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Issue 37 DECEMBER 2022

Editor’s note

Here we are, close to the end of the year, with issue 37 
of Aboutcamp BtoB. The media is still informing us 

of several situations, such as the end of the pandemic (at 
least in its most critical form), the growth of markets, but 
also a serious supply chain crisis, and the worrying conflict 
in Ukraine, plus problems related to the energy crisis and 
rising inflation. But, despite everything, the major Europe-
an trade fairs for our industry have returned to being an 
important point of reference: the Caravan Salon Düssel-
dorf welcomed 235,000 visitors (+27% compared to 2021, 
but -12% compared to 2019); 110,000 visitors attended the 
Salone del Camper in Parma (+10% compared to 2021); the 
Salon des Véhicules de Loisirs registered 91,000 visitors 
(+10% compared to 2021). And after a long wait, the CMT 
in Stuttgart will return from 14 to 22 January 2023. Trade 
fairs continue to be an important showcase for companies 
and a primary meeting place: that’s why in this issue of 
Aboutcamp BtoB we provide you with a detailed calendar 
of RV trade fairs scheduled for 2023 in various parts of the 
world.  As we have documented, new products and new 
types of vehicles open up new market scenarios. All com-
panies, including components suppliers, are focusing on 
urban campers (ultra-compact campervans), to expand the 
audience of RV users. This is especially in Europe where, in 
recent years, motorhomes have taken the spotlight away 
from caravans (towables). There are no shortage of inno-
vative solutions, such as those seen on the Hymer Venture 
S, a model that started as a concept vehicle and is now go-

ing into production, and despite 
a price of about €250,000, has 
already been an extraordinary 
sales success. We have had the 
pleasure of interviewing the de-
signer of the Hymer Venture S, 
Tom Klüber-Voss (Studio SYN), 
plus several other high-profile 
personalities in the European 
caravanning industry, such as: 
Bernd Löher (Hobby), Gerd Adamietzki (Knaus Group), 
Markus Kern and Bernd Wuschack (Carthago), Joerg Re-
ithmeier (Lippert), and Renzo Kerkoc (Tecnoform). In 
this issue, we also analyze the Spanish market, which has 
grown a lot in recent years, both in terms of sales num-
bers and production. As the New Year begins, Aboutcamp 
BtoB will be at your side as usual, providing you with qual-
ity information from our team of high-profile, experienced 
journalists. As always, we will continue to provide you with 
valuable insights from across the RV industry that, despite 
the increasingly massive globalization, still has consider-
ably different markets: Europe, America and Australia, plus 
the emerging market in Asia. We hope you enjoy reading 
Aboutcamp BtoB, and for those going to the CMT in Stutt-
gart in January, our editorial staff will look forward to see-
ing you there.
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Aboutcamp BtoB helps professionals in the caravan/RV and leisure industry 
around the world keep up to date with all the latest business news and market 
trends in this sector. It’s the most well informed source of B2B information in 
the caravan industry, with a unique global perspective and an international 
team of correspondents delivering daily news online at www.AboutcampB-
toB.eu, a bi-monthly e-newsletter, and a high quality print magazine delivered 
(free) in Europe, the United States, Australia, New Zealand, South Africa, Ja-
pan, China, Korea, Argentina, Brazil, Chile. The Aboutcamp BtoB magazine is 
published four times a year with features including exclusive interviews with 
senior management from the industry, reviews of the major exhibitions around 
the world, and reports about the latest market trends, plus in-depth profiles of 
OEM suppliers who specifically manufacture components for this sector. With 
all the recent acquisitions, new technological developments and more and 
more consumers buying leisure vehicles around the world, Aboutcamp BtoB 
is essential reading for everyone working in any business related to the cara-

van industry. While so many flock 
to the internet, and have an inbox 
full of emails, Aboutcamp BtoB 
decided to print a paper magazine 
so that it gets more noticed, read, 
appreciated and discussed; so, we 
wish you happy reading!
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Advertising

Aboutcamp BtoB is also a website updated daily with news and 
information dedicated to RV builders and OEM producers. The 
website is supported by a professional newsletter sent month-
ly to the professionals in the RV sector. We also strengthened 
our presence on LinkedIn, where we manage the business page 
of the magazine but also the group “Caravanning Profession-
al” which allows us to develop direct and informal relationships 
with decision-makers in the RV industry.

On our website is possible to read online the print edition of all 
Aboutcamp BtoB issues at: 
www.aboutcampbtob.eu/read-the-magazines
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Stellantis Hordain is first plant in the world to produce hydrogen-powered, 
electric, combustion engine commercial vehicles
Stellantis has announced that its Hordain 
site in the northern Hauts-de-France 
region will be the first to mass produce 
Peugeot, Citroën and Opel light com-
mercial vehicles in hydrogen-powered 
versions equipped with a fuel cell. New 
investment at Hordain is scaling up pro-
duction of the Peugeot Expert, Citroën 
Jumpy and Opel Vivaro fuel cell light 
commercial vehicles to an industrial lev-
el. From 2024, the site will have a pro-
duction capacity of 5,000 vehicles per 
year, reaffirming Stellantis’ ambition to 
be the first mass-produced manufactur-
er of hydrogen-powered utility vehicles. 
These hydrogen-powered vehicles will 
be assembled on the site’s multi-energy 
line, which already produces the electric 
and combustion engine versions of the 
“K-Zero” daily. Using a reinforced plat-
form from body-in-white onwards, the 
hydrogen-powered models will then 
follow the usual stages of paintwork 

and assembly, on the same production 
line as combustion engine and elec-
tric vehicles, before they enter the new 
8,000-m² facility that focuses solely on 
the final tuning. A dedicated team will 
install the tank, the additional batteries, 
and the fuel cell on a production line at 
the Hordain site that halves the adjust-
ment time compared to the previous 
small-scale process, where the fuel cell 
was assembled at a pilot workshop in 
Rüsselsheim. This industrialization of 
hydrogen-powered light commercial ve-
hicles – accompanied by €10 million in 
investments with financial support from 
the French government – is a new step 
for Hordain, where 43% of models for 
the Peugeot, Citroën, Opel, Vauxhall, Fiat 
and Toyota brands are already available 
in a zero-emission electric version. The 
“K-Zero” vehicles with a fuel cell are in-
tended for long-distance freight profes-
sionals who require a longer range (400 

km), the fastest possible charging time 
(3 minutes) and no compromises on 
charging capacity (1000 kg of payload). 
Launched in 2021, Stellantis is the first 
manufacturer in the world to market this 
type of vehicle. Inaugurated in 1994, the 
Hordain site lies at the heart of the indus-
trial strategy at the Stellantis commercial 
vehicles division. This benchmark site as-
sembles light commercial vehicles and 
passenger cars from the “K-Zero” family. 
Hordain employs 2,440 people on three 
shifts, with daily production of 628 ve-
hicles. The site assembled 144,650 vehi-
cles in 2021 and produced its millionth 
“K-Zero” in summer 2022.
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N ews

Winnebago industries reports 
strong fourth quarter
Winnebago Industries reported financial results for the Com-
pany’s fourth quarter and full year Fiscal 2022. Revenues for 
the Fiscal 2022 fourth quarter ended August 27, 2022, were 
$1.2 billion, an increase of 13.8% compared to $1.0 billion for the 
Fiscal 2021 period. Revenues excluding the recently acquired 
Barletta business were $1.1 billion, representing an organic 
growth rate of 4.3% over the prior year period, primarily driv-
en by pricing actions, partially offset by Towable unit declines. 
Gross profit was $210.4 million, an increase of 12.4% compared 
to $187.2 million for the Fiscal 2021 period. Gross profit margin 
decreased 30 basis points in the quarter to 17.8%, as a result of 
higher material and component costs and deleverage, partially 
offset by pricing actions.
Operating income was $123.6 million for the quarter, an increase 
of 3.0% compared to $120.0 million for the fourth quarter of 
last year. Fiscal 2022 fourth quarter net income was $82.6 mil-
lion, a decrease of 1.8% compared to $84.1 million in the prior 
year quarter. Reported earnings per diluted share was $2.61, 
compared to reported earnings per diluted share of $2.45 in 
the same period last year. Adjusted earnings per diluted share 
was $3.02, an increase of 14.0% compared to adjusted earnings 
per diluted share of $2.65 in the same period last year. Consol-
idated Adjusted EBITDA was $139.2 million for the quarter, an 
increase of 7.9% compared to $129.0 million last year.
Fiscal 2022 represented record results with revenues of $5.0 
billion increasing 36.6% from $3.6 billion in Fiscal 2021 driven 
by the recently acquired Barletta business, pricing actions and 
strong consumer demand for Winnebago Industries’ products. 
Consolidated Adjusted EBITDA was $648.9 million, an increase 
of 48.8% from $436.1 million in Fiscal 2021.
For the full year Fiscal 2022, revenues for the Towable segment 
were $2.6 billion, up 29.2% over Fiscal 2021 primarily driven 
by price increases related to higher material and component 
costs. For the full year Fiscal 2022, revenues for the Motor-

home segment were 
$1.9 billion, up 24.2% 
from Fiscal 2021 driv-
en by pricing actions 
related to higher ma-
terial and component 
costs, and increased 
unit sales.

The Dometic third quarter report, 2022, shows net sales 
of SEK 7,576 m (5,545); an increase of 37%, of which 
-6% was organic growth. Operating profit (EBITA) 
before items affecting comparability was SEK 1,057 
m (879), corresponding to a margin of 14.0% (15.9%). 
Items affecting comparability were SEK -326 m (-23) 
and were mainly related to activities in the previously 
announced global restructuring programs. Profit for the 
quarter was SEK 436 m (480).
Dometic President and CEO, Juan Vargues comment-
ed on the third quarter 2022 report: “In a complex and 
challenging market environment we delivered substan-
tial net sales growth of 37 percent, a solid EBITA mar-
gin before items affecting comparability of 14.0 percent 
(15.9) and an improved operating cash flow of SEK 
812 m (346). Organic net sales declined by 6 percent 
mainly due to reduced Service & Aftermarket sales as 
retailers globally are rebalancing their inventory levels. 
In addition, sales to Recreational Vehicle manufacturers 
(RV OEM) specifically in the US declined as expected. 
The Marine segment continued its strong performance 
with organic net sales growth of 11 percent and it is en-
couraging to see how the acquisitions we made during 
2021-2022 are contributing with profitable growth. Our 
results show how we are transferring into a more diversi-
fied and resilient company with a larger exposure to low 
ticket discretionary spend products. Distribution and 
Service & Aftermarket accounted for 57 percent (50) of 
total net sales in the quarter while the lower margin RV 
OEM business accounted for 23 percent (31).” 

Dometic third quarter report 
shows net sales growth of 37%

Stellantis reports strong growth in Q3 2022 results
Stellantis Q3 2022 results show net revenues of €42.1 billion, 
up 29% compared to Q3 2021, mainly reflecting higher vol-
umes, continued strong net pricing and favourable FX trans-
lation effects. Consolidated shipments were 1,281k units, up 
13% y-o-y, primarily due to improvement in semiconductor 
order fulfillment versus Q3 2021. Global BEV sales increased 
41% versus Q3 2021. As global sales of Stellantis’ battery 
electric vehicles (BEVs) increased 41% year-on-year to 68k 
units, and sales of low emission vehicles rose 21k units y-o-y 
to 112k vehicles in Q3 2022, Stellantis continued to execute 
its bold electrification plans and progress towards achieving 
its Dare Forward 2030 strategic plan goals. The Jeep® brand 
announced its plan to become the global leader in SUV elec-
trification, bringing four all-electric SUVs to North America 
and Europe by 2025, supporting Stellantis’ carbon net zero 

ambition. The announcement 
came just weeks after Dodge 
took a giant step forward on the performance brand’s road 
to an electrified future. To meet the growing demand for 
electrified vehicles, Stellantis announced a new agreement 
with joint venture partner Punch Powertrain to increase 
production of the future-generation electrified dual-clutch 
transmissions (eDCT) for Stellantis hybrid and plug-in hy-
brid electric vehicles. The eDCTs, which will be built at Stel-
lantis’ Mirafiori Complex in Turin, Italy, will complement the 
existing capacity in Metz, France. The Mirafiori Complex will 
also be home to Stellantis’ first Circular Economy Hub, start-
ing with three activities for the sustainable use of vehicles 
and parts: vehicle reconditioning, vehicle dismantling, and 
parts remanufacturing. The Hub will open in 2023.
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Lippert to maintain strong performance 
during downturn in RV demand
LCI Industries says its diversification 
strategy means it is positioned to main-
tain strong performance during the 
current downturn in North American 
RV wholesale shipments, which it has 
offset by pri-ce realization, acquisitions, 
and an increase in net sales to OEMs 
in adjacent industries. Its third quarter 
2022 results (ended 30 Septem-ber 
2022) include net sales of $1.1 billion, 
down just 3%, year-over-year. Net in-
come was $61.4 million, also down just 
3%, year-over-year. Lippert’s average 
product content per travel trailer and 
fifth-wheel RV for the twelve months 
ended September 30, 2022, increa-sed 

$2,067 to $5,853, compared to $3,786 
for the twelve months ended Septem-
ber 30, 2021. October 2022 consolidat-
ed net sales were approximately $345 
million, down 24 percent from October 
2021, demonstrating positive trends as 
the Company moves into the last quar-
ter of 2022, a testament to diversifica-
tion efforts which are helping to offset 
the deceleration experienced in North 
American RV production. At September 
30, 2022, the Company’s cash and cash 
equivalents balance was $23.4 million, 
compared to $62.9 million at December 
31, 2021. The Company used $103.7 mil-
lion for capital expenditures, $76.3 mil-
lion for dividend payments to sharehold-
ers, and $55.7 million for acquisitions in 
the nine months ended Septem-ber 30, 
2022. The Company also made $156.1 
million in net repay-ments under its re-
volving credit facility and $65.9 million 
in repay-ments under its shelf loan, term 
loan, and other borrowings in the nine 
months ended September 30, 2022.

Dates confirmed 
for All in Caravaning 
show in Beijing: 
16 to 18 June 2023
Since the announcement of the post-
ponement of this year’s show, the 
AIC project team has been planning 
for the next exhibition. The layout of 
the exhibition area will be changed 
to make the classification of exhib-
its even more clear, with an aim to 
improve the visitor’s experience and 
visiting efficiency. There have been 
recurrent outbreaks of COVID-19 
across China which have resulted in 
trade restrictions being imposed and 
long-distance travel across provinces 
and regions has also been limited. In 
this context, camping in peri-urban 
areas is gaining popularity. To meet 
the growing demand for freedom and 
safety in travel, RVs have become an 
ideal vehicle for increasingly more 
people to travel with their families.
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New registrations in the German RV sector: third-best result for the period
In the period from January to Septem-
ber, a total of 78,011 new leisure vehi-
cles were registered in Germany. This 
is the third-best result in the history of 
the industry for this period. Although 
this means that new registrations are 
around 13.6 percent down from the pre-
vious year’s level, they clearly still top 
the pre-Corona years. With 21,110 units, 
the Caravan Division has recorded a 
slight decline of 2.7 percent in the year 
to date. 56,901 newly registered motor 
caravans represent a drop of 17 per-
cent compared to the record figure 
from 2021. 
“Motor caravans and caravans con-
tinue to be in high demand and 
manufacturers’ order books are 
filled to the brim. The pandemic 
has given this long-term trend a 
further boost,” explains Daniel Ong-
gowinarso, managing director of 
the Caravaning Industrie Verband 
(CIVD). 
Despite the great popularity of 
this form of vacation, the German car-
avanning industry reported fewer new 
registrations for the first three quarters 
compared to the previous year. At 21,110 
vehicles, new caravan registrations are 
around 2.7 percent below the level of 
the previous year. At 56,901 units, the 
motor caravan sector also reported a 
17 percent drop compared with the re-
cord year of 2021. With a total of 78,011 
leisure vehicles, the sector nevertheless 

achieved the third-best result in industry 
history for the first three quarters. 
The high demand for vehicles faces 
problems in production and delivery. 
Several developments are responsible 
for this. Faltering supply chains have 
also been a burden on the caravanning 
industry for more than a year. There is a 
shortage of materials and components 
across all sectors. Vehicles often cannot 
be delivered because individual compo-
nents are missing. Prices and availability 

of numerous materials and components 
are constantly changing. Companies 
lack the planning certainty they need. 
In motor caravan production the lack of 
vehicle chassis is clearly reflected in the 
new registration figures: companies lack 
basic chassis, which is why ordered mo-
tor caravans cannot even go into pro-
duction. This mainly affects the classic 
motor caravan models and vans. Only in 
the case of ultra-compact campervans 

does the supply situation look somewhat 
more positive. In order to have more ve-
hicle chassis available, more and more 
companies are entering into new coop-
erative ventures with base vehicle man-
ufacturers, so the diversity of brands in 
this sector is increasing. Manufacturers 
producing both types of vehicle have in-
creasingly focused on caravan produc-
tion in recent months in order to avoid 
production gaps. In addition, there is a 
fundamental shortage of young skilled 

workers. In order to counteract 
this, the CIVD has developed a new 
specialization called “caravan and 
motor caravan technology” for the 
discipline of “bodywork and vehicle 
manufacturing mechanic”, which is 
specially tailored to the demands 
of the industry. The planned start of 
specialization is August 2023. 
However, the lower new registration 
figures compared to the previous 
year are no reason for the CIVD 
Managing Director to be pessimis-

tic about the future: “This year, our in-
dustry will not set any new registration 
records. However, we are still well above 
the values of the pre-Corona years for 
motor caravans and have achieved the 
third-best result of all time overall for the 
period January to September. Given the 
extremely difficult conditions, this is a 
very solid result and shows how well the 
caravanning industry has responded to 
the crises.”

CAPRON plant celebrates the 100,000th motorhome
The Erwin Hymer Group’s CAPRON 
factory in Neustadt, Germany, has 
produced its 100,000th motorhome 
for brands Carado and Sunlight.
Back in 2006, the first model ever 
to roll off the production line was a 
semi-integrated Carado T135.
As an “employee from the very be-
ginning”, Pierre Freigang was al-
ready on board with the production 
of the first Carado brand vehicle in 
2006 and thus symbolizes the con-
tinuous further development of the 
production site. Within the compa-
ny, he went through many interme-
diate stages: starting with the as-
sembly of the roof cabinet, his path 
led to follow-up work and finally to 
quality assurance, where as team 
leader he now ensures the consis-

tently high quality of the vehicles. He 
still vividly remembers entering the 
large hall of the production plant in 
Neustadt in awe for the first time. And 
the feeling when the first T135 rolled 
off the assembly line: “I was incred-
ibly proud of what we had achieved 
together. Everyone in the team knew 
each other, knew who was 
from where, and how old 
you were. It was like one 
big family.”
Over the last 16 years, 
the CAPRON family kept 
growing, as did produc-
tion. The team got to cel-
ebrate a new milestone 
on June 21 at 9 a.m., when 
the 100,000th RV rolled 
off assembly line 1 after 

450 meters of manufacturing. Like 
2006, it was a T135 – this time, how-
ever, as a cutting-edge EDITION15.

In the picture: Pierre Freigang, em-
ployee of the first hour and the 
100,000 motorhome prodcued in 
Neustadt, Saxony.
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CTA keeps expanding its 
product range with focus on 
campervans. Thanks to high-

strength materials and a special 
processing on metal sheets, 

CTA swivel plates are extremely 
lightweight yet robust, ensuring 

high stability of the product. 
Tested and certified according 

to current regulations, CTA 
swivel plates ensure a practical 

and fast installation thanks 
to the accessories available 

for adaptation to the different 
vehicle models.

 CTA SWIVEL PLATES
NEW MODELS FOR CAMPERVANS

CTA S.R.L.
Via Nicaragua 4 -  00071 Pomezia  (RM) Italy - Tel. - Fax 06.91601096
web: www.cta-europe.com  •  e-mail: info@cta-europe.com

R14

R14

R14

RENAULT TRAFIC

FORD TRANSIT,
CUSTOM, TURNEO

PEUGEOT EXPERT
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Record attendance at 
the Salone del Camper
The Salone del Camper 2022 in Parma, 
Italy, closed with record results of over 
110,000 visitors, an increase of 10% com-
pared to 2021. At the opening of the Sa-
lone del Camper, the Minister of Tourism, 
Massimo Garavaglia, suggested that the 
development of the tourism industry 
represents 9% of Italian GDP (13-14% ag-
gregate) and 15% of employment. Minis-
ter Garavaglia announced at the Salone 
del Camper, the allocation of funds for 
the construction in Italy of 1,000 new 
motorhome rest areas.
“Travelling tourism,” said Antonio Cellie, 
CEO of Fiere di Parma, “is confirmed as 
a megatrend capable of influencing the 
growth of the Italian tourism industry. 
This is an opportunity that the Italian 
government, regions, and municipalities 
must seize, because it favours the local 
and national economy, enriches less-
er-known territories, and interprets the 
transformation of tourism in a sustain-
able key. After all, the fact that of the 
25 million Italians who took vacation in 
2022, one in five planned an outdoor 
stay makes it clear that the growth of 
the phenomenon has become structural. 
Since the data are not yet definitive, and 
given the trend, it is conceivable that the 
season will close even more favorably.”
The show hosted more than 300 direct 
and indirect exhibitors, with 15 countries 
represented, five pavilions, 41 manufac-
turer brands, four themed areas, and 
approximately 100,000 square meters 
were occupied. Media coverage of the 
show has been enormous, with 471 ac-
credited media including journalists, 
bloggers and youtubers, 944 articles 
published, reports on the most import-
ant national television and radio stations, 
35 million people reached by informa-
tion on the Salone and a great success 
on social channels, with a growth of over 
98% (including Instagram, Facebook, 
LinkedIn and Twitter) of fans of the Sa-
lone del Camper: almost 2 million people 
were reached through Facebook, and 
3.3 million Instagram impressions.

Salon des Véhicules de Loisirs: 10% rise in 
visitor numbers and a new venue for 2023
The 56th Salon des Véhicules de Loisirs in Paris increased visitor numbers by 
10% to nearly 91,000 compared to 2021. It has also announced a new venue 
and dates for next year. Like previous years, there were manufacturers or con-
verters of motorhomes, vans, vcampervans, caravans, and mobile homes, but 
also accessory manufacturers and service providers and tour operators.
“The 2022 show was eagerly awaited in more ways than one. Traveling in a lei-
sure vehicle (camper vans, vans and motorhomes) is proving increasingly pop-
ular so visitors were therefore keen to be able to discover all the new products 
of the biggest brands in real conditions and imagine how their next holidays 
or future weekends could be like on board a leisure vehicle,” explained Pierre 
Rousseau, President of the Salon des Véhicules de Loisirs.
The first weekend of the show also recorded the highest attendance (+17%) 
compared to the other days. The organizers of the show invite all visitors and 
exhibitors to meet next year for the 57th edition, which will be held until 2025 
at the Parc des Expositions in Villepinte. The dates have also changed, as the 
show will take place from October 7 to 15 2023.

“It’s a significant change for 
all the regulars of the VDL 
Show, but we are all very 
enthusiastic about the idea 
of   this move to the Parc des 
Expositions in Villepinte, 
which has high-quality in-
frastructure and spaces to 
host a show like ours,” con-
cluded Pierre Rousseau.

Birmingham Show breaks new attendance re-
cord and returns to the NEC in February 2023
Following a three year absence due to the pandemic, the Motorhome and 
Caravan Show 2022, UK’s largest display of Leisure Vehicles, drew to a close 
with a record number of visitors attending across the six days. 104,521 visi-
tors attended this year’s Motorhome & Caravan Show at the National Exhibi-
tion Centre (NEC), Birmingham between 18 – 23 October. 
With the industry’s leading manufacturers, dealers and experts all under one 
roof, many exhibitors including Coachman, Swift, Adria, Bailey of Bristol, Er-
win Hymer Group and Knaus have praised the success of the Show, both in 
terms of sales as well as visitor numbers. As well as getting a first-look at 
new-for-2023 campervans, caravans, motorhomes and a huge range of tech, 
gadgets and accessories to take on-the-road-holidays to the next level, visi-
tors also heard inspiring stories from leading experts in the world of outdoor 
adventures. Featuring talks from some of the UK’s biggest nature-loving 
personalities, the event’s Inspiration Theatre saw celebrities including Simon 
Reeve, Toyah Willcox, Jeff Brazier and Josie Gibson share their experiences 
of the great outdoors and provide top-tips on where to go and how to make 
the most of adventures. 
The Caravan, Camping & Mo-
torhome Show has confirmed 
it will return to the NEC from 
21 – 26 February 2023 with 
14% more tents and trailer 
tents, brand new features and 
an inspiring speaker line-up. 
Tickets are limited and on sale 
now for £12.00.
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VETRORESINA SPA
Via Portuense, 10 

44020 Masi San Giacomo, Ferrara - Italy 
Tel.+39 0532 327911 - Fax +39 0532 327110

info@vetroresina.com - www.vetroresina.com
Campi di applicazione

  VETRO-STYLE  

Campi di applicazione

VETROSKIN LEVANT   

LAMINATI VETROSKIN CON FIBRA DI VETRO

  VETROSKIN

VETROSKIN DELTAT-MAT
T-FORCE
T-STRONG   

LAMINATI SPECIALI CON VELO 

  T-MAT

Campi di applicazione

  

  

100% recyclable  
thanks to the Recomplax  
technology 

STYRENE EMISSIONS ELIMINATION 
EXCELLENT AESTHETICAL PROPERTIES 
WIDE CHOICE OF DRAWINGS AND TEXTURES (ON REQUEST)

NEW GENERATION OF RECYCLABLE   
LAMINATES STYRENE FREE  
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Kevin McArt elected RV Industry 
Association Chair Of The Board
The RV Industry Association Board of Directors elected 
Kevin McArt, Forest River General Manager, as 2023 Chair 
of the Board during the group’s organizational meeting 
on November 8, 2022. McArt most recently served as Vice 
Chair.
“The experience and industry knowledge Kevin brings to 
the RV Industry Association Board makes him an excel-
lent choice to serve as Chair,” said RV Industry Association 
President & CEO Craig Kirby, “We also want to thank Jeff 
Rutherford for his incredible leadership over the past two 
years as Chair of the Board.”
Executive Committee officers were also elected to their 
posts by the incoming Board of Directors, including Vice 
Chair Mary Pouliot of Thetford and Treasurer Ryan Elias 
of Leisure Travel Vans/Triple E RV.  Brett Randall of Aliner 
was newly elected to the Executive Committee in the role 

of Secretary. Current Chair Jeff Rutherford 
will continue to serve on the Executive 
Committee as Immediate Past Chair. RV 
Industry Association President Craig Kirby 
also serves on the Executive Committee. 
The three-year term for 2023 RV Industry 
Association board members and one-year 
terms officers begins January 1, 2023.

New Operations Director 
for Bailey of Bristol
The UK caravan and motorhome manu-
facturer, Bailey of Bristol, has appointed 
Steve Bruce as its new Operations Direc-
tor. Steve brings a wealth of manufac-
turing experience to the business having 
spent nearly 20 years at leading furniture 
company G Plan, with a proven track re-
cord of delivering large scale business transformation and 
change. Steve was an active member of the company Board 
with overall responsibility for its two manufacturing facilities in 
the UK and Europe, capable of producing up to 2,000 pieces 
of furniture per week.
As the new head of the Bailey Operations Team, Steve will as-
sume overall control of the company’s main Assembly Plant in 
South Bristol and its Large Panel Manufacturing Plant in North 
Somerset. He joins the business during a challenging period 
where COVID related labour and component supply issues still 
hinder production capacity in a period of rapidly increasing 
customer demand. 
In order to tackle the first of these problems Bailey has recent-
ly introduced a new grading structure for the Operations team 
which has assisted in retaining and attracting staff by offering 
them a competitive salary and a clear pathway for progres-
sion. As a consequence, staffing levels are now back to where 
they were pre-pandemic putting the company in a great place 
to move forward again.

Dave Thomas, MD of Auto-Trail to 
retire and hand over to Shane Devoy
After 30 years in the leisure industry, with 28 of those being at 
Auto-Trail, Managing Director Dave Thomas has announced his 
retirement date of 28th February 2023. The new Managing Di-
rector will be Shane Devoy, currently the Finance Director, who 
has been at Auto-Trail for over 24 years. Shane will be support-
ed by two new members on the Board of Directors, which will 
form the basis of a local executive committee. Scott Stephens 
will take up the role of Commercial Director and Steve Moverley 
will take up the role of Technical Director. Dave joined Auto-Trail, 
he UK-based motorhome manufacturer that’s part of the Triga-
no group, as Design and Technical Director, progressed to Joint 
Managing Director, and for the past seven years has been sole 
Managing Director. He said, “Having been in the industry for 30 
years, and with Auto-Trail for 28 of these, I have met some great 
people and enjoyed my time in this fast-moving industry. We 
have had great support from Trigano in tough times and have 
always tried to develop the business through being product and 
customer focussed.”
Shane said, “It has been a pleasure working with Dave for over 
twenty years. His eye for design detail and business leadership 
has given us a great product portfolio and a solid foundation 
that the new management team can continue to build on. We 

will all miss his quick wit and 
unique ways of finding solutions 
to the most complex of prob-
lems. Nevertheless, I feel confi-
dent that the revised manage-
ment structure has the strength 
and depth to continue to grow 
our business and meet the chal-
lenges that may lie ahead.”

KABE Group 
AB interim 
report January-
September 2022 
shows 11% sales 
increase
KABE Group AB, the Swedish caravan and motorhome 
manufacturer, has published its interim report for Jan-
uary-September 2022 which says net sales amounted 
to SEK 2,733m (2,468), an increase of 11%. 
The period’s result amounted to SEK 179 M (151), an 
increase of 19%. Operating profit increased by 22% to 
SEK 218 M (179).
The report says: “For a number of years, we have built 
a stronger and more international KABE Group by in-
creasing our presence and sales outside of Scandina-
via. This improved business composition has resulted 
in a lower exposure to individual markets and created 
the conditions for higher growth. The increased sales 
outside of Scandinavia mean that we have a signifi-
cantly wider base to start from in order to meet a more 
challenging market situation. In order to continue to 
strengthen our position, it is of significant importance 
to continue to focus on following our strategic orien-
tation towards increased internationalization and con-
tinue to strive to always be one step ahead of current 
product development and innovation.”
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Manufacture of  furniture and 
accessories: we are proud to 
guarantee to our customers 
flexibility and a high degree 
of  customizability. Fratelli 
Naldini is one of  the Italian 
companies with the most 
extensive experience in the 
RV sector, thanks to 60 years 
of  successful activity.

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

Naldini
furniture   care   qualitysi

n
ce

 1
96

1

Our experience at your service

Production of  flat and curved 
kitchen doors 
and lockers

Fratelli Naldini Srl

After 40 years of operation, the Sevel 
plant in Atessa, Italy, Europe’s largest 
light commercial vehicles (LCV) plant, 
is celebrating the production of its sev-
en millionth vehicle. The Sevel plant is 
home to the Stellantis brands of Fiat 
Professional Ducato, Citroën Jump-
er, Peugeot Boxer, and Opel/Vauxhall 
Movano vans and chassis.
“The team at Sevel is contributing daily 
to helping us achieve our target to be 
the undisputed commercial vehicles 
market leader,” said Uwe Hochges-
churtz, Stellantis Chief Operating Of-
ficer, Enlarged Europe.
As part of its Dare Forward 2030 stra-
tegic plan, Stellantis aims to double 
its commercial vehicles revenues by 
2030 versus 2021 supported by 26 
new launches, including an electric 
offer in all segments. For the first half 
of 2022, Stellantis was the commercial 
vehicles market leader in the EU30 and 
South America, with 33.2% and 30.7% 

Stellantis celebrates 7,000,000th vehicle 
produced at the Sevel commercial vehicle plant

share, respectively. The Company was 
also the leader in EU30 battery elec-
tric commercial vehicle (BEV) sales, 
with nearly 50% BEV market share 
for the first half of 2022. Stellantis and 
Toyota Motor Europe (TME) recently 
announced that Stellantis will supply 
TME with a new large-size commer-
cial van, including a battery electric 
version, for sale in Europe under the 
Toyota brand, which will be produced 
at Stellantis’ plants in Gliwice, Poland 
and Atessa, Italy. The Sevel (European 
Light Vehicle Company) production 
site was established as a joint ven-
ture partnership between FCA and 
PSA-Peugeot Citroën in 1978. Inaugu-
rated in 1981, Sevel has a surface area 
of more than 1.2 million square meters 
and can manufacture up to 1,200 vehi-
cles per day. It is the largest and most 
flexible light commercial vehicles plant 
in Europe capable of producing vehi-
cles in a large array of configurations.

CIVD awards Silver 
Medal of Honour to 
Carthago founder
Germany’s caravan industry association 
has awarded its Silver Medal of Honour 
to the founder of the Carthago motor-
home brand, Karl-Heinz Schuler for his 
impressive lifetime achievements and 
his entrepreneurial work. “It’s something 
I could never have dreamed of when I 
founded Carthago,” said Schuler after 
a speech from CIVD President Herman 
Pfaff and the presentation of the medal 
followed by applause from the numer-
ous representatives of the industry.
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Dexko Global acquired TexTrail and De Haan Metaaltechniek B.V.
DexKo Global Inc., has completed the ac-
quisition of TexTrail Inc. (“TexTrail”) from 
American Trailer World (“ATW”) that was 
announced earlier this year. The transac-
tion also includes two other entities that 
TexTrail acquired in 2022 - Wholesale 
Trailer Supply, LLC, a Sacramento, Cal-
ifornia based trailer parts and accesso-
ries distributor, and Marius Garon Inc., a 
distributor of trailer parts and towing ac-
cessories based in Quebec City, Quebec. 
The TexTrail operations will become part 
of DexKo’s Dexter business unit (“Dex-
ter”). TexTrail’s 30 locations across North 
America supply trailer parts, accessories, 
tires and wheels to trailer manufactur-

ers, dealers and repair shops. Dexter 
operates 18 manufacturing locations 
and over 30 company owned-distribu-
tion locations servicing the utility trailer, 
recreational vehicle, marine, heavy-duty, 
agricultural, and specialty equipment 
markets. With the addition of the TexTrail 
business, Dexter employs over 4,400 
people in the U.S. and Canada.
DexKo Global Inc. has also completed 
the acquisition of De Haan Metaaltech-
niek B.V., a European designer and 
manufacturer of high quality fenders. 
This strategic ac-
quisition will ex-
pand the product 

portfolio of AL-KO Vehicle Technology 
Group with a large range of fenders as 
well as toolboxes for trailers up to 3.5t 
and will allow DexKo to continue the 
group’s strong growth trajectory. De 
Haan was founded in 1924 and is locat-
ed in Soesterberg, Utrecht, the Nether-
lands. The family-owned company is a 
manufacturer and distributor of trailer 
equipment including fenders made out 
of galvanized steel, checker plate alu-
minum and plastic, and aluminum and 
plastic toolboxes.

Lippert acquires Way Interglobal Network LLC and Resonado rights
LCI Industries, through its wholly-owned subsidiary, Lip-
pert Components, Inc. (“Lippert”) has announced that its 
subsidiary, Furrion LLC, has acquired substantially all of the 
business assets of Way Interglobal Network LLC (“Way”). 
Way, headquartered in Elkhart, Indiana, designs, develops, 
and supplies innovative appliances and electronics to the 
RV Industry. The acquisition does not include Way’s current 
power generator assets and operations. The acquisition of 
Way and its Everchill and Greystone brands adds strength 
to Lippert’s already robust Furrion line of RV appliances 
and electronics. Ac-
quired in 2021, Furrion 
is a leading brand in the 
RV and outdoor living 
space, manufacturing an array of products from kitchen ap-
pliances, heating and cooling, vehicle observation systems 
and outdoor televisions. The acquisition of Way gives Lip-
pert additional North American R&D capabilities alongside 
its Hong Kong and Arizona R&D teams in the appliance and 
HVAC space. The acquisition also gives Lippert a combined 
1.6 million square feet in appliance warehousing space. The 
Way brand will not be carried forward after the acquisition; 
however, the Everchill and Greystone brands will be added 
to Lippert’s portfolio of appliance offerings.
Recently, Lippert Components, Inc. (“Lippert”) has also an-

nounced Resonado Performance Audio’s latest innovation, 
the Resonado® RV Sound Systems, an audio package that 
features revolutionary, adjustable exterior speakers and a 
patent pending dual zone subwoofer. Lippert acquired ex-
clusive rights from the audio technology company in Sep-
tember of this year Resonado’s proprietary speaker driver 
technology represents one of the most significant advance-
ments in audio hardware design since the conical electro-
magnetic speaker was invented 96 years ago. Resonado 
Labs has overcome the physical limitations of traditional 

speaker design-deliver-
ing powerful raw sound 
at maximum efficiency, 
higher linear excursion 

and wider dynamic frequency ranges in smaller-than-ever 
form factors. The revolutionary audio package made its de-
but on the Jayco® Baja Sur concept travel trailer at the 2022 
Specialty Equipment Market Association® (SEMA®) Show. 
“Resonado technologies allow us to rethink audio solutions. 
Today most speaker locations are chosen by what cabinet 
or piece of furniture is located behind the wall for the hole 
cutouts. This is not the way to design an optimal listening 
experience. We look forward to redefining RV sound with 
Jayco,” said Vince Smith, Director of Specialty Products at 
Lippert.

Trigano launches Libertium: a new giant for RV distribution in France
Last year, the Trigano group became the majority shareholder 
of the dealer groups CLC, SLC and Loisireo which constituted 
the Alliance Camper Team. 
September 10 marks the launch of a new national brand for 
the retail of recreational vehicles: Libertium. This new network 
brings together the most important players in the French mar-
ket for the distribution of motorhomes, campervans, vans and 
caravans: CLC, Loisiréo, and SLC, but also Europ’Holidays, Le 
Hall du Camping-Car and Espace Camping-Cars. 
Libertium is controlled by the Trigano Group and contin-
ues to distribute most major European brands. This new 
network is a strong response to the arrival of automobile 

distributors in the sector, in particular that of vans and 
converted vans. 
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AIR AND WATER HEATING /THE NEW HYDRONIC AQUASYSTEM NA

THE PERFECT CHOICE FOR MAXIMUM 
INDEPENDENCE AND ULTIMATE COMFORT!

The Hydronic AquaSystem is capable of heating the interior air and the domestic water, achieved 
using the Hydronic S3 diesel or gasoline coolant heater.  It was specially developed to meet the
North American RV industry demands. Some of the features and benefits are an automatic
altitude compensation adaptor, minimal & compact design and a tank-less water heater which altitude compensation adaptor, minimal & compact design and a tank-less water heater which 
provides hot water on demand.
This means you never have to stop and can enjoy the benefits of true independence and
comfort; year round.

| EBERSPAECHER-CLIMATE.COM
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RV lighting specialist

www.tecnoled.it

READING SPOTLIGHT flex series

- 1 3,8VDC Reference Supply for the Long Life

- With or without USB power socket

- Black or chrome finish

Knaus Tabbert reports revenue growth in third quarter, 2022
Knaus Tabbert, the German caravan and motorhome manu-
facturer, accelerated its growth in the third quarter of 2022 
and recorded significant growth rates in unit sales, revenue 
and total output. The Group also benefited from the contin-
ued strong demand for leisure vehicles in terms of order in-
take during the quarter – 8,452 new orders pushed the or-
der backlog up by a further 14.3 
percent compared to the end of 
the first half of the year, to a new 
record of EUR 1.6 billion or 38,133 
units at the end of the third quar-
ter (30 June 2022: EUR 1.4 billion 
or 36,610 units). 
In order to make the best possi-
ble use of existing capacities and 
available materials, Knaus Tabbert 
continued to increase production 
of caravans within the vehicle 
categories in the third quarter of 
2022, sales of which increased by 
more than 40 percent in this period. Overall, sales of leisure 
vehicles increased to 20,617 units (previous year: 19,114 units). 
As a result, Group revenue improved by 9.4 per cent to EUR 
693.9 million (previous year: EUR 634.4 million).
Unit sales of caravans rose to 13,555 units in the first nine 
months of 2022 (previous year: 10,426 units), while unit sales 

of motorhomes and camper vans fell to 7,062 units (previous 
year: 8,688 units) due to a shortage of chassis. Of the result-
ing group revenues, EUR 603.1 million were attributable to the 
premium segment (previous year: EUR 544.5 million), with a 
further EUR 90.8 million (previous year: EUR 89.9 million) at-
tributable to the luxury segment.

“The nine-month figures were 
marked by delivery bottlenecks 
for chassis and key components. 
Nevertheless, starting in the third 
quarter, we are experiencing a 
significant increase in unit sales 
and revenue momentum, which 
underpins our growth strategy. 
25 percent more total operating 
performance leads to a visible 
increase in EBITDA compared to 
the third quarter of the previous 
year. A stable and record-high 
order backlog forms a solid basis 

for further growth in 2023. Our successful appearance at this 
year’s Caravan Salon additionally underlines the high attrac-
tiveness of our existing and future product portfolio and leads 
us to expect a further increase in demand for our vehicles,” 
explained Wolfgang Speck, CEO of Knaus Tabbert AG, on the 
business development.
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info@premline.it - www.premline.it - +39 0434 606747

For a total immersion into the Nature
discover the new decors for RVs 
designed by Prem Line
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AL-KO Vehicle Technology Group 
appoints new Senior VP R&D and 
new Head of Marketing
AL-KO Vehicle Technology Group has appointed Dr Georg Rix-
ecker to be responsible for global research and development 
activities, following the retirement of Dr. Frank Sager, and has 
also appointed Jörn von Ahlen as the new Head of Marketing.
From 1st September 2022, Dr. Frank Sager is handing over re-
sponsibility for global research and development to Dr. Georg 
Rixecker (55). The physicist received his doctorate in the field 
of materials science, followed by positions at the Max Planck In-
stitute, at Robert Bosch GmbH and most recently at BorgWar-
ner. Harald Hiller, President & CEO AL-KO Vehicle Technology, 
comments: “I would like to thank Dr. Frank Sager, both per-
sonally and also on behalf of my colleagues on the Executive 
Board, for his commitment to the company. The appointment 
of Dr. Rixecker will give a fresh new impetus to our existing 
portfolio’s sustainability, on the global transfer of knowledge 
and on new solutions for the mobility of the future.”
Also on September 1st, 2022, Jörn von Ahlen (50) will start as 
the new Head of Marketing in the team led by Senior Vice Pres-
ident Sales & Marketing Dr. Timo Schwickart. He is the succes-
sor to Hans Posthumus (51), who managed global marketing 
for AL-KO vehicle technology for 10 years and now wants to 
head in a new career direction. Von Ahlen was previously re-
sponsible for marketing for the DACH region at Epson Germa-
ny. Before that, he held various marketing and sales positions in 
consumer and B2B marketing in well-known companies.
Dr Timo Schwickart comments: “Jörn von Ahlen stands out 
for his in-depth understanding of a consistent brand strategy 
across different business fields, models and markets. He also 
impresses with his profound experience in developing the ideal 
marketing mix. He takes over an effective team and a wel-re-
pared field of work from Hans Posthumum I look forward to 
our ambitious projects together: we want to swiftly push vari-
ous initiatives forward and achieve quick results.”

Andrew Mock promoted to 
Senior VP of RV sales at Lippert
Lippert Components, Inc. (“Lippert”), has promoted 
Andrew Mock to Senior Vice President of RV Sales as 
he prepares to take the helm from Andy Murray, Chief 
Sales Officer, who has decided to leave the company 
to pursue more time with family and focus on mis-
sions work beginning January 1, 2023. Andy Murray has 
served in many roles at Lippert since joining the com-
pany nearly 20 years ago. During his tenure, he creat-
ed one of the most respected and highest performing 
sales teams in the industry, with Lippert’s current annual 
North American RV and marine sales reaching over $3.6 
billion. In addition to his professional accomplishments, 
Murray’s commitment to leadership and the community 
are equally impressive. Murray will leave Lippert at the 
end of 2022 to focus more on faith, family, and service.
Jason Lippert, CEO, commented: “I have known Andy 
as a colleague, friend, and trusted advisor for almost 20 
years and the impact he has had on our teams, custom-
ers, and community is very meaningful. Although I am 
really sad to see him go, I couldn’t ask him to stay know-
ing his strong calling to pursue such an admirable path. 
Andy will always be a significant part of the Lippert fam-
ily and we wish him well in all of his future endeavors.”
In his new role as Senior Vice President of RV Sales, An-
drew Mock will be responsible for executing Lippert’s 
overall RV sales strategy and will be the primary point 
of contact for all RV customers while running point on 
our RV sales strategy. Andrew has been with the com-
pany for almost 10 years and has accomplished much 
early in his career. Andrew has built strong trusting rela-
tionships with our key customers over the last decade. 
In addition to Andrew’s strong customer relationships, 
he excels as an innovator and has been instrumental in 
bringing many new products to market for Lippert over 
the years. We look forward to Andrew’s leadership of 
the already strong sales team that Lippert has worked 
so hard to build and develop over the years.

Trigano acquired 70% stake in S.I.F.I.
Trigano has announced the acquisition of 70% of the capital and vot-
ing rights of S.I.F.I. 
Active on the Italian market for over 45 years, S.I.F.I. is national leader 
in the distribution of accessories for leisure vehicles. The company is 
profitable; it employs around 20 people and achieved a turnover of 
around € 13 million in 2021. This transaction is fully in line with Triga-
no’s development strategy through external growth. It will allow Trig-
ano to consolidate its leadership in the distribution of accessories for 
leisure vehicle in Europe.

Georg Rixecker Jörn von Ahlen

Andrew 
Mock

Andy 
Murray
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Powerline charger
With quick charge technology

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

  

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

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

Voltage input between 12-24V DC

Suitable for (fast) charging USB-C devices like 
phones, tablets and laptops 

Charging output up to 96W 

Due to the upcoming mandatory switch to USB-C ports on electronic devices on January 2024, we have added 
several items to our product range that make optimal use of this. Fast charging in particular is an important 
feature here.  And with the integrated USB-C port, quick charge 4.0 is also supported. With which, in addition 
to phones and tablets, even laptops can be charged.

With the Powerline charger with 2 USB ports, 2 devices can be charged quickly at the same time. The 
upper port with USB-A is suitable for fast charging with QC 3.0 technology and the lower port with 
USB-C is suitable for fast charging with QC 4.0 technology. The USB-A port with QC 3.0 technology has 
a maximum power of 36W (maximum 12V with 3A current), The USB-C port with QC 4.0 technology 
has a maximum power of 60W (maximum 20V with a current of 3A).

Article number: 4700826

Suitable for (fast) charging USB-C devices like 

USB-C connection
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Many of the most innovative RVs of this millennium are designed by 
STUDIOSYN: we interviewed Tom Klüber-Voss, the head designer of this 
German design studio. We met him at the Caravan Salon in Düsseldorf, 
where two vehicles signed by STUDIOSYN were exhibited: 
the Hymer Venture S and the Niesmann + Bischoff Flair

Leading style and design

Words Antonio Mazzucchelli - photo Enrico Bona

F ace to face with TOM KLÜBER-VOSS
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The Hymer Venture S was one of 
the stars of the Caravan Salon 
2022, and continued the style and 

design solutions of the 2019 Hymer Vi-
sion Venture prototype. We asked Tom 
Klüber-Voss to tell us more about this 
interesting new model, as well as some 
other new designs he has worked on re-
cently.

Aboutcamp BtoB: Are there parts of 
your concepts that you have had to 
abandon for the final production ver-
sion? What solutions or innovations are 
you most proud of?
Tom Klüber-Voss: Often you might 
have a show car which is very highly 
styled and designed, but then the pro-
duction version is not as sexy, however, 
the production version of the Hymer 
Vision Venture is almost exactly the 
same as the show car. The only bit 
that’s changed is the Sprinter; in the 
concept it had a new front windscreen, 
but in the production version we have 
the original from the Sprinter. I’m very 
proud that it is so near to the show car. 
When the rear tailgate is open it gives 
the feeling of freedom from being close 
to nature; this is a key point from our 
concept and we are pleased to now 
have it in the production version - and 
that’s very good. Another thing is the 
elevating roof. It’s a very special and 
new construction, which is an idea from 
our studio. We put together the interi-
or and exterior so that nature and the 
sound of the birds plus fresh air come 
inside, so if you sit in the chair at the 
back of the Venture S, you will think 
you are sitting outside. This combina-
tion is really great - a special feeling. 

Aboutcamp BtoB: Are there any details 
that you are particularly proud of in this 
project?

Tom Klüber-Voss: We have been look-
ing at the van life community. They have 
fresh ideas, like different materials, and 
are open minded. We made a profes-
sional and high-quality product that 
looks fresh, authentic and maybe com-
pletely different. When thinking about 
our interior design, we looked into this 
scene and wanted to bring this fresh-
ness into our design while still looking 
like real life to look and feel more natu-
ral, cozy maybe, rather than with perfect 
furniture; it’s emotional. 

Aboutcamp BtoB: You said you’re 
proud because the final version of the 
Venture is a lot similar to the show car, 
but how different was the original idea 
of the Venture, the show car and the fi-
nal production version?
Tom Klüber-Voss: This has been a very 
special project. We started with Hym-
er and BASF, who contributed enough 
money so we could start working on 
it, and then they let us free. They only 
wanted to have a show car, and so we 
were completely free. This was the first 
project we were so free and it was a lot 
of fun for my designers, but the goal for 
us was to make a product which every-
body can imagine using - but we didn’t 
want to make science-fiction, that’s my 
opinion of design. I think it’s only inter-
esting if you think “well, it could work, 
we can do this, etc”, and so our show 
car was fantastic and it seemed to be 
producible. 

Aboutcamp BtoB: Let’s consider the 
Niesmann+Bischoff Flair 2023 edi-
tion: most of its changes, 
compared to the pre-
vious model, concern 
the interior furniture. Is 
a restyling of the interi-

or enough to give new life to a prod-
uct? What was the main criteria for this 
project?
Tom Klüber-Voss: It’s not only the furni-
ture, we have a new rear and a face lift at 
the front. The strategy of Niesmann+Bi-
schoff is not to change everything every 
time. It has long periods with the same 
products and doesn’t like to have a rev-
olution in its design. It prefers to have 
evolution, and this is safe. We created 
the interior of the Flair 10 years ago: it 
was the latest generation of interior at 
that time, and since then there have only 
been some colour and trim optimization 
but, now, after 10 years, we made a new 
design. This shows how continuous our 
work with Niesmann+Bischoff is. I think 
it’s a good strategy, but the step from 
the last generation of furniture to this 
one is a big one, and they also want to 
be lean in the product portfolio, so you 
see the iSmove has the same furniture 
as the Flair and I think it will go in this 
direction in the future. 

Aboutcamp BtoB: What were the main 
drivers to create a new interior design 
for this project?
Tom Klüber-Voss: When you look at 
the market now, there have been a lot 
of very conservative designs for 20 
years, maybe longer, and we and Nies-
mann+Bischoff, both like really modern 
design. During the last two years during 
Corona pandemic, we saw new consum-
ers coming into the market and the iS-
move attracted a lot of these. They want 
to drive a mobile home but they don’t 

want to have the same 
old furniture de-

Rendering of 
Bürstner Lyseo Gallery
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sign, so it’s successful for Niesmann+Bi-
schoff. For me it’s the most modern 
furniture at the Caravan Salon, and I’m 
proud of this. 

Aboutcamp BtoB: The new interior also 
adds a continuity of style with the iS-
move, so is there a desire to create the 
same family feeling for the interior as 
well as for the exterior?
Tom Klüber-Voss: If you think that it’s the 
right direction you roll it out to all your 
products, but you can only can do this 
because every product has a different 
package, as a base; so you have Flair on 
an Iveco chassis, the premium product, 
then you have the Arto on Fiat, a little bit 
smaller and cheaper, and then you have 
the iSmove, also on Fiat, but it’s small-

er, more compact and 
lighter, so 

every 

product has its place and if you have 
different opportunities on these three 
products you can make the same style. 
Also in the automotive industry, Audi 
has one style and they use it on the 
different packages, if you ever buy an 
Audi, small Audi or big Audi, they have 
the same steering and the same compo-
nents. 

Aboutcamp BtoB: The Bürstner Lyseo 
Gallery is a unique vehicle of its kind: 
an exercise of style, and a vehicle that 
shows that even a type of product 
that’s in decline (such as the overcab 
alcove) can be reborn thanks to an in-
novative and disruptive project. Do you 
agree?
Tom Klüber-Voss: A big trend is towards 
smaller mobile homes because of the 
electric engines coming in the near fu-
ture and the high price of petrol, so mo-
torhomes have to become smaller. The 

Lyseo Gallery is one answer to this 
problem with a small alcove and 

good aerodynamics. We tested 
every model with our virtual 
aerodynamic channel and 

saw that the Gallery was maybe 20% 
better than a normal alcove, and 20% 
in aerodynamics is a lot. The result can 
be opened fast or higher than normal. 
These are two positives, and the stabili-
ty of the air curtain is very good so you 
feel safe and cozy exactly like in a regu-
lar vehicle. 

Aboutcamp BtoB: How similar is the 
material and design of the elevating 
roof of the Venture S compared to the 
one on the new Burstner Lyseo Gallery 
TD?
Tom Klüber-Voss: Yes, the Lyseo Gal-
lery is also designed by us and it uses 
the same supplier, so it has the same 
technology. At first they had to test the 
technical performance of the material, 
as it’s all new. It comes from an airbag, 
but airbags are small and always folded 
away in the car, whereas here the mate-
rial is exposed to the air and the sun, so 
it gets cold, hot and dirty. The material 
has been optimized so that it works us-
ing high-quality materials. 

Aboutcamp BtoB: What was your con-
tribution to the new Laika Ecovip? 
What style concept did you focus on?
Tom Klüber-Voss: The Ecovip had a very 
old look, it needed to take a big step. 
We had to make a modern, new design 
that was also an Italian design, so the 
step had to be big but we had to take 
the consumers with us and this was very 
tricky but, I think, it’s a good integration 
in the whole design of Laika. 

Aboutcamp BtoB: How much stylistic 
freedom do you have when creating a 
prototype, taking into account that you 
will have to deal with something that 
can actually go into production?
Tom Klüber-Voss: To develop something 
new, you have to use free-thinking and 
the result can be far away from reality. 
At the beginning, we think as freely as 
possible, and then we reduce the good 
ideas with our clients and then we had 
to break them down to the series pro-
duction. It’s a challenge to think free but 
also consider the possibilities of mass 
production. Together, if it is good, this 
phase of development from design ide-
al to the series production is the most 
important time but you only can do this 
well if you have a lot of technical know-
how. 

Aboutcamp BtoB: When you design 
products for different brands, even if 
within the same group, how do you dif-

F ace to face with TOM KLÜBER-VOSS

Hymer 
Venture S
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Niesmann+Bischoff Flair

Laika Ecovip

ferentiate the various vehicles? How do 
you create a brand identity?
Tom Klüber-Voss: The brand’s identity 
normally already exists, so every brand 
has its own design and also a look. We 
are a relative big studio, with 12 design-
ers now, so we have enough designers 
for every brand. They are also highly 
specialized: one designer is specialized 
for one brand. We have to think about 
what will the client like, what is their 
style and if we think in this way, we can 
make different sizes and designs. 

Aboutcamp BtoB: How has the tastes 
of the public changed in recent years? 
And what will be the trends for the 
public in the coming years?
Tom Klüber-Voss: The answer is really 
difficult because in the last few years 
we have modernized interior styles a 
lot, and I think this is the way we’ll con-
tinue to go. We’ll not have conservative 
interior designs in the future; I think it’s 
going to be much more modern. Anoth-
er factor is sustainability, and I think this 
will change a lot of interior details as the 

materials will be dif-
ferent. Maybe screws 
will be visible, and ev-
ery material should be 
recycled. That’s why 
I think sustainability 
will change interior 
styles a lot. 

Aboutcamp BtoB: In 
early 1900, the Aus-
trian architect Adolf 
Loos went against 
the prevailing style of the time and 
called for a simple, better, functional 
style without excess of ornaments: is 
this concept still valid?
Tom Klüber-Voss: This is our mindset. 
We think less is more, and you can see 
that in the Flair. 

Aboutcamp BtoB: What is the mission 
of a designer: to inspire, educate and 
innovate?
Tom Klüber-Voss: I’m an industrial de-
signer, and when I’m working for my 
clients, my goal is to make products for 

the consumers and if I un-
derstand the consumers I 
can do my job the best; but 
ultimately, the success of 
the product is my goal. 

Aboutcamp BtoB: Has the 
growth of the camper van 
segment reduced the role 
of designers? For example: 
you don’t have to design 
the exterior because it’s a 
van.
Tom Klüber-Voss: I often 
think that it’s a box to live in 
and the driving time is often 
some hours until you are at 

your destination and then you live there 
for days. I think it would be good to re-
duce the exterior design, but design is 
emotional and really important, and 
that’s why we designed it like automo-
tive designs. 

Aboutcamp BtoB: What are the most 
important challenges for a designer in 
the RV sector today? Weight, sustain-
ability, standardisation?
Tom Klüber-Voss: Weight is the most 
important, I think. The briefing at the be-
ginning of our work includes standard-
isation. Weight is really difficult in ev-
ery dimension, because at the moment 
every component is light, and nobody 
works with heavy materials. 

Aboutcamp BtoB: What was the most 
challenging project of your career?
Tom Klüber-Voss: It was the Vision S, 
because it was a product which is com-
pletely different, which adds a lot of 
technical details, and was one of the 
longest projects. 

Aboutcamp BtoB: Did you regret any 
projects that you couldn’t make?
Tom Klüber-Voss: For some years, I have 
been thinking about an electric motor-
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F ace to face with TOM KLÜBER-VOSS

home and we are working on this, but 
at the moment there’s nothing which we 
can realize, so this would be a project 
for the future maybe. It’s a long way, we 
have to do small steps and they are not 
perfect as the batteries are too small for 
and very expensive. 

Aboutcamp BtoB: Do you think that 
with electric mobility you need to use 
design to characterise and differentiate 
the final product?
Tom Klüber-Voss: We are working on 
projects like this, and if you take another 
chassis or platform, such as the platform 
from REE that we are thinking about at 
the moment. We are thinking that the 
car could be 1m shorter with the same 
volume to live in, and it’s smaller so you 
have a lot of possibilities, but it’s a long 
way yet to realize this. 

Aboutcamp BtoB: Is it easier to design 
a motorhome or a caravan?
Tom Klüber-Voss: The answer is maybe 
a caravan, because at the moment we 
are looking for new styles for the inte-
rior. It is a little bit more conservative at 
the moment, but I think in the future it 
will have to be more modern because 
more and more families are buying car-
avans and I don’t think they like this 
old-fashioned look. We are working on 
LMC caravans and you can see a good 
example of modern design but the con-
servative design sells. That seems crazy. 
I think the future for caravans is that we 
have to make them light, suitable for 
younger people and we have to mod-
ernize the interiors. I think we have to 
think completely differently about car-
avans because they have to be smaller, 
much lighter, which we can only do with 
a small revolution. 

Aboutcamp BtoB: Last question: what 
is the relationship between an external 
studio and internal design teams? How 
do you interact? What are the critical 
issues?
Tom Klüber-Voss: The trick is to be an 
external design office or studio and 
make your work good so that every-
body internally thinks that you are part 
of it. The connection between the two 
has to be very close. Throughout my ca-
reer, I’ve been looking for a long partner-
ship, and at the moment we have been 
working for Hymer for nearly nine years, 
and in the past we worked for Knaus for 
approximately 12 years, then five years 
for Hobby and Fendt, so when it’s a 
long-term commitment it works best.

STUDIOSYN is located in Rüsselsheim, in Germany. It founded in 1992 and 
started its business in the RV industry in 1996. In a few years STUDIOSYN 
expanded its experience with different projects aimed at furnishing KnausT-
abbert Group models. In 2007 the company received its first assignments 
concerning a comprehensive design of the vehicle: the L and XL versions 
of the T@B were thus created as well as the valuable Tabbert Paganini. In 
2007 the firm started a collaboration with the Hobby group, which quickly 
led to the creation of award winning models (Caravaning Design Award): 
Fendt Brilliant, Hobby Premium and low profile Hobby 600. Also awarded 
with the Caravaning Design Award we find some models commissioned by 
KnausTabbert Group, such as Tabbert Great Puccini and Knaus Van TI, both 
dated 2012. The experience gained with the KnausTabbert group reaches 
its peak in the Caravisio concept (2013). Many of the stylistic and furniture 
innovations Caravisio features were then taken up by the new version of the 
Eurostar, Knaus top of the range product (Red Dot Award 2013, Honorable 
Mention). We cannot forget the STUDIOSYN  collaboration with Niesman-
n&Bischoff, for design of Arto (Red Dot Award, Honorable Mention 2014), 
Flair (Red Dot Award Winner 2015 for “the high quality of design”) and 
then iSmove and Flair 2023 edition. The design of the entire motorhome 
Morelo series in 2013 (exterior design) and the interior of the Knaus BoxLife 
van (at the beginning of 2015) complete the company profile. The massive 
collaboration with the Hymer group started nine years ago, with the Hym-
erCar-brand Salish Sea concept (modular furniture for Mercedes VClass), 
the redesign of the Burstner Aviano and more. The STUDIOSYN experience 
is not limited to RV sector, but also embraces other areas, like the nautical 
sector with projects aimed at Riva and Bennetti shipyards.

About STUDIOSYN
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Markus Kern and Bernd 
Wuschack have the task 
of managing the current 
complex situation and 
guiding the Carthago group 
towards gradual change

How to 
deal with 
change

Words Antonio Mazzucchelli
photo Enrico Bona

P eople MARKUS KERN, BERND WUSCHACK 

Bernd 
Wuschack

Markus 
Kern
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Will Carthago be able to main-
tain its leading position in 
the premium segment of the 

European market, despite the supply 
chain crisis? And what role will the 
Malibu brand play at a time of great 
change also in the camper van seg-
ment? We discussed this with CEO 
Markus Kern and Bernd Wuschack, 
managing director of the Carthago 
group.

Aboutcamp BtoB: What factors led 
Carthago to decide to reorganise its 
top management, and what conse-
quences will this have on its corpo-
rate governance?
Markus Kern: The decision was not a 
sudden one. It came after I’d been at 
Carthago for six years. I always worked 
closely with Mr. Schuler and we dis-
cussed all things - from the sales de-
partment or the R&D department. We 
discussed everything together. Mr. 
Schuler said he wanted to step back a 
little bit and make sure that Mr. Wus-
chack, Mr. Fetscher, Mr. Stumpp and 
myself were in the executive four. We 
made that decision in the middle of 
2021. 

Aboutcamp BtoB: When did you take 
this role?
Markus Kern: I took over the role as 
CEO of the Carthago group in the 
fourth quarter last year. In general my 
understanding of managing the com-
pany is that we are a team and Mr. 
Schuler is the owner. He is absolutely 
an R&D man, and he likes to develop 
products. Now, at his age, he prefers 
not to be involved with areas like hu-
man resources, sales or other opera-
tional topics. He likes to be creative on 
our products. When he is involved with 
design challenges, he can focus on this 
and find a solution. We’d like to have a 
great Carthago group and a long term 
strategy. We have our headquarters in 
Aulendorf, and we made the decision 
together that we need a new produc-
tion in Slovenia. 

Aboutcamp BtoB: What is your back-
ground? But you already were in the 
company so...
Markus Kern: I have already been at 
Carthago for six years and I am a board 
member. I work very closely with my 
colleagues, very close, and we always 
discuss things together. 

Aboutcamp BtoB: How much has the 
lack of supply of chassis, that has af-
fected the whole market in recent 
months, impacted your business?

Bernd Wuschack: We had a slight-
ly different strategy to everyone else 
because we decided our first goal was 
to take every possible chassis to build 
a motorhome on. The dealers needed 
to replace the earnings lost from the 
reduced amounts, and us too. In Ger-
many, for example, the market in the 
last 12 months was going down by 15%, 
and we were going down 23%. That’s 
very important for us, so the reduc-
tion of the motorhomes, the half inte-
grated and integrated ones, was much 
less than the average of the market, 
but the reduction we had on camper 
vans was where we had the biggest 
lack of chassis so we lost 1/3 of our 
production and we now have to catch 
up again. We were limited on our pro-
duction line for the camper vans, and 
we had no information, that was our 
biggest problem. We had ordered the 
amounts we needed and then after the 
Caravan Salon in Düsseldorf came the 
information that we might not get all 
these numbers we ordered. There was 
no clear plan, and every month sever-
al hundred chassis were missing until 
now, and the end result is that we got 
much less than we ordered.

Aboutcamp BtoB: How did you 
change your production, or did you 
solve the problem by working with 
other brands, and other chassis?
Bernd Wuschack: It’s not so easy to 
change production because we are 
in a special segment concerning the 
weights. Another issue is flexibility, as 
we need the caps for the AL-KO low 
frames because of the total weight 
and for that there are not so many 
basic vehicles that are suitable. In our 
size of company, we need the syner-

gy with the chassis, and the Stellantis 
Fiat Ducato is really excellent and suits 
our needs. There is also the Mercedes 
chassis, and, of course, we are talking 
about the possibility of using that in 
future but we especially know the sit-
uation also consider the situation that 
we need a possibility for our moto-
rhomes and also for the vans. Many 
manufacturers have a solution, for ex-
ample, for half integrated vehicles for 
3.5 tonnes, no problem, or especially 
for a van, also no problem, but we are 
in between and for that it’s a little bit 
more complex. 

Aboutcamp BtoB: Did you change not 
only the production class but also the 
way in which you manufacture? Did 
you just stop production, or did you 
find other solutions?
Markus Kern: We had several stops of 
our production lines in Germany and 
also in Slovenia, because we did not 
get any chassis. I can’t remember how 
many weeks we closed production, but 
it was significant. We handled it very 
carefully and stayed flexible so every 
week we decided what we are doing in 
the following two weeks, every week. 
We couldn’t plan the next quarter, so 
we tried to do the best we could every 
week - the best we could do at that 
moment. It was not plannable, we lost 
productivity but we wanted to make 
sure that our customers or dealers got 
at as much as possible. And the sec-
ond thing was that before this lack of 
basic vehicles, we were really at the 
limit of our capacity so we changed 
things. The plant in Slovenia is not as 
it was, we changed it totally and we 
started to build a new plant in Slove-
nia especially for camper vans. That is 
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the important change, so in the future, 
we will have the existing plant for the 
production of motorhomes only. There 
we have changed lots of things to be 
more efficient in the future as now, 
for example we optimized the whole 
logistics systems. Additionally we will 
have another plant for camper vans 
only so we have much more possibili-
ties in future to be flexible and to have 
enough capacity if the growth is start-
ing again. 

Aboutcamp BtoB: Do you know when 
these changes will happen?
Markus Kern: We are very close. We 
started building this plant almost 40 
km south from our other plant. The 
factory should start production at 
least in the end of the second quarter 
next year. And, as Mr. Wuschack said, 
we will only produce camper vans 
there, our Malibu camper vans. The 
next thing is that we rebuilt Odranci 
plant in Slovenia, it was a complete re-
structuring with two production lines: 
the motorhome and the camper van. 
It was an effort, and a one and a half 
year project. It’s totally changed and it 
took a lot of money because we lost 
productivity too. 

Aboutcamp BtoB: So your suppliers 
also had to change everything, and 
reconfigure their logistics?
Bernd Wuschack: Yes, that’s right, but 
we see the possibility for the future, al-
though at this moment it’s very tough 
because all the things are coming to-
gether at the same time. 

Aboutcamp BtoB: Will the increase 
in the price of materials, components 
and mechanics have a negative im-
pact on your sales, or do you think 
that this won’t be a problem in the 
premium market segment?
Bernd Wuschack: We are convinced 
that it will have an impact, but in the 
premium segment perhaps it’s a little 

bit less than in the entry-level or in the 
mainstream; but there are two big is-
sues at the moment, one is delivery 
times and the other is pricing. For both 
things, all we can say to customers is, 
“Dear customer, we can’t promise you 
anything,”. This is the biggest chal-
lenge at the moment. We also have the 
experience of our dealers, when there 
is a customer looking for a vehicle and 
the dealer can’t say, “ok, look and take 
it, and this is the price,”. 
When it comes to the delivery time and 
pricing, some customers say :”ok, we 
have to think about it, let’s see what’s 
going on until then.” I’m sure it has an 
impact in their behavior. The situation 
is that people will still wait, but it’s the 
insecurity that’s the biggest thing and 
it’s not only our brands. That’s the next 
point: nobody knows what’s coming 
up with the war in Ukraine, inflation, 
etc, in the next short or middle term. I 
think there is much potential in the fu-
ture, we are sure that having a vacation 

on four wheels is still a good trend. Will 
demand decrease now or stabilize? We 
hope it gets stabilized and then see a 
small increase. The question is when 
will delivery of chassis increase again? 
That’s the most important question 
you could answer at this moment. No-
body knows the answer. 

Aboutcamp BtoB: For your market 
positioning, you are constantly de-
veloping your products without being 
revolutionary: do you plan any radical 
innovations for the future?
Bernd Wuschack: We have to satis-
fy the customers who have ordered a 
motorhome from our company. That is 
our first goal, and this will continue for 
the next one and a half years. There-
fore, we decided not to make any big 
evolution or changes, and we are con-
vinced that this is the right decision. 
Of course, in the future, we will have 
challenges, e-mobility or whatever, 
this will be a dramatic change in the 

P eople MARKUS KERN, BERND WUSCHACK 

Markus Kern (left) and Bernd Wuschack (right) in conversation with our editor-in-chief

Carthago City, Aulendorf
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development of the dimensions and 
the weight. For a long-term future we 
have to think about this, of course, and 
the next new things we will present in 
the model year 2025. To make an im-
pact on the market, of course we have 
ideas, and they are developed, but at 
this moment it makes no sense for us. 
That’s our strategy: to keep changes to 
a minimum so the price of the model 
they bought is stable. That was the old 
strategy of Carthago and Malibu and it 
works very well for our customers and 
we are satisfied with that strategy and 
situation. 

Aboutcamp BtoB: You have camper 
vans only on the Malibu brand at the 
moment; will we ever see a Carthago 
branded camper van in the future? 
And also are you planning to take on 
the urban vehicle minivan segment as 
well?
Bernd Wuschack: At this moment it 
makes no sense for us, because of our 
DNA’s personality. It has a personal de-
sign language and let’s describe it very 
simply – the smaller a car is, the less 
you can do in terms of individualiza-

tion and personalization, etc, so I think 
it’s not our main segment. We couldn’t 
be successful at least with this strate-
gy, because these vehicles are not our 
focus at the moment. 
Markus Kern: We are following the 
premium strategy as our core business 
and we are focusing it very strictly. For 
that reason we want to be Carthago as 
in its own style. At least we are quite 
a lot smaller than other competitors, 
but on the other hand we are premi-
um, with a high-quality product and a 
more individual profile. 
Bernd Wuschack: We have a clear fo-
cus and this is one of the reasons for 
our success, and you can’t do every-
thing with this philosophy. At this mo-
ment, this strategy is the right one for 
us, but we know also that we have to 
think about it in future, and the big 
picture is changing. In the end, this 
is more a question of the sales strat-
egy behind the product because  the 
Malibu van today is the absolute pre-
mium van segment, not an individual 
segment but the premium segment 
of the serial produced vehicles, so it’s 
more a question which dealers are 

handling this product, the Carthago 
dealer network or the Malibu one? We 
see the advantage in the Malibu dealer 
network because they are focused on 
the van business. Carthago dealers are 
successful in selling the motorhomes, 
the van sometimes is a secondary 
business and this is not the best solu-
tion in the end. Malibu dealers are do-
ing their business as good as the Car-
thago dealers. So at this moment, we 
are very happy with the Malibu brand 
even on the Malibu premium vans. 

Aboutcamp BtoB: What is your po-
sitioning in the European markets 
today, and which are the most im-
portant markets for you? Do you see 
any growth opportunities in markets 
where you are currently under-per-
forming or not present that you can 
do better?
Markus Kern: Right now, we can’t an-
swer that very clearly because the 
market shares are not clear enough, 
depending on the chassis supply, but 
at least in our premium market, we are 
market leader and we want to keep 
that position.
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Bernd Löher, Managing Director of Hobby arrived at the top of Hobby 3 years ago and 
had to manage problems and opportunities in pandemic and post-pandemic times

When innovation 
blends with tradition

Words Antonio Mazzucchelli - photo Enrico Bona

I nterview with BERND LÖHER
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Hobby and Fendt are two com-
panies with a high produc-
tion of caravans. In the future, 

Hobby would like to grow more and 
more in the campervan and motor-
home segments. The founder, Harald 
Striewski, still firmly owns this Euro-
pean group but has delegated the 
operational roles to his two managing 
directors. One of them is Bernd Löher, 
whom we had the opportunity to in-
terview at the Caravan Salon in Düs-
seldorf. 

Aboutcamp BtoB: Mr. Löher, could 
you tell us more about yourself?
Bernd Löher: I am 53 years old and 
I’ve worked in this industry since 
2003. At that time I started as the 
commercial and technical manager 
of Dometic Light Systems. Later on I 
was in charge of the RVOE business 
in Germany, before I took over the 
responsibility for the RV business in 
EMEA. In the last years at Dometic I 
was also part of the EMEA Manage-
ment and the Managing Director of 
two production sites. At the same 
time I was also heading the Product 
Management for Dometic EMEA, not 
only for the Caravan industry but also 
for Retail, Automotive, Lodging etc.
Three years ago, I took the decision 
to do something different. I’ve always 
had a very good relationship with 
Harald Striewski. This was a tipping 
point for me as I decided I would like 
to work for Hobby, so I left Dometic. 
In a typical Hobby way of working, it 
was a handshake deal, nothing more, 
nothing less. On February 1st 2020 
I started at Hobby, but the situation 
was quite difficult as the pandemic 
had just started, so one of my first big 
decisions was in March 2020, when 
we had to shut down the factory be-
cause of the Covid pandemic. After 
we took the right measurements to 
work and live with Corona, we were 
able to concentrate on product de-
velopment, differentiating the prod-

uct range, starting new developments 
like the Maxia and the Beachy. That’s 
the advantage of working for a pri-
vately owned company: there’s a very 
fast decision-making process and Mr. 
Striewski always encouraged me to 
go ahead with the new projects and 
ideas.

Aboutcamp BtoB: Two managing 
directors at Hobby and one owner: 
what are the respective areas of ex-
pertise? How much does the founder 
still actively participate in the man-
agement of the company and its de-
cisions? 
Bernd Löher: Actually Mr. Striews-
ki is no longer involved in the daily 
business, so the governance is pretty 
clear: he’s the owner, Holger Schulz is 
the Managing Director for sales, mar-
keting and aftersales, that’s the way 
how we divide responsibilities on a 
day-to-day business. Holger running 
sales and marketing, and I’m looking 
after production IT, HR, R&D and the 
whole company. 

Aboutcamp BtoB: What is the size of 
Hobby today and what has been the 
peak of production over the years? 
Bernd Löher: The current produc-
tion volume for Hobby is between 
12,000 to 13,000 caravans, and an-
other 10,000 Caravans for Fendt, 
that means we are the market lead-
er in Europe, if it comes to Caravans. 
The peak over the years were 20.000 
units for Hobby, today we are very ag-
ile and we can adopt very fast to the 
market conditions, of course with the 
current restriction on supplies. 

Aboutcamp BtoB: In a world popu-
lated by large groups listed on the 
stock exchange, Hobby and Fendt re-
main a family company: what are the 
advantages and the disadvantages of 
this? 
Bernd Löher: The biggest advantage 
we have is that we are very agile, we 

can make our own decisions, and the 
decision making progress is very fast, 
which is also appreciated by our part-
ners / suppliers.
Hobby and Fendt have always been a 
very reliable partner to our suppliers, 
which is also part of our mission. So far 
I have not experienced any disadvan-
tages of a privatly owned company.

Aboutcamp BtoB: With increasing 
production costs, inflation and the 
supply chain issues, at the same time 
the German market achieved a sales 
record. What do you expect the fu-
ture to be like? 
Bernd Löher: We think that in the next 
years we will reach the market level 
we saw in 2017- 2018. This means the 
market will go down a little bit; if we 
talk about caravans, we expect the 
market in Europe to be somewhere 
between 70,000 and 80,000 units. 
With supply chain issues, uncertain-
ty around geopolitics and inflation 
expected to reach 10% by the end of 
this year, as well as the huge cost of 
energy, we can already see some re-
strictions in consumer confidence and 
people are being a little more cau-
tious before buying a new caravan or 
a motorhome. 

Aboutcamp BtoB: Do you think that 
increasing high prices of motor-
homes could lead to a greater inter-
est in caravans? 
Bernd Löher: I’m not sure whether the 
high cost of motorhomes will lead to 
a greater interest in caravans. For me 
it is more important what will happen 
in the next five to ten years, because 
combustion engines will be banned 
from 2035. We as an industry have to 
face these new challenges. Most chas-
sis manufacturers are already working 
on electric vehicles, the only ques-
tion is how they will be suitable for 
the industry. What range can you get 
with a battery-powered motorhome? 
I think caravans will experience a re-
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naissance because you can adapt a 
caravan much faster in terms of size 
and weight. This is the reason why 
we have developed the Beachy Air 
with a target weight of 500-600 kg 
so that you can also tow this caravan 
with an electric car. If you look at reg-
istrations, especially in Scandinavia, 
the majority nowadays are e-cars, so 
this is a chal-lenge for the industry to 
adapt to new reality.

Aboutcamp BtoB: You are a Europe-
an manufacturer that has retained 
caravans as the majority of its prod-
uct range: will you be able to main-
tain this in the future? 
Bernd Löher: Our goal is that we 
maintain our market share for cara-
vans, but Hobby has a good opportu-
nity to grow the motorhome business 
because our market share in motor-
homes is rather small, which is one of 
the pillars of our future strategy. 

Aboutcamp BtoB: Are Hobby and 
Fendt completely independent 
brands or do you have internal syner-
gies in terms of R&D, purchasing, and 
sales networks? 
Bernd Löher: We do have synergies, 
and we are now bringing them more 
and more together so that we can 
capitalize on R&D and purchasing. For 
example, Hobby is quite sophisticated 
in terms of electronics and bus sys-
tems, and Fendt has a high expertise 

in wooden materials, but we keep the 
DNA of both brands separated and 
we are not going to mix them. The 
synergies are only in the background. 

Aboutcamp BtoB: How have you re-
organised the production of your 
motorhomes and camper vans to 
manage the shortage of the mechan-
ical base vehicles? 
Bernd Löher: We have of course reor-
ganized our production lines in order 
to manage the shortages on the chas-
sis. Today we have a high flexibilty in 
our lines, which is also linked to the 
high vertical value chain we maintain 
at Hobby. The main focus for Hobby is 
to keep delivery times, even if we have 
to jeopardize effiency in our produc-
tion to do so.
 
Aboutcamp BtoB: There are also 
supply chain problems in the caravan 
sector? Which ones? 
Bernd Löher: There have been several 
issues in the supply chain, like PMMA 
cables and harnesses, electronics as 
such, plywood, aluminium etc. At the 
moment it looks like the supply chain, 
with the exception of the chassis, is a 
bit more stable, but still far away from 
being reliable. As mentioned before, 
we have the advantage of a a very 
high vertical and deep value chain 
because we manufacture many things 
ourselves, such as the chassis, so we 
are a little bit more independent. That 

has helped us a lot during the last 2 
years, and we will maintain this strat-
egy. Whenever possible we choose to 
„make“ instead of „buy“. And on top 
of this we also have our own furniture 
company.
 
Aboutcamp BtoB: With the Maxia se-
ries you inaugurated a very modern 
minimalist style for interior design. 
Was this a courageous choice or was 
it time to satisfy a new type of cli-
en-tele with less traditional taste? 
Bernd Löher: For Maxia one of the tar-
get markets is Scandinavia, this is the 
reason why we have this minimalistic 
design, but also in the Maxia you can 
see and feel the Hobby DNA, because 
this is our heritage. The intention of 
the Maxia is of course to cover also 
other market segments and to fullfil 
the demand for a bit less traditional 
taste. Especially in Scandinavia the 
Maxia Style is very well received, they 
love the design and the simplicity, and 
the clear furniture structure. 

Aboutcamp BtoB: The development 
projects on Volkswagen on Motor-
home is new for Hobby: will there be 
other models in the near future? 
Bernd Löher: We have signed a long 
term cooperation with VW. One result 
out of this cooperation was shown at 
Caravan Salon, the IDBUZZ together 
with the corresponding Beachy Air. 
There is more to come, please stay 
tuned.

Aboutcamp BtoB: Beachy is a disrup-
tive and transversal product: is it just 
a marketing lever or is it intended to 
make consistant numbers? 
Bernd Löher: The Beachy is not a 
marketing gig. Our intention with 
the Beachy is to find new customers 
and bring #vanlife to the world of 
caravans. The Beachy is here to stay. 
Also if you look at the demand for the 
Beachy, it’s bee brilliant; within a year 
we have managed to create a new 
brand, a dedicated community for the 
Beachy, I don’t even know how many 
Facebook pages we now have on the 
Beachy. It’s been an unbelievable suc-
cess. 

Aboutcamp BtoB: Is Beachy Air just 
a concept or is there an interesting 
market in the light trailer segment? 
What were the drives of the project? 
Bernd Löher: The Beachy Air is more 
than a concept, because everything 
that you see on the Beachy Air is 
made on CNC machines, it is not a pro-

I nterview with BERND LÖHER
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Bernd Löher in conversation with our editor-in-chief

totype. The reason why we launched 
the Beachy Air is e-mobility, we really 
wanted a lightweight caravan. In terms 
of design,it was a cooperation with 
Volkswagen to have a corresponding 
design to the ID buzz. If you look at the 
outer shell of the Beachy Air; it’s more 
like a monocoque than a normal cara-
van. We used new materials, produc-
tion methods etc. Even if it looks a bit 
retro it’s high-tech inside and will use 
this as a base for future developments 
such as carry over projects for motor-
homes and caravans. The weight is one 
of the biggest challenges we will have 
in the near future, especially when we 
talk about battery electric vehicles. 
The Beachy Air has all the advantages 
in terms of style, weight and function-
ality, so you can tow the Beachy Air 
with a relatively small car and with a 
standard driver‘s license. 

Aboutcamp BtoB: What non-Europe-
an markets are you present and how 
is it going in those countries? 
Bernd Löher: We export to China, 
plus we are also selling to Japan and 

Korea. I would say that those markets 
are stable for the time being. Even 
if the main focus is of course on the 
european markets we are also look-
ing into potentail export markets for 
Hobby, just to be prepared.

Aboutcamp BtoB: A new kind of 
customer is coming who is more de-
manding. Are the dealers, generally 

speaking, prepared to this kind of 
customer? 
Bernd Löher: At the fair we noticed 
that people tend to choose more ex-
pensive vehicles, therefore the whole 
user experience has to match our 
customers‘ expectations. Since this is 
not a completely new development, 
I would say that our dealers are pre-
pared for this new kind of customer.
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Even in a critical period like the current one we are experiencing, the Knaus Tabbert 
Group is demonstrating surprising energy: new models, new technology and even new 
types of vehicles. To find out more details, we talked with Gerd Adamietzki, Chief Sales 
Officer of Knaus Tabbert

Multi-chassis strategy: 
full speed ahead for Knaus!

Words Antonio Mazzucchelli - photo Enrico Bona

T he floor to GERD ADAMIETZKI

G erd Adamietzki has over 28 years 
of experience in the caravanning 
industry. He joined the Knaus Tab-

bert Group in 2006 and assumed the 
role of Chief Sales Officer in 2013. We 

interviewed him at the Caravan Salon 
Düsseldorf 2022.

Aboutcamp BtoB: Knaus Tabbert is 
probably the European caravan and 

motorhome brand that has renewed its 
products the most: a great effort, and is 
it also a great investment in the future?
Gerd Adamietzki: I am pleased that you 
see it that way because that is precisely 



35
    

gen, MAN. Is this necessary to protect 
against the supply bottlenecks from 
Stellantis?
Gerd Adamietzki: We recognised the 
supply chain problem early on and 
started to counteract it 18 months ago 
with our multi-sourcing strategy. In the 
meantime, we have the largest range of 
chassis to meet the increasing demands 
of our customers and to be able to have 
some flexibility in the market.

Aboutcamp BtoB: Does the production 
of motorhomes on different basic vehi-
cles lead to higher costs? How has this 
affected your production and organisa-
tional processes?
Gerd Adamietzki: Of course, a larg-
er selection of chassis requires corre-
sponding additional effort in design, 
development, logistics and, ultimately, 

in the distribution of the chassis. But we 
have decades of experience in building a 
wide variety of recreational vehicles.

Aboutcamp BtoB: The new Azur car-
avan is the result of years of exper-
imentation with new technology, 
which started a few years ago with 
the Travelino and continued with the 
Deseo. What were the highlights of 
this project? Why did it take so long 
to develop it?
Gerd Adamietzki: This technology 
was a very ambitious project - virtually 
new technological territory for us. Af-
ter all, we asked for nothing less than 
to completely challenge the entire way 
of producing a caravan previously. The 
result were fascinating products like the 
KNAUS DESEO: A high-quality cara-
van for which our goal was to be able 

Left: Knaus Tourer Van. Above and below: Knaus Tourer CUV

our aim. We want to remain the leader 
of innovation in the industry. That is why 
new developments, new technologies 
and new vehicles have absolute priority 
at Knaus Tabbert. Take the AZUR cara-
van, for example, nobody in the industry 
has been able to replicate this techno-
logical advance in production. The Fi-
breFrame technology with its self-sup-
porting, high-strength frame gives us 
completely new freedom in the design 
and production of leisure vehicles. In 
short: this revolutionary technology 
offers a real unique selling point in the 
market.

Aboutcamp BtoB: Knaus Tabbert is the 
manufacturing group in the caravan-
ning industry with the largest variety of 
chassis (base vehicle) used for motor-
homes: Fiat, Ford, Mercedes, Volkswa-
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to open the entire rear wall. With the AZUR we have now in-
troduced this FibreFrame technology to the larger model - 
which has been an additional challenge for the team - and in 
my opinion they have mastered it excellently. The AZUR is the 
technological pinnacle in terms of caravan construction.

Aboutcamp BtoB: Are you planning to transfer this technol-
ogy to all caravans in the Knaus Tabbert Group?
Gerd Adamietzki: TRAVELINO, DESEO and AZUR are just the 
beginning. We believe in this technology. The advantages are 
clear: the highest degree of freedom in the design of recre-
ational vehicles, combined with the possibilities of automated 
production.

Aboutcamp BtoB: Is the future use of this technology also 
planned to be used for your motorhomes?
Gerd Adamietzki: The FibreFrame has been developed uni-
versally. We are researching and developing in all conceivable 
directions. Wait and see. Be surprised!

Aboutcamp BtoB: Looking at the latest products, it seems 
as if Weinsberg wants to move away from its position as an 
entry-level brand. Is that true?
Gerd Adamietzki: The brand essence of WEINSBERG is to al-
ways offer the best price/performance ratio in its class. This 
has positioned WEINSBERG very successfully and precisely 
for years. This is also proven by the feedback from the markets. 
With the CaraCompact Edition [PEPPER] on Mercedes-Benz, 
we are now expanding the proven portfolio with an attractive 
variant, which, by the way, our customers are choosing more 
and more often. And finally: this version [PEPPER] is also ex-
tremely well positioned in terms of pricing.

Aboutcamp BtoB: How has the motorhome segment devel-
oped in the Knaus Tabbert Group in terms of investment and 
market growth?
Gerd Adamietzki: We have experienced an unbroken boom in 
motorhomes and campervans in recent years. Knaus Tabbert 
has contributed significantly to this trend. The European reg-
istration statistics document this. Since 2008/2009, the ratio 
of caravan to motorhome production has developed steadily 
in the direction of motorhomes. But of course we do not for-
get the production of caravans; they are a solid pillar of Knaus 
Tabbert and part of our DNA.

Aboutcamp BtoB: All European manufacturers have focused 
on the emerging category of urban motorhomes, i.e. min-
ivans with pop-up roofs. You have developed completely 
different products: the Tourer CUV and the X-Cursion. Why?
Gerd Adamietzki: For us, this is a completely new vehicle cat-
egory that we are convinced will inspire our customers. The 
feedback at the Caravan Salon 2022 was enthusiastic to eu-
phoric. This shows me that we are on the right way with these 
new camper models. This new class closes the gap between 
compact campers and urban campers. A fully-fledged motor-
home with a seating area, kitchen, complete bathroom and up 
to four sleeping berths at a length of less than 5.9 metres and 
based on a VW T6.1 that is almost cult-like in the scene - no 
one else does that.

Aboutcamp BtoB: You have a large number of caravans in 
your range: How important is the caravan segment for the 
Knaus Tabbert Group? Will it also be a strong market seg-
ment in the next 5-10 years?
Gerd Adamietzki: Our roots are in caravan construction, and 
we have successfully proven that for decades. This is shown 
by the number of vehicles in Europe, where Knaus Tabbert 
caravans are at the top. The fact that we continue to believe 
in caravans is shown by our new vehicles such as AZUR or the 
TABBERT PEP PANTIGA. I am firmly convinced it remains a 
strong market segment - and we will continue to develop and 
offer very attractive caravans.

Aboutcamp BtoB: What role does “Tabbert“ play within the 
whole group? Are you looking for a wider range of custom-
ers by renewing or modernising the new PEP Pantiga? Or is it 
a result of the change in your traditional clientele?
Gerd Adamietzki: TABBERT caravans are stand-alones in 
the market. But: Just as our customers are changing, we are 
changing too, of course. For me, TABBERT was somewhat 
trapped in its own history for a long time. With the PANT-
IGA models, we are breaking with traditions, entering new 

Gerd Adamietzki 
in conversation with 
our editor-in-chief

Weinsberg CaraCompact Suite on Mercedes-Benz

Tabbert PEP Pantiga 390 WD with folding bed

T he floor to GERD ADAMIETZKI
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grounds. In the end, the customers 
will decide. But I am convinced: 
we are on the right path.

Aboutcamp BtoB: What are your ex-
pectations for the end of 2022? Will 
you have many impacts on the lack 
of motorhome chassis? What are your 
prospects for the coming years?
Gerd Adamietzki: The multi-sourcing 

strategy is already taking effect: our 
new partners are delivering reliably in 
the second half of the year. Therefore, 
we expect an even better chassis supply 
in 2023.

Aboutcamp BtoB: Could the increase in 

motorhome prices lead to a switch of 
customers to (cheaper) caravans?
Gerd Adamietzki: We have moderately 
adjusted our pricing policy to the cur-
rent situation and can thus continue to 
offer attractive vehicles at attractive 
prices in all segments. In my view, the 
motorhome and caravan categories are 
neatly separated in the market and will 
not tend to substitute each other.

Here and 
on the left: 

the new 
Knaus Azur 

with a model of 
its self-supporting 

fiber frame



38
    

Over the past three years, Joerg 
Reithmeier has overseen a succession 
of key acquisitions for LCI, including 
initiatives which brought Polyplastic 
and Schaudt GmbH Elektrotechnik 
& Apparatebau under the Lippert 
corporate umbrella. He recently 
spoke with AboutCamp BtoB about 
acquisitions, business strategies and 
an ever-evolving product portfolio to 
capture the next generation of buyers

Building 
for the future

Words Antonio Mazzucchelli with Craig Ritchie
Photo Enrico Bona

F ace to face with JOERG REITHMEIER
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In partnership with

Joerg Reithmeier joined Lippert 
Components Inc (LCI) in April 
2019 as Senior Advisor, Business 

Development, tasked with growing 
the company’s share in the Europe-
an caravanning market through stra-
tegic acquisitions, such as the on-
boarding of Polyplastic B.V. and its 
affiliates in early 2020. 

The complexity associated with man-
aging the integration of new busi-
ness units subsequently led to an or-
ganizational shuffle within the firm, 
and Reithmeier was named Manag-
ing Director, Caravanning, EMEA on 
August 1, 2022. Reithmeier brings 10 
years of automotive industry experi-
ence to the new role, plus an addi-
tional 11 years in the caravan industry, 
including tenure as a member of the 
executive board of the Erwin Hymer 
Group. 

Aboutcamp BtoB: You embarked on 
your new role this summer, but you 
have already been working with Lip-
pert for three years. What are the 
main activities you have implement-
ed in this new role, and what do you 
see as primary objectives over the 
medium and longer term?
Joerg Reithmeier: Since moving into 
the new position I’ve met major cus-
tomers, visited the various Lippert 
plants in different markets and dis-
cussed with  the management teams 
in order to put together the strategy 
for the next five years. We analyzed 
the market trends in light of today’s 
challenging times, with a view to 
learning the main expectations of 
customers and where we need to 
position ourselves in order to meet 
those needs. The result was a de-
tailed strategy – not just for the com-
pany, but for each individual plant. 
We further defined the necessary ac-
tions and put the respective persons 
in charge. It is complex, as we still 
have quite challenging situations in 
daily business related to the supply 
chain. But this approach will ensure 
we can manage the situation in order 
to best support our customers.

Aboutcamp BtoB: What are Lip-
pert’s strategic priorities for a suc-
cessful future?
Joerg Reithmeier: The priority is 
to be very close to our customers 
and to understand their needs. The 
whole approach from Lippert is a 
new comprehensive strategy intro-
duced during summer 2022 based on 

four pillars to which all BU’s will need 
to adhere and align their individual 
plans.
One is innovation, so we want to be 
the market leader in terms of inno-
vation. The second pillar is customer 
experience, we want to support our 
customers well by being closer to 
them than our competitors are. The 
third pillar is quality, we want to con-
tinually improve the quality of our 
products. And the final pillar is lead-
ership and culture. We want to have 
strong team leaders and highly en-
gaged team members, to put them in 
the focus, and to support them. Our 
corporate culture is to not only focus 
on people, but also on the commu-
nities we live and work in, where we 
feel we can make a positive impact. 

Aboutcamp BtoB: Lippert supplies 
both OEM and aftermarket custom-
ers in Europe. What is the propor-
tional contribution of each business 
right now, and is it anticipated to 
change moving forward?
Joerg Reithmeier: Our main focus is 
on the OEMs, and that represents the 
significant majority of our sales.
Our aftermarket business is growing, 
but it has a different focus than our 
OEM business and includes product 
lines we don’t sell in the OEM sector. 
So it’s much more accessories than 
spare parts, representing product 
like bike racks, for example. We want 
to offer products which have out-
standing USPs, which are new on the 
market. With the acquisition of Fur-
rion, we can significantly extend our 
product portfolio and offerings, es-
pecially in the aftermarket segment 
of electronics, camera systems, cool-
ing systems,  energy management 
and so on.

Aboutcamp BtoB: That neatly brings 
us to our next question – are your 
objectives for the Furrion brand in 
Europe?
Joerg Reithmeier: We need to adapt 
some of the Furrion products to 
meet European specifications, which 
is easier than to produce these prod-
ucts here. That includes even com-
plex products like for example the 
new camera system, which has a lot 
of features which you currently don’t 
find on existing systems on the mar-
ket.

Aboutcamp BtoB: And what about 
the Schaudt business? Is the acqui-
sition of Schaudt the first step to-
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wards Lippert increasing its portfo-
lio of electronic technologies?
Joerg Reithmeier: With Schaudt we 
are able to offer our customers a full 
line of electronics, connectivity and 
energy management capabilities. 
Energy management in particular is 
an area we see as of key strategic im-
portance for the future. 
Schaudt is the basis, with consid-
erable input from our colleagues at 
Lippert Technology in the US who 
have considerable strength in a num-
ber of key competencies. We want to 
further grow and develop new prod-
ucts in that area, especially with the 
goal to provide end-users with more 
independence and autarky. There is 
a new term in US: ‘boondocking’ re-
ferring to camping off-grid. We see 
this as an emerging trend in both 
markets.
We also analyzed what it will mean 
when numbers of electric caravan-
nings enter our market. We are al-
ready supplying between 200,000 
to 300,000 connectivity solutions 
per year in the US. Schaudt will be 
the front end for these solutions that 
we will develop in cooperation with 
our colleagues in the US

Aboutcamp BtoB: We know that 
you have extensive experience in 
electric mobility. Is this a sector in 
which Lippert is also engaging?
Joerg Reithmeier: Yes, we presented 
the e-trailer in US because chassis 
represent a strategic segment, and 
we want to be well positioned. Lip-
pert is known for being very strong 
in chassis development, and we’ve 
been busy developing our compe-
tencies in energy management, so it 
is natural for us to take the lead in 
developing solutions around electric 
drives.

Aboutcamp BtoB: Can you share 
details on other fields in which Lip-
pert’s R&D departments are cur-
rently focused? What might we see 

coming to market in the near future?
Joerg Reithmeier: You understand 
that I cannot share everything but at 
least I want to give you some indi-
cation for some areas: we have set a 
five-year approach around the areas 
of connectivity and autarky, by pro-
ducing better energy management 
systems. 
But it’s our innovation strategy is 
not only about additional function-
ality, we will also do developments 
to offer more cost-focused solutions 
in the near future, because prices 
for caravannings have significant-
ly increased. We see an obligation 
to ensure that we as an industry 
can continue to offer motorhomes 
and caravans in the entry and main-
stream segments, and not just the 
luxury and premium category. In the 
present direction, we risk losing cus-
tomers because motorhomes and 
caravans are becoming too expen-
sive. So we are convinced we need 
to develop cost-focused solutions in 
the next future to prevent that sce-
nario.

Aboutcamp BtoB: Lippert has in-
vested several resources to develop 
a slide-out system in Europe. Yet the 
technology doesn’t appear to have 
gained the popularity it has in North 
America. Why is this?
Joerg Reithmeier: Motorhomes in 
Europe are in general smaller than 
they are in North America, especially 
with that limitation of 3.5 tons. Hav-
ing a slide-out adds space when in 
camping mode, but you lose space 
internally when the vehicle is in driv-
ing mode.
We will further continue to focus on 
space extensions, but we will slightly 
modify the approach. We collected 
a lot of additional experience when 
we developed pop ups, where we are 
quite successful in the meantime.

Pop ups are also space extensions. 
The learning is, that we need to have 
specific solutions that reflect the re-
alities of the European market, which 
extend the space, but don’t result in 
a space loss when the unit is closed. 
A horizontal slide-out with such fea-
tures is for sure interesting when you 
consider the weight for the addition-
al space is lower than the weight you 
would have if you just made a longer 
motorhome. There are real benefits.

Aboutcamp BtoB: Lippert is close-
ly involved in the development of 
camper vans and urban campers 
offering products such as pop-up 
roofs or dedicated panoramic win-
dows. Do you have a specific strate-
gy for this sector in the medium and 
long term?
Joerg Reithmeier: In general the per-
centage of camper vans is growing 
and for both OEMs and suppliers, the 
consequence is the additional con-
tent that we can supply is decreas-
ing. Obviously, our goal is to supply 
as much of that content as possible. 
We earlier talked about our success-
ful pop up developments. Addition-
ally accessories are getting even 
more relevant for such vans. That’s 
one of the product families where we 
think a lot about how we also can de-
velop accessories around the vehicle 
to provide customers camping expe-
riences like with bigger motorhomes. 

Aboutcamp BtoB: Are there Lip-
pert products developed in Europe 
which are adopted by American 
manufacturers, and vice versa?
Joerg Reithmeier: When Lippert en-
tered the European market, the goal 
was to supply products from the US 
to Europe. And, we are importing 
some products from the US into Eu-
rope, such as Furrion products. 
What is interesting is that we have a 

Belvedere
open and
closed

F ace to face with JOERG REITHMEIER

Booster
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roughly three-
times higher vol-

ume of product which 
we ship from Europe to 

the US. That is driven by the 
trend towards camper vans in 

US. In the US market European de-
sign is interesting for major custom-
er groups and light weight is get-
ting more important; this makes our 
products more appealing and it has 
significantly boosterd our shipments 
to the US. 

Aboutcamp BtoB: Is Lippert Cara-
van in Europe planning any invest-
ments for production sites or prod-
uct lines?
Joerg Reithmeier: Yes, we are con-
tinuously growing. At the moment 
we are investing in a new logistics 
center at Polyplastic, and we are in-
vesting in new machinery that will 

allow us to become more productive 
and cost-efficient in some areas.

Aboutcamp BtoB: Does the concen-
tration of caravanning builders in 
large groups represent an opportu-
nity for Lippert? Or is it more of a 
risk?
Joerg Reithmeier: I think in general, 
it’s an opportunity because we as an 
industry can fulfill more automotive 
standards which are expected from 
our end-user customers. Since it’s 
important to put more efforts and 
expensive investments into innova-
tion and product development,It’s 
easier in terms of getting the nec-
essary basic volumes if there are big 
players dealing with each other. 
Nevertheless, it’s also important to 
focus on smaller customers and to 
be extremely customer-focused and 
make sure that these players who 
might address specific end customer 
needs or have specific products see 
Lippert as a competent and per-
forming partner.

Aboutcamp BtoB: The car-
avanning markets in most 
economies have experi-
enced strong growth 
until this year. How do 
you see the markets 

Michele Checcucci 
Michele Checcucci took on the role 
of Chief Business Development Of-
ficer EMEA effective as of 1 Septem-
ber 2022. Checcucci’s appointment 
is the next step to focus Lippert’s 
efforts on growth and innovation 
across all Lippert businesses in the 
EMEA Caravanning, Marine, Railway, 
Aftermarket and Emerging Markets 
industries. Checcucci will focus on 

product innovation, acquisitions, aftermarket expansion, 
customer relationships, emerging markets, and synergies 
throughout EMEA. Checcucci has 30 years of experience 
in the Caravanning sector and was the former President of 
Metallarte Srl and RV Doors Srl which were acquired by Lip-
pert in June of 2017. Since joining Lippert in 2017, Checcuc-
ci has been instrumental in the expansion of Lippert busi-
nesses and was a key strategic leader in the acquisitions of 
ST.LA Srl, Lavet Srl, Femto Engineering Srl, Ciesse Spa and 
Polyplastic BV. “Michele has been crucial to our growth and 
development since we entered Europe and we would not be 
where we are today without him and the amazing team of 
people he’s assembled. Not only has Michele helped us de-
velop our EMEA strategy but he has become a great friend 

Lippert consolidates its management in Europe
to me and several others in this organization”, said Jason 
Lippert, Lippert President and CEO.

Gianluca Cricchi 
Gianluca Cricchi took over the role of General Manager 
Caravanning Italy from 1 September 2022. Cricchi has been 
with Lippert since March 2021, when he took on the role of 
RV Operations Director Italy. Since joining the team, Cric-
chi has been focused on growing the operations team and 
providing a more structured environment. Before joining 
Lippert, Cricchi worked for more than 10 years in the home 
appliance industry and 11 years in the architectural lighting 
industry, including serving on the board of directors. He 
has a master’s degree in Mechanical Engineering. The role 

of General Manager Caravanning It-
aly will lead the previously acquired 
companies of Project 2000 Srl, 
Metallarte Srl, RV Doors Srl, ST.LA 
Srl, Lavet Srl, and Femto Engineer-
ing Srl, as well as the related after-
market distribution, which was also 
consolidated into Caravanning Italy 
in 2018. Cricchi will report to the 
new Managing Director of Caravan-
ning EMEA, Joerg Reithmeier.

continuing over the next few years?
Joerg Reithmeier: We anticipate this 
as stable market over the next year – 
we don’t see significant growth, but 
we don’t see a decrease either, espe-
cially in terms of production because 
there’s still a lot of end-customer or-
ders on hand, and the stock limits of 
the dealers are very low. So as a sup-
plier, for the next year we see con-
stant, strong demand.
Looking further ahead, caravanning 
is trendier than ever, especially in the 
trend towards urban vehicles. The 
rise of camper vans means that cus-
tomers are replacing their cars with 
motor homes. So we see a further 
growth in units, but we are also con-
vinced it will be smaller units, more 
automotive units, and that’s some-
thing what we need to keep in mind 
in order to have the right product 
portfolio.

Piuma

Vista 2
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Italian 
style takes 
root in the 
USA

In these challenging and complicat-
ed times, Tecnoform is working at 
many levels to create ever closer 

and more fruitful relationships with 
their clients. Renzo Kerkoc, CEO of 
Tecnoform, tells us how the company 
is responding to the needs of new us-
ers in this fast-changing world.

Aboutcamp BtoB: In an increasingly 
globalised world, does Tecnoform 
still consider Europe to be its princi- 
pal market?
Renzo Kerkoc: For some years now 
Tecnoform has taken on the challenge 
of the global marketplace, while aware 

of the persistent differences between 
the various macro-regions. We are an 
Italian company, deeply rooted in Eu-
rope, but we’re also investing strongly 
in America. We started working with 
American companies in 2005, as a 
supplier for Winnebago, and our in-
volvement in the market has acceler-
ated since 2017, with the expansion of 
our operations, and with the founda-
tion of Tecnoform Inc., our US subsid-
iary, in 2019. In the years since then 
we have grown very strongly in the 
American market, and our turnover 
has increased from 2.7 to almost 11 
million USD.

Words Renato Antonini - photo Enrico Bona

Renzo Kerkoc, CEO of Tecnoform, talks about the changes his company is undergoing 
in response to the dynamics of a society which itself is changing fast, 
both in Europe and America

Aboutcamp BtoB: How is your Ameri-
can branch set up?
Renzo Kerkoc: We started looking for a 
suitable factory location two years ago, 
and we are just completing the installa-
tion of our machinery now. For strategic 
reasons, we decided to set up in Grand 
Rapids, in West Michigan. The area has 
a number of high-quality office and 
home furniture companies, and so we 
can count on the availability of skilled la-
bour and a well-structured supply chain. 
We are also close to the state of Indiana, 
where several of the largest RV manu-
facturers are based. Tecnoform Inc. will 
initially supply furnishings for the RV in-

I nterview with RENZO KERKOC
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In partnership with

dustry, and we’re also open to establishing relationships with 
the nautical and furniture sectors.

Aboutcamp BtoB: How is the American market different 
from Europe?
Renzo Kerkoc: In the United States, manufacturers are mov-
ing fast towards automation, and they are well-prepared for 
competing in the global marketplace. This has stimulated us to 
change as well: we are aiming to increase our production ca-
pacity and want to interface with other manufacturers, as well 
as employing innovative materials. It may at first seem that a 
few American RV makers are somewhat resistant to change 
and innovation. For instance, they may find it hard to change 
over from protruding to flush mounting door panels. However, 
the furnishing projects we have completed so far in the US 
have been a positive experience for our customers, and Tec-
noform has been able to establish a distinct style for design 
and fabrication. Last year, we completed an important interior 
project with Jayco: the Terrain/Launch 4x4 model obtained 
the prestigious RV News 2022 Type B of the Year and RV Busi-
ness 2022 Top RV Debut awards.

Aboutcamp BtoB: What does Tecnoform offer American 
makers?
Renzo Kerkoc: Our production department employs inno-
vative machinery, and we also want to offer the American 
market the co-design and co-engineering experience that we 
have pioneered in Europe. The US plant will make flat panels 
first, followed by other components. Our objective is to pene-
trate the RV towable and fifth-wheel market, while building on 
our strengths in motorised RVs. As an example, we’re already 
working and building great new projects with Winnebago, For-
est River, and Thor groups. Together with our award-winning 
customers, we want to inject innovation into the RV industry, 
using new materials, new decorative elements, and construc-
tion systems that differ from the conventional approach and 
provide clear benefits to our customers and users.

Aboutcamp BtoB: Europe and America: what points of con-
tact are there between them?
Renzo Kerkoc: I believe that research on both sides of the At-
lantic will focus on light weight and sustainability. We must 
adapt our production increasingly towards the use of light-
weight, sustainable materials. Lighter vehicles consume less 
fuel and have greater availability for the installation of battery 
packs. The issue of light weight is also a hot topic in the Unit-
ed States right now, especially for towables linked to electric 
vehicles.

NowoCore
NowoCore is a new material presented by Tecnoform at 
the 2022 Caravan Salon. It is used to make super-light-
weight, water resistant doors. Made from recycled ma-
terials, it can be shaped to a unlimited variety of forms. 
NowoCore takes light-
weight to new levels, 
with a view to future 
applications on elec-
tric vehicles. It is high-
ly water resistant, mak-
ing it ideal not only for 
bathrooms, kitchens 
and tables, but also for 
furniture which may 
used outdoors as well 
as inside the vehicle.

Tecnoform USA
Tecnoform is expanding into the United States with 
new manufacturing, service, and sales operations in the 
Grand Rapids (MI) area. This new facility will serve as its 
North America headquarters, and will produce high qual-
ity, distinctively designed RV furniture, ‘Made in the USA’. 
Tecnoform started working with American companies in 
2005, but its involvement in the market has accelerated 
since 2017 with the expansion of the operations. In the 
years since then the company has grown very strongly 
in the American market, and the turnover has increased 
from 2.7 to almost 11 million USD.
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Aboutcamp BtoB: But how can you reconcile production 
costs with light weight and sustainability?
Renzo Kerkoc: You have to look at the total cost of the prod-
uct, which includes hidden costs incurred after the product 
leaves the factory. The higher cost of production may be com-
pensated by lower downstream process costs. Just think of 
the costs of transport and handling, for example. We need to 
start thinking in terms of total cost and product lifecycle and 
circularity.

Aboutcamp BtoB: No doubt the issue of sustainability also 
affects the organisation of Tecnoform and its operations.
Renzo Kerkoc: Yes, the environment has been a central con-
cern of Tecnoform for many years. We are working on two 
fronts: reducing our consumption and recycling. In 2014 we 
launched a programme to reduce our energy consumption, as 
attested by the Energy Audit Report (UNI CEI/TR 11428): Tec-
noform was the first company in the Bologna area to imple-
ment such measures. To reduce our energy costs, we covered 
the roofs of our buildings with photovoltaic modules. Now we 
have started the second phase of our energy reduction pro-
gramme, by installing a boiler fueled with wood processing 
waste, among other things.

Aboutcamp BtoB: Have you made investments in human re-
sources?
Renzo Kerkoc: The company is undergoing a generational 
changeover: Tecnoform is evolving and employing an increas-
ing number of young people. A number of our earliest team 
members have recently retired and the new entries are young 
people, whose cultural background makes them strongly in-
terested in innovation and environmental sustainability. Tec-
noform is increasingly connected with the values of the new 
generation, looking to the future. We have held several courses 
with universities and are working with leading trade schools, 
which I believe to be very important. And this “youthful” way 
of thinking is also at the heart of our new communications 
strategy.

Aboutcamp BtoB: And what form does this new way of com-
municating take?
Renzo Kerkoc: The company is radically changing the way it 
communicates with its clients. It all started during the most 
intense period of the pandemic, when we were forced to 
deal with restrictions on both travelling and meeting in per-
son. We had to find new ways of communicating, and in 2020 
we set up our Digital Event, which enabled the impactful ex-
change of information between Tecnoform and our clients. 

The high-quality digital events are organised by specialists in 
digital communications and equipped with HD videocameras 
and other professional equipment. We set up a dedicated area 
in the company offices and host this on-line conference - to 
which all our clients are invited - annually, live streamed in five 
languages. Our managers present new products and answer 
questions about them. Each product is presented in full detail. 
Prior to the event, we send a customized proprietary Decor 
Box containing samples of our materials and decorative ele-
ments to each client. Individual clients are provided with their 
own personal slots, so that we can speak with them directly. 
The Digital Event is now in its third year, and we’ve upgraded 
it in a number of ways. Our communications language has also 
evolved: our videos are more interactive, showcase more de-
tails and give more information together with the high-quality 
images themselves.

Aboutcamp BtoB: So your communications are now all 
digital?
Renzo Kerkoc: No, not at all. Along with the Digital Event, we 
still consider our participation at the Düsseldorf Caravan Sa-
lon to be essential to our business. And there is also a third 
annual appointment, the Strategic Supplier Day: we bring all 
our principal suppliers together at our offices to review the 
current situation and discuss our plans for the future. This No-
vember’s Strategic Supplier Day focusses on the subject of 
sustainability.

I nterview with RENZO KERKOC

Digital 
Event 2022

Strategic Supplier Day 2022
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Airxcel, with its ambitious 
plans for growing its 

presence in the European 
market, draws its strength 
and dynamism from thirty 

years of experience

Words Renato Antonini

Airxcel continues its penetration of the European 
market with its Airxcel Europe division, headquar-
tered in Italy. The American group’s long-estab-

lished strategy has not changed: Airxcel has always been 
a supplier for both OEMs and the aftermarket. Today, 
Airxcel Europe supplies around 90 percent of RV man-
ufacturers, and its operations in after-
market sales continue to grow. There 
are however differences between the re-
quirements and habits of European and 
American consumers, and the company 
has therefore created special products 
for the European market, in part by 
modifying their existing products. This 
is very clear when we look at Aqua-Hot’s 
plans for penetrating the European mar-
ket with its hydronics systems, which 
are well known in the US marketplace.

Aqua-Hot arrives in Europe
Aqua-Hot has entered the European 
market, eager to make an impact with 
its sales and service network and prod-
ucts. This entry by the American manu-
facturer, a member of the Airxcel group, 
promises to revolutionise the RV manu-
facturer supply chain. The arrival of new 
heating systems is an important event - it’s not every day 
that RV manufacturers see the opportunity to diversify 
their on-board heating and hot water systems. Aqua-Hot 

Company news AIRXCEL

Warm up 
for Europe

has already presented its products to various groups in 
the industry, with a number of installations already under 
way, and has also created a sales and service network in 
partnership with the major component distributors on the 
European market. Aqua-Hot, established in 1984 in Denver, 
Colorado, has a strong presence in the North American 

RV market. It is the leading American 
manufacturer (with a 97% market share) 
of hydronic heating systems, featuring 
fluid circulation in special radiators. The 
company decided to enter the European 
marketplace after it was acquired by the 
Airxcel Group in 2019, soon followed by 
the setting up of the Airxcel Europe di-
vision, with head offices in Italy.
“Aqua-Hot products for the American 
market have traditonally been designed  
for large motorhomes,” says Filippo 
Zampese, Product Manager Heating 
Systems for Airxcel, “while the Europe-
an market demands products like the 
new Aqua-Hot 100 DE, a compact and 
lower-cost model which is nonetheless 
perfectly suitable for RVs up to 9 m in 
length, thanks to its overall power rating 
of 6.5 kW. The system generates heat 
with a diesel burner (5 kW), but it also 

features electrical heating elements (1.5 kW) which work 
when the vehicle is hooked up to an external 220 V mains 
supply. The system is compact, is easy to install even in 
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• Hydronic heating (using fluid radiators) does not dry out the 
air and offers heating comfort comparable to that of residential 
heating systems

• Diesel + electric power (5+1.5 kW)
• Burner installation under the flatbed
• Continuous hot water production for washbasins and showers
• The tankless system facilitates use in the winter and means that 

the system runs without pressurisation
• Compact footprint, lightweight
• No complex modifications to the vehicle’s furnishings are re-

quired: only 3 small convection heaters need be installed

The plus points of Aqua-Hot 100 DE

In partnership with

Airxcel began in 1991, when the 
Coleman Company spun-off their 
Coleman RV Air Conditioner di-
vision to a group of company 
executives.  Since that time, the 
company has continued to grow 
through innovative product de-
velopment, market expansion 
and strategic acquisitions. Airxcel 
provides industry-leading prod-
ucts in recreational vehicle heat-
ing, cooling, ventilation, cooking, 
window coverings, interior and 
exterior sidewall and roofing sys-
tems under the brands: Aqua-Hot, 
CAN, Cleer Vision Windows, Cleer 
Vision Tempered Glass, Cole-
man-Mach, Dicor Products, ECI, 
Maxxair, MCD, Suburban, United 
Shade, Vixen Composites. Airxcel 
is headquartered in Wichita, Kan-
sas, and has 11 facilities across the 
U.S. and Europe.

About Airxcel

Airxcel family of brands for the RV industry

smaller vehicles, and the burner fits 
under the flatbed. It is also relatively 
lightweight at just 20 kg, largely be-
cause it does not have a water stor-
age tank.”
The Aqua-Hot 100 DE produces hot 
water continuously (3.5 l/min) for 
the washbasins and shower, and thus 
offers excellent occupant comfort. 
The vehicle is heated by a system of 
pipes connected to convection heat-
ers: up to three can be installed, one 
for each of the three usual zones of 
the compartment (living area, bed-
room and bathroom), but one can 
choose to install just two or even only 

one in smaller vehicles. The convec-
tion heaters are compactly sized and 
heat the compartment up very quick-
ly with their fans: there is therefore 
no need for extensive adaptation of 
the vehicle’s furnishings. The system 
requires about 15 minutes to reach 
temperature after being turned on. 
It also features low diesel consump-
tion: when up to temperature it burns 
just 0.3 l/h, and 0.45 l/h at maximum 
power.

Air heating
The fluid circulation Aqua-Hot 100 
DE is already available, but 2023 

Filippo Zampese

Diesel Burner
Cozy 1

Cozy 2
Cozy 3

Aqua-Hot
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In 2019, following ten years of 
growth in the RV sector and a 
strong position in the world of 
nautical equipment, CAN became 
a member of the Airxcel group and 
the first member of Airxcel Europe. 
Its core business is still cooktops 
for campervan cookers, however 
the company has larger plans for 
the future.
“After having consolidated our 
presence in the conventional OEM 
cooktop sector,” says Lorenzo Bel-
lini, Product Manager for CAN, 
“we are now looking at the retrofit 
and outdoors equipment markets. 
Cooking outdoors has a vast pan-
orama of opportunities, and we have a lot yet to dis-
cover. But nonetheless, our new challenge is the market 
for outdoors cooking products. This segment covers a 
variety of product categories, going far beyond the 
everyday campsite barbecue. In the European market, 
for instance, the so-called ‘urban camper’ segment is 
growing fast, i.e. minivans with elevating roofs which, 
since they have limited interior space, greatly benefit 
from the option of cooking outdoors.”
But CAN’s attention to its OEM clients for cooktops 
has not diminished, and their offering goes beyond the 

CAN and 
outdoor cooking

will see the presentation of another heating system, the 
GEN-1: this is a heating unit that combines hot water 
production with heating for the interior of the vehicle. 
This product is destined to be a big seller, designed as 
it is for both the European and American markets. It will 
be available in Europe in two versions: one equipped 
with a 4 kW diesel burner unit and up to 1.8 kW electric 
heating elements, and one 6 kW gas burning unit, also 
with up to 1.8 kW electric heating elements. There will 

pages of their catalogue. 
For instance, the company 
develops custom models in 
co-design with the client. 
And let’s not forget that 
CAN also makes kitchen 
sinks, whether integrated 
into the cooktop in a single moulding, thus boosting 
the unit’s functionality in a small footprint, or installed 
separately to give the interior designer greater free-
dom of expression.

also be a petrol burning unit for the American market. 
This is a plug&play unit designed for installation in the 
most commonly used European combined heating sys-
tem housings, and will also be compatible with air and 
water duct fittings.
“Airxcel’s philosophy, which sees us as fully fledged 
partners for our clients,” says Filippo Zampese, “enables 
Aqua-Hot to offer all our products as Open Source (RV-
C ready), and thus easy to integrate into the vehicle’s 
master control panel.”

The Aqua-Hot Gen 1 is 
a compact Forced Air 

Heating System with 10L 
Water Heater in an all-in-

one unit

Lorenzo Bellini
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As confirmed at the Caravan Salon in Düsseldorf, 
lighting is a major segment of Dimatec’s business. 
The catalogue features interior and exterior lights for 
RVs paired with considerable production flexibility 
to the advantage of customisation

All-round 
lighting

Words Renato Antonini

The Caravan Salon was a success for Dimatec. The pres-
ence in Düsseldorf was the opportunity for the company 
to consolidate relationships held back by the pandem-

ic and establish new connections with new players in Europe 
and worldwide. Dimatec is confidently stepping into the North 
American market, for instance, through the company’s local 
distributor Elwell. The Caravan Salon was also the chance to 
display new products, like the slim recessed spotlight and the 
magnetic portable lamp. Dimatec’s business in the RV sector 
is mostly focused on the lighting segment, with a variety of 
interior and exterior lights for vehicles on offer.
“Our production includes many lighting solutions”, said Al-
exander Vohwinkel, Key Account Manager at Dimatec. “We 
have standard models, but we are always ready to devel-
op customised solutions. We have already started working 
for the 2023 Caravan Salon. We want to present a different 
lighting concept with invisible lights integrated into the in-
terior ambience”.
The external lights range includes awning lights to be 
fixed above the door or elsewhere on the side of caravans 
and motorhomes. There are models in various sizes, some 
equipped with a water drainage channel for applications 
above the door. The model for XXL doors is remarkably 75 
cm long. Very long light profiles (up to 6 metres in length) 
designed to be fixed under the awning are also available. 
The catalogue also includes a light profile designed for 
installation above the sliding door of Fiat Ducato camper 
vans.

Reading spotlights and track system devices
Dimatec has a complete range of reading lights in all shapes 
and sizes generally with 1 W of power that can be upped 
to 3 W on demand.  The reading lights come in two types. 
The swivel reading lights have a pivot attached to a base 
and can perform rotations and inclined movements. 
Flexible lights, on the other hand, 
have a lighting head con-
nected to the base by a 
long, flexible element. A 
USB port can be integrat-
ed into the base. Variable 
finish: white, black, chrome 

Company news DIMATEC

or other colours as chosen by the customer. The catalogue 
also features movable lighting point solutions in addition 
to the fixed reading lights. Dimatec also offers track-based 
lighting systems for top-notch flexibility in use and installa-
tion. The track system can be used to place and remove ele-
ments positioning them as required along the track. The al-
uminium rail is available in several lengths, currently 
up to 120 cm, and customisable on 
demand. Slider spot-

Slim spotlight

LED light bar 
for recessed installation 

The prototype of a new recessed spotlight with a 
reduced thickness of just 6 mm was presented at 
the 2022 edition of the Caravan Salon. Circular in 
shape, it has a magnetic outer decorative ring that 
can be applied quickly.
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circular, elliptical, square or rectangular frame. Customers 
can choose the standard moulded models or opt for cus-
tom versions that Dimatec can manufacture using a laser 
cutting system to keep the costs down even for small runs.

Lights developed in length
The use of strips and light bars is increasing. On motor-
homes, for instance, recessed LED bars are in high demand. 
Dimatec developed its first model ten years ago for the 
Hymer campervan range and has been perfecting it ever 
since. More in detail, they consist of aluminium bars of vari-
able length, minimal thickness (even 7 mm) and dimmable 
lighting. Surface-mounted light bars that are not recessed 
are also available. Of course, there are the now popular LED 
strips, flexible and adaptable to various contexts, perfect 
for creating indirect lighting effects concealed behind furni-
ture elements. The power can vary from 1.6 to 9.6 W/metre. 
Although this product does not lend itself to customisation 
due to its features, Dimatec was able to create something 
specific by supplying a customer with a strip provided with 
60 LEDs per metre and power consumption of just 2 W/me-
tre. LED flexible profiles have also recently gained populari-
ty. Dimatec’s Neon Flex product is a flexible light profile for 
applications in sight. It does not require a diffuser because 
the LEDs are encased in an elongated semi-transparent wa-
terproof plastic element.

Utility lights
To complete the range of lights for various requirements, 
Dimatec offers utility solutions that are normally less ele-

gant and designed for use where the functionality of the 
lighting system is important. Examples are the no-

frills garage lights that can be mounted on the 
wall or elsewhere in the cargo area. The models 
in production have powers in the range of 2.5 to 
3.8 W.  Then there are the cabinet lights designed 

to help find things inside the wardrobes. There are 
versions powered by the onboard 12V system and 

battery-operated versions (also rechargeable) with a 
function for switching on automatically when the door is 
opened or by pressing a switch.

In partnership with

lights, swivelling spotlights, USB ports and even light pro-
files can be inserted on the track.

Spotlights and ceiling lights
The catalogue includes an extremely wide range of spot-
lights designed to be mounted on walls, ceilings or under 
cabinets. There are recessed spotlights and surface-mount-
ed spotlights with a circular or square decorative bezel. The 
models differ in power, light beam type (concentrated or 
diffused) and bezel colour (that can also be customised on 

demand). The spotlight range 
includes fixed lens lights, tilting 
lights and turning/swivel lights. 
Equally wide is the range of 
ceiling lights. These slim devic-
es are surface mounting and 
protrude by just from 5 to 12 
mm so avoid hindering move-
ments inside the RV or the 
opening of the interior doors. 
The ceiling lights can have a 

The production of a portable lamp for 
use in various situations in the RV or on 
the veranda has begun. The device has 
3 W of power and is powered by a bat-
tery that can be recharged by plugging 
the base into a special slot connected 
to a USB port. It can work for 2 hours 
at full power and 13 hours at minimum 
power. The lamp is magnetic and can 
be attached to a table stand or a small 
wall bracket. It sparked the interest at 
the Caravan Salon of manufacturers of 
pop-up roof motorhomes and urban mo-
torhomes because of the possibility of 
simply lighting the upper sleeping area 
without any special work on the electri-
cal system.

Portable lamp
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As a market leader in sealants for the RV industry, H.B. Fuller has developed its 
MicroSealant technology and is ready to launch its latest Eternabond Doublestick and 
Roofseal products in Europe to provide a superior level of bonding to help prevent 
the issues caused by water ingress

Solving ingress issues for 
good with Eternabond 
Microsealant technology

Words John Rawlings

The use of Butyl sealants is well es-
tablished by manufacturers in the 
RV industry to bond surfaces and 

everyone knows from experience that 
water penetration in RVs, caravans and 
motorhomes can result in damage to a 
brand’s reputation, expensive warranty 
claims and disgruntled customers. The 
new H.B. Fuller Eternabond Doubles-
tick and Roofseal products provide an 
even better solution by using the latest  
MicroSealant technology that’s also 
quick and easy to use during the pro-
duction of a leisure vehicle.

Born in the USA
The MicroSealant adhesive technology 
in H.B. Fuller’s Eternabond Doublestick 
sealant was developed for the RV-Mar-
ket in Elkhart, Indiana and introduced 
in the USA nearly three years. It has 
proved a great success and some cus-
tomers have even claimed: “It’s the best 
product ever!”. It is now ready to be 

Company news H.B. FULLER - KÖMMERLING

launched in Europe in early 2023.
David Sorlin, RV Business Manager 
EIMEA, H.B. Fuller, who is responsible 
for introducing Doublestick in Europe 
said: “I have been to USA to visit our 
customers using Doublestick as a seal-
ant between the side walls and roof of 
trailers and RVs, and their feedback has 
been really positive. I’ve talked to lots of 
caravan and motorhome manufacturers 
in Europe about Doublestick and there 
is already a lot of interest.”

Self-priming
The new MicroSealant technology 
used in Doublestick is self-priming and 
350% stronger adhesive than Butyl 
sealants. “We say that the adhesion of  
Doublestick is so good we can sticky 
guarantee no leaks when it’s used to 
seal the joins and perforations on a 
roof of a caravan or motorhome,” said 
David Sorlin.
The Eternabond Doublestick technol-

ogy is different to existing butyl prod-
ucts as it comes as a roll of tape rather 
than a solvent and sticks to aluminium 
or GRP with immediate adhesion. That 
makes it suitable for different applica-
tions than H.B. Fuller’s existing butyl 
products. 

“Doublestick has been developed to 
mainly use on roof joints during the 
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production process and is just as quick to apply as butyl seal-
ant, while our similar Roofseal product is both suitable for 
manufacturing but also durable after sales repairs, such as 
around sky light fittings. This MicroSealant technology will 
last better than a butyl against the weather it will be exposed 
to during its life on a caravan or motorhome,” added David 
Sorlin.

Advanced adhesiveness
The Eternabond Doublestick and Roofseal products have 
been developed for different purposes. 

• Double Stick is mainly used during the manufacturing pro-
cess. As a butyl, even if the tack effect is very high, it is 
mainly recommended for sealing applications. The prod-
uct remains soft and tacky without hardening which means 
that a mechanical fixing will have to be ensured.

• Doublestick tapes are available in widths 15mm, 25mm and 
50mm (on specific request up to 75mm).

• Roofseal can be used during 
the process manufacturing to 
ensure perfect water tightness 
below aluminium or compos-
ites corners.

But it can also be used for re-
pairs on roofs where there may 
be a problem with water infiltra-
tion. The liner on the top is ex-
tremely resistant to long-term 
UV exposure and withstands ex-
treme temperatures, hot or cold without showing cracks or 
delamination.

Roofseal tapes are available in different widths from 50mm 
up to 150mm and in white, grey, aluminium or black colours.

With exceptional adhesiveness it is easy to apply just by ap-
plying some pressure to make it stick immediately. 

European launch
The launch of the Eternabond Doublestick and Roofseal will 
be in Q1, 2023. 
“We will start to provide the European market with standard, 
those used by US customers, but depending on quantities we 
could study specific widths as well once the Eternabond will 
be officially launched in Europe,” said David Sorlin. 
“Leaks in caravans and motorhomes is always an is-
sue that our customers want to prevent, so with our new  
Eternabond Doublestick and Roofseal, H.B. Fuller can solve 
this problem. The market wants a better products to solve 
this, and we now have a solution to of-
fer them. Of course, it’s not a cheap-
er solution to the problem, but it 
will save the cost of repairs and 
warranty claims, and guarantee 
a better-quality product,” David 
continued.

David Sorlin
david.sorlin@hbfuller.com

100% 
Waterproof

Adhesion 
at a molecular level
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The Combi D space and water heater has proved a great success for Truma since its 
introduction in 2008. Now Truma has launched a next generation version. 
We find out more from project manager Paul Kreß

New 
standards 
for diesel 
heating

Words and photo Terry Owen

Truma clearly sees its New Genera-
tion Combi D heater as beacon of 
light in the world of RV diesel heat-

ers, and there’s no doubt it represents a 
major step forward. Significantly more 
efficient, lighter and easier to fit, it’s 
bound to ensure that Truma stays right 
at the top of this segment of the market.

Aboutcamp BtoB: What were the driv-
ers for creating a new generation Com-
bi D heater?

its wide availability and ease of use.  

Aboutcamp BtoB: Have you managed 
to improve fuel efficiency?
Paul Kreß: We’ve achieved an improve-
ment of 25%, mostly by changing the 
combustion air set up. The first-gen-
eration heater has a three-pipe setup, 
whereas the new generation has a pipe-
in-pipe setup, similar to the propane 
version. This means that heat from the 
exhaust gas is used to warm the com-

Paul Kreß: In the fourteen years since the 
launch of the first-generation Combi D 
we have gained much experience whilst, 
at the same time, our customers’ needs 
have begun to change. For example, the 
huge rise in fuel costs means that fuel 
efficiency is now more important than 
ever. Also there has also been a big trend 
to off-grid camping and the use of panel 
vans, so we needed to optimise for those 
markets. Diesel (EN950) is also becom-
ing more popular as a heating fuel due to 

Company news TRUMA



55
    

TECHNICAL SPECIFICATION

Fuel Diesel as per EN 590

Water capacity 10 litres

Heating time from approx. 15°C 
to approx. 60°C

Hot water mode: approx. 24 minutes 
(based on EN 15033)
Heating and hot water mode: approx. 80 min.

Pump pressure max. 2.8 bar

System pressure max. 4.5 bar

Rated heat input
(automatic operating levels)

Diesel mode: 
Combi D 4 (E):  1 kW- 4 kW
Combi D 6 (E):  1 kW- 6 kW
Electrical mode: 
Combi D 4 E/Combi D 6 E:  900W / 1800W
Mixed mode (diesel and electric):
Combi D 4 E: max. 3.9 kW
Combi D 6 E: max. 6.9 kW

Maximum rated heat output in diesel mode Combi D 4 (E): 4.4 kW, Combi D 6 (E):   6.6 kW

Fuel consumption Combi D 4 (E): 0.1 - 0.4 l/h
Combi D 6 (E): 0.1 - 0.6 l/h
0.1 l/h with average heat output of 1000 W

Air flow rate 4 warm air outlets: max. 287 m3/h

Power consumption at 12 V Heater + water container: 0.4- 8.1 A
Heating up water container: 0.5 A

Power consumption at 230 V 900 W: 3.9A
1BOOW: 7.8A

Weight of heater

Weight of heater with periphery

Combi D 4 E, Combi D 6 E: 15.6 kg
Combi D 4, Combi D 6: 14.8 kg
Combi D 4 E, Combi D 6 E: 16.8 kg
Combi D 4, Combi D 6: 16.0 kg

Type approval E1 122R-OO 0232
E1 1OR-06 5277

bustion air, giving a big gain in terms of 
efficiency. Another new feature is the in-
troduction of pressure and temperature 
sensors for the ambient air. These ensure 
we can operate the burner at maximum 
efficiency at all times. The result is clean-
er burning and reduced emissions. The 
arrangement eliminates the need for the 
altitude kit we have for the first-genera-
tion heater.

Aboutcamp BtoB: Have you also 
manged to improve battery consump-
tion efficiency?
Paul Kreß: Yes, we’ve succeeded in re-
ducing battery consumption by about 
25%. One way we’ve done this is to re-
duce the number of stop/starts by rede-
signing the burner to better match the 
required temperature. Previously the 
burner operated at 2, 4 or 6 kW settings. 
Now it can operate at 1 kW increments 
from 1 to 6 kW. The new arrangement 
also helps to reduce fuel consumption 
whilst extending the life of the burner.

Aboutcamp BtoB: Is there just a single 
burner for all these outputs?
Paul Kreß: Yes, but it is brand new and 
powered by a new control board and 
combustion air fan.

Aboutcamp BtoB: What other ways 
have you improved battery efficiency?
Paul Kreß: We now control the glow 
plug according to relevant parameters 
such as combustion air temperature.

Aboutcamp BtoB: What about noise – is 
this reduced?
Paul Kreß: There is less noise overall as 
there are fewer starts and stops to dis-
turb the end user. Also, in the 1kW set-
ting, which is mostly running at night, 
the heater is more silent than before.

Aboutcamp BtoB: Have you managed 
to realise any weight savings?
Paul Kreß: Yes, the new generation heat-
er is 15% lighter than the first one. Much 
of this has been achieved by eliminating 
the exhaust chimney and fan associated 
with the previous one. The heater is now 
virtually the same weight as the propane 
version.

Aboutcamp BtoB: Is the new heater 
interchangeable with the propane ver-
sion?
Paul Kreß: Yes, the size and footprint are 
the same. This means OEMs can decide 
much later in the build process which 
one they want to fit.

Aboutcamp BtoB: How does the water 
heating time compare to the first-gen-

In partnership with

eration heater?
Paul Kreß: This is improved due to the in-
crease in efficiency of the appliance. We 
also now have a Hot Water Boost mode 
which allows the water to reach high-
er temperature and reheats faster. This 
translates to longer showers.

Aboutcamp BtoB: Is the water tempera-
ture user selectable?
Paul Kreß: Users can select 40°C, 60°C 
and now additionally Hot Water Boost 
by selecting 70°C on iNet X Panel or 
Boost on CP-Plus Panel.

Aboutcamp BtoB: What protection is 
there to make sure the water does not 
get too hot?
Paul Kreß: A sensor controls the heat in-
put, and a bi-metal switch acts a failsafe 
backup. This is similar to the first-gener-
ation Combi D.

Aboutcamp BtoB: How many versions 
of the new generation heater are being 
produced?
Paul Kreß: As before we have both 4 and 
6 kW versions but now each comes with 
an electric heating option, thus making a 
total of four models. The electric option 
on our first-generation heater proved 
very popular in some markets so that’s 
why we’ve now included it in the 4 kW 
version.  
The electric versions are denoted by the 
letter ‘E’ at the end with heating provid-

ed by two 900 watt elements. These can 
be used at the same time as diesel up 
to a maximum power of 3.9 kW (Com-
bi D4 E) or 6.9 kW (Combi D6 E). This 
latter figure compares to 5.8 kW on the 
first-generation model.

Aboutcamp BtoB: When will the new 
generation model be available to the 
market?
Paul Kreß: It is available now to OEMs 
and will become available to the after-
market from 1st January 2023. In the 
meantime, the previous generation 
model is being phased out as customers 
adapt to the new model.

Aboutcamp BtoB: Can you tell us any-
thing about costs?
Paul Kreß: The cost of new heater is 
broadly similar as the previous one, de-
spite the improvements.
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As one of the early manufacturers of 
the industry, Euramax for Mobility has 

been on its customers’ side for more 
than 50 years. In the next century, 

they want to further embrace that so-
called On Your Side spirit. That’s why 
Euramax for Mobility is committed to 

the industry’s green transformation 
- using the green metal known as 

aluminium and cherishing their close 
relationship with customers, 

suppliers and staff

On Your Side, 
committed to the 

industry’s green 
transformation

Words Wim de Roos

Aboutcamp BtoB previously 
spoke with Euramax for Mobil-
ity, a story that can be read in 

our Aboutcamp magazine 35 of June 
2022, or the digital version published 
online. This time we visit the produc-
tion lines of Euramax in Roermond in 
the Netherlands, to return in a later 
story to the high-tech production pro-
cess, the advantages of recyclable alu-
minium (green metal) and weight-sav-
ing developments, in which the 
strength of the pre-coated cladding 
aluminium even further increases. For 
now all questions are about the On 
Your Side way of working of Euramax 
for Mobility. Well-known faces to Eur-
amax customers in the caravanning in-
dustry are Strategic Account Manag-
ers Jack Feyen (62) and Stefan Smits 
(49). Two men who live and breathe 
the On Your Side spirit. 

Company news EURAMAX FOR MOBILITY

Jack explains the On Your Side strat-
egy: “When I look at what being On 
Your Side means to me, it is all about 
partnership and helping the custom-
ers side by side. Not at a distance, 
but close by at their location. Even 
directly at their production facili-
ty. Together with the customer we 
share our knowledge based on our 
40+ years of experience as a coil 
coater. l guide through the entire 
process, from giving advice to ac-
cepting orders. It all starts with the 
choices to use plastics or our coat-
ed aluminium. That green metal we 
work with is energy efficient and can 
be infinitely recycled without losing 
performance. This is an essential ma-
terial for the industry’s ambition to 
go green. After that, we make sure 
to deliver on time, offer help where 
necessary, and help the customer 

in keeping sufficient stock on time. 
Speaking the customer’s language is 
a precondition, both literally and fig-
uratively. We know their wishes and 
demands. And we want to guide the 
entire process of selection, planning, 
ordering, production and delivery on 
site alongside our customers.”
Stefan adds to this: “Nothing makes 
us more proud than seeing camp-
ers with classic caravans and moto-
rhomes, with a still shining Euramax 
pre-coated aluminium side wall. Nat-
urally, we want to provide that service 
in all areas to all OEMs. The service 
level we want to achieve is comple-
mented by the craftsmanship of our 
laboratory and quality department, 
where 21 employees test all products 
before they are delivered. Or with 
one of the twelve people from Main-
tenance and Engineering who bring 
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Situated in the far southeast of 
The Netherlands, in the city of Ro-
ermond, Euramax for Mobility is 
a premium coil coating specialist 
that supplies pre-coated alumin-
ium world-wide. With over half a 
century experience and craftsman-
ship the company now reached an 
annual production of over 15000 
kilometer (9320 miles) pre-paint-
ed coiled aluminium. That brings 
colour to buildings, domestic ap-
pliances and for over 30 years to 
transport vehicles & recreational 
vehicles all over the world. Innova-
tive surfaces and colours, flexibili-
ty and design consultation are the 
core competences within the Com-
pany. State of the art technology 
in the production process enables 
production and supply of an end-
less range of innovative finishes on 
aluminium in every available colour 
and in multiple qualities.

Company Profile

In partnership with

an average of 20 years of experi-
ence within the industry. Production 
is also very involved, where some of 
the operators have been supervising 
and controlling the manufacturing 
process of pre-coated aluminium for 
leisure and commercial vehicles for 
more than 30 years. They all are ex-
perts who contribute with ideas and 
advice in order to achieve a perfect 
and suitable product for high-quality 
caravans and motorhomes.”
Jack and Stefan too are an example 
of how Euramax for Mobility is work-
ing On Your Side, in which knowl-
edge and skills will be exchanged 
across the Euramax team. 
Jack: “Stefan has been working in 
the caravanning industry for ten 
years and brings new experience and 
additional knowledge to our com-
pany. At the same time my 37 years 
of experience at Euramax, related 
to our OEMs, is shared with Stefan. 
Knowledge and experience are also 
consciously shared with lab-personal 
and production. Now we offer cus-
tomer care with us as two permanent 

Strategic Account Managers who are 
always available and therefore ap-
proachable, with the intention to re-
main loyal to Euramax and its OEMs 
for a long time. Together we achieve 
the best results.”
Fully aware of the great expectations 
being created here, Stefan ads: “We 
are a hundred percent committed 
in helping our customers succeed 
and get maximum results. Therefore 
we work side by side with them. We 
understand the business, want to 
understand their goals, know their 
needs and help figure out and solve 
all challenges.” 
Jack concludes: “The green metal that 
we supply, in its various forms, is the 
connector of Euramax for Mobility. It 
is the vehicle for the story we share 
with our customers. This requires 
reliability and high-quality. We have 
been delivering on our promise to be 
on our customers’ side for over 50 
years on the basis of craftsmanship 
and service. You can only combine all 
these strengths when you stand side 
by side with your customer.”

Jack 
Feyen 

Stefan 
Smits 
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An ever more 
complete 
range of 
photovoltaic 
modules

Company news TELECO

Technical specifications TSP 130W

Type Rigid

Rated power (Pmax) 130W

Rated voltage Pmax (Vmp) 19,4V

Rated voltage Pmax (Imp) 6,71A

Open circuit voltage (Voc) 23,4V

Closed circuit current (Isc) 7,12A

Module efficiency (η m) 16%

Maximum system voltage 1000VDC (IEC)

Application class Class A

Maximum overcurrent 10A

Working temperature 85% Rh -40°C ~ +85°C

Nominal Operating Cell Temperature 
(NOCT)

46 ± 2°C

Temperature coefficient at Pmax (Pmp) -0.31%/°C

Temperature coefficient at VOC (Voc) -0.31%/°C

Temperature Coefficient at ISC (Isc) +0.045%/°C

Upper cover Tempered glass/3.2 mm

Mono-crystalline cells (pcs and dimen-
sions)

36 size 156x156mm

Frame Anodized aluminium alloy

Connection box (protection rating) IP65

Lead (length/cross-section) 650 mm/4 mm2

Connector (protection rating) IP65

Module size (LxWxH) (without feet) 1.065x670x35 mm

Weight (without feet) 7,8 kg

To ensure worry free operation and provide all the 
energy self-sufficiency its clients demand, Teleco 
Group has expanded its solar panel offering. The 

Italian company, specialised in the production and man-
agement of on-board energy generation and manage-
ment solutions for recreational vehicles, introduced a 
new 130W module into its catalogue in early 2022. The 
new TSP 130W module is very compact (1065 x 670 mm) 
and lightweight (7.8 kg), and yet it still outputs 30% more 
power than the TSP 100W module. It features a robust 
anodized aluminium frame, and is just 35 mm thick. Its 36 
monocrystalline cells, each measuring 156x156 mm, are 
protected by a 3.2 mm tempered glass panel. The cell’s 
nominal operating temperature (NOCT) is 46 °C, within 
a range of +/- 2°C. The module is also available as a kit 
which includes everything required for installation: ABS 

mounting feet, front spoiler, adhesive, cable gland, exten-
sion and 10A PWM charge regulator. The rigid TSP 130W 
photovoltaic module also employs monocrystalline cells, 
with an operating efficiency of around 16%. Its operating 
temperature ranges from -40 to +85 °C, at a maximum 
relative humidity of 85%.

TBCF 150WS

 TBCF 100WS

TBCF 135WS

TSP 130W

The new rigid and flexible black panels 
join the recently introduced 130W module
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TBS 185WS 
Rigid

TBS 110WS 
Rigid

TBS 170WS 
Rigid

COOLFLEX FLEXIBLE SOLAR PANELS

Technical specifications TBCF 100WS TBCF 135WS TBCF 150WS

Rated power (Pmax) 100 W 135 W 150 W

Rated voltage Pmax (Vmp) 19,8 V 19,8 V 19,8 V

Rated current Pmax (Imp) 5,05 A 6,82 A 7,58 A

Open circuit voltage (Voc) 23,3 V 23,3 V 23,3 V

Closed circuit current (Isc) 5,45 A 7,36 A 8,19 A

Module efficiency (η m) 22,42% 22,42% 22,62%

Working temperature -20°C ~ +75°C -20°C ~ +75°C -20°C ~ +75°C

Lead (length/cross-section) 3 m/2,5 mm2 3 m/2,5 mm2 3 m/2,5 mm2 

Module size (LxWxH), without feet 1.080x510x4mm 1.090x680x4mm 1.130x710x4mm

Weight (without feet) 3,75 kg 4,7 kg 4,7 kg

In partnership with

Teleco in black
The September trade exhibitions were 
the occasion for the presentation of 
Teleco’s new black monocrystalline 
photovoltaic modules, available in 
both rigid and flexible versions. The 
rigid models are rated 110, 170 and 
185W, while the flexible ones are rated 
100, 135 and 150W. 
The rigid models boast a “total black” 
look, thanks to their use of PERC tech-
nology (Passivated Emitter and Rear 
Cell), which employs a layer of dielec-
tric on the back of the cell to exploit 
reflected light and thus further boost 
efficiency.
The flexible Coolflex versions feature a 
nine-layer construction, one of which 
is a fire-retardant PCB layer which rein-
forces the module while improving its 
heat dispersal rating, an especially im-
portant consideration when installed 
in direct contact with the roof. They 
are 50% lighter than conventional rig-
id panels and feature a special surface 
finish to maximise their transmittance.

BLACK RIGID SOLAR PANELS

Technical specifications TBS 110WS TBS 170WS TBS 185WS

Rated power (Pmax) 110 W 170 W 185 W

Rated voltage Pmax (Vmp) 18,15 V 19,25 V 20,9 V

Rated current Pmax (Imp) 6,06 A 8,83 A 8,85 A

Open circuit voltage (Voc) 21,45 V 22,75 V 24,7 V

Closed circuit current (Isc) 6,42 A 9,36 A 9,38 A

Module efficiency (η m) 20,54% 20,62% 20,68%

Working temperature -40°C ~ +80°C -40°C ~ +80°C -40°C ~ +80°C

Lead (length/cross-section) 900mm/2,5mm2 900mm/2,5mm2 900mm/2,5mm2 

Module size (LxWxH), without feet 1160x450x30mm 1230x670x30mm 1230x705x30mm

Weight (without feet) 6,3 kg 9,0 kg 10,0 kg

ETFE

Protection Layer

EVA

EVA
PCB
Protection Layer

EVA

Solar Cell

ETFE

TBCF panels
9-layer composition:
1 ETFE - 2 Protection Layer - 3 EVA
4 Solar Cell - 5 EVA - 6 Protection Layer
7 PCB - 8 EVA - 9 ETFE

1
2
3
4
5
6
7
8
9

Conventional
monocrystalline cell N-type semiconductor

(additional contribution)

Dielectric layer

Metallic Contact

PERC cell

Emitter Layer

Silicon Wafer

Back Coating

Silicon 
Wafer

Back Coating

Anti-re�ective layer

Re�ected light

Conventional
monocrystalline cell N-type semiconductor

(additional contribution)

Dielectric layer

Metallic Contact

PERC cell

Emitter Layer

Silicon Wafer

Back Coating

Silicon 
Wafer

Back Coating

Anti-re�ective layer

Re�ected light
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A game changer when introduced in 2020, 
Thetford’s iNDUS smart sanitation system is building 
a solid base of enthusiastic end users

End users drive demand

Words Terry Owen

Company news THETFORD

If user feedback is anything to go by iNDUS is going to 
become the norm in higher end RVs. It can take a while 
for any new product to catch on but, as the word about 

iNDUS spreads, more and more campers are being drawn to 
RV’s that offer it. iNDUS is becoming a great way of giving an 
RV the edge over the competition.
The first OEM to grasp the product was Bürstner, who fitted 
iNDUS to their 2021 Elegance motorhome. Others have since 
followed (see overview panel) and the word about iNDUS is 
spreading. 
Thetford’s iNDUS display at the recent Caravan Salon exhibi-
tion drew much interest from both OEMs and potential end 
users alike. Users say it’s one of those products where, once 
you’ve experienced it, you don’t want to go back to anything 
less. One such person is Thomas Molander, from the Bürstner 
Owners Club in Sweden, who agreed to be interviewed for 
this article. 

Aboutcamp BtoB: Tell us about your RV 
and how long have you’ve been using 
iNDUS.
Thomas Molander: I have a 2021 Bürstner 
Elegance motorhome with iNDUS fitted 
and have so far used it for 170 nights away. 
Mostly it’s just been my wife and me but 
sometimes the grandchildren are there too.

Aboutcamp BtoB: What difference has iNDUS made to your 
camping experience?
Thomas Molander: iNDUS has given us the freedom to be 
out in nature without the need for frequent black waste 
dumping. We can now stay off-grid for 7 days and go any-
where.  Before we always needed to think about the black 
waste holding tank, which often needed to be emptied every 
couple of days. Now we can open the app after five days and 
the grey and black water tanks will still not be showing full. 
When you eventually discharge, everything is really clean. 
You don’t have to queue with others at the dumping point 
and there are no smells or splashes, or anything like that. You 
don’t need gloves as there is no contact with the discharge 
fluid. It’s a pleasant experience – clean and hygienic. In fact, 
it’s so good that partners or kids can do the dumping. Also, 
on seeing the system in use, other campers are very interest-
ed and have positive remarks about it,

Aboutcamp BtoB: Would you say iNDUS is easy to use?
Thomas Molander: Yes, it’s very easy and very simple, excel-
lent. Some non-users think it must be complicated, but when 
you explain it to them, they can see it’s much easier than a 
conventional system.

Aboutcamp BtoB: What about the additives – are they easy 
to obtain and use?

for iNDUS

Thomas 
Molander
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Thomas Molander: I really like the fact that the additives are 
built in, lasting for up to 28 days, and that dosing is fully au-
tomatic. They are very easy to order using the app, but you 
do need to allow up to five days for them to arrive.

Aboutcamp BtoB: Have you ever encountered a site that 
was not happy for you to discharge your iNDUS system?
Thomas Molander: I’ve had no problems at all in Sweden 
and, in other countries, the app ensures you can easily find 
a site to accommodate you,

Aboutcamp BtoB: Is there anything else you particularly 
like about iNDUS?
Thomas Molander: If you think in an environmental way, as 
we do nowadays, this system is good. It supports the use of 
grey water and saves on your freshwater.

Aboutcamp BtoB: Does iNDUS live up to its promise of 
‘more convenience, more freedom, more hygiene’?
Thomas Molander: Yes, in fact it’s more than that, more 
than it promises.

Aboutcamp BtoB: Would you recommend iNDUS to others?
Thomas Molander: Yes! I recommend the system for every-
one who is thinking of replacing or buying a new motor-
home. I’ve already persuaded others in the Bürstner Owners 
Club to purchase motorhomes with the iNDUS system and 
they are very happy with it.

Aboutcamp BtoB: Would you ever go back to a more con-
ventional system of sanitation?
Thomas Molander: No, no, never - I’m in heaven! iNDUS is a 
must in my next vehicle, there is no way back.

In partnership with

“Magnific system, very satisfied. Did not have any issues. Once you experience the iNDUS system you 
don’t want to go back to the use of a cassette toilet with dumping a cassette holding tank anymore”.
Henk Van Beek, Netherlands.

Genuine quotes from other users

iNDUS combines the grey and black tanks into a single 
integrated system, with OEMs also having the option of 
integrating the fresh tank. Convenience, hygiene and free-
dom are the hallmarks of this revolutionary system that 
allows users to be ‘off grid’ for up to a week at a time, or 
even longer using an optional mobile tank. 
A macerator ensures the black tank contents can be emp-
tied via a special hose into the campsite’s waste water 
system. Treated grey water is used for flushing the toilet 
and for flushing the discharge 
hose on completion of emp-
tying. Water treatment is fully 
automatic, ensuring the exact 
dosing at all times. The system 
is easily managed via an intu-
itive smartphone app, which 
also facilitates the ordering of 
treatment fluids.
iNDUS also frees OEMs from 
the need to put the toilet next 
to an outside wall, thereby al-
lowing more layout options. 
An ‘End of Line’ (EOL) app en-
ables OEM installers to quickly 
check the functionality of the 
system and to calibrate the 
levels in its tanks. This makes 
installation very easy. iNDUS 
is currently fitted by Bürstner, 
Adria and Frankia, with other 
manufacturers in the pipeline.

iNDUS overview

“I support INDUS and am happy to recommend it to others.”
Herbert Lensing, Germany.

“No bad smells. No worries, high convenience, the app offering good overview/insights. 
Saving water, responsible for environment. It improves the level of camping.”
Mirco Grahl, Germany.

“It does not have to be emptied so often. You can be self-sufficient for 
longer and don’t waste fresh water, which I personally find very good.”
Dirk Ritter, Germany.

“It is a real luxury to become autonomous with your RV for about 5 to 6 days. 
No hassle anymore, emptying and cleaning the cassette every 2-3 days!“
Chris van Beurden, Netherlands.

A recent email to Thetford: “Hi, I would like to purchase a caravan or motorhome with the iNDUS 
sanitation system. Could you tell me which brands/companies have this system installed? I am 
happy to have it transported from anywhere in the world to New Zealand, thanks.”  
Rob Morrison, New Zealand.
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Belonging to a group operating in several business areas means that AMA 
Composites can be a true Full-Service Provider for the RV world and develop 
innovative products for interiors and living pod exteriors, including thin thermal 
insulation, heating systems, hydraulic cylinders, automotive-style seating and 
electronic instrumentation/wiring

A strong 
group 
dedicated to 
innovation 
and continual 
improvement

Words Renato Antonini

shafts, plastic injection parts, etc.), Soil 
Working (plough bodies, soil working 
components), Hydraulics (hydraulic 
cylinders, components for hydraulic 
systems), Cab (upholstery, panelling, 
pillars, steering columns, analogue and 
digital instrumentation), Seats and 
Steering Wheels (driver and passenger 
seats, steering wheels) and finally Gar-
den (landscaping machines).

Various products
A large part of the AMA Group’s turn-
over comes from the OHV (Off Highway 
Vehicles) sector in 
general, includ-
ing small quads 
and an important 

Composites is its dynamism and its 
willingness to explore new avenues, it 
is equally true that the company makes 
good use of the strength that only a 
large, well-structured group can ensure.
“AMA Composites was founded in 2004 
and is one of the many companies of 
the AMA Group, an Italian industri-
al group with offices and subsidiaries 
worldwide”, said Marco Corradini, CEO 
of AMA Composites. “Today, the AMA 
Group employs around 1,300 people 
and has 18 production facilities. Reve-
nues totalled EUR 233 million in 2021, a 
clear increase over the previous three-
year period, which is also evidenced by 
the EBITDA figures showing EUR 29 

million in 2021, representing 12.4% 
of revenues.”
The AMA Group companies pro-
duce for the OEM market of vari-
ous sectors, including automotive, 
agricultural and construction ma-
chinery, building and construction. 
In addition to manufacturing, they 
can support or replace custom-
ers in the design, engineering and 
prototype development processes. 
The AMA Group is organised into 
six business units to provide quick 
and easy relations with the various 
customers and offer the best tech-
nical support. The business units 
are Agri Components (for Cardan 

Company news AMA COMPOSITES

AMA Composites has set an ambi-
tious goal since the very begin-
ning striving to innovate the RV 

sector with cutting-edge technologies, 
often carried over from other fields. 
Ranging from LWRT technology, nano-
technology and the use of AEROGEL to 
GRIT technology, AMATHERM and JESS 
electric heating systems, the company 
can operate in multiple areas, offering 
customers the best solutions in terms 
of costs and production volumes. Re-
cent results show that the market has 
rewarded the efforts made so far. The 
2021 turnover was record-breaking for 
the company and touched EUR 40 mil-
lion. While the main strength of AMA 

“Teknico 
G” seat 

Interior panelling for camper vans
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offering an excellent solution to keep vibrations under 
control. In brief, the AMA Group demonstrates great ex-
pertise in various fields and can customise products, for 
small or large series.
“Passing from the OHV sector to the RV sector was cer-
tainly not a problem for the AMA Group”, explained Marco 
Corradini. “On the contrary, it was an exciting challenge. 
AMA Composites can develop 
many parts of RV interiors and ex-

teriors, from the cab-living pod 
connection hood to the interi-

or panelling for camper vans, 
moulded plastic living pod 
components and entire seat-

ing systems. We can design 
and manufacture seats, including 

the structure, padding and upholstery. 
We can work with hydraulic cylinders 
for various RV applications and also 
specialise in vehicle-specific wiring. AMA 
Composites is a dynamic, reliable partner 
that can rely on the strength and stability of 
the AMA Group.”

In partnership with

array of agricultural and construction machinery, such as 
agricultural tractors, bulldozers, and excavators. For in-
stance, Ama Composites has developed various types of 
panelling for the cabs of a variety of vehicles, including 
cab-cargo partitions for freight vans, side panelling for 
camper van sleeping areas and door and tailgate panelling 
also for camper vans. The panels can combine semi-struc-
tural and cladding functions and even house wiring. There 
is no shortage of experience in the electrical and electronics 
sector. AMA IMEL deals with the various types of wiring 
for agricultural and earthmoving machinery, while 
Ama Instruments has a comprehensive catalogue 
of instruments for controlling vehicle functions, 
but the company’s real strength is in the design 
and production of customised electronic control, 
power and measurement boards and software for the 
most diverse requirements, accompanying the customer all 
the way, from the idea to manufacturing. Seat Industries, on 
the other hand, manufactures cab seats for a wide array of 
vehicles that can be chosen from the catalogue or made to 
the customer’s specifications. Worth mentioning is the new 
“Teknico G” seat for agricultural and earth-moving machinery. 
It is designed to provide maximum long-term comfort for the 
driver with its er-
gonomic backrest 
and selected uphol-
stery materials. The 
supporting frame 
is made of metal 
to ensure durabil-
ity over time. The 
shape of the cush-
ions and plastic 
parts confer a so-
phisticated design 
to the seat. The seat 
can be customised 
with multiple op-
tional features, such 
as lumbar support, 
adjustable armrests 
and heated cush-
ion. It can also be 
combined with all 
mechanical and air 
suspension systems 

Social commitment and en-
vironmental impact are the 
keywords in the company’s 
choices, which is why the 
AMA Group published its first 
Sustainability Report in 2021. 
By starting on this path, the 
Group is clearly expressing 
the intention to create value 
for the people and the areas 
in which AMA operates by 
focusing on the sustainability 
of strategic decisions.

Sustainability 
Report

Revenues

233 mln €

Investments

14 mln €

Energy consump�on

109.278 GJ

Water consump�on

1.598 Ml

99,97%
plas�c des�ned

for recovery

economic data environmental data

28 Fully consolidated
companies

18 Factories

1.149
Employees

43
New employees 
                 under 30

social data

87%
   Permanent
employees 

1.338
Hours of compulsory training

Emissions Scope 1 + Scope 2
Loca�on based

7.085 tCO2eq

Economic value
generated and distributed

258 mln €

A digital 
instrument

Italy

AMA Group in the world
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Ofolux is concluding the process of certification to IATF 16949, which attests 
to the company’s capacity to satisfy the high standards of quality demanded by 
the automotive industry, while its increased production has required a significant 
expansion of the workforce

Automotive vision

Words Renato Antonini, photo Enrico Bona

Once again, Ofolux’s participation in European ex-
hibitions, with their international vision and large 
number of highly motivated professional trade 

visitors, has been a great success: the Düsseldorf Car-
avan Salon and the IAA in Hannover are two key events 
that reflect the main directions in which the company is 
headed. Nowadays, almost half of Ofolux’s turnover is in 

Company news OFOLUX

the RV segment, while the rest is generated by contracts 
in the bus and special vehicles segments. Since its entry 
into the RV business, Ofolux has been able to demon-
strate its know-how in vehicle lighting solutions, a result 
of its long experience in the automotive industry. This 
know-how is now also attested by its upcoming certifi-
cation to IATF 16949, a quality certification specific to 
the automotive industry.
“This year we have been profoundly involved, at ev-
ery level, in the IATF 16949 certification process,” says 
Cristina Oblatore, co-owner with her brother Luca of 
Ofolux, “and after the initial audits by TÜVRheinland 
we obtained a provisional attestation, which will be fol-

lowed by final certification in January 2023. This is 
a challenging process which involves every single 

company department, and includes staff training 
courses. The certification also requires more 
stringent controls throughout production, 
both preventive and end-of-line, which cover 
the entire supply chain. However, we welcome 
the process of automotive certification, since 

it confirms the way we have been working for 
many years. And we believe that the RV industry 

recognises the value of this commitment, because 
the transfer of know-how from the automotive segment 
to the caravanning segment will inevitably have a posi-
tive effect.”
Overall, this is a period of considerable success for 
Ofolux: contracts in the bus segment, which the pan-
demic had brought to a standstill, have resumed, and 

New adjustable spotlight
Ofolux presented its new recessed- 
mounted spotlight (Art. 2000) 
with 360 degree adjustable 
beam at the Düsseldorf 
Caravan Salon. This re-
cessed-mounted lamp, 
rated 1.8 W / 200 lumen, 
is available in black but 
can be ordered in other 
colours on request. This lev-
el of customisation is avail-
able for many Ofolux spot-
lights, such as Art. 1029, 
which can be screenprint-
ed to the client’s design, 
in view of its intended use 
in the children’s area.
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In partnership with

Ofolux offers a wide range of reading lamps with 
adjustable stems, like Art. 90FM, available in two ver-
sions: an entry level model with conventional switch, and a 
premium model with touch control and 2A USB power socket. The 
company also offers a wide range of dome lamps. The low profile Art. 
58S, just 7 mm thick, is designed for automotive applications, and boasts 

outstanding mechanical stability, as well as being very easy to install. 
This model is rated 5 W / 600 lumen.

Dome lamps and spotlights

turnover is up, despite 
the recent slowdown 
in RV production lines. 
The company forecasts 
that 2022 will close with 
turnover up by 5%. The 
company continues to 
be organised around 
its three manufacturing 

plants, the main one being 
its Italian headquarters in Brunel-

lo (Varese), while the Tunis plant in Tu-
nisia handles electronic assembly and the 

Ofomex plant in Mexico City deals with the local bus and 
special vehicles market.

Expansion of the workforce
“Our on-going success in the marketplace has required 
us to grow our production,” Cristina Oblatore continues, 
“and we have expanded our workforce accordingly. We 
have increased our staff in a variety of 
areas, from production itself to cus-
tomer service, from our technical of-
fice to procurement, and we have also 
invested in machinery and technolo-
gies, expanding our ESD department 
for LED module assembly to further 
guarantee the reliability of our prod-
ucts.”
Ofolux is well known in the RV seg-
ment for its lighting solutions, and is 
a vendor for a number of major Eu-
ropean and other foreign companies. 
During 2021, the company also started 
producing plastic extrusions, lever-
aging its experience in making rear 
shelves and complete interiors for the 
bus segment. In the RV segment, plas-
tic extrusions are used as accessories 
for lighting systems and interior finish-
ings, as well as for a variety of furnish-
ing components.

Electrified rail
Ofolux’s introduces the new Art. 600 Binario, an elec-
tric rail-mounted spotlight with on-board switch. The 
lamp, with its adjustable beam, installs at any point 
along the rail. It is rated 0.5 W / 100 lumen. Each rail 
can mount multiple lamps.

The Ofolux team in front of the Italian headquarters 
in Brunello, Varese - Northern Italy

The spotlights can be moved 
as desired on the electrified rail

Below: personal service units for buses 
available in different colors
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The experience of Sguinzi in glass and aluminium is increasingly 
appreciated in the RV sector. The many solutions for panoramic 
roofs, entrance doors and cab windows are made using processes 
typical of the automotive sector. The in-house design and engineering 
department can customise products and design new ones based on 
specific customer requirements

Words Renato Antonini

The presence of Sguinzi at the Car-
avan Salon in Düsseldorf was sig-
nificant in the stand in Hall 13 and 

for the many products, including pan-
oramic roofs, cab doors and 
cab windows, installed on the 
vehicles displayed by several 
RV manufacturers. In just a 
few years, Sguinzi has earned 

a reputation in the RV sector 
gaining recognition for the high 

quality of its products and its ability 
to provide turnkey services from design to 

mass production. Behind this success is almost 
sixty years of experience in the automotive industry 
and a well-organised in-house design and prototyp-

Company news SGUINZI

ing department. “We are growing and a significant contribution 
comes from the increase in share in the RV sector”, explained 
Stefano Lovati, CEO of Sguinzi. “Today the sector accounts for 
35% of the total turnover”.

Panoramic roof
The panoramic roof was the Sguinzi product 
that most caught the attention of the trade at 
the Caravan Salon. It has been used for some 
time on the Fiat-based motorhomes made by 
Trigano in the plant in Atessa (Italy) and the 
opening version is now being installed on the 
most recent MAN-based Adria campervan. 
The Sguinzi panoramic roof stands out first of 
all because it is made of glass to offer a very 
different brilliance and transparency com-
pared to plastic domes and has a style that 
strongly characterises the vehicle on which it 
is installed. The opening glass surface, fixed 
on an aluminium frame, is combined with a 
superior-quality handling device in one piece 
that combines safety function with the pos-
sibility of opening and closing with just one 
hand. The other element of the system is the 
large frame that adapts to the vehicle roof, 
with a double shell that creates an external 

Panoramic design
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Stefano 
Lovati

Giovanni 
Cozzi

In partnership with

base surface into which the glass is fitted 
and a smart finishing frame inside the 
passenger compartment. Solar energy is 
absorbed by the specially coloured glass 
and a hybrid solution with an outer glass 
layer coupled with an inner PMMA shell 
at the customer’s request.
“Panoramic roofs are becoming a real 
line of business”, said Giovanni Cozzi, 
strategic advisor to the Board. “The 
demand is considerable because these 
products characterise the image of the 
vehicle in addition to letting in fresh air 
and light. We started by working on the 
Fiat Ducato base and now we have creat-
ed a model for the MAN TGE, but we are 
in the process of establishing contacts 
to develop solutions for the Ford Tran-
sit, Mercedes Sprinter and Volkswagen 
Crafter as well. At the Caravan Salon, our 
glazed roof applied to the MAN-based 
Adria was very well received and many 
manufacturers have realised it is a real 
system capable of adapting to various 
vehicle bases rather than a single prod-

uct. And the possibility of transferring 
the system we created for motorhomes 
to semi-integrated motorhomes cannot 
be excluded.”

Living pod doors and cab doors
Sguinzi is increasingly widening its 
scope in the fields of doors for living 
pods and cabs. The collaboration with 
Adria is significant. The new Super Sonic 
motorhome is fitted with a Sguinzi cab 
door characterised by good looks, excel-
lent quality and top-notch functionality. 
The driver-side doors offered by Sguinzi 
start from a standard construction that 
can be adapted, going up in level, with 
manufacturer-specific design solutions. 
The material can be changed, a central 
locking system with or without power 
windows can be installed and double 
glazing can be chosen instead of single 
glass, for instance. The collaboration with 
Adria kicked off three years ago with the 
creation of the panoramic double door 
for the large and exclusive Astella cara-

“The number of manufacturers using our windows for mo-
torhome cabs has grown this year. The quality but also the 
scope of the proposals is appreciated”, said Stefano Lovati 
“We have three basic models that can be customised.”
The experience gained in the construction of windows 
for buses and special vehicles has been carried across by 
Sguinzi to design various sliding window solutions for mo-
torhome cabs. Three standard products can be replicated 
with different sizes and shapes. The basic line is called S3, 
while the Ergost flush range has a simplified ergonomic 
opening with a safety lock patented by the Milan-based 
company. The flush window can also be electric, with a 
new button-controlled automatic opening mechanism. The 
three basic layouts can be modified and customised by 
Squinzi according to the customer’s requirements.

Cab windows

van that stands out for its elegance and 
large glazed area. Production has now 
begun on a single-opening mini version 
for prestigious but more traditional car-
avan models, like the Adria Alpina. The 
hybrid solutions with an outer glass and 
an inner PMMA shell are particularly in-
teresting. The Sguinzi range includes 
more conventional doors for the living 
pods and as with its other products, the 
company offers a system that can be 
adapted to the needs of individual RV 
builders. Manufacturers can choose a 
basic door version or an interesting dou-
ble-window door version (above and 
below the central part with the handle). 
Particularly noteworthy is the EDI door 
system, presented last year as a pro-
totype and now ready for production. 
This is a door equipped with an electric 
opening system, with one (illuminated) 
button on the outside handle and two 
(open/close) buttons on the passenger 
compartment side. The system can be 
combined with remote control and in-
cludes a manual release mechanism. In-
terestingly, the EDI doors add prestige to 
the vehicle on which they are mounted, 
but are not too expensive, compared to 
the electric doors generally only found in 
luxury motorhomes.



68
    

Their new management is planning a decisive programme of development for the SR 
Mecatronic and Ma-Ve brands, with investments to expand their product range and 
open up new markets

New products 
for new markets

Words Renato Antonini - photo Enrico Bona

The two companies, themselves already well-estab-
lished in the accessories market, now have a new 
owner: in 2021, SR Mecatronic and Ma-Ve were ac-

quired by Itago Partners. A year after the acquisition, 
the first effects of the new management are becoming 
evident. Growth in 2022 is forecast to exceed 20%. SR 
Mecatronic was established in 2009, whereas Ma-Ve was 
founded in 2015. Both companies have always worked 

in the RV accessories market. In 2021, a 
majority share in both companies was 

acquired by Itago Partners, a pri-
vate equity company dedicated to 

acquiring Italian family business 
manufacturers with a turnover 
of 10 to 100M€ and a high po-
tential for growth in the inter-
national marketplace.

Investments in growth
“SR Mecatronic and 
Ma-Ve now constitute 
a global network,” says 
Claudia Iovinelli, Man-

aging Dircetor of Ma-ve 
International Srl and Sales & 

Marketing Director for the 
SR Mecatronic group, 

Company news MA-VE / SR MECATRONIC 

“with a solid position in Europe and New Zealand. The ar-
rival of a strong investor means we can move forward with 
our development plans for Australia and North America, 
with products designed specifically for their markets. We 
are looking forward to constant double digit growth of 
our YoY turnover.”
The company currently designs and makes three cate-
gories of product in-house: parabolic satellite antennas, 
roof-mounted air conditioners and hydraulic levelling kits. 
Very different products, but all with a common aim: to 
make RV holidays as comfortable as possible. The SR Me-
catronic group has two plants, one close to Bologna (Ita-
ly) and the other in the Republic of San Marino, with four 
active production 
lines. In recent times, 
their workforce has 
grown by 30% and 
now amounts to 40 
people. The SR Me-
catronic group has 
its own design de-
partment, and rein-
vests around 7% of 
annual turnover into 
R&D. SR Mecatronic 
is investing in the 
implementation of 



69
    

In partnership with

an ESG programme, and is also ac-
tively working towards obtaining a 
variety of ISO certifications.
“We are working to achieve high lev-
els of environmental and social sus-
tainability,” says Claudia Iovinelli, 
“and we are also continuously ded-
icating resources to improving our 
quality standards.”

Production and sales
The SR Mecatronic group has pro-
duction and sales operations on 
three levels. First off, under the SR 
Mecatronic and Ma-Ve brands, part 
of the production of parabolic an-
tennas, air conditioners and levelling 
systems is placed on the market via 
the major RV industry distribution 
chains. Then there is the private label 
operation: the SR Mecatronic group 
produces to order for other compa-
nies, making products that are mar-
keted under third party brand names. 
They are known for their customisa-
tion capacity, which enables them to 
adapt their products to suit the cli-
ent’s needs. The third level consists 
in marketing third party products un-
der SR Mecatronic brands: thanks to 
these collaborations with well-estab-
lished partners, they sell solar panels, 
TVs, inverters, lithium batteries and 
emergency starter boosters.
“Our companies are founded on 
the passion and know-how of Ital-
ian manufacturing and our constant 
partnership with RV users,” says 
Claudia Iovinelli, Managing Director 
of Ma-Ve International, “but now we 
have become part of a group with 
strong plans for development, plans 
based on large investments and on 
the guidance of management drawn 

from international companies.”

Designed and made in-house
The core business of the SR Meca-
tronic group are the three lines of 
products it develops and manufac-
tures in-house: the satellite anten-
nas are accessories for campervans, 
a segment in which SR Mecatronic 
started working in 2009, after which 
it introduced its hydraulic levelling 
kits and in 2021 its air conditioners.

• Satellite antennas
With a 3 year warranty, SR Meca-
tronic antennas are designed to offer 
unbeatable reliability and long ser-
vice life. The mechanical assembly is 
made with powder coated alumini-
um die-castings, using a worm screw 
drive in carbonitrided steel and 
bronze pinions. The lifting and aim-
ing motor is of the automotive type 
and the electronics are based on the 
DVB-S2 MP4 Full HD tuner, a high 
performance unit with excellent sen-
sitivity and bandwidth. SR Mecatron-
ic satellite antennas are available in 
a variety of versions, with parabolas 
measuring 65, 68, 80, 85 and 90 cm. 
The antenna can also be controlled 
using a smartphone app.

• Levelling kit 
The catalogue contains hydraulic 
levelling cylinders compatible with 
a wide range of chassis. The kit 
consists of four lifting cylinders with 
wide feet in stainless steel, a 12 V 
hydraulic power pack and a hand 
pump for raising the cylinder in 
emergencies. There is also a control 
panel which installs in the interior, 
with the option of connection to a 
smartphone app for remote control 
Levelling can be done manually or 
automatically.

• SR MECair. 
Powered at 230 V, the SR MECair 
roof-mounted air conditioning unit 
features a very low profile indoors 
diffuser (just 35 mm deep). The dif-
fuser is not only stylish, but also has 
a highly effective distribution system 
which assures a uniform, comfort-
able flow. If so desired, the user can 
direct the flow of air into the area 
around the conditioner itself, thus 
creating an “air shower” effect. The 
SR MECair also has UV filters and a 
chromotherapy system integrated 
into the diffuser. Available in two 
versions rated 1700 and 2200 W, it is 
very lightweight, weighing under 30 
kg including the diffuser.

Claudia Iovinelli
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R eport Düsseldorf - Caravan Salon 2022

Over 235.000  visitors
During the 10 days of the Caravan Salon Düsseldorf 2022 the trade fair attracted 
more than 235,000 caravanning fans from 72 countries with 736 exhibitors from 34 
countries in 16 exhibition halls. These impressive figures confirm that caravanning is 
still absolutely in vogue

Words editorial staff

Messe Düsseldorf and the Cara-
vaning Industrie Verband e.V. 
(CIVD) were delighted with 

these great results: “Despite a difficult 
economic environment we have suc-
ceeded in reaching out to visitors with 
extremely high interest in this form of 
holiday and concrete intentions to buy. 

Very striking was the excellent atmo-
sphere during the entire duration of 
the fair, the connected passion for mo-
bile leisure was noticeable at all times. 
Only Caravan Salon reflects the entire 
caravanning world with its great vari-
ety”, summarized Erhard Wienkamp, 
Managing Director of Messe Düsseldorf. 

He was also pleased with the fact that, 
again, more newcomers as well as many 
young families attended the caravan-
ning fair. For these target groups the ad-
vice offered at the “StarterWelt” proved 
very helpful; and the Special “Abenteuer 
Selbstausbau/Adventure DIY” organized 
for the first time was also successful.  
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CIVD President, Herrmann Pfaff, was 
also very satisfied with the results 
of the 61st Caravan Salon: “After two 
years with pandemic-related restric-
tions we were finally able to meet again 
under relatively normal conditions in 
Düsseldorf in 2022. As expected, this 
opportunity was used by many peo-
ple to gather information on the inno-
vations and trends in the caravanning 
sector. And Caravan Salon again more 
than lived up to its reputation as the 
leading trade fair. The 61st edition was 
not only the biggest ever but also set 
standards in terms of the quality and 
variety of exhibited products and nov-
elties. There has never been a larger 
selection of motorhomes, caravans and 
accessories on display. In addition, the 
fair has developed into an important 
dialogue platform where our industry 
maintains close exchange with decision 
makers in the political sphere and tour-
ism because the economic and touris-
tic potential of caravanning as a form 
of holiday is far from being exploited 
and needs to be promoted more. The 

Caravan Salon has always been not only 
a stage for new products but also an 
emotional meeting place both for car-
avanning fans and for newcomers. This 
aspect has become even more import-
ant in the current times because moto-
rhomes and caravans embody freedom, 
individuality and dreams connecting 
people. This is why it does not come 
as a surprise that our way of travelling 
gained in popularity even long before 
the pandemic and many vacationers 
could not imagine life without it today. 
An end to the caravanning trend is not 
in sight. In short: the 61st Caravan Salon 
not only thrilled its visitors but was also 
a complete success for organizers and 
exhibitors and is making our industry 
more than optimistic for the future.”  

The exhibitors
“The Caravan Salon has once again 
been a very successful fair for Hobby. 
We were very happy with the response 
from journalists and the large number 
of visitors at our stand”, says Hobby 
Managing Director Holger Schulz: “The 
focus of our presentation was the new 
Hobby Maxia van based on the VW 

Hermann Pfaff - CIVD

Crafter, with which Hobby is entering 
the premium van segment. Our Beachy, 
displayed on beach sand, already 
proved a highlight at last year’s trade 
fair. We are all the more pleased that we 
were able to provide another highlight 
with the presentation of our lightweight 
study Beachy Air together with the VW 
ID Buzz – both exhibited at a public 
fair for the first time. Düsseldorf as a 
fair location provides an ideal platform 
for our seasonal kick-off and we thank 
Messe Düsseldorf for the good service 
and great hospitality.”

Dr. Holger Siebert, Managing Direc-
tor of Eura Mobil GmbH and Trigano 
Deutschland KG: “This year’s Caravan 
Salon was characterized by great in-
terest in the products, poor supply 
availability and high uncertainty about 
the future. People love mobile leisure 
and want to purchase vehicles despite 
significantly increased prices. Buying 
interest was significantly higher than 
expected. The fact that sales generally 
declined at this fair is due to the lack 
of base vehicles for motorhomes, es-
pecially from market leader Fiat. The 
global shortage in electronic compo-
nents for vehicles results in prolonged 
production standstills – first at chassis 
and later at motorhome manufacturers. 
Across all our eight brands we found 
that customers buy on the spot when 
delivery times are short and prices se-
cure. If, however, the product takes a 
year for delivery and dealers cannot 
give any delivery or price guarantees 
customers hold back. With some of our 
brands many motorhomes were sold on 
a Ford chassis because of the greater 
availability, whereas with our premium 
brand Eura Mobil the focus was on high-
end motorhomes on a Mercedes-Benz 
base vehicle”.

Holger Schulz - Hobby

Holger Siebert - Eura Mobil - Trigano

2022 EDITION

Exhibitors 736

Visitors 235,000

Exhibition halls 16
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“We are more than satisfied with this 
Caravan Salon. Our forecasts were ex-
ceeded significantly. Our dealers are 
enthusiastic and have given us plenty 
of positive feedback. Especially our 
multi-brand strategy with new base 
vehicles by Volkswagen, Ford, MAN 
and Mercedes-Benz was very well re-
ceived by visitors and customers mak-
ing for extremely positive sales figures. 
Overall, Caravan Salon again has been 
a resounding success for Knaus Tab-
bert because here in Düsseldorf the 
conditions are optimal,” sums up Gerd 
Adamietzki, Chief Sales Officer at 
Knaus Tabbert.

“For Hymer GmbH & Co. KG we can 
look back on a busy trade fair week 
and a good atmosphere at Caravan 
Salon 2022. The interest in our form of 
holiday continues unabated; especial-
ly high is the demand for comprehen-
sively equipped motorhomes. Also in 
line with the trend are 4-wheel drive 
and self-sufficiency. This became evi-
dent in many personal conversations, 
confirms the ongoing positive trend in 
the sector while showing at the same 
time that our premium strategy pre-
cisely meets the needs of demanding 
motorhome users. The fair is a good 
platform for close exchange with deal-
ers, partners and customers as well as 
interested people. This is why we are 
happy to have taken part again after 
three years. We exhibited with a com-
pletely new stand concept that con-
veys our positioning and the Hymer 
claim as well as important, future-rele-
vant topics, such as the use of sustain-
able materials. Our trade fair highlight 
also fits in with this: the Venture S, a 
real crowd-puller. We are taking these 
impulses with us and are looking for-
ward to autumn 2022, when we hope 

to see many interested parties again 
at our trade partners”, says Christian 
Bauer, Chairman of the Board of Man-
agement of Hymer GmbH & Co. KG.

Bernd Wuschack, Managing Director 
Sales, Marketing and Customer Ser-
vice of the Carthago Group: “Against 
the background of our supply and 
price situation, we had mixed expec-
tations of success this year. We were 
all the more satisfied with the actual 
result of Caravan Salon. The attention 
that our form of holiday is still out-
standing, was reflected in the good 
visitor numbers and the positive con-

versations at our stands. Despite the 
changes we had to make to the overall 
concept this year, the trade fair was 
characterized by high quality and a 
pleasant atmosphere for us. It should 
also be mentioned at this point that 
the cooperation and collaboration with 
Messe Düsseldorf works excellently. 
The crowning glory for our trade part-
ners and us was the joint fair evening 
at the stand with our guest of honour 
Ralf Schumacher.” 

“In view of the overall economic situa-
tion in Germany we travelled to Cara-
van Salon with muted expectations; so 
the strong interest of buyers came as a 

positive surprise to us. We have posted 
respectable sales results and are very 
satisfied with Caravan Salon 2022,” 
sums up Marco Lange, Managing Part-
ner at la strada Fahrzeugbau GmbH.

Caravan Salon is extraordinarily well 
positioned in Halls 13 and 14 when it 
comes to accessories, technical equip-
ment and interior parts. At no other 
event for caravanning worldwide ex-
perts and end consumers will find a 
larger, more comprehensive and inter-
national product range.

Jürgen Vöhringer, Managing Partner 
at Vöhringer GmbH & Co. KG, sums up: 
“Contrary to expectations this year’s 
fair was very well attended. The record 
number of exhibitors is definitely also 
very much due to industrial upstream 
suppliers. Suppliers are always a guar-
antee for innovation. Positive to note 
is that the expert conversations have 

Gerd Adamietzki - Knaus Tabbert

Christian Bauer - Hymer

Bernd Wuschack - Carthago

Marco Lange - La Strada Fahrzeugbau

Jürgen Vöhringer - Vöhringer GmbH
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clearly increased in quality over the 
past few years. The atmosphere in the 
halls is very positive despite such ad-
verse conditions as supply chain dis-
ruptions, war in Europe and inflation. 
The industry recognizes the challeng-
es and faces them with a positive atti-
tude. Also commendable is the cohe-
sion in this sector. We are very pleased 
to note that the number of visitors 
from Oceania, Asia and North America 
increased extremely this year. The or-
ganization of Caravan Salon was out-
standing.”

Hall 3 was the heart for the Equip-
ment & Outdoor and Travel & Nature 
sections this year. Hiking destinations 
from all over the world were presented 
here experienced great interest of out-
door fans. In particularly high demand 
were destinations close to cities such 
as those presented at the big joint 
stand of Tourismus NRW under the pa-
tronage of the Ministry of Economics.

Ute Dicks, Managing Director of 
Deutscher Wanderverband (German 
Hiking Association): “The fair has shown 
that people are looking for high-quali-
ty hiking tourism products such as the 
‘Qualitätswege Wanderbares Deutsch-
land’ (Quality Trail hikeable Germa-
ny) and in a natural landscape that is 
as intact as possible. They also attach 
great importance to sustainability in 
their leisure time. Likewise, their con-
cerns about the changes induced by 
climate circumstances are evident. It 
is especially the hiking tourists that are 
committed to keeping their impact low. 
Hiking trails with access to local public 
transport, regional products offered at 
the accommodation and regenerative 
energy are becoming more and more 
important. Caravanning shows that sus-
tainability also ranks increasingly higher 
in other tourism segments – whose ba-
sis is an intact natural landscape. This 
is why I am delighted that we explored 
the prerequisites and opportunities for 

sustainable nature tourism together 
with the Caravaning Industrie Verband 
during the fair. We must and will con-
tinue to work together to preserve our 
nature”.

“Our participation in Caravan Salon 
this year was a complete success! De-
mand for Catalunya as a camping and 
outdoor destination was huge and our 
latest product, the Grand Tour of Cata-
lunya, met with very strong interest. For 
us the combination of a stand and pre-
sentations at the Travel & Nature CON-
NECTED stage was perfect to inform 
the fair visitors about our various of-
fers”, says Montserrat Sierra, Director 
of the Catalan Tourist Board – Central 
Europe delighted.

Ole Schnack, Managing Director of 
Landvergnügen GmbH: “Caravan Sa-
lon is a place where we can personal-
ly meet our customers and the “Land-
vergnügen” community. Here we can 
exchange in conversations during the 
hustle and bustle of the fair, solve prob-
lems together or share joyful experi-
ences. I am particularly pleased to often 
see “old” customers explaining to new 
interested people how “Landvergnü-
gen” works. Caravan Salon is especially 
well suited to this because here we can 
meet people from all regions in Germa-
ny, the Netherlands and Belgium”.

Jarle Sänger of ‘Wandermagazin’ said: 
“Finally being able to exchange ideas 
face to face again – mostly without 
worries – how wonderful is that? There 
are still a striking number of hiking and 
outdoor fans, who love to be active 
outdoors and who are adventurous. At 
‘Wandermagazin’ we were very busy 
and hope that in 2023 more tourism 
stakeholders from Germany and Eu-
rope will take part once again.”

Technology & Components area: 
our video report
At the 2022 Caravan Salon in Düsseldorf, our team directed 
by the editor-in-chief Paolo Galvani made a video report-
age to tell, through the voice of the leading companies, the 
stories of the main innovations in the 
world of components and accessories.

Scan the QR code to access our You-
Tube channel. You can see the full vid-
eo report or choose the specific com-
pany whose news you want to look at.
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has involved almost all manufacturers, 
with a few exceptions in the highest 
range of the market, is the expansion 
of the range of mechanical base vehi-
cles used: the end of an era in which the 
Fiat Ducato represented 80 percent of 
the market. Today, in the ranges of the 
main manufacturers you can find mod-
els based not only on the (discounted) 
Citroën and Peugeot alternatives, but 
also (or perhaps above all, at least in 
the entry and middle range of the mar-
ket) on the Ford Transit. The Ameri-
can base is then joined by the German 

Mercedes-Benz (which was already 
well represented, but is now growing), 
MAN and Volkswagen, in the latter case 
even on its Transporter T6.1 popular 
in the camper van segment. When we 
talk about multi-purpose vehicles, or 
“urban vehicles” as manufacturers like 
to call them today, we enter the realm 
of the Ford Transit Custom which has 
conquered almost all specialists in this 
segment. Here there is also some pres-
ence of Citroën Spacetourer and Mer-
cedes-Benz V-Class, which obviously 
join the consolidated Volkswagen.

Innovation and trends

For a year in which novelties had 
to be counted, things didn’t go 
so badly at the Caravan Salon in 

Düsseldorf. Paradoxically, the need not 
to upset the market equilibrium while 
waiting for the shortage of base vehi-
cles to be overcome and production to 
recover on orders not yet fulfilled, has 
led some companies to be more daring; 
instead of renewing the existing rang-
es, as always happens, and to introduce 
some slightly less traditional layouts, 
those who bet on novelties did it in 
style. Generally speaking, a trend that 

Hymer Venture S
The real star of the show was the Hym-
er Venture S. Born three years ago as a 
Vision S prototype, it has now become 
a serial production vehicle, albeit in 
limited quantities. It was a huge chal-
lenge to bring it to production, given 
the innovations it brings with it. First is 
the large elevating roof with pneumat-
ic side walls (which use the same ba-
sic technology as the Bürstner Lyseo 
Gallery TD): their structure guarantees 
greater thermal and acoustic insulation, 
while the material used allows the right 
amount of light to shine through the 
muffled, almost fairytale environment. 
The bedroom thus becomes a welcom-
ing and satisfying environment. To make 

it habitable, all you need to do is press 
a button and wait a few seconds. The 
second innovation concerns the rear 
part of the vehicle where the living area 
has been positioned. Here there are real 
glass windows on three sides and the 
rear wall is divided into two parts: one 
part with the window opens upwards 
like a tailgate, while the lower portion 
flips 90 degrees to create a panoramic 
sunbathing “balcony” that allows you to 
really be in touch with nature. Internally, 
a fixed staircase gives access to the up-
per bedroom, while the bathroom can 
be expanded simply by pulling the side 
wall. Built on Mercedes-Benz Sprinter 
4x4 mechanics, the Hymer Venture S is 
not for everyone: the price list starts at 
around €225,000.

All the latest news and trends came together at the German event: from the proliferation 
of different mechanical base vehicles to the mania for “urban vehicles” 

Words Paolo Galvani
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Urban vehicles
The news that things were happen-
ing in this market segment had al-
ready been sensed in recent months 
with the first announcements were 
released. But, at the Caravan Salon, 
the explosion of “urban vehicles” 
was sensational: from an almost 
niche product whose roots go back 
to the Volkswagen California and 
the Mercedes-Benz Marco Polo, to-
day they are on the lists of many 
manufacturers. The debut of the 
Panama brand in 2021 has certainly 
not passed quietly, with the Triga-
no group having created a special 
factory in Spain and also winning 

a copious supply of Ford Transit Cus-
tom which should avoid any problem 
of availability. Panama has designed 
its proposal between short and medi-
um wheelbasex, in eight different ver-
sions. Pössl, active for some time with 
its Vanster / Campster (Citroën) and 
Vanstar / Campstar (Mercedes-Benz) 
has created the dedicated brand Van-
Line, while the new multipurpose type 
of vehicle has appeared in the lists of 
many manufacturers, including gener-
alists: Adria, Bürstner, Dethleffs, Font 
Vendôme, Karmann Mobil and Laika, 
for example, which are added to the 
“historic” manufacturers more linked 
to the automotive world, such as Ford, 
Mercedes-Benz and Volkswagen. 

Bürstner Lyseo Gallery TD
This is another prototype that has 
made the move to series produc-
tion. This curious, semi-integrated 
vehicle turns into an overcab mod-
el when parked and completely re-
thinks the interior spaces: eliminat-
ing the bulk of the rear bedroom, 

its 699 centimeters in length gives an 
unexpected space to the kitchen and 
the transverse rear bathroom. Perhaps 
it is only the amount of space at the 
table that suffers a little: the dinette is 
forced to coexist alongside the large 
fixed staircase leading to the upstairs 

bedroom. Here 
the environment 
is decidedly unusual for an attic space: the environment 
is very high and the innovative pneumatic walls are en-
riched by two corner windows. In addition, there is a shelf 
that acts as a bedside table for storing smartphones, 
glasses or books when you go to bed. As in the case of 
its “close relative”, the Hymer Venture S, a few tens of 
seconds are all that is required to make this real addition-
al room fully usable. 
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The electric that is not there yet
Although Europe continues to state 
that it wants to ban internal combus-
tion engines from the market by 2035, 
causing concerns and anxieties in con-
sumers who are intensely aware of this 
issue, the caravanning industry is not yet 
ready to change platforms. The needs 
of the motorhome user are too different 
from cars or light commercial vehicles, 
and in addition to seeking an autonomy 
that is impossible to achieve today, con-
sumers also ask how and where it will be 
possible to recharge such vehicles when 

reaching the destination and they 
turn into a home. 
The responses from the caravan in-
dustry at the Caravan Salon were few. 
The only electric vehicle commercial-
ly available is the VanLine e-Vanster, 
based on Citroën SpaceTourer, which 
has very minimal camper elements: 
only a folding roof with double bed 
and a folding induction cooker. To bet-
ter equip it, you need an optional box 
purchased separately. Its “cousin”, the 
Campster, already ready for use, still 

runs on diesel. For the 
rest, a semi-integrated 
prototype equipped with 
an electric motor and 
range extender already 
presented last year was 
revised by Knaus. The 
e-Power Drive has a 35.5 
kWh battery that should 
guarantee 90 km of au-
tonomy, then the engine 
would come into action, 
the nature of which has 
not yet been defined.
Finally, Bürstner tried 
to make people believe 
it had a virtually ready-

made, zero-emission camper van, show-
ing off the Lineo C 590 Electric based 
on a Ford e-Transit. The basic charac-
teristics of the “American” van (with 317 
km of range with 68 kWh battery and 
fast charging) were revealed, but no 
figures measured by Bürstner for after 
its conversion to a camper, including its 
weight. The interior is identical to that of 
the diesel-powered Lineo C 590 model, 
but when we asked where the space for 
the grey water tank would be found, the 
reply was that there is not a solution for 
this yet ... We should probably wait to 
talk about it again in around 2024/2025.

Hobby Beachy Air
Small, light and low-profile, ideal for being towed even 
by small vehicles: the Hobby Beachy Air proposal, for 
now only a prototype, weighs only 500 kg and has a 
maximum permissible weight of 750 kg. The lifting roof 
with rigid side walls makes it possible to stand in the 
rear, but easier for towing when closed. Inside, the de-
sign philosophy is that of minimalism, as with all stan-
dard Beachy models: no bathroom, but the possibility 
of having a Porta Potti. The small kitchen module can 
be used indoors or moved outside to prepare food out-
doors. 

R eport Düsseldorf - Caravan Salon 2022
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Knaus Tourer Cuv
The Knaus Tabbert group does not lack the 
courage to be daring. Not only did it present 
two compact, semi-integrated motorhomes 
based on the Volkswagen Transporter T6.1 (of-
fered as the Knaus Tourer Van and Weinsberg 
X-Cursion Van), but it also took another step 
forward and tried to make them even more 
“strange”: by reducing the height and adopting 
a folding roof covering the entire length of the 
vehicle, the result is the Knaus Tourer CUV. It 
share with the standard models a curious show-
er compartment created when required by lift-
ing a portion of the rear double bed and raising 
a top portion of a shower cubicle. The product 
still needs to be fine-tuned in detail, but ideas 
are certainly not lacking.

Knaus Azur
Think about how a caravan is built and rethink it in a completely different way: 
this is what Knaus has done with its new Azur, which combines functionality, 
comfort and innovative technology. Its frame is made up of 22 Fiber Frame com-
ponents bonded by a robot. The high-strength self-supporting frame ensures 
not only better stability and longevity, but also flexibility in the design of the in-
terior space. Its surface is anti-UV and “self-repairing”: small scratches disappear 
by themselves because the material reforms due to the thermal effect, under the 
sun. Deeper damage can be eliminated by simple grinding and polishing.

R eport Düsseldorf - Caravan Salon 2022
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In this feature on inventions that changed our world we look at the ball coupling, 
rubber torsion axles, lightweight chassis, and overrun braking systems. Next time 
we’ll look at four other chassis-related inventions

Caravan chassis 
and running gear

F ocus on SUCCESSFUL INVENTIONS Words Terry Owen

Caravan chassis and their running 
gear have advanced beyond rec-
ognition since the early days of 

the 20th century. The result has been 
a complete transformation in the way 
we produce and use our touring cara-
vans, especially in Europe.  

Interestingly, most of these innova-
tions have occurred in the last 40 years 
or so. Until then, the production of a 
touring caravan would begin with the 
construction of a chassis made from 
steel, probably welded together, and 
with leaf or coil springs for suspension. 

Shock absorbers would doubtless 
be non-existent, as would any means 
of stability control. Brakes, if fitted, 
would probably be electro-mechanical 
and subject to all sorts of issues. First 
though, we look at a device whose ori-
gins date back over 100 years.

The Ball Coupling
Virtually all caravans and travel trailers in production to-
day use the ball coupling as a means of connecting to 
the tow vehicle. Such a coupling device first appeared 

in a US patent (no. 
1,147,844) in July 1915. 
Messrs Milton and Al-
fred Brice described 
what they called their 
‘pole coupling’ as an 
‘extremely simple and 
highly efficient cou-
pler especially adapt-

ed for use to connect the pole of a trailer cart to the rear 
portion of an automobile.’ 
As you can see it’s remarkably like the ball couplings we 
use today. Of course, improvements have been made in 
the 100 years or so since then. The first was a locking 

Left: This coupling head from AL-KO incorporates a friction stabiliser. 
We’ll look at them in more detail

American patent from 1915
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mechanism, introduced 
by the Brice’s a couple 
of years later, followed 
by a variety of sizes to 
accommodate a wide 
range of towing needs. 
In 1934 Franz Knobel, a 
founding family mem-
ber of Westfalia Auto-

motive was granted a German patent 
for a similar device.  An update was 

granted to Westfalia in 1985 by the Eu-
ropean patent office (EP0176825A1). It 

describes a coupling housing as ‘part of 
a hollow ball…  engageable with a ball head 

attached to a towing vehicle.  The ball socket can be 
locked in its engagement position relative to the hollow 
ball of the clutch housing.’

It’s fair to say that 
many patents for 
similar devices have 
been filed over the 
years but the princi-
ple of the ball cou-
pling has remained 
the same.  
Today, coupling siz-

es vary by location. In the USA, the standard coupling 
size is 2” (50.8 mm), whereas in Europe and Australia 
the ISO standard 50 mm coupling is the norm.  However, 
some countries, such as New Zealand, use 1-7/8” (47.6 
mm) as the standard for their domestic trailers.
Prior to the ball coupling the most common connection 
was the straightforward ‘pin and eye’ type still very much 
in use today. It’s simple and effective but does not pro-
vide the solid, play free, connection of a ball coupling.

Above: 
modern hitch head 

from AL-KO

Right: 
old ‘pin and eye’ 

type coupling

Rubber Torsion Axles
Rubber torsion axles contain rubber 
chords and a torsion tube within a 
square or hexagonal axle tube. The 
outer end of the torsion tube carries 
a radius arm and stub axle holding 
the brake drum and wheel. As the 
wheels move up and down the tor-
sion tube rotates against the action 
of the rubber chords subjecting 
them to a shear force. This provides 
resistance to movement in the way 
that a spring might. 

The arrangement means the wheels 
can move independently from each 
other, absorbing shocks and giving a 
better ride than a beam axle would 
(where opposite wheels are connect-
ed by a single beam.) The rubbers 
also provide a degree of shock ab-
sorption, so separate shock absorb-
ers are not always necessary.
It’s not clear (to the author at least) 
when the rubber torsion axle was 
first invented but the device has rev-
olutionised the world of trailers. One 
of the first adopters was Airstream 
who, in 1961, switched from leaf 
springs to an axle incorporating rub-
ber torsion technology. The axle was 
known as the Dura Torque, manufac-
tured by a company called Henschen 
Axle, now part of GKN.
In 1967, AL-KO developed its own 
rubber suspension axle, based on a 
unique hexagonal axle tube rather 
than the square tube that had be-
come common. It marked the start 

Above: 
German patent 

from 1934

Right: 
B&B hitch head 

from 1976

Rubber torsion axle

Direction    of travel

Concentric square 
tubes and four 
rubber chords, as 
used by Dexter 
Axle, BPW and 
many others

AL-KO’s unique 
hexagonal tube 

suspension

Right: cut-
away of a 
BPW axle 

tube

Below: an 
AL-KO axle 

tube awaiting 
insertion of the 

central tube 
with radius 

arm and brake 
drum
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of AL-KO’s axle production with just 
520 axles being made in the first 
year. However, by 1973 the total ris-
en to 100,000 and by 2015, with the 
help of production facilities across 
the globe, AL-KO had produced 25 
million axles. 
In 1984 Dexter axle produced its 
own version, trademarked ‘Torflex’. 
It used a square axle tube and was 
the first product branded by them. 

Axles in production at AL-KO’s plant in Kötz, Germany

It turned out to be one of the most 
successful products ever engineered 
and launched by Dexter. Indeed, Air-
stream switched to Torflex around 
the end of 2005. 
For caravan manufacturers, the ad-
vantages of rubber torsion axles over 

conventional axles and suspensions 
are considerable - lightweight, inex-
pensive, maintenance free, in-built 
shock absorption, quiet in operation, 
and long lived. It’s normally the rub-
ber that fails by losing its elasticity, 
but that can take up to 25 years.

Caravan Chassis innovations
In 1957 an advert for a Paladin Commodore caravan in 
the UK boasted a ‘welded steel chassis that is strong-
ly cross-braced for extra strength.’ The result was un-
doubtedly strong, but those poor caravan designers 
were faced with a considerable weight penalty before 
they even started. 

At this time floors would be made of plywood sheets 
or sometimes even tongue and groove boarding. Natu-
rally, this type of floor needed good support.
The first significant step forward came in the 1970’s 

with the development of bonded floors made of a 
sandwich construction. These proved stronger and al-
lowed the chassis support rails to be reduced some-
what.
By the early 1980’s floors were being bonded using a 
plywood sandwich with high density foam (Styrofoam) 
inside. Wooden strengthening battens around the ran 
around the edge and from side to side. The result was a 
strong and relatively rigid floor with a typical thickness 
of 44 mm.  This needed much less in terms of chassis 
support whilst also providing good thermal insulation.
The arrangement enabled the chassis to be reduced 
to two main rails with a drawbar, plus one or two cross 
members. The chassis and floor effectively became 
one integral unit with each gaining strength from the 
other.
As the 1980’s progressed, aluminium was often used 
instead of steel to save weight. However, the problem 
with aluminium is that it’s not as strong as steel, so you 

1957 Paladin Commodore

This B&B chassis dates from 
the early 1970’s but remained 
in use until the 1980’s

This 1987 Swift came with an aluminium chassis 
from specialist manufacturer Syspal

F ocus on SUCCESSFUL INVENTIONS

Above: a BPW radius 
arm with torque tube 
and brake drum, ready 
for insertion into the 
axle tube
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need more of it, offsetting the weight advantage some-
what. Nevertheless, weight savings were achieved and, 
of course, aluminium is corrosion resistant, so no paint-
ing or galvanising is required. This went some way to 
pay for the extra cost of aluminium which, at the time, 
was about twice the price.
As well as cost, another disadvantage of aluminium is 
the galvanic corrosion that can occur when steel parts, 
such as a hitch head and axles are bolted to it. Although 
these were not major issues, it became clear that alu-
minium was not the best way forward. This came with 
the introduction of lightweight galvanised steel chassis 
rails by AL-KO and BPW in the early 1990’s. Large cut-
outs saved weight, whilst strength was maintained by 
turning over the edges of the cut-outs together with 
the edges of rails themselves. Strong, light and corro-
sion resistant, this design soon replaced aluminium for 
the chassis rails. 

AL-KO lightweight 
chassis with Delta axle 

and Mammut mover

When bolted together the chassis and floor form a strong foundation to build on

One advantage of steel for chassis 
rails is that it lends itself to being 
bolted together. This means the rails 
can be flat packed and, using a series 
of holes, the overall length can be 
varied to suit the length of the cara-
van. AL-KO calls this its Vario Chassis. 
When combined with a suitably 
bonded floor the result is a strong 
and lightweight platform for the rest 
of the caravan body and the running 
gear. This design has been so suc-
cessful it’s carried over largely un-
changed to today. The result is that 
caravan manufacturers have been 
able to load their products with ever 
more goodies to tempt buyers to part 

with their hard-earned cash. 
At the Caravan Salon in 2016, BPW showed a new 
lightweight chassis with extensive triangular cut outs 
along its two straight rails. Three years later, following 
AL-KO’s acquisition of BPW Fahrzeugtechnik in 2017, 
AL-KO launched its own version, the Vario X. It reduc-
es the chassis weight by up to 30% through using a 
honeycomb construction, said to mimic nature. AL-KO 
claims the design does not compromise on stiffness. It 
has already found its way into some production cara-
vans.
It’s worth pointing out that, whilst the two-rail arrange-
ment is perfect for the relatively smooth roads found 
in most of Europe, it’s not ideally suited to areas such 
as the Australian outback, where much more rugged 
conditions prevail. In these types of market more tradi-
tional designs prevail.

BPW showed this 
ultra-lightweight chassis 
at Düsseldorf in 2016

Above and below:
AL-KO’s super light Vario X chassis
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Overrun braking systems
The overrun braking system is an-
other example of an invention whose 
origins are lost in the mists of time. 
Basically, it’s a system where, when 
the towing vehicle brakes, the trail-
er brakes are automatically applied 
without the need for any special link-
age between the two.
It works by using the forward mo-
mentum of the trailer to push against 
the braking tow vehicle. This creates 
an opposite force which is used to 
push back a spring damper (1 be-
low). The rearward movement of the 
damper is then used to apply the 
trailer’s brakes via a pivoted lever (2) 
and control rod (3). In this way the 
trailer’s brakes (4) are automatical-
ly applied when the towing vehicle 
brakes. As the trailer slows the force 
on the spring damper reduces, there-
by reducing the level of braking. 
What is clear is that the first sys-
tems relied on a simple spring with-
out any form of damping. This could 
have unwanted results. As the trailer 
brakes were applied the trailer could 
decelerate to below the speed of 
the tow vehicle thus quick releasing 
the brakes, only for the whole cycle 
to repeat itself. The result was often 

Typical overrun braking system

The brake shoes are forced apart by the 
pull on the control rod and cables. This 
causes them to contact the brake drum 

and slow the vehicle down

F ocus on SUCCESSFUL INVENTIONS

The gas spring-damper 
on a BPW hitch

a severe hammering of the trailer 
against the tow vehicle and a reduc-
tion in braking efficiency.
Enter AL-KO founder Alois Kober and 
his son Herbert. Following a bad car 
accident in 1952 in which they were 
both involved, many months of recu-
peration followed. During that time 
father and son set about designing 
an improved overrun brake system, 
an arrangement that would respond 
to the slightest pressure rather than 
ramming the towing vehicle from be-
hind. The first tests were carried out 
using and old Jeep left over from 
the war. They led to the start of AL-
KO’s involvement with 
the design and manu-
facture of braking sys-
tems.
Today all systems em-
ploy some form of 
damping to prevent 
unwanted hammering. 
This is usually built in to 
the drawbar assembly 
to provide smooth and 
reliable braking. It of-
ten takes the form of a 
gas filled spring-damp-
er as shown here. 

The author would like to thank AL-KO for their assistance with the preparation of this article.
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Cinderella Travel represents a totally new way to  
handle waste, easily, without the hassle of emptying 
in designated areas. Cinderella Travel is design for 
campers, RVs and narrow boats. The toilets are  
designed and produced in Norway, known for  
longevity and high quality with excellent capacity  
and sustainable, ecological design – without polluting 
outcomes. Cinderella Travel provides a hygienic and 
easy way to dispose of toilet waste safely.

Learn more about Cinderella at cinderellaeco.com

No messy emptying
No water required

No chemicals

All the comforts  
of home!

Practical  
lifting mechanism

Everything is emptied 
from the inside

NEW IN 2023
CINDERELLA TRAVEL OPTIONAL BUILD-IN-BOX
Simplifies installation/fitting. Prefabricated cover 
for exhaust duct and rear part of the toilet.

NEW IN 2023!

END  
PRODUCT 
 IS STERILE  

ASH

MEET  
US!

Meet us at the CMT Expo  
in Stuttgart, 14-22 Jan 2023
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shipments from manufactur-
ers to dealers.
“The macroeconomic issues 
are not great, particularly 
inflation,” said Geraci. “But 
what we know is that RV 
travel is a more economical 
way to travel.”
Looking to the year ahead, 
the RV Industry Association 
is expecting a further drop 
in wholesale shipments. A 
quarterly industry forecast, 
conducted by ITR Econom-
ics, puts the estimate at 
419,000 units in 2023. If re-
alized, that would be a 16% 

decline from the projected 2022 total.
“We’re expecting to see these monthly shipments be a little bit 
lower, like we’ve seen on the back half of this year. And then we 
expect it to pick back up,” Geraci said.
The RV Industry Association says Indiana factories account for 
86% of U.S. RV units. Second place belongs to Oregon with 
just 3% of RV production.

According with the news appeared on rvia.org, the RV In-
dustry Association website, as the recreational vehicle 
industry approaches the end of 2022, the nation’s eco-

nomic malaise and spiking interest rates have caused buyers 
to tap the brakes on purchasing an RV. The latest data from 
the RV Industry Association shows year-to-date shipments 
are down 8.2% compared to the first nine months of 2021. The 
month of September was especially challenging, as overall 
wholesale shipments to dealers were down 48.5% compared 
to September 2021.
But in an interview with Inside INdiana Business, RV Industry 
Association spokesperson Monika Geraci called the decline 
a “normalization” of the industry following record shipments 
last year.
“Last year was a record set-
ting year, over 600,000 RVs 
were built in 2021. That was a 
nearly 20% increase over any 
previous year,” said Geraci. 
“Our latest forecast shows 
that we’re going to be just 
shy of 500,000, which will be 
the third best year on record, 
right there close to 2017.”
[.] In September, Elkhart-
based THOR Industries re-
ported a full-year net income 
of $1 billion, a record for the 
company. THOR President 
and CEO Bob Martin ac-
knowledged a “softening in 
the towable RV sector” during the fourth quarter, but still re-
cord Q4 net income of $281 million, compared to $230 million 
during the same a year ago.
RV Industry Association data shows during the first five 
months of this year, monthly shipments surpassed last year’s 
record-breaking year. But at the mid-point of 2022, as inflation 
and interest rates surged higher, demand lessened, and so too 

N ews from the world NORTH AMERICA

15 Million RVers plan holiday travel in US

A new survey of leisure travelers con-
ducted by the RV Industry Associ-

ation finds that 15.3 million Americans 
plan to travel in RVs between Thanks-

giving and New Year’s this 
year. This represents 12% 
of the total number of lei-
sure travelers intending to 
spend the holidays away 
from home, and the impact 
of these RVers continues 
to be felt in the economies 
of the locations they visit. 
According to the RV In-
dustry Association’s trav-
el intention study, 29% 
of Millennials and 20% 
of GenZ leisure travelers 

RV Industry sees lower shipments 
as ‘Normalization’

Wholesale RV Shipments updated to October 2022

YTD 2021 YTD 2022 YOY To Date

Towables

Travel Trailers (ALL) 360,041 307,717 -14.5%

Travel Trailers - 5th Wheel 92,577 77,816 -15.9%

Folding Camping Trailers 6,588 6,901 4.8%

Truck Campers 3,865 4,667 20.8%

All Towable RVs 463,071 397,101 -14.2%

Motorhomes

Conventional (Type A) 13,128 13,192 0.5%

Van Campers (Type B) 11,240 15,025 33.7%

Mini (Type C) 23,169 22,928 -1.0%

All Motorhomes 47,537 51,145 7.6%

Total RV Shipments 510,608 448,246 -12.2%

plan on staying in an RV over the hol-
idays. Some of these will be driving 
to warm-weather campgrounds or to 
mountain ski resorts, while others will 
be parked outside their extended fam-
ilies’ homes over the holidays.
The survey also showed that finances 
are a driving reason for people’s plans 
to take an upcoming RV trip. With RV 
vacations costing 50% less than com-
parable hotel and plane ride trips and 
a third less than hotel and car ride 
trips, RVing is an attractive option 
for people looking for the freedom to 
travel while also controlling their travel 
expenses. 

Total Shipments Monthly vs. Last Year
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Flash News

THOR Industries, Inc. has announced 
that it has entered into a strategic 

partnership with Harbinger Motors, Inc., 
a best-in-class commercial electric vehi-
cle company delivering proprietary, in-
dustry-leading EV technology targeted 
to the medium-duty chassis platforms 
utilized in the RV industry.
THOR is committed to enhancing the 
RV experience through a holistic, global 
eMobility innovation strategy, which was 
unveiled in early 2022. Creating a su-
perior electrified experience requires a 
comprehensive electrified RV ecosystem 
that drives a best-in-class experience for 
THOR owners. Powered by its proprietary 
technology, Harbinger Motors is a recog-
nized leader in the medium-duty motor-
ized EV space.

Go RVing won a Silver London In-
ternational Award in the travel and 

leisure category for the Don’t Let Your 
Vacation Ruin Your Vacation radio ad 
campaign, which describes how RVing is 
much simpler and easier to manage than 
other, more stressful travel methods. 
In Go RVing’s silver-winning submission, 
“Don’t Let Your Vacation Ruin Your Vaca-
tion—Air Travel,” the campaign showcas-
es how much more relaxing it is to travel 
in an RV instead of navigating the anxiet-
ies of air travel, which can include flight 
delays and lost luggage. The radio ads 
are based on real events shared online 
that are sure to have you double-check-
ing your luggage before you leave the 
carousel!.

Winnebago Industries is establishing 
an Advanced Technology Innovation 

Center dedicated to innovating next-gen-
eration technologies for the recreational 
vehicle and marine industries. 
It will focus on incubating and prototyp-
ing new technology applications across a 
wide range of technical and product-fea-
ture categories, including alternative en-
ergy management and autonomy. The 
facility will be well-equipped with lead-
ing-edge technology and sized to meet 
the needs of the Company’s outdoor 
product portfolio. Development of the 
Advanced Technology Innovation Center, 
which will be located in the Twin Cities, 
will begin in early 2023.

Kampgrounds of America (KOA) reports 
third quarter revenue growth of 2.1%

In its Q3 Business Report, Kamp-
grounds of America, Inc. (KOA) 

continued revenue growth. Com-
paring the same period in a re-
cord-setting 2021, revenue im-
proved by 2.1% on a same-store 
basis. Looking ahead, advanced 
deposits on future business are up 
4.5%. The bulk of KOA’s business, 
short-term leisure travel, posts a 
1.5% increase in same-store reg-
istration revenue over the first 
three quarters of last year. Con-
versely, occupancy decreased for 
the quarter by 6.6% as business 
adjusts to a new level established 
in 2021. Short-term occupancy for 
the period was 29% and 11.5% im-
proved over the same time frame 
in 2020 and 2019, respectively.
“Our business saw an exponen-
tial jump over the past two years. 
Rather than returning to pre-pan-
demic levels of occupancy, a new 
higher bar has been set.” said 
Toby O’Rourke, president and 
CEO of Kampgrounds of Ameri-
ca, Inc. “Legions of new campers 
were drawn to the outdoors and 
that interest is poised to continue. 
Many of those who started camp-
ing over the past two years report 
that they plan to continue, partic-
ularly in the current economic cli-
mate as camping is largely viewed 
as an affordable vacation option. 
With deposits on future business 
sitting comfortably above this 
time last year, we are very opti-
mistic about what lies ahead.”
Looking toward long-term busi-
ness, Kampgrounds of America, 
Inc. posted a nearly 6% increase in 
registration revenue. Occupancy 
fell slightly and finished the quar-
ter 4.2% behind 2021. In the third 

quarter of 2022, Kampgrounds of 
America, Inc. added two franchise 
locations to the campground 
system. The new franchise KOA 
campgrounds are located in Col-
orado and Alaska. A growing 
state for Kampgrounds of Ameri-
ca, Inc., the addition of Fairbanks/
Chena River KOA brings Alaska’s 
state total to four.
“Alaska has made a splash grow-
ing from zero locations to four 
in less than five years,” said Ann 
Emerson, chief operating officer 
of Kampgrounds of America Inc.’s 
franchise system. “It’s encourag-
ing to grow new markets where 
we can introduce camping audi-
ences to the service and hospital-
ity of KOA.”
Kampgrounds of America, Inc. 
ended the third quarter being 
recognized as one of Franchise 
Business Review’s Most Profit-
able Franchises. One of 50 to 
be included on the list, data was 
analyzed from over 30,000 fran-
chise owners representing more 
than 300 brands. During the third 
quarter, Kampgrounds of America, 
Inc. added a new California camp-
ground to the company’s owned 
campground portfolio. The most 
recent addition is Bakersfield RV 
Resort in Bakersfield, Calif. This 
addition brings the 2022 acquisi-
tion total to 10.
“Our acquisition strategy contin-
ues to be aggressive,” said Darin 
Uselman, chief operating officer 
of owned and operated assets of 
KOA (OAK). “This not only makes 
financial sense, but it also further 
solidifies KOA’s leadership and 
position in the growing camp-
ground industry.”
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reation, and live an active outdoor lifestyle. RVs provide a ba-
secamp for every form of recreation included in these new 
economic numbers, from boating and fishing to hiking, bik-
ing, and climbing,” said RV Industry Association President 
& CEO Craig Kirby. “What these new numbers show is that 
outdoor recreation is not just good for people’s physical and 
mental health, it is also a significant economic driver across 
the entire country.” 
“We have seen record growth in camping and boating over 
the past couple years, with millions of people enjoying RVs 
and boats to connect with family and friends, to relax and 
recharge, and to experience nature,” said Michael Happe, 
President and CEO of Winnebago Industries. “The record 
economic impact in the BEA numbers demonstrates the col-
lective power of our industry to help people discover and 
experience the tremendous benefits of the outdoor lifestyle. 
We continue to welcome an increasingly diverse group of 
new participants, so we look forward to maintaining this mo-

mentum by developing recreation in-
frastructure and increasing access for 
all.” 
“This data solidifies what we have 
seen over our sixty-year history – that 
there is intrinsic value in the out-
doors,” said Toby O’Rourke, President 
and CEO of Kampgrounds of Amer-
ica, Inc. “Over 20 million new house-
holds started camping since 2020 
with six in ten planning to continue. 
We are increasingly seeing camping 

and the outdoors vacation becoming a preferred form of 
travel. The economic impact of camping and the greater out-
door industry underscores how critical natural spaces are to 
our communities. And, even more importantly, the outdoors 
remain vital for overall health and well-being and in fostering 
connection to others.” 
“Last year proved to be a year like no other for the outdoor 
recreation industry, and today’s Outdoor Recreation Satellite 
Account data release underscores the fact that boating and 
time spent on our nation’s waterways is a favorite American 
pastime,” said Frank Hugelmeyer, president of the Nation-
al Marine Manufacturers Association (NMMA) and current 
Board Chair of the Outdoor Recreation Roundtable (ORR). 

According to a news story from the RV Industry Associ-
ation, the annual ‘industry impact report for 2021’ from 

the U.S. Bureau of Economic Analysis (BEA), which calcu-
lates exactly how much of the USA’s gross domestic product 
comes from outdoor recreation, says that outdoor recreation 
and related businesses contributed $862 billion to the U.S. 
economy in 2021. That is more than the dollar amount gener-
ated by the entire American mining industry, and more than 
double the economic contribution of the nation’s agriculture 
sector. Outdoor recreation also created 4.5 million jobs in the 
process.
For clarity, “outdoor recreation” is defined rather broadly in 
the report, including “conventional activities” such as cycling, 
boating, and hiking; “other activities” such as gardening and 
outdoor concerts; and “supporting activities” like travel and 
tourism.
Perhaps the most encouraging takeaway from the study is 
the growth those numbers represent. The report showed an 
industry worth $173 billion more than 
it was in 2020. That’s an 18.9 percent 
increase year over year. Compare 
that to the nation’s overall economic 
growth—just 5.9 percent in the same 
period—and you’ve got a picture of 
an economic powerhouse that has 
completely bounced back from its 
2020 dip.
“The BEA data underscores how im-
portant it is to invest in public lands, 
waters and recreation infrastructure 
from coast to coast and for recreation activities of all types,” 
said Jessica Turner, President of the Outdoor Recreation 
Roundtable. “From the creation of jobs and increased profit 
for small businesses in local economies, to larger boons to 
our national economy, this sector is a consistent driver, even 
in times of economic uncertainty. The strength of the outdoor 
recreation economy reflects what many in the industry have 
long known to be true: there are infinite benefits that come 
from more people spending time outdoors, and they’ll only 
grow with continued investment.”
“The RV industry has seen a record number of younger and 
more diverse customers flock to RVs as a way to fulfil their 
desire to get outdoors, take part in all kinds of outdoor rec-

Additional highlights for value added by acti-
vity for 2021 are as follows:

Boating/fishing was the largest conventional 
activity for the nation at $27.3 billion in cur-
rent-dollar value added and was the largest 
conventional activity in 27 states and the 
District of Columbia.
RVing was the second-largest conventional 
activity for the nation at $25.1 billion in cur-
rent-dollar value added and was the largest 
conventional activity in 15 states. 
Hunting/shooting/trapping was the third-lar-
gest conventional activity for the nation at 
$10.8 billion in current-dollar value added 
and was the largest conventional activity in 
two states.
Snow activities for the nation was $5.2 billion 
in current-dollar value added and was the 
largest conventional activity in four states.

New data shows outdoor recreation in USA is a $862 billion industry

N ews from the world NORTH AMERICA
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THOR Industries Publishes Fifth Annual Sustainability Report

For over 40 years, THOR Industries has utilized responsi-
ble and sustainable business practices to inspire and em-

power families to connect with nature, and one another to 
Go Everywhere. Stay Anywhere™. THOR Industries, Inc., the 
world’s largest RV manufacturer, published its fifth annual 
sustainability report detailing the Company’s industry-lead-
ing sustainability efforts for FY2022 across its global family 
of operating companies.
“We’re proud of our sustainability journey, which is an in-
tegral and ongoing part of our culture,” shared Bob Martin, 
THOR President and CEO. “We are proactively addressing 
environmental, social and governance risk, and we believe 
these ongoing sustainability efforts have a very positive im-
pact on our business, consumers, team members, partners 
and the communities in which we live, work and play.”
As the global leader in the RV industry, today, more than 
ever, THOR is focused on leading the industry to a more sus-
tainable future where our generation, and the generations to 
follow, can reap the benefits of being outdoors and connect-
ing with nature. THOR takes its responsibility to promote a 
clean and safe environment through responsible and sustain-
able business practices very seriously and believes that do-
ing so will encourage others in the industry to do the same. 
In FY2022, THOR took significant steps in its sustainability 
journey to lead the way for the industry.

Specifically:
• THOR introduced two electric vehicle concepts designed 

to help reduce greenhouse gas emissions as part of its 
eMobility strategy - the THOR Vision Vehicle™ motorhome 
and the AIRSTREAM® eStream™ travel trailer.

• THOR acquired Elkhart Composites, Inc., maker of “Elk-
board”, which helps alleviate the industry’s reliance on 
lauan-based sidewalls sourced from tropical hardwood 
forests which continue to be overharvested.

• Erwin Hymer Group, a THOR company and the only RV 
manufacturing facilities in the world to become carbon 
net-neutral, began investing in the expansion of renewable 
energies, energy-efficient systems and energy generation 
from the sun and biomass.

• THOR submitted its GHG reduction targets to the Science 
Based Targets initiative as part of THOR’s June 2020 com-
mitment to “Business Ambition for 1.5˚C.”

• THOR continued its commitment to Diversity, Equity and 
Inclusion by rolling out a DEI framework to its family of 
operating companies, continued its partnership with Girl 
Scouts of the USA to promote inclusivity in the outdoors 
and funded the Together Outdoors Coalition, a partnership 
THOR founded with Outdoor Recreation Roundtable, to 
make the outdoors a more diversified, inclusive, and invit-
ing place.

• THOR invested in Dragonfly Energy, a leading deep cycle 
lithium-ion battery producer, highlighting the Company’s 
commitment to energy sustainability.

• THOR partnered with and supported over 120 non-profit 
organizations across the THOR family of companies, in-
cluding the National Forest Foundation, whose mission it 
is to help combat threats to the outdoor lifestyle. THOR is 
one of the foundation’s most significant corporate spon-
sors.

“Our global sustainability program highlights our deep-root-
ed commitment to better the lives of our team members and 
customers, foster the viability of diverse communities, and 
promote a clean and safe environment,” added Todd Woelfer, 
THOR Chief Operating Officer.

Winnebago Industries, Inc. has ap-
pointed Ray Posadas as Vice 

President, Investor Relations and Mar-
ket Intelligence, effective September 
6, 2022. Posadas suc-
ceeds Steve Stuber, who 
was appointed Chief Fi-
nancial Officer of Grand 
Design RV in April 2022.
Chief Financial Officer 
Bryan Hughes com-
mented: “We are thrilled 
to welcome Ray to the 
Winnebago Industries 
family. He brings more 
than 15 years of finance 
and capital markets ex-

Winnebago: new Vice President, Investor Relations and Market Intelligence
perience, with expertise in designing, 
implementing and leading investor re-
lations programs. We’re confident Ray 
will support Winnebago Industries in 

deepening our relation-
ships with the invest-
ment community and 
serving as a knowledge-
able partner to analysts 
and investors.”
Hughes continued: “The 
last several years have 
been a period of exten-
sive transformation and 
growth for Winnebago 
Industries and we are 
incredibly grateful for 

Steve’s exceptional leadership and 
contributions to our finance team and 
investor relations program. I look for-
ward to continuing to work closely 
with Steve in his new role within Grand 
Design and know he will be a tremen-
dous asset in helping that business 
continue to execute and grow.”
“I am truly excited to join Winnebago 
Industries,” commented Posadas. “This 
iconic company is undergoing an ex-
traordinary transformation and I look 
forward to working with the manage-
ment team to further shape the inves-
tor relations strategy and enhance the 
company’s brand awareness within the 
global investor community.”
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F acts and figures RV INDUSTRY

US Annual Economic Impact
The 2022 Economic Impact Study of the RV Industry, prepared for the RV Industry 
Association by John Dunham & Associates, details the relationship between the RV 
sector and the US economy

Annual Economic Impact

The RV industry is a dynamic part of the US 
economy, accounting for about $ 140 billion of 
total economic output (0.71% of GDP). 

The direct economic impact of this is about 51% ($ 
71,124,258,600) and the indirect economic impact 
is about 21% ($ 29,417,579,200), but there is also a 
major induced economic impact 
(28%, $ 39,416,462,500) in various economic 
sectors (construction, transportation & 
communication, business & personal services ...). 

The direct economic impact is given by RV 
Manufacturers & Suppliers 
(62%, $ 44,256,130,700), RV Sales & Services 
(18%, $ 12,776,276,800) and RV Campgrounds & 
Travel (20%, $ 14,091,851,100).

RV 
Manufacturers

& Suppliers 

Manufacturers & Suppliers, Sales & Services

In this graph we see the Annual Economic Impact of the RV industry in 
the 20 US states with the largest GDP (nominal GDP), referred to the 
sum of the Manufacturers & Suppliers and Sales & Services sectors. 
We can see extremely high values in the state of Indiana, where most 
of the US production of RVs is concentrated.

RV 
Sales & 
Services

RV 
Camp.

& Travel 

Indirect 
Economic 

Impact 21%

Induced 
Economic 

Impact 28%
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Campgrounds & Travel

In the graph we can evaluate the Annual Economic Impact 
of the RV Campgrounds & Travel sector in the 20 US states 
with the highest GDP (nominal GDP). Note important values 
for California, Florida, Texas, New York and Pennsylvania. In 
addition to the top 20 states for GDP, Alaska ($ 638 Million), 
Oregon (652), Missouri (669) and Wisconsin (1000) stand out.

Words Renato Antonini 

Retail Value

In the chart, the RV Retail Value in $ Million in the 20 US 
states with the highest GDP (nominal GDP). The Retail Value 
is proportional to the number of RVs shipped: there are large 
numbers in Texas (56,475 RVs shipped), California (42,132), 
Florida (31,826) and Michigan (23,345), while the numbers are 
low in states like Wyoming (1,600 RVs shipped ), Alaska (950), 
Rhode Island (200) and Hawaii (8).
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N ews from the world AUSTRALIA

The Caravan Industry Association of 
Australia’s Future Fuels and EV paper 
has been successfully submitted for 
discussion to the National Electric 
Vehicle Strategy consultation. The 
paper outlines the industry’s economic 
value and how it is ideally situated to 
help facilitate a smooth transition into a 
low-emissions state for the entire nation 
while preserving Australia’s regional 
tourism network. Here is a substantial 
excerpt from the full paper

“Caravan Industry Association of Australia is the peak na-
tional body for the caravanning and camping industry in 
Australia. Our organisation’s vision is: “To lead and cham-

pion a safe, compliant and sustainable caravanning and camp-
ing industry in Australia”.
There are over 6,000 businesses across the entire caravan 
and camping supply chain and the industry is responsible for 
generating over $24B in measured annual economic revenue 
across manufacturing, trade, retail, rental and caravan park 
revenue, this also includes visitor expenditure.
We are proudly the largest holiday accommodation provider 
in Australia and the largest provider of regional accommoda-
tion across Australia irrespective of the purpose of travel.
The industry is also the largest remaining automotive / trailer 
manufacturing sector in Australia.
[.] Over 90% of our fleet is towed product (mirroring the US 
market) meaning the dependency on the tow vehicle is para-
mount to industry success. 
[.] The transition to a future fuels environment poses both an 
opportunity and threat, as an industry we can play a key role in 
how energy is collected, stored, and distributed. We can be at 
the forefront of this transition, provided the emerging threats 
to the industry are mitigated. Threats would, if not mitigated 
see a drastic decline in drive tourism, a decline in regional and 
rural tourist expenditure, a decline in Australian manufacturing 
and an influx of imported products.

Caravan Industry 
Association of 
Australia submits 
its Future Fuels 
paper to the 
EV strategy 
consultation
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Drive Tourism
Today, there are 2,600 caravan parks in Australia, which 
employ approximately 50,000 people and generate tens of 
thousands of indirect jobs. As drive-tourism accounts for 
75% of all tourism in regional Australia, charge infrastruc-
ture and the activation of the accommodation sector to in-
stall charging points will be key in facilitating the long-term 
recovery of regional tourism.
Caravan parks, sometimes the only accommodation offer-
ing available in regional areas, are ideally situated to pro-
vide EV charging points to travellers.
Government assistance in this space could be a great oppor-
tunity in propelling the longterm rebuild of regional tourism 
following a devastating couple of years, as well as easing 
the transition to EVs for regional communities dependent 
on the visitor expenditure generated from drive-tourism.
Regional tourism’s largest barrier is access; we also know 
that EV owners base their road trip holidays on where they 
can charge their vehicles. It would be wise for the govern-
ment to take advantage of the 2,600 caravan parks dot-
ted around Australia that have available space to add EV 
charging stations, to maintain regional visitation as the 
population increasingly takes up EVs.
We know there are a growing number of parks installing 
charge stations for the benefit of their guests and to be an 
access point for regional travel. A small number of park op-
erators have seized the opportunity to install EV charging 
points in their parks, this has been an independent business 
owner’s decision to do so.
The installation of the infrastructure has been a cost impost 
to the individual business, and a barrier to entry for those 
wishing to follow suit. This is something we would like to 
see supported by government to help further the nation’s 
transition to EV.

Electrification of Fleet
[.] Current data produced in September 2022 by the Fed-
eral Chamber of Automotive Industries (FCAI) shows that 
EV sales are up by a record margin of 4.4% with Tesla still 
leading the way in sales. This is a big step forward in the 
EV market, albeit a long way behind the rest of the world 
in terms of market sales of approx. 95,000 vehicles. The 
highest-selling vehicle in our local market, the Toyota Hilux, 
is still the workhorse of Australia.
We know Australia’s consumer behaviour mirrors that of 
America’s in that large 4WD utilities dominate the land-
scape. Like America, we have a dual-purpose rationale 
driving our purchasing appetites, business and leisure. Our 
utes are used during the week to tow trailers or carry tools, 
while on the weekend, they’re used to tow the caravan, 
boat or jet ski – it’s part of who we are as an outdoor life-
style-loving nation.
The most comparable vehicle leading the way in this 
space is the Ford F-150 Lightning, a very sleek-looking and 
high-performance machine. With a heralded 4.5 tonne tow-
ing capacity and 298 kW of power, it is a serious machine. 
This is the vehicle currently used as the exemplar of what 
EV is capable of in the light/heavy vehicle product seg-
ment.
The reality for the Lightning is that it is firmly based in the 
American market, and although our consumer behaviours 
model that of the US, we are tethered to the Asian market. 
This means we will not see the F-150 Lightning in an afford-
able and domestically available version until the late 2030’s 
if current trends continue.

Caravan Industry Requirements
As an industry, there are key factors we need to consider 
when looking at a low emissions state or transition to elec-
trification/future fuels.
Firstly, the obvious one; towing capacity. Using the F-150 
Lightning as an example, its standard current battery ca-
pacity will see it with a towing range of approximately 
100Km under heavy load and 320km without load.
With a larger extended range battery, this pushes the tow 
range out to 250km under heavy load or 480km unloaded. 
The current combination of load towing capacity and limit-
ed range causes significant consumer anxiety.
This results in a few different outcomes, either batteries get 
better, the infrastructure becomes overwhelmingly easier to 
access or the loads get lighter. This last point would need 
levers pulled through policy to assist in funding for innova-
tion and manufacturing modernisation. A huge opportunity 
for the sector, but one they can’t, and are unlikely to embark 
upon without federal assistance. Regardless, the F-150 suit-
ability will be best left to metro regions at this stage.

Alternate Fuels and Emission Reduction
With current thinking focused on the entire Australian auto-
motive fleet being turned over to EV, this places the brunt 
of the burden on significant electricity and charging infra-
structure upgrades and installations.
As an industry, we are concerned about the strategic view 
of energy and the likelihood of a mix of fuel sources from 
both EV and hydrogen. Hydrogen is favoured by heavier in-
dustries, but its large-scale commercial supply chain is still 
largely unproven. However, with greater demand, this would 
see a significant shift towards commercial viability and po-
tential widespread use.
As an end-of-trip destination, caravan parks will be expect-
ed to have the infrastructure for cabins, cars, vans and RV’s 
in a new EV state. It would be unfeasible to expect parks to 
undertake these considerable expenditures and infrastruc-
ture upgrades without assistance.

Charging Infrastructure and caravan parks
At present, only a small percentage of parks across the in-
dustry have taken the opportunity to install EV chargers 
in their parks (over and above existing trickle-feed power-
heads). This move has prompted a positive response from 
travellers and broader customers (used as a drop-in location 
for charge).



94
    

N ews from the world AUSTRALIA

In fact, a number of these parks have gone as far as install-
ing more chargers because of the success. This move has 
triggered the prospect of electricity grid upgrades to meet 
the demand – at the cost of the park. The estimates of which 
would likely lead into the tens of millions.
A mature conversation will also be needed on how caravan 
parks can receive a reasonable return on their investment for 
both the installation of powerwalls, and charging stations, 
but also the potential power grid upgrades required to facili-
tate the efficient discharge of increased power consumption, 
at a time when utility costs are skyrocketing.

Community Batteries
Although the high cost of infrastructure is a barrier to any 
transition, we as an industry see tremendous opportunities 
in contributing to the community battery network. Having 
better access to government funding and grants, while part-
nering with state governments and energy solution provid-
ers, caravan parks could play a major role in the transition to 
a low-emissions future as an aggregated community battery 
provider.
Further to this, expanding community microgrid programs 
would also provide the opportunity for parks to embark 
upon their own energy retention systems (solar or wind).
In combination with demand management software, mi-
crogrids would be able to fill the gap of infrastructure up-
grades and act as an energy supply both for the park and the 
broader grid. We also see the potential for energy generat-
ed through kinetics or solar by travelling caravanners could 
create a “trading market” as caravanners discharge excess 
power into the caravan park grid, subject to battery storage 
technology improving.

Facilitating EV Travel to the Regions
If EV regional travel is to become reality, it is private enter-
prises that will have a critical role in adapting the infrastruc-
ture through the development and implementation of EV 
charging points and battery technology. Encouraging private 
investment in charging points will extend the electric vehicle 
charger network into regional Australia and ensure EV trav-
ellers aren’t restricted to city travel.

Energy Uplift Scheme for Caravan Parks 
The cost of electricity is the second-largest expense for a 
caravan park, after wages. [.] 
Caravan Industry Association of Australia proposes a pro-
gram that mirrors the 2020 ‘Hotel Energy Uplift’ scheme de-
livered by the Department of Industry, Energy and Emissions 
Reduction.
The program would focus on upgrading equipment to mon-

itor and reduce energy consumption. It would assist 500 
caravan parks in improving and modernising their facilities 
(based on a $10,000 grant per business, matched at 1:1 by 
the business), in turn stimulating job creation and a project-
ed $5M in private investment.

Next steps
Caravan Industry Association of Australia is ready and willing 
to work with all areas of government and be involved in any 
future discussions as we approach the new future fuels state.
Our reach into regional and rural areas, coupled with our 
manufacturing potential means we need to be involved in 
how the transition is planned, managed, and delivered. Any-
thing short of this would pose a significant risk to regional 
economies, domestic tourism, and sovereign vehicle manu-
facturing.”

E-commerce Marketplace Business Goes Global

Six-months after launching, Australian e-commerce marketplace Everything 
Caravan & Camping is going global with the launch of the platform in Eu-

rope www.everythingcaravancamping.de. To be officially launched at this 
year’s Caravan Salon Dusseldorf, the site is Europe’s new online marketplace 
targeting the growing outdoor, caravan, motorhome and camping market. 
www.everythingcaravancamping.de has been designed to meet the caravan, 
motorhome, and camping market in Europe, estimated to be worth nearly 
$50billion having gone through similar growth in recent years as Australia has 
due to COVID-19.

Co-founders Paul Widdis and Kathrin Bischof
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Australia’s New Age Caravans passes 20,000th production milestone

Australian manufacturer, New Age 
Caravans and Walkinshaw Group 

are celebrating a special milestone of 
the 20,000th New Age Caravans chas-
sis rolling off the production line since 
the company started in 2008. New Age 
Caravans has increased production in 
recent months, with 100% of the work-
force now returning following COVID-19 
impacts, culminating with the 20,000th 
chassis being constructed on site at the 
New Age Caravans manufacturing fa-
cility in Epping in the state of Victoria. 
New Age Caravans Managing Director, 

Chris Polites, is delighted to 
see such a special milestone 
achieved. “It’s a fantastic mile-
stone seeing our 20,000th 
chassis off the production line, 
and on top of that, the unit 
being a 16ft pop-top is a fan-
tastic link to our history and 
journey here at New Age Car-
avans,” said Polites. “It’s a sig-
nificant achievement that we 
are very proud of internally, 
but importantly, it’s a great celebration 
of local manufacturing here in Australia, 

which is really bouncing back after the 
challenges of the last few years”.

Jayco Australia 
expands production 
and R&D facility

Jayco Australia has recently relocated 
its motorhome team from a 9,000 

m2 space to a much larger 14,000 m2 
facility with two production lines for 
motorhomes and campervans to sup-
port an increase in manufacturing as a 
result of the growth of the motorhome 
and campervan market in Australia. It 
has also implemented a number of new 
upgrades to support advancements in 
product development. This includes 
a dedicated R&D area, where R&D 
staff can work closely with the prod-
ucts to develop new prototypes and 
ideas. A new materials area has also 
been implemented, allowing stock to 
be directly delivered from JIT suppli-
ers based on production runs. A des-
ignated training area, called the Dojo 
area, was designed to provide employ-
ees with extra training when required. 
Whether they’re new to the company, 
changing roles, or simply need addi-
tional support, this area was created to 
strengthen their knowledge and skills. 
The new, state-of-the-art motorhome 
facility will support larger plans and 
projects going forward. 

Top management changes 
at Caravan Industry Victoria

Message from the President Nat Schiavello: Message from the President Nat 
Schiavello: “Dear Member, I wish to announce a major change in the top 

management of Caravan Industry Victoria. On 1 January 2023, our long-serving 
CEO Rob Lucas will hand over the reins to our General Manager Operations, 
Daniel Sahlberg. Happily, Rob will not be lost to us, as he will become CEO of 
the National Caravan Industry Training College (NCITC) and guide this vital ini-
tiative to its full potential. [.] Since Rob commenced as our CEO in 2011, he has 
brought the association decisively into the 21 st century. [.] Through much of 
that time, Rob has worked closely with Daniel, who became his natural succes-
sor and will now build on Rob’s strong foundation as we enter the post-Covid 
era. [.] Daniel himself is a remarkable individual. Starting in the caravan industry 
in his teens, he became Product Development and Drafting Manager at Wind-
sor Caravans at the age of just 20, and a few years later he was a principal au-
thor of the RVMAP accreditation program. Since joining CIV in 2015 as Industry 
Development Manager, he has worked alongside Rob on RV Service Safe, Trade 
days, the Virtual Caravan Show, the Training College and all of our shows. [.]”

Alex Bugeja, Chief Operations Officer 
at BMPRO

Following the recent appointment of BMPRO 
CFO, Jasmin Lakhani, the power electronics and 

RV systems giant is set to once again grow its lead-
ership team with the appointment of Alex Bugeja, 
Chief Operations Officer (COO), to oversee the long-
term generation of sustainable value to customers in 
the caravanning and RV industry. Over his illustrious 
career working with leading Australian organizations 
like the Reece Group and Jayco Recreational Vehi-
cles Australia, Alex has built over 25 years of experi-
ence delivering improvement programs and growth 
and cost management initiatives to meet evolving 
needs and strategic goals. His skills include working 
in complex manufacturing and distribution environ-
ments as well as collaborating with multiple stakeholders and partners both, local-
ly and internationally. As part of his new role, Bugeja will lead and scale BMPRO’s 
Supply Chain & Production, Research & Development, Engineering Services, Qual-
ity, and Executive Service teams – assuming the responsibility of ensuring opera-
tional excellence, assurance and delivery of high-quality solutions to the compa-
ny’s global customer base and partners.
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After years of little consideration for caravanning by Spanish consumers, the 
phenomenon has exploded in Spain. After 9,000 registrations in 2019, interest remains 
high despite the difficulties caused by the pandemic and then the international crises

An explanation of 
the ‘boom’ in the 
Spanish RV market

Even though the whole of Europe 
is in a difficult economic situation, 
travelling with a motorhome or a 

camper van has become a fashionable 
trend everywhere, including in Spain.
This way of experiencing holidays and 
outdoor tourism has grown exponential-
ly in recent years, making Spain the third 
European country with the largest num-
ber of RVs (over 300,000 units), behind 
only Germany and France. It’s a lifestyle 
with a great future ahead.
Tourism-on-wheels had always been less 
developed in Spain than in other major 
European countries such as Germany, 
the Netherlands or France; however, in 
recent years Spain has been catching up 
and has experienced a historic increase 

in the number of annual vehicle registra-
tions that reached its peak in 2019. 
From 2013 to 2019, the sale of motor-
homes increased by more than 347 per-
cent - the highest percentage growth in 
Europe. 
In 2020, of course, like the rest of Eu-
rope, the market in Spain suffered the 
consequences of Covid-19: almost three 
months of plant closures, thousands of 
rental bookings cancelled during the 
Easter holidays and the spring months. 
However, after the uncertainty and fear 
of the situation, the sector was able to 
react, reopen its plants with an efficient 
health protocol in place and save the 
rest of the year. In the end, new regis-
trations in Spain only turned out to be 

slightly lower than in 2019.
José Manuel Jurado, president of the 
Spanish Association of Caravan Industry 
and Trade (ASEICAR), explains: “In 2019, 
we reached a record of registrations of 
new vehicles (9,014), which equates to 
more than 24 per day, but the pandem-
ic arrived and this progression was mo-
mentarily interrupted, but in the end, it 
did bring thousands of families into the 
sector who had never thought of spend-
ing their holidays in a camper before. 
We are convinced that these new cara-
vanning consumers are happy with this 
type of holiday. Traveling tourism has fi-
nally arrived in Spain for good and has 
become a way of life for many people.”
In fact, in 2020, despite Covid, accord-

Words Marta Santamarina Linera

Market SPAIN
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ing to ASEICAR data, almost 9,000 
campers and caravans were registered 
in Spain. Furthermore, the pandemic has 
definitely changed the travel habits of 
the Spanish. The president of the asso-
ciation says that Spaniards now appreci-
ate tourism in nature and the joy of time 
outdoors. 
However, since mid-2021, the compo-
nent sector crisis has started to affect 
the production of campers and caravans, 
generating a chain effect that makes it 
impossible to set a precise delivery date 
for distributors and a subsequent in-
crease in the final price of vehicles.
In other words, at the best moment in 
history for the sector in Spain, the global 
industrial crisis has blocked the registra-

tions of new vehicles, while the interest 
and demand among citizens is still gro-
wing. 
At the end of last year (2021), Spain had 
a total of 311,800 recreational vehicles 
in circulation (231,000 caravans, 67,000 
campers and 13,000 vans). This figure 
makes it the third European country, 
only behind Germany (530,000) and 
France (500,000), with a 7.77% share 
of these vehicles in Europe (a total of 
4,015,287).
Analyzing the 2021 data shows there 
was a slight recovery in the number of 
registrations (7% more than in 2020), 
but without reaching the record levels of 
2019. If we look at an evolutionary graph 
of the last nine years, we can clearly 

Area: 505,500 km2

Population (2021): 46.770 million 
Density: 94 inhabitants/km2 

GDP (2020) 
Total: € 1,205.9 billion 
Per capita: about 27,200 euros

Official language:  
Castilian Spanish

Currency: euro

Spain
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2000, the prestige and sales of motorhomes in Spain began to 
grow despite the slowdown suffered by the 2008 crisis, which 
marked a continuous decline in motorhome registrations until 
2013. More and more people were starting to see outdoor tour-
ism as a travel option with a good future. 
Since 2014, sales of new and used vehicles grew year after year, 
but with figures still very low compared to the rest of Europe 
(1,460 new campers in 2014; 2,491 in 2015; 3,650 in 2016), fi-
nally reaching 6,800 new vehicles registered in 2017 and then 
reaching over 9,000 in 2019.
In a decade, the caravan has gone from being the best-selling 
recreational vehicle to being overtaken by campers and vans. 
The camper has transformed from a vehicle for “low cost” trav-
el to a luxury object that more and more people of all ages and 
economic groups want to try.
Over the past two years, and due to the lack of stock of new 
vehicles, the demand for caravanning has been alleviated with 
used models, producing the so-called “van phenomenon”: the 
lack of stock, long delivery times and economic limitations, 
have made many people opt to convert vans to be able to en-
joy a modern, alternative holiday. In many cases, however, they 
go to Europe to buy and import used vehicles (generally very 
old and polluting), which is a risk and threat to a sector strug-
gling to improve the image of this way of traveling that has 
been hidden for a long time.

In the mid-20th century, a genuine industry was created in Eu-
rope to meet the needs of those seeking to travel freely, and 
the first caravans and motorhomes of French, German and Ital-
ian brands started to be sold in Spain. 
In the 1960s, the first caravan factories were built, such as Car-
avansa, Moncayo, Catusa, Tuset, Castellano, Almi or Allosa (all 
of which have now disappeared). In the following decade (the 
1970s), as the market grew, so did the number of manufac-
turers, including Roller Ibérica in Barcelona, Hergo in Vitoria 
(northern Spain) and Benimar in Castellón. In the following 
decades (the 1980s and 1990s) many of these brands disap-
peared, but others were born, such as Ace Caravanas in Ali-
cante (Mediterráneo).
At the beginning of the 1970s, later than in countries such as 
Germany, France, Italy or England, the first motorhomes were 
sold in Spain. At that time, the Spanish weren’t yet in the habit 
of going on holiday with a vehicle as a home, and there was 
no developed industry for the production of motorhomes in 
Spain, but, day by day, various Spanish manufacturers start-
ed to mass-produce motorhomes, such as Moncayo, Benimar, 
Böos Viva / CNW, Sun Living, Joint, Ilusion and Ace, which lat-
er became Across Car. Currently only Benimar (which belongs 
to the French group Trigano), Ilusion and Across continue to 
produce them.
As for the Spanish market, in the 1990s, and especially since 

A bit of history

The author of this 
article is Marta 
Santamarina 
Linera, a 
journalist 
specializing in 
the caravanning 
sector and 
director of the 
Spanish magazine 
AutoC

see the continuing growth of the sector 
from 2013 to 2019, then the decrease in 
2020 and the slight increase in 2021.
“This data show us that we have over-
come the crisis caused by the Covid re-
strictions, but that we are still immersed 
in the crisis of components, which could 
be even more important in 2022, accord-

ing to data from the automotive sector,” 
Jurado says. 
“There is demand, and this generates 
confidence in the future, but there is a 
lack of supply. Caravanning continues to 
establish itself as a modern and attrac-
tive holiday choice in our country, with 
new buyers of all ages, but the lack of 
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vehicles in stock and long delivery times are 
driving many of these buyers to opt for the 
secondhand market. Indeed, after eight con-
secutive months of declining registrations 
caused by the lack of vehicles, sales will drop 
this year to that of almost mid-2021. And 
what’s worse: the forecasts for 2023 do not 
indicate they will be better. The lack of stock 
and delay in deliveries is causing major prob-
lems for our companies and inconvenience to 
customers who are suffer from significant de-
lays in the delivery of their vehicles,” continues 
the president of ASEICAR. 
“We are confident that this situation will be 
resolved, step by step, so that we can soon 
return to normal. At the moment, we have a 
large demand for vehicles from users and this 
generates confidence in the future,” he added.

The vehicles the Spanish choose
For five years, the financial company Cetelem 
(BNP Paribas Group), in collaboration with 
ASEICAR and the Spanish magazine AutoC, 
has been researching “Caravanning Observa-
tory in Spain” to discover the preferences of 
Spaniards at the time of purchase and survey-
ing their habits. 
The last edition (March 2022) highlighted that 
the most popular type of vehicle is the low 
profile motorhome, followed by the integrat-
ed motorhome and the van conversions. The 
purchase of overcabs has decreased. When it 
comes to buying, the brand is an essential el-
ement in the decision of 93% of respondents 
who, above all, appreciate its functionality, du-
rability and innovative design. As for the inter-
nal equipment, particular importance is given 
to the beds, the toilet and the refrigerator.
During the buying process, when choosing a 
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Benimar
The handmade production of motor-
homes began in 1974 before series pro-
duction started in 1986. In 2002, the 
brand became part of the Trigano group. 
Its facilities in Peníscola (Castellón, on the 
shores of the Mediterranean Sea) cover 
an area of over 130,000 square meters 
(currently under expansion) and a pro-
duction capacity of 4,000 motorhomes 
per year. Benimar has been the sales 
leader in Spain since 2009 and is present 
on five continents, with a total of over 
140 dealers spread across 25 countries.

Spanish producers

Panama Van
Panama, the new brand of multifunc-
tional vehicles of the Trigano group, 
was born in 2021 in the facilities ad-
jacent to the Benimar plant. This sea-
son Panama is expanding its range 
and already has a wide network of 
dealers throughout Europe.

Ilusion
For 15 years, Ilusion has been produc-
ing in the province of Zaragoza (in the 
Aragón region, in the northern part of 
Spain) motorhomes with a modern de-
sign, with sporty and elegant exteriors 
and beautiful finishes. This season, it 
presented its first collection of integral 
motorhomes. It has a network of distrib-
utors in Spain, Germany, Belgium, Italy, 
Norway, New Zealand, Denmark, Poland, 
Ireland, the Netherlands, Portugal, Slove-
nia, the Czech Republic, Switzerland and 
the United Kingdom.

Across Car
From the technology and know-how of 
the manufacturer Ace Caravanas, in Aspe, 
a province of Alicante (Mediterranean 

Sea), Across Car was born in 2000. It 
produces caravans and motorhomes 
to customer specifications. It has 
3,835 square meters covered, as well 
as 4,524 square meters of uncovered 

land for logistics, plus its own carpentry, 
assembly line, technical and design office.

dealer, the buyer particularly appreci-
ates the provision of a good after-sales 
service, even more than the price of the 
vehicle, which is the second reason for 
choosing a dealer. Importance is also 
given to the variety of brands offered 
by the dealer, previous satisfaction with 
the vehicle (for those who are already 
owners), the friendliness of the staff, and 
delivery times.

Is Spain ready for so many campers?
Another symptom of this rapid increase 
is the areas designated for motorhome 
parking in Spain. Compared to the 180 
areas available in 2010, a decade later 
there are about 1,100 areas are available 
- an increase of over 500% in 10 years. 
This figure is insufficient to serve all 
Spanish and foreign tourists. 
According to ASEICAR estimates, be-
tween 2,000 and 2,500 areas would 
be needed to cover current demand. In 
Europe, there are currently 2.5 million 
motorhomes travelling, in many cases to 
Spain, Portugal and Morocco. This lack 
of proper parking areas for motorhomes 
can cause improvised concentrations of 
vehicles, particularly at night, in places 
where parking is not regulated. This is 
especially true in the summer months 
when an estimated 150,000 vehicles 
(50,000 Spaniards and 100,000 for-
eigners) are traveling in Spain.
However, the number of Spanish camp-
sites (around 1,200) is also insufficient 
to accommodate all these vehicles and 
many are only open in the summer, yet 
campers travel all year round. Addition-
ally, some of these campsites have limit-
ed spaces suitable for motorhomes, as 
a significant proportion of their space is 
set aside for bungalows, mobile homes, 
and permanent caravans and tents.
According to ASEICAR, these areas at-
tract new tourists, generate economic 
benefits in nearby businesses and man-
age to seasonally adjust the holidays, ex-
tending them to the whole year and not 
just the summer. 
For example, for all of Spain, if we as-
sume an average journey in a camper of 
17 days, spending €150 per day, that to-
tals over €385 million. This is an import-
ant amount for the whole country, which 
is the second most popular tourist desti-
nation in the world and where tourism is 
its main source of income.
The regulation of tourism in Spain is up 
to each Regions (17 of them). Some are 
more attentive than others to the devel-
opment of caravanning: inland or less 
populated regions, with a lower level of 
tourism, welcome the arrival of camp-
ers, but coastal regions are often more 
restrictive.






