motor-
homes appreciate the competence and abso-
lute reliability of Gernot Schank. The company 
produces seating and upholstered furniture as 
well as decorations, curtains and carpets for 
more than 28,000 recreational vehicles each 
year. This has been proven to be to the highest 
satisfaction of all customers.

People and machines make quality 
Underpinning the product range and custom-
er services are highly trained employees sup-
ported by sophisticated production machin-
ery. Since 2002, the company headquarters 
has been located in the Rhineland-Palatinate 
Pfaffen-Schwabenheim. Recently, the produc-
tion area has been upgraded with the latest 
computer-controlled CNC system, special-
ly designed for high-quality leather cutting 
in the caravanning industry. A second CNC 
cutting machine is able to cut up to 70 lay-
ers simultaneously, depending on the setting 
and material quality. From here, managing 
director Schank guides the fortunes of the 
company. A total of 40 employees work at the 
G + S headquarters. Pfaffen-Schwabenheim 
is regarded as a think tank for new product 
developments and design variants. Current-
ly, the Pfaffen-Schwabenheim site produces 
mainly small and special ranges, including 
all high-quality leather products, from a pro-
duction area of approximately 1,600 m². 
The customer can choose from 150 different 
types of leather and more than 3,000 fabric 
variants. At the Murska Sobota production 
site in Slovenia, more than 80 people work 
in a state-of-the-art production facility, which 
now numbers 4,000 m². Computer-controlled 
machines and the latest CNC equipment, cut 
the different materials to exactly the desired 
shape. The orders are provided by means of 
CAD files and then tailored by computer-con-
trolled editors. During the final manual sew-
ing process, an optimal quality final inspection 
takes place. It all amounts to a perfect pro-
duction system that Gernot Schank can install 
anywhere in the world at any time.

Company history 
Schank ventured into the caravanning indus-
try in Germany and Europe in 1999. The first 
customer was the luxury motorhome man-
ufacturer Niesmann and Bischoff. The part-
nership was so successful that the company 
expanded and Schank founded “G + S Sitz- 
und Polstermöbel GmbH” in 2002. Today, the 
company can look back on a rapid corporate 
development. In 2018, the company celebrat-
ed the 15th anniversary of series production 
of mattresses and the 10th anniversary of 
production at Murska Sobota. With an indus-
try-wide recognised high-quality product and 
service quality, the 120 employees now gen-
erate annual sales in the double-digit million 
Euro range.

The maker 
Gernot Schank with his “Die Polstermacher” 

Facts and data

philosophy still represents the good old Ger-
man entrepreneur generation, to which the 
term ‘Made in Germany’ is sacred, the com-
pany’s name standing for the highest quality 
in terms of materials and workmanship. Not 
least because of these values, Schank and his 
team have developed into a ‘hidden champi-
on’ in the caravanning industry.

• 2002: Foundation of „G + S Sitz- 
und Polstermöbel GmbH“ based in 
Pfaffen-Schwabenheim.

• 2008: Foundation of G + S d.o.o. in 
Slovenia, based in Murska Sobota 
(Slovenia).

• 2010: Move into a new hall with 2,000 
m² production area (Murska Sobota).

• 2012: Expansion of production capac-
ities through automated cutting / CNC 
processing.

• 2014: Expansion of the private cus-
tomer area and establishment of a 
dealer network.

• 2015: Doubling of the production 
area to 4,000 m² with expanded hall 
in Slovenia.

• 2017: Installation of a fabric multilayer 
cutters in Slovenia and a leathercutter 
in Germany.     

• 2018: Anniversary “15 years: series 
production of high-quality mattress-
es”. Anniversary “10 years: production 
in Murska Sobota. Opening of a new 
customer center in Enkenbach-Alsen-
born (Germany).     

• 2019: Upholstery and furnishing 
equipment for more than 28,000 lei-
sure vehicles. Total sales in the dou-
ble-digit million euro range.

„Die Polstermacher“
G+S Sitz- und Polstermöbel GmbH
Untere Gewerbestraße 1
55546 Pfaffen-Schwabenheim - Germany
telephone: +49 6701 20526-0    
telefax: +49 6701 20526-299 
eMail: info@diepolstermacher.de  
www.diepolstermacher.de
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competitiveness on the European market. Romania is not so far 
away from Italy, there are no customs, the country is perfectly 
in line with EU bureaucracy and regulations, and we have a very 
fruitful collaboration with our partners in the production process. I 
have to say that Romanian infrastructure is excellent and shipping 
is cheap, so we are able to serve our clients even when they have 
urgent deadlines, which is not a small detail.”
The SC Nordelectronica East srl plant is located in Arad, 50 km 

C ompany news NORDELETTRONICA

Growth means training staff, expanding production facilities and investing in machinery: and this is 
what Nordelettronica is doing at its Arad plant in Romania. As part of its production expansion policy, 
a new soldering line was commissioned just a few days ago.

Satellite unit

Words Andrea Cattaneo

Year 2019 has started 
well for Nordelettroni-
ca: its figures are up, in 

line with the average two digit 
growth enjoyed by the company 
over recent years. The company 
is responding to the needs of 
the market, and to do so has 
recently invested in expanded 
facilities and production lines. 
This expansion involves not only 
the main factory at Treviso in 
the Veneto region of Italy, but 
also its subsidiary in Romania. 
The collaboration with Romania 

has been operational for more than 15 years, and Nordelettronica 
recently acquired SC Nordelectronica East srl.
“We started working in Romania in 2004,” says Alessandro Chies, 
partner and CEO of Nordelettronica, “and in recent years we 
launched the process of acquiring one of our excellent vendors. 
We now own the company, and are investing in it at many levels. 
I confess that it wasn’t easy at the beginning, because we had to 
deal with the 2009 recession and its inevitable effects on Romania, 
but we managed to get through that difficult time and things are 
completely different now. SC Nordelectronica East srl is a well-es-
tablished, energetic company which will enable us to main our 
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Nordelettronica established in Italy 
in 1978 has always been focused on 
electronic equipment for the RV sector 
from battery chargers for camper vans 
and low-voltage distribution module 
to electrical wiring and control panels. 
Outside of the caravanning sector, Nor-
delettronica makes wound components 
for industrial electronics, like switching 
and power transformers. Production has 
also focused on the industrial cleaning 
sector (floor cleaning machines). Study, 
design and manufacturing activities 
are performed in-house. This means 
considerable flexibility and solutions 
targeted to the customers’ real needs. 
Having been re-organised in 2011 with 
the introduction of new partners, Nor-
delettronica has gained new momen-
tum and the turnover has gone from 5.5 
to 10.5 million Euro over the past seven 
years. Direct exports represent 30% of 
sales, with 70% of products sold to Ital-
ian companies, which in turn export at 
least half of their production.

Company Profile

The NE 325 25/40 Ampere converter is designed to meet the 
requirements of the RV market, and especially for compat-

ibility with Euro 6 engines with “intelligent” alternators. It is 
designed for recharging batteries, including lithium batteries. It 
offers better service battery recharging when the vehicle is being 
driven. It is ideal as original equipment on new vehicles, but can 
also be retrofitted to existing vehicles with some adaptations.

The new DC/DC Converter

from Timisoara, in the western part of Ro-
mania. The factory has a surface area of 
2000 sq.m., and a workforce of 65 em-
ployees. It is managed by an Italian direc-
tor. The factory manufactures a variety of 
products: they originally only assembled 
transformers, but then took over the elec-
trical cabling side of things, followed by 
various types of electronic equipment. “I 
am highly satisfied with the professional-
ism of the Arad factory,” says Alessandro 
Chies “they have excellent staff, we super-
vise production continuously, and the qual-
ity of production is excellent. We handle re-
cruitment and training ourselves, and staff 
turnover is very low.” A new soldering line 
was installed at the plant in mid-January: 
this was a major investment, intended to 
increase the production of circuit boards.
But investments have not only been made 
in equipment, but also in new product de-
velopment. One of the results is the new 
DC/DC Converter, made at the Arad plant.
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A new partnership agreement between 
Italian cooking appliance manufactur-
er, CAN srl, and Suburban, a division 

of Airxcel Inc in USA, will offer several Euro-
pean-style, sealed-burner cooking appliances 
to the North American RV market. The two 
companies are well suited as CAN has sup-
plied cooking appliances to high-end Europe-
an marine and RV markets for over 30 years, 
while Suburban has provided appliances for 
all types of RVs for over 50 years. “CAN’s 
reputation of offering high quality products 
and a high level of customer service match-
es well with our core beliefs. We are thrilled 
to assemble and distribute these products to 

the North American RV market to strength-
en our cooking appliance product line,” said 
Art Klee, Suburban’s President. “The Subur-
ban-CAN branded products offer contempo-
rary European styling and performance. They 
also provide the RV galley added luxury,” he 
continued. “Partnering with a market lead-
er like Suburban, with a solid reputation for 
quality and performance is a natural fit for 
us,” said Paolo Moresco, the main shareholder 
of CAN srl. “We look forward to growing the 
product line and offering customers greater 
variety and value. We see our new commer-
cial arrangement as a much more focused 
approach to meeting the needs of customers, 

C ompany news CAN

CAN and Suburban are partnering together with the aim of 
conquering the North American RV market with European-style 
cooking appliances. Their product range debuts at the RVX: The RV 
Experience in Salt Lake City in March.

SuburCAN!

Words Giorgio Carpi

TWO BURNER 
DROP-IN

The sleekness and 
rectangular shape allows 
the use of larger diameter pans to 
create a new elegant extension to any galley.

Key Features: Stainless steel - Powerful and high efficiency burners 
- Elegant glass lid included - Gas safety valve - Easy maintenance - 
Built-in unit - Piezo ignition.

ELLIPTIC TWO BURNER 
DROP-IN

Two burners 
for cooking two 
dishes simul-
taneously in an 
efficient space. Cook 
your favorite dishes just 
like home.

Key Features: Stainless steel - Powerful and high efficiency burners 
- Elegant glass lid included - Gas safety valve - Easy maintenance - 
Built-in unit - Electronic ignition - Unique round shape.

and a new model for relationships between 
various players in the sector. In my opin-
ion, this approach is better than the current 
model of bigger companies acquiring small-
er ones.” Designed toward mid to high-end 
RV’s, the new partnership will offer a range 
of cooking appliances, including: a 2-burner 
glass-top cooktop (PV1357), a flush mount 
2-burner elliptical drop-in cooktop with glass 
cover (FC1348), and a flush mount 2- burner 
rectangular drop-in cooktop with glass cover 
(FC1336). In addition, other products include: 
a flush mount stainless steel sink (LR1770), 
and a flush mount combination sink with a 
2-burner cooker with glass cover (FL1780).  
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CAN, which has been operating in the 
nautical market from three generations is 
known for the reliability of its products, the 
quality of the materials and the capability 
of comprehending daily nautical life and 
translating it into concrete and innovative 
designs. In 2009 CAN decided to take on 
a new challenge, introducing the CAMPER/
CAMPING sector into its range of products, 
thereby entering new and stimulating mar-
kets. And so, the Bellini family has enriched 
and diversified its range of products with 
the usual care and attention. Always under 
the banner of quality and consistency.

Company Profile

Airxcel Inc.
Suburban Division

Established in 1947 in Dayton, TN, 
AIRXCEL INC. - SUBURBAN DIVISION 

is the leading manufacturer and supplier 
of RV heating, water heating and cook-
ing appliances. Suburban appliances are 
known for reliable performance and 
longevity. It is one of the largest em-
ployers in Dayton and over 70% of its 
workforce have been with Suburban for 
25 years or longer. In 1997 it became 
part of the AIRXCEL, INC. family. Airxcel, 
Inc., manufactures a variety of specialty 
air conditioning, heating, ventilating, 
complementary products and related 
appliances for recreation vehicles, tele-
communications enclosures, school 
classrooms, modular structures, assisted 
living, multi-family housing, marine and 
other specialty applications. Airxcel, Inc. 
is headquartered in Wichita, KS, and is 
made up of six operating divisions: RV 
Products in Wichita, KS, Suburban Man-
ufacturing in Dayton, TN, MCD Innova-
tions in McKinney, TX, Dicor Corpora-
tion in Elkhart, IN, Marvair® in Cordele, 
GA and Industrial.

ELEGANT TEMPERED GLASS 
COOK TOP

Thick glass tempered surface, stainless steel pan supports paired 
with two sleek and powerful burners.

Key Features: Tempered glass cooktop - Easy maintenance - Elec-
tronic ignition - Gas safety valve - Space saving solution - Powerful 
and high efficiency 
burners.

TWO BURNER SINK 
COMBO

A cooktop and sink in a single unit, hidden beneath 4mm of tem-
pered glass creating a practical working surface. Available in right-
hand sink version.

Key Features: Elegant glass lid included - Stainless steel - Piezo ig-
nition - Powerful, high efficiency burners - Gass safety valve - All in 
one unit - Waste and water tap not included.

Future products include a built-in or portable, 
slide-out kitchen galley. These products will 
be assembled at Suburban’s Dayton, Tennes-
see manufacturing plant and will be available 
directly from Suburban from March 1, 2019. 
Can srl started a silent revolution in the RV 
sector by setting new standards in the kitch-
ens of large and small recreational vehicles. 
The Can srl success story started in 2009 
when it introduced in a hob with a tempered 
glass base, already widespread in the nautical 
world, to the caravan sector. This has become 
an essential item of equipment for many RV 
manufacturers. “With this partnership, we 
want to be on the customer side by offering a 

stable and widespread commercial network,” 
said Lorenzo Bellini, co-owner of CAN srl. “We 
have created a partnership with a strong and 
solid company, and Suburban has recognized 
the quality, reliability and unique style of our 
products. The black glass top combined with 
the stainless steel elements creates an elegant 
and functional design. This set a standard in 
the nautical world that has been immediately 
appreciated in the RV sector. There are many 
RV manufacturers who have chosen to use 
our expertise and flexibility to design custom 
cooking appliances to specific shapes, sizes 
and, when possible, colours,” added Lorenzo 
Bellini.

On the right: 
Lorenzo Bellini and Paolo Moresco

Art Klee
President of Airxcel, Inc. - Suburban
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Product news

Materials alternative to traditional 
wooden strips for making sandwich 
walls are now used by many RV 

manufacturers worldwide, even the most 
conservative. Tecnowall was an innovator 
in the field when introduced two advanced 
concept products lines, called TecnoPlast 
and FibroPlast, designed to replace wood-
en slats in side, roof and floor panels, sev-
en years ago. These products are produced 
in from 780 x 4500 mm sheets, of various 
thickness and in three density variants: 300, 
350 and 400 kg/m3 for FibroPlast and 350, 
400 and 450 kg/m3 for TecnoPlast. Fibro-
Plast, which contains about 30% of fibre-
glass, can be formed shaped in any shape or 
thickness. Tecnowall is specialised in form-
ing of these structural components, creat-

TECNOWALL

Tecnowall, the Italian company specialised in sandwich panels for recreational vehicle bodies, has 
further developed its FibroPlast and TecnoPlast structural profiles with the addition of a jigsaw 
connection system to ensure outstanding mechanical strength and perfect waterproofing.

The innovative coupling:
resistant and waterproof

Words Giorgio Carpi
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ing curved parts to perfectly follow the body 
contours. One of the innovations presented 
two years ago was the rounded outer part 
of the bar to perfectly accommodate the al-
uminium covering section. 

Jigsaw couplings
Today, Tecnowall has discovered (and pat-
ented) a brilliant solution that solves the 
problem of coupling between bars that 
form the peripheral profile, called jigsaw 
coupling. In order to achieve this particular 
type of engagement, Tecnowall purchased 
dedicated machinery which exploits a par-
ticular vacuum system to hold even small 
strips. The male and female couplings fit 
perfectly to form assembled structural pro-
file which does not require stapling, nails or 
other types of fastener. The curved profile of 
the jigsaw interlocking elements also creates 
an impenetrable barrier that water cannot 
cross in any way to infiltrate into the wall 
underneath. “Until now, to make a round 
side, for instance an overcab, straight edg-
es were placed one next to the other and 
stapled to create the perimeter”, explained 
Yuri Pierini, owner of Tecnowall. 
“With this patented system, we can 
create connections which are stron-
ger from the mechanical point of 
view and are impenetrable by water. 
We introduced it at the trade fair in 
Düsseldorf and some manufacturers 
have already adopted it”.

Beyond Europe 
The jigsaw versions of FibroPlast 
and TecnoPlast are already being 
used by some recreational vehi-
cle manufacturers in Australia and 
China. In China, in particular, Tec-
nowall is supplying Loncen Caravan 
Co. LTD that has recently created a 
joint venture with the Erwin Hym-
er Group. By teaming up with this 
major group, Tecnowall (which is 
a time-honoured supplier of Lon-
cen) is about to obtain CCC China 
Compulsory Certification. This will 
open new and interesting scenarios 
for the Italian company also on the 
Chinese market to which the whole 
world has been looking for years 
now with growing interest.  
“We already comply with many of 

the requirements necessary to obtain CCC 
certification, because we have been ISO 
9001 certified for 15 years and the new 
certificate is not very different”, said Yuri 
Pierini. “I was recently approached by some 
North American manufacturers. The me-
chanical properties of FibroPlast are per-
fect for making the structural perimeters 
of American recreational vehicles. Today, 
US manufacturers rely heavily on welded 
aluminium, but FibroPlast, with the jigsaw 
connection system, can provide better insu-
lation and mechanical strength, comparable 
to that achieved by current systems. We can 
supply FibroPlast sheets, bars or even pre-
formed sections”.
FibroPlast is not subject to rotting because 
it is characterized by very low water ab-
sorption. The thermal conductivity is just 
0.041 W/m°K, with a linear thermal expan-
sion coefficient of 0.044%. The mechanical 
properties are excellent, with a compressive 
strength greater than 12000 kPa and a flex-
ural strength higher than 13 N/mm². Fur-
thermore, it is fireproof because glass fibres 
are flame retardant.

The Italian company TecnoWall was 
founded in 2001 in Tavarnelle Val di Pesa, 
working straightaway with companies 
such as Arca and Mirage, supplying sand-
wich panels designed for motorhome 
bodies. In 2006, the company’s produc-
tion site was transferred to Poggibonsi, 
with a subsequent increase in produc-
tion space in 2009. Today, the business 
provides employment for about twenty 
people, availing itself of a covered pro-
duction site measuring 5800 square me-
ters. TecnoWall continues to operate in 
the motorhome body segment, supply-
ing manufacturers with sandwich panels 
for walls, roofs and floors. It makes use 
of a variety of core materials, from tradi-
tional expanded polystyrene (EPS) to more 
modern extruded polystyrene foam (XPS), 
as well as closed cell PVC, polyurethane 
and honeycomb polypropylene. Tradition-
al internal wooden battens are combined 
with polyurethane frames, using metal 
reinforcements. With a strong presence 
throughout the European recreational 
vehicle market, TecnoWall also boasts 
business relations with manufacturers in 
China, Australia and South Africa. The 
motorhome sector predominates, but 
the company also works in the naval and 
heavy transport vehicle sector, in addition 
to producing panels for the construction 
of prefabricated housing. TecnoWall pos-
sesses UNI EN ISO 9001:2000 certification.

Company Profile

Yuri Pierini
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Aboutcamp BtoB: What are the main 
rules to follow to achieve a good heat-
ing system in an RV?
Alessandro Fiumidinisi: Without doubt, 
you must choose the correct heater by re-
lating its power to the vehicle type and the 
internal volume. It is useful to install the 
appliance as centrally as possible in order 
to minimize the length of the air diffusion 
pipes. Similarly, it is useful to design the 
pipes around the entire perimeter of the 
interior. I pay close attention to the study 

What are the most recurring problems regarding heating systems in an RV and the distribution of heat 
around the living space? We asked Alessandro Fiumidinisi, who has 16 years of experience at Webasto 
as an RV technician with international responsibility, and is now an RV climatronics consultant.

Each RV needs 
its own heating project

Words Andrea Cattaneo

Techs & technicians Climate control

of return flows to the air inlet, which is an 
element often neglected, but contributes 
to the success of a good system. I am con-
vinced that we should forget the myth of 
positioning the temperature sensor in the 
coldest place: the sensor must be where it is 
representative to the occupant.

Aboutcamp BtoB: What do you think 
are the most common mistakes made 
by those who install heating devices in 
campers?
Alessandro Fiumidinisi: I believe the most 
common mistake of the manufacturer is 
when they develop a new vehicle but leave 
the design of the heating system until the 
end. In fact, the heating system should be 
created with the vehicle interior and its fur-
nishings, paying particular attention to its 
development and its design: this, in fact, 
is the main pillar on which winter comfort 
rests.

Aboutcamp BtoB: So the thermal sys-
tem should be studied in detail for each 
version of camper?
Alessandro Fiumidinisi: Yes, that’s correct 

as each version of a camper has a different 
layout and furniture. When the interior is 
changed, the pipes of the heating system 
move. During the design phase, an in-depth 
study of the entire new range makes it pos-
sible to achieve the best results in terms of 
comfort, savings and production efficiency 
through standardization.

Aboutcamp BtoB: Does bad climate de-
sign create problems for the user and 
disadvantages for the manufacturer?
Alessandro Fiumidinisi: In the past, peo-
ple who used their campers in the winter 
were considered daring. Today, however, 
especially in Europe, using an RV in winter 
is considered the norm. In mountain areas, 
temperatures can go down to -30 ° C. Even 
without going to those extremes, with a 
temperature of -15 ° C, the user could be 
very unhappy if all the systems are blocked 
and condensation is created inside. In situ-
ations like this, the user’s problem also be-
comes the problem of the manufacturer due 
to the inevitable repercussions on customer 
care, the image of the company and of the 
product. A well-designed system increases 
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user comfort and efficiency for the manu-
facturer, saving time and money.

Aboutcamp BtoB: Does the climatic 
chamber always succeed in reproducing 
a real-life experience? Are tests and cer-
tifications really important?
Alessandro Fiumidinisi: In 16 years at We-
basto, I performed roughly 130 climate tests 
on campers of all kinds, but I also directly 
experienced various types of campers. This 
direct experience gave us subjective feed-
back, while the climatic chamber allows us 
to obtain objective data that proves the sat-
isfaction and measures the performances. 
The climatic chamber allows us to acquire 
thermal data and thermographic material, 
with the certainty that no external element 
(wind or interferences of the occupants) may 
have disturbed the performances. However, 
I believe that practical use is of fundamental 
importance for those who design the heat-
ing system of a camper. To design in the best 

way, you must have directly experienced the 
various situations of staying in the camper 
overnight with temperatures below zero. 
This experience, if supported by instrumen-
tal tests, can give several answers. The refer-
ence standard for heating is DIN-EN 1646-2: 
although it is not mandatory, but is a quality 
index and demanded by the market. This 
standard certifies the vehicle as a whole but 
does not examine individual component.

Aboutcamp BtoB: What differences can 
exist between a well-insulated and a 
badly-insulated camper?
Alessandro Fiumidinisi: Today, insulation 
standards are fairly uniform among the dif-
ferent manufacturers. The difference for the 
user is mainly how the vehicle and its sys-
tems are made. Despite its importance, the 
insulating material in the sides of the vehicle 
do not generate differences easily perceiv-
able by the user.

Aboutcamp BtoB: Is it better to insulate 
very well or better to have an excellent 
heating system?
Alessandro Fiumidinisi: We need to act 
on both these factors, by investing in care-
ful planning. The insulating material slows 
the heat loss, this is a fact, but we know 
that the existence of thermal bridges can 

greatly reduce the effectiveness of the best 
insulation materials. If I had to explain this 
phenomenon to a child, I would take two 
containers of polystyrene: one with the nor-
mal lid, the other with holes in the lid. Once 
filled with water, I put them in the freezer: 
we would notice that the water contained in 
the container with the holes is transformed 
more quickly into ice. In a camper there are 
many thermal bridges and no continuity of 
insulation: just think of the windows, the 
air intakes, the ventilation grills for the gas, 
but also the cabin with its non-insulated 
metal sheets and high thermal dispersion. 
The heating system is therefore essential. It 
must be generous, of high power, but also 
capable of controlling its power. But that’s 
not all, because there is also a third factor 
to consider: the convective motions of the 
air. All manufacturers know that in order to 
avoid condensation and obtain a good living 
comfort, a careful study of the convective 
motions of the hot air is required for a par-
ticular configuration of the furnishing com-
ponents (for example slots on the back of 
the hanging cabinets) in relation to the hot 
air distribution.

Who is Alessandro Fiumidinisi

Born in Milan 47 years ago, Alessandro Fiumidinisi started his career in the 
RV sector directing a workshop for camper repairs and the installation of af-

termarket accessories. He likes to study in great detail the various solutions and 
at the same time experiment with new systems. He immediately believed in the 
validity of diesel heating systems. He was probably the first in Europe to install 
a Webasto heater in a camper, a system used up to then only on trucks, cars 

and boats. His repairs activity was lat-
er joined by the commercial activity, 
with the sale of Webasto products in 
Northern Italy. After years of expe-
rience with direct users, he started 
working with the manufacturers and 
after a while Webasto’s invited him 
to join them as a technical manager. 
Fiumidinisi worked for Webasto for 
16 years, covering the role of Interna-
tional Technical Manager for the RV 
sector for some time. Now he works 
as an independent professional, pro-
viding advice to builders who need a 
technician who specialises in creating 
heating systems for RVs.

Some examples 
of camper heaters:
Webasto, 
Truma, 
Eberspächer
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Materials, but above all colours 
and combinations of colours, 
can make a camper or caravan 
a commercial success or failure. 
We have spoken to some of the 
protagonists of the “textiles” 
sector.

The strategic 
role of fabrics

Words and photo Antonio Mazzucchelli

Report Textiles

Monica Zoli
Dino Zoli srl Sales and 
Marketing Manager

Aboutcamp BtoB: How have the styles 
of fabrics changed in recent years, and 
what role have they played in defining 
the interior of an RV?
Monica Zoli: The fabric has always charac-
terized the interior of an RV and is a crucial 
element of how the atmosphere of the inte-
rior is perceived. In the past, specific designs 
and structures for RV interiors were studied, 
but more recently, the fabrics we develop 
for upholstery for the interiors are selected 
by the builders, perhaps to give the feeling 
of being “at home”.

Aboutcamp BtoB: Where are they used 
in campers and caravans?
Monica Zoli: Fabrics are used for dinette 
seating, in beds, for curtains, in wall panels 
and, in some cases, even on ceilings.

Aboutcamp BtoB: Has there been an 
evolution in the technical-production of 
fabrics over time?
Monica Zoli: The evolution is continuous, 
not only in the stylistic aspect, but also in 
the technical aspects of increasing the fab-
ric’s resistance to stains or wear and tear, 
and the practicality of maintenance.

Aboutcamp BtoB: Is the variety of fabric 
proposals essential for the market?
Monica Zoli: This is a very important ele-
ment, as among other things, the variety 
we offer characterizes us as a company. In 
addition to the impeccable service we pro-
vide to our customers, we work constantly 
to expand our collections as much as possi-
ble in order to meet the customer requests 
for markets that are very different to each 
other.

Aboutcamp BtoB: What types of fabrics 
and coating materials do you offer to 
RV manufacturers? Why do you offer 
these materials? (polyester, microfibre, 
eco-leather, etc...)?
Monica Zoli: Precisely for the reason ex-
plained above, we do not only offer certain 
types of fabrics: our minimum common 
denominator is that of high technical per-
formance along with a continuous stylistic 
research in terms of colourings, textures 
and effects. There are materials for which 
this combination is easier to obtain, such as 
polyester fibre as well as polypropylene, but 
we also work with natural fibres, with excel-
lent results.
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Aboutcamp BtoB: How important are the fabrics and their 
coating materials in the definition of the interior of an RV? Has 
there been an evolution or changes in the last 10 years?
Ludovica Sanpaolesi de Falena: Fabrics and - in general - coating 
materials are very important. These are the elements that contribute 
both to the first impressions and to the perception of the quality of 
a product. In the last ten years, technological progress has led to the 
creation of innovative fabrics with a particularly soft feel, always easi-
er to clean, stain-resistant and highly resistant. Not to mention all the 
eco-leather products, which are receiving wide approval.

Aboutcamp BtoB: There is a growing trend for camper interiors, 
especially the high-level ones, to create more and more of a 

“home effect” with warm and welcom-
ing styles that make people feel at 

ease: what role do fabrics play and 
what is their relationship with the 
other furnishing materials such as 
wood and various plastics?
Ludovica Sanpaolesi de Falena: 
Fabrics are essential to create a warm 
and welcoming atmosphere. The dif-
ferent elements of the fabrics must 

be balanced in terms of colours, 
softness and different applica-
tion effects on vertical and hor-
izontal surfaces, practicality, 
with the aim of always getting 
the feeling of “home”. We 
must always consider that we 
are in an environment that is 
a small size and that we find 

Ludovica Sanpaolesi de Falena
Laika Head of Product Management 
& Customer Service

Aboutcamp BtoB: Beyond the material, 
how important are the colouring and 
printing methods today, as well as spe-
cial treatments like stain-resistance?
Monica Zoli: As I said, the practicality of a 
fabric is a fundamental aspect; so the treat-
ments that make the fabrics easier to clean 
are very successful, as they are intrinsically 
resistant to dirt, anti-mite and hypoallergen-
ic fibres. Our research in these areas is never 
ending. As for prints, rather than finishes, 
laminations, etc. we continue to always pro-
actively invest in machinery, software and 
personnel training.

Aboutcamp BtoB: There is more and 

many other materials next to the fabrics: the choices of fabrics cannot 
ignore the rest of the furniture, such as the wood tones, the table 
and kitchen tops, the colour of the wall units and the type of floor 
covering.

Aboutcamp BtoB: Laika has always focused on Italian Style: 
how are fabrics used to achieve this?
Ludovica Sanpaolesi de Falena: Laika style has always been inspired 
by elegance and sobriety with a harmonious mix of colours, fabrics 
with a pleasant touch, and high quality products: where possible, we 
choose fabrics made in Italy. In recent years, we have also proposed 
contrasting colours for more modern and trendy effects, but always in 
the context of a sober elegance. Our long-standing customers know 
and appreciate us for our classic style and strong personality.

Aboutcamp BtoB: Are fabrics a strategic part of vehicle cus-
tomization?
Ludovica Sanpaolesi de Falena: Absolutely, yes. Giving customers 
the opportunity to customize their vehicle - and therefore make it 
special - is one of the key elements of success, especially for a pre-
mium brand. Even the furnishing accessories, like the small lumbar 
cushions, can play an important role in personalization and give a 
greater touch of class.

more talk about customization of the 
RV product: what contribution can you 
make to the manufacturers towards 
this?
Monica Zoli: Besides proposing new solu-
tions for each collection of fabrics, we are 
also extremely flexible so can quickly devel-
op new ideas and samples for any specific 
customer requests; sometimes we develop 
products starting from simple suggestions 
or effects that the customer intends to ob-
tain.

Aboutcamp BtoB: Is there still a national 
identity of the Italian fabric?
Monica Zoli: Italian style is always recogniz-

able and this is a plus, but it is not enough 
to be Italian and to provide beautiful prod-
ucts whose beauty is recognized all over 
the world. You have to add to this constant 
research and investment, as in our case, to 
obtain the best results.

Aboutcamp BtoB: Do you have to com-
ply with different standards and certifi-
cations for different markets?
Monica Zoli: Yes, it is very important to 
know the regulations in force in the mar-
kets that we approach. We work in over 60 
countries worldwide and we have a long ex-
perience that we keep constantly updated 
because the changes are on the agenda.

Laika EV680
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Aboutcamp BtoB: Are textiles really 
something that can be unique when all 
the other components are the same?
Judith Bergmann: Yes! Definitely! Textiles 
play a major role in the overall design of an 
interior. They immediately catch the eye and 
are a style-defining element. For this reason, 
we speak in our industry of “living worlds” 
or “fabric worlds”, meaning the changing 
textile components. An interior can thus - 
with the same furniture components - have a 
completely different look when different fab-
rics are used. Using fabrics as a means of in-
dividualization for the end user is an import-
ant part that should not be underestimated. 
Textiles are the icing on the cake in order for 
the customer to have the feeling of getting 
his own vehicle.
Jörg Düreth: For sure it can be. It is the work 
of the designer and fabric producers. As the 
fabric company, we can suggest a range of 
qualities, prices and styles. From Eurotex we 
offer the most suitable industrial fabrics and 
synthetic leathers in a very good price seg-
ment, but I also have suppliers like Imatex, 
an Italian producer of fabrics, which weaves 
all of its fabrics in Italy with nice designs and 
natural fibres. So, for every range of car or 
caravan, this means you can choose the right 
and unique style. It always depends on what 
the customer wants.

Aboutcamp BtoB: The risk is that with 

many groups using common platforms 
for manufacturing, all the products will 
become similar.
Judith Bergmann: That is our part of the 
work. In general, for the final customer, I 
think it’s for the best because they will get 
the best product with a good construction, 
with a high quality standard, for a good 
price. It’s our work to give a product the fi-
nal look and identity. The fabric must resist to 
everything: daylight, pressure, and wear and 
tear. The industry has increased the quality 
tests, which is good, so the standard is now 
higher. This means the fabrics have to face all 
the quality details because there is a cross-
over between the technical and the domestic 
styles. For example, the fabric must be soft 
and nicely coloured, but also resistant to all 
uses. Domestic materials aren’t always good 
to be transferred into the automotive sector 
and, especially, for using in an RV.

Aboutcamp BtoB: Do you still identify 
different styles in design for different 
countries?
Judith Bergmann: Yes, of course, there are 
a few differences, but looking at the Euro-
pean market, styles have become more and 
more similar and come down to the essen-
tials: simple, pure, comfortable and high 
quality. I think it is also important for a brand 

not to look too much to the left and to the 
right, but to confidently follow its own char-
acteristic style.
Jörg Düreth: Back to design, I think in for-
mer times there was much more variety. Fab-
rics are now more or less uniform. In the past, 
there were patterns, flowers, lines and tex-
tures. Now everything is very uniform, with 
less combinations. We see this in most mar-
kets. The style changed some years ago, in 
all design, also the domestic one. You don’t 
even find producers of these classical fabrics 
anymore, only one or two. Now everything is 

Report Textiles

Jörg Düreth, free agent 
for fabric companies like 
Eurotex, D-Bielefeld and 
Imatex, I-Nibbiono

Judith Bergmann, 
Interior Designer for 
Knaus Tabbert and 
Designer of 
NEO NEO DESIGN



71B t o B
    

straight, no lines, pure colours. Also the ma-
terials: you don’t see so much variation. I also 
think the design is getting similar from coun-
try to country. For instance, I remember, years 
ago, when I started travelling and studying, 
how impressive Italian design was and very 
strong, dark or light grey. Over the years, I 
have seen almost everything getting more 
similar. Basically, we can say that the design-
ers for the RV market are mostly following 
the domestic trends. We don’t mean copy-
ing, but for sure collecting impressions and 
feelings from the current domestic trends, for 
fabrics, furniture and other details.

Aboutcamp BtoB: What is the compro-
mise you have to reach between your 
taste and the customer’s needs?
Judith Bergmann: As a designer, I have my 
own taste and style, of course, but to me the 
customer is the king and I have to be empath-
ic with him. Especially if you have to work in 
different projects like I did, for instance, with 
the interiors of the teardrop caravan by T@B 
and my project for the Empire liner by More-
lo. So, you must be versatile, you have to be 
ready to design from a teardrop to a liner. We 
start any project with briefings and meetings 
with the client, trying first to identify the real 
target. I usually start by assembling collages 
of pictures, called ‘mood boards’. For the 
Morelo Empire, for example, I started from 
the yacht and marine design or from the inte-
riors of luxury jets. Sometimes the design of 
hotel rooms can be an interesting role model, 
because they are very inspirational for small 
spaces organization. Then, to transfer the 
feeling of the architecture magazines into 
the micro-cosmos of a motorhome or a car-
avan is a different job. These mood boards 
help me crystallize the style I have identified: 
more modern, more conservative, whatev-
er it comes. And in the process, I can take 
care of any aspect, from the creation of the 

sketches to the choice of materials.

Aboutcamp BtoB: How much does the 
first impression count?
Judith Bergmann: To make a good “Colour 
and Trim” (C&T) concept, it means selecting 
tones, surfaces and materials, which is part 
of my work that I take very seriously. C&T 
takes care of “the face” of a product. The 
first look of the customer once inside a recre-
ational vehicle, counts for all! You never get 
a second chance to make a first impression! 
The interior design must create a positive im-
pact on the customer on the very first step 
inside the vehicle. As the user comes on-
board they take a trip through shapes and 
materials, having a real tactile and visually 
new experience. In the former times, shapes 
were flat, style was a bit ordinary: if you look 
at the furniture they looked like wood and 
seemed like paper if touched. Now textures 
are developed as more natural at touch and 
the tactile experience is totally different. Ev-
erything is more authentic, or it seems to be. 
This is a very important ‘Look & Feel’ part of 
a product.

Below: KNAUS Sun I

Left: MORELO Empire Liner
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On the one hand you have the Dutch, 
who go on a two-week holiday to a 
single destination to stay and relax 

in their own caravans – then you have Ital-
ians, who hire a caravan for a mini break 
and travel from site to site to enjoy a range 
of activities from sport to culture. These are 
the opposites revealed by the Caravanning 
Cultures study. The online survey, which 
was carried out in the spring of 2018 by 
the Erwin Hymer Group, questioned both 
caravanners and campers who travel with a 
motorhome. And there are clear differenc-
es: while above all Brits (72%), the Dutch 
(56%) and Swedes (53%) like to tow their 
caravan, Italians like to do the exact oppo-
site. 83% of Italian camping fans love holi-
days in a camper van or motorhome. Across 
Europe, the ratio is almost equal. And only 
15% of Italians travel in their own vehicle, 

I nquiry How Europe camps

The Erwin Hymer Group (EHG) wanted to find out precisely: what are the similarities and differences 
between the caravanning cultures across Europe’s camping nations? What are the preferences, habits 
and wishes in the key markets? The company surveyed over 3,800 campers from nine countries in the 
spring of 2018 to find out. The results were published for the first time at the 2018 Caravan Salon in 
Düsseldorf.

EHG study on 
“Caravanning Cultures”

Contents of the study: ERWIN HYMER GROUP
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whilst 37% of Dutch people do. The age 
of campers is almost identical: the average 
European camper is 39 years old, lives in a 
three-person household and is employed.
Stefan von Terzi, head of marketing & com-
munications at the Erwin Hymer Group: 
“We wanted to know what makes Europe’s 
campers tick; where there are similarities 
and where there are differences. The results 
of the study will help us to better align our 
future offers with the needs and wishes of 
our target audiences.”

Destinations: the common dream of the 
Mediterranean
One clear result: Europe’s dream destina-
tion is the Mediterranean (53%) – it is the 
number one in almost all countries. This 
even applies to Swedish campers; despite 
the distance of at least 1,500 kilometres. 
The Brits are the only nation to prefer to 
camp in their own country. In addition to 
the Adriatic and the Riviera (69%), Italians 
also prefer the large inland lakes (35%). 
By contrast, Germans love the North Sea 
and Baltic Sea (45%); a trait which no oth-
er nation shared to the same degree. The 
longing of the Dutch for mountains (31%) 
as a contrast to their flat homeland is also 
striking. Large differences emerged regard-
ing the duration of the trip: while the Dutch, 
the French and the Swiss travel for an av-
erage of just under 14 days, Brits tend to 

holiday for just seven days; whilst Italians, 
Norwegians and Swedes holiday for around 
ten days. Long-term holidaymakers can be 
found amongst the French: 37% have been 
on a camping holiday lasting over 15 days 
during the last three years. When it comes 
to choosing a campsite, cleanliness (90%) is 
key. The neighbours should also not be too 
close (82%) – it is predominantly the older 
holidaymakers who find crowding and noise 
stressful. Leisure and sport options (57%) 
and entertainment (47%) are deemed to 
be less important. The exception: the Brits, 
Dutch and Italians like to make the most of 
entertainment offers. A cheap price is main-
ly important for the French; whilst Austri-
ans, the Swiss and Germans value an on-site 
shop.

Once arrived: relax and unwind – but in 
a variety of ways
When it comes to holiday activities, relaxing 
and unwinding is at number one (89%), fol-
lowed by local daytrips (83%) and visiting 
the sights (77%). Italians in particular do not 
like to get bored and are interested in trips, 

as well as spas, sporting activities and cul-
ture, including trips to museums. They also 
enjoy travelling with friends or join guided 
tours. They share a passion for cycling with 
the French. By contrast, Brits, Swedes, the 
Swiss and Austrians like to relax.
Spending time with family or friends is typ-
ical for camping in Europe. Over 81% cite 
this as their main pastime – directly followed 
by cooking or barbecuing on the campsite 
(76%). Reading (61%) is more common 
than surfing the web (50%) or watching 
TV (40%), and the TV only really seems to 
be important to the Brits. Computer games 
(29%) haven’t yet become an established 
camping pastime, although this varies 
greatly between age groups: 40% of those 
under 29 years like to play computer games 
at the campsite.
The Dutch and Italians are most likely to in-
teract with their neighbours on the camp-
site, whilst Austrians and the Swiss are less 
likely to do so. Overall, people behave as fol-
lows: contact is actively sought or just hap-
pens. 66% of those surveyed agreed with 
this statement.

A stress-free holiday – as a couple or 
with family
61% of those surveyed believe that joint 
camping holidays bring people togeth-
er – whether it be couples or families. The 
French (71%) and Italians (69%) agreed 
with this statement the most. The crew 
varies greatly: at least one child is present 
for 52% of all campers – especially for the 
French, Brits (both 60%) and Italians (55%). 
11% of British campers even travel with two 
or more children. By contrast, 31% of those 
surveyed travel as a couple – Germans, Aus-
trians and the Swiss particularly enjoy trav-
elling by caravan or motorhome as a pair.

Not just in summertime
Even though camping is primarily associated 
with summer and sunshine, winter camping 
is becoming more and more popular. 35% 
of Europe’s campers have already tried it – 
and 80% say they would like to go again. 
Camping in the snow is more for younger 
campers and is far more popular amongst 
the French and Swedes than Austrians or 
the Swiss – after all, they have ski resorts 
right on their doorsteps. 42% of those 
asked who haven’t yet travelled by caravan 
or motorhome during the winter are inter-
ested in trying winter camping. Italians and 
Brits are especially interested.
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For 86% of 
Swiss campers, clean 
SANITARY FACILITIES 
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79% of Swiss campers prefer a large  BED 
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most important purchasing criterion
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Types: a market that is about to turn?
At present, Europe’s campers go on holi-
day in caravans and motorhomes in equal 
measure. The results of the study show 
that this trend may soon change. 41% of 
those asked would like to buy a motorhome 
as their next vehicle and almost the same 
number (38%) would love a camper van. By 
contrast, only 21% would choose to have 
their own caravan – only a third of those 
who have already used this type of vehicle 
would buy one as their next vehicle. Import-
ant features for a new vehicle include good 
insulation and a comfortable seating area 
(83% each). Plenty of storage space (79%) 
is also high on the list. But tastes differ here: 
the French value a microwave. This is also 
true of the English and Swedes, but both 
also have an oven on their wishlist. For Ital-
ians, a kitchen that is as large as possible, air 
conditioning and a large double bed are all 
more important than for other nationalities. 
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MOST PREFERRED VEHICLES

Caravan

Camper Van

Motorhome 12%

36%

52%

For 86% of French campers, 
a CAMPSITE LOCATED  close to 
nature is important to very important

For 86% of French campers, 
the PRICE  is the most
important criterion when 
selecting a campsite

41% of French campers 
have already gone on a 
camping holiday during 
WINTER

TOP TRAVEL DESTINATIONS

Mediterranean Sea
57%

Atlantic coast
29%

Low mountain ranges
23%

Average HOLIDAY DURATION: 13 days
Average AGE of those surveyed: 39 years old 
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MOST PREFERRED VEHICLES

Camper Van

Caravan

Motorhome 20%

24%

56%

For 90% of Dutch campers, 
a WELL-KEPT CAMPSITE
is the most important
campsite criterion

For 86% of Dutch campers, 
TRIPS around the area are 
an important to very 
important activity

21 % of Dutch campers use their 
ON-BOARD SHOWER  in an 
emergency or never

TOP TRAVEL DESTINATION

Mediterranean Sea
43%

High mountain ranges
32%

Large inland lakes
25%

Average HOLIDAY DURATION: 14 days
Average AGE of those surveyed: 38 years old 
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Average AGE of those surveyed: 38 years old
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MOST PREFERRED VEHICLES

Caravan

Camper Van

Motorhome 5%

17%

78%

68% of Italian campers 
like to travel with FRIENDS 
in several vehicles

For 84% of Italian campers, 
a large KITCHEN AREA is 
the most important 
amenity criterion

For 73% of Italian campers, visiting 
MUSEUMS  and  EXHIBITIONS  is an 
important to very important activity 
while on holiday

TOP TRAVEL DESTINATIONS

Mediterranean Sea
69%

Large inland lakes
35%

High mountain ranges
33%

Average HOLIDAY DURATION: 11 days
Average AGE of those surveyed: 41 years old 
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Average HOLIDAY DURATION: 11 days
Average AGE of those surveyed: 41 years old
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Speaking of beds: opinions differ regarding 
the style. A queen-size bed that can be ac-
cessed on both sides is most popular across 
Europe (45%), except amongst Germans, 
where the transversal bed is preferred. 
However, while longitudinal single beds are 
also accepted in Sweden (25%) and Austria 
(23%), this arrangement is not popular in 
France (12%) and Italy (14%). Austrians 
and the Swiss want a bed that is as large 
as possible.

Peer-to-peer rental: the new trend?
Almost a quarter of those surveyed could 
imagine renting their new or current vehicle 
commercially; 11% already have experience 
of this. The French are especially fond of 
renting vehicles out; whilst Germans, Austri-
ans and the Swiss would generally only lend 
their vehicles to family or friends. The will-
ingness to rent is very age-dependent: 17% 
of under 29s have already rented out their 
own vehicle and 31% could imagine doing 
so. For the campers of tomorrow, sharing 
could become even more significant. Stefan 
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I nquiry How Europe camps

MOST PREFERRED VEHICLES

Camper Van

Caravan

Motorhome 11%

17%

72%

57% of English campers prefer a  FIXED CAMPSITE 
for the entire duration of their holiday

For 76% of English campers, 
a RESTAURANT on site is an 
important to very important 
campsite criterion

For 75% of English campers, an 
OVEN is an important to very 
important amenity criterion

TOP TRAVEL DESTINATIONS

Northern Europe
54%

Mediterranean Sea
44%

Large inland lakes
27%

GREAT BAA RITAITT N
Average HOLIDAY DURATION: 7 days

Average AGE of those surveyed: 39
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Average HOLIDAY DURATION: 7 days
Average AGE of those surveyed: 39 years old
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PThe ift Freizeit- und Tourismusberatung GmbH, with its headquarters in Cologne and Potsdam, 
was commissioned by the Erwin Hymer Group to survey 3,800 people between the age of 18 

and 69 online, with an equal split between men and women. Participants were from Germany, 
Austria, Switzerland, France, Italy, the Netherlands, Norway, Sweden and the United Kingdom. 

The Erwin Hymer Group unites the leading motorhome and caravan manufacturers as well as mo-
torhome and caravan accessory specialists, hire and financing services under one roof. The 2017/18 
financial year saw the Group sell around 62,000 recreational vehicles and generate a turnover of 
approx. 2.5 billion euros with its 7,300 members of staff across the globe. The motorhome and 
caravan brands American Fastbacks, Buccaneer, Bürstner, Carado, Cliffride, Compass, Dethleffs, 
Elddis, Eriba, Etrusco, Hymer, Niesmann+Bischoff, Laika, LMC, Roadtrek, Sunlight and Xplore; mo-
torhome hire companies Best Time RV, McRent and rent easy; the chassis specialist Goldschmitt; the 
accessories specialist Movera; the trailer tent manufacturer 3DOG camping and the touring portal 
freeontour all belong to the Erwin Hymer Group.

The studyvon Terzi: “A market analysis 
like the Caravanning Culture 
study has never been under-
taken before. The main con-
clusion that we can draw from 
the study is this: caravanning 
has established itself across all 
age groups across the breadth 
of our society. And trends that 
can be seen in other social 
contexts will have an increas-
ing influence on our industry, 
too.”

Copyright: Erwin Hymer Group 
& INGOGRAPHICS GROUP.

MOST PREFERRED VEHICLES

Camper Van

Motorhome

Caravan 18%

21%

61 %

SITTING TOGETHER with friends and
family is the most frequent activity at the campsite 
for 81% of Norwegian campers

For 86% of Norwegian and 
Swedish campers, a comfortable 
SEATING AREA  is an important 
to very important amenity
criterion

For 86% of Swedish campers, 
WELLNESS is the most important 
activity while on vacation

TOP TRAVEL DESTINATIONS

Mediterranean Sea
46 %

Northern Europe
36 %

High mountain ranges
23 %

Average HOLIDAY DURATION: 10 days
Average AGE of those surveyed: 37 years old
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