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Guided by three generations of family leadership, Lippert™ has grown tremendously over the last 
several decades. Founded in 1956 by Larry Lippert, the company began as a galvanized and 
aluminum roofing business for the manufactured housing industry. Today, Lippert has evolved  
into an industry leader of premium components to the recreational vehicle, marine,  
automotive, commercial vehicle and building products industries.

FACILITIES90+ in 17 states, Canada, Germany, 
the United Kingdom, Ireland, 
Italy, the Netherlands,  
Tunisia and India.

12,000+ 
Team Members Strong

WHO IS  
LIPPERT?
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INDUSTRIES SERVED

Stock prices above are not adjusted for dividends. All statistics and figures were accurate at press time and are subject to change at any time. 

2.8
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HOURS OF  
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STOCK PRICE HISTORY
Lippert has 25.15 million shares outstanding and a market 

capitalization of approximately $3.3 billion  
as of February 1st, 2021.
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There’s no doubt that 2020 was 
certainly a year to remember — filled 
with ups and downs on both the 
personal and business sides of life. The 
COVID-19 pandemic has been nothing 
short of gut-wrenching. That’s the 
only word I can use to describe it. Gut 
wrenching for families that struggled 
seriously with the virus, for our leaders 
and fellow team members that some 
days had to produce record volumes at 
their production facility with sometimes 
20-30% of their team members missing 
in a never-before-seen pandemic 
environment. Gut wrenching because 
we all just simply got tired — we were 
putting in more hours to deal with the 
day-to-day headaches and everything 
else that came along with it. There were 
difficult and uncomfortable new safety 
protocols, three different surges of the 
virus while dealing with record demand, 
and all the challenges that came along 
with it — labor issues, training issues, 
sourcing opportunities, you name it. It 
was the perfect storm. Oh, and if that 
wasn’t enough, by October we had 800 
open positions to fill and couldn’t find 
enough people.

What a storm, but remember, and this 
is important, no storm ever lasts forever. 
There will be a calm after this storm, and 
we’re getting closer every day to that. 
The other word I’d use to describe 2020 
is pride...I just can’t express enough 
how proud I am for the boldness of 
our men and women, all of you — our 
leaders and team members across the 
company who marched BOLDLY into 
this storm not focusing much on their 
own well-being but the well-being of the 
team members around them. We had to 
find a way to produce record volumes 
of product (and even building normal 
volumes of product would have been 
a seemingly crazy task in the face of a 
pandemic!). And you know what, we all 
found a way to get the job done. As a 
team, we were resilient (which is another 
word I’d use to describe Lippert in 2020). 
Simply put, we stayed focused on the 
needs of our family members around us 
here at Lippert — and that undoubtedly 
made a big difference for a lot of people.

 As it turns out our company’s culture 
and core values journey over the last 
eight years has prepared us exactly for 
a time like this. We were treating each 
other like family before this monster of 

a storm hit and while we are certainly 
not perfect, we acted courageously, 
showed up every day, lived out our 
leadership and core values, and 
ultimately prevailed. 

We had record sales; we added another 
3,000 team members to our Lippert 
family; we found ways to continue to 
give back and commit to our giving and 
100,000 hours of service commitments 
to our communities, despite restrictions; 
we looked out for those that were in 
trouble and spent over $10 million to 
make sure people were safe at each 
of our divisions; we paid our team 
members when someone had COVID 
so they wouldn’t take a financial hit by 
being out and unpaid for two weeks. All 
said, we focused on our work family and 
once again, in the face of the third major 
crisis in this new millennium, we came 
out stronger.

It’s been said by many of our customers 
that they don’t know how we pulled off 
some of the things we did. We bailed 
customers out and had the best track 
record of any supplier out there on 
almost all of our components — no 
one is completely perfect, especially 

JASON LIPPERT
President & CEO
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in a crisis like this. Considering we sell 
thousands of different products and 
kept up, your efforts to accomplish this 
were nothing short of AMAZING ... so 

THANK YOU to all of our teams. From 
our executive teams to sourcing 
and corporate divisions, and most 
importantly our manufacturing teams 
that braved a scary new world and 
constantly changing environment to 
build products — we won big through a 
big Lippert family effort! I am so proud 
of all of you who stuck through this, 
especially those who came in every day 
focusing on “servant leadership” putting 
yourself last and seeking who you were 
going to lift up that day. I saw so much 
of this (almost daily) and I’m just proud, 
humbled and in awe of the efforts of so 
many of you — you are Lippert warriors! 
Let’s take these values that were 
strengthened in us through this mess, 
use them to strengthen our leadership, 
learn from some of the lessons and 
values that we learned personally and 
professionally, and lead stronger than 
ever with these values in 2021!

So many great things came out of 2020, 
and I’m a firm believer in the saying 

“don’t waste a good crisis, learn and 
grow from it.” Besides, the alternative is 
getting upset and complaining — and 
that just won’t do any good. In fact, all 
that does is make you worse for the 
people around you, inside and outside 
these walls. For me, the most important 
and most positive things about 2020 
were that adversity caused us to grow 
through the challenges we had to get 
through during this time. We faced 
tough challenges while respecting and 
caring for each other and ultimately, we 
all grew closer. There is no doubt in my 
mind that when 2021 is over, we will 
have achieved record results because 
of the trust and closeness of our work 
family that was made stronger this 
past year. I hate when a crisis hits, but 
over time, they are unavoidable. We’re 
going to face them and while we’re 
not expecting you to embrace it, we 
can always be prepared, knowing that 

they will challenge us and we have the 
opportunity to lock arms and charge 
into the storm together — growing as 
individuals and team members. 

All things COVID aside, 2021 is going to 
be awesome. The vaccines are coming 
and that will make a difference. The 
RV and marine industries, which are a 
huge part of our business, are going 
to be soaring! People will simply not 
return to the airlines or other leisure 
travel like they used to. Even with the 
vaccines. The RV industry has the 
opportunity to become as popular as 

“baseball and apple pie” in America as 
there is a pandemic-driven tidal wave 
of new buyers and entrants. We need 
to continue focusing on great quality 
and even better customer experiences 
to ensure that all of the newcomers 
and veterans alike, continue the RV and 
marine lifestyles for years to come.

One thing I’m very excited to announce 
for 2020 is that we’re starting a health 
and wellness journey this year! I’m 
confident that this will really make 
a profound impact on so many of 
our team members in the coming 
years. Like our culture, leadership and 
philanthropy journeys, we have to start 
someplace. I’m asking you to please 
lean into this once we start the launch 
in late January. Getting healthier is good 
for everyone, however most of us, tend 
to not make time for it. If we can help 
educate and get our team members (all 
of us) healthier, healthcare costs can go 
down for everyone. Not to mention it will 
promote healthier habits and lifestyles 
for all of us — helping to make us 
mentally sharper, feel better, and be the 
best versions of ourselves for our teams, 
family, and friends. And like our cultural, 
leadership, and philanthropy initiatives, 
we’re going to join you on this journey! 
We’ve hired a leader and procured 
the resources needed to help all of us 
succeed. Stay tuned for more to come 
from Jaime Murphy who will be taking 
the lead on this program. Get ready to 
lock arms with a friend or two and lean 
into this TOGETHER!

We’re going to continue to lean into 
our culture journey. Amber Selking, the 
leadership and personal development 
teams have a stronger strategy than 
ever, here and in Europe, and we’re 
bound and determined to continue 
to grow each and every leader and 
team member. Remember, leadership 
is a journey, you never stop learning 
and growing, there is always another 
step. So, identify your next steps this 
year, write them down and take those 
steps! If our team members grow 
and lead themselves, their teams and 
the business better — we WILL get 
stronger as a company and family. As 
I’ve said over the last eight years of our 
culture journey, our biggest competitive 
advantage at Lippert is not price, it’s 
not service or quality (although we 
are damn good in all these areas) 
our competitive advantage is the 
cohesiveness and exceptional way our 
leaders and team members are growing 
themselves, our teams, and creating 
better results because of each team’s 
momentum and determination to win 
bigger. When people love their work 
and work family, they stick around for 
the long haul and when that happens 
the company gains exceptional 
momentum. When momentum 
develops from team members getting 
more engaged, you ultimately improve 
products and processes — it’s a given. 
Our competitors and industry peers 
experience much higher turnover and 
with that you never have family, trust or 
efficiency that a business  
needs to win big.

What’s more is when our leaders 
continue to invest time and energy into 
their own growth you WILL feel more 
purpose, impact and the effects of 
positive relationships all around you as a 
result. Thankfully, Lippert has dedicated 
a huge resource of leadership and 
personal development team members 
and other resources here as well as a 
philanthropic team of professionals to 
help our team members grow and help 
them find more purpose and impact 
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during their time here at Lippert. No 
other company I know dedicates the 
resources (time, energy, people and 
money) to growing our leaders and 
helping people lead teams better for 
the ultimate impact of sending team 
members home feeling more fulfilled, 
appreciated and energized.

My one ask of you all this year is to 
lean in and push yourself to grow 
your leadership this year. That is the 
ONLY way you’ll grow and therefore 
the only way the company can get 
better. So, complete your leadership 
action plan and set some radical goals 
and intentionally try to live out those 
goals through your daily actions. If 
you set some radical goals, develop a 
radical action plan because you can’t 
accomplish radical goals with average 
action. And guess what, even if you 

don’t have “leader” in your title yet, you 
can still do a leadership action plan and 
LEAD YOURSELF better tomorrow! It’s 
hard to grow without a plan and you’ll, 
without question, make yourself better, 
your team better and the company 
better in the process. We firmly believe 
that the quality and success of the 
company directly correlates to the 
quality of the leaders and how well 
they lead. Everyone can lead a little bit 
better tomorrow but IT’S NOT GOING 
TO HAPPEN WITHOUT A PLAN, so find 
a friend, team member, or leadership 
coach and work with them to help you 
and hold you accountable to what you 
want to accomplish in 2021. 

Ultimately that’s what is going to 
make 2021 better — if even half our 
workforce, 6,000 of us were to work 
on our leadership and just get a little 
bit better this year than last, think how 
much impact that would be and how 
much better our company would be. 
What if we hit 8,000 leadership action 

plans? 10,000? All 12,000 people? 
Think about it. One team member at a 
time, we need to get there! That would 
be an unbelievably huge impact for our 
customers, team members and their 
families and our communities.

I want to give a special thank you and 
shout out to everyone on the executive 
team too for leading the company 
selflessly through what we will probably 
be remembered as the toughest time of 
our lives. Without the way you showed 
up every day in 2020, the company 
would not be in the shape it’s currently 
in. Thank you for leading so strong.

Live inspired this year. Encourage 
people around you to do the same (it’s 
contagious). And thank you for all you 
do for the Lippert family! 

Let’s rock 2021! 

Especially proud of you all,

Jason 

Eau Claire Community Day8



THANK YOU FOR 
LEADING SO STRONG.”

JASON LIPPERT
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MICHILAH GRIMES
Director of Corporate & Community Impact

WITH THOUSANDS OF TEAM MEMBERS 
ACROSS MORE THAN 85 FACILITIES 
WORLDWIDE, OUR SOCIAL IMPACT 
INITIATIVE EXTENDS FAR AND WIDE.”

Our Mission:
Our ongoing mission is to create 
meaningful change. We aspire to 
inspire a culture of giving by building 
positive relationships and aligning 
company resources with our team 
members’ time and talents to support 
the needs of our communities. With 
this at the forefront of all of our 
actions, our objective of making 
positive changes around us, among 
us, and within us becomes more and 
more feasible, one day at a time. 

2020 presented many challenges 
- especially learning how to serve 
and give back to communities 
while remaining safe and healthy 
during a pandemic. In order for us 
to persevere, we kept in mind that 
if there’s a will, there’s certainly a 
way. Although our volunteer initiatives 
looked different than they have in 
years’ past with new guidelines to 
follow, restrictions to consider, and 
even new obstacles that we faced, 
our commitment to serving and giving 
back remained steadfast. At Lippert, 
we are deeply devoted to setting an 
example and bringing good to those 
around us, and while we had to make 
some adjustments to conquer that 
goal, the mission to leave an impact 
surely remained the same.

Social Impact:
“With thousands of team members 
across more than 85 facilities 
worldwide, our social impact initiative 
extends far and wide.”

Lippert is certainly no stranger to 
giving back to the community. In 
2015, a philanthropic arm of the 
company was started to have an 
organized focus on how dollars 
were spent and to help team 
members find ways to get involved 
in the community. In 2017, Lippert 
recognized its team members’ strong 
enthusiasm for getting involved and 
giving back to the community – so 
much that a goal of comprehensively 
completing 100,000 hours of 
volunteer time within 12 months 
was set. That initiative provided a 
way to serve various communities 
and nonprofits that greatly needed 
the help, and it was also a way to 
build deeper connections with team 
members and their families outside 
of work. We were able to connect 
them with opportunities that fueled 
their passions, and the rewards 
of watching them succeed in the 
community as they volunteered 
to help one another were second 
to none. That initiative has also 
helped spread the word about 
several nonprofits and all that they 

offer to members of the community. 
Numerous resources are available 
via nonprofit organizations to team 
members and the general public 
should they need them, and our 
partnerships have helped educate 
and raise awareness about those 
resources – ultimately bridging 
the gap so that everyone receives 
support in essential areas. The 
connections we’ve formed between 
these organizations and our team 
members reaches far beyond 
simply serving and giving back: 
we are striving to create a cultural 
environment where everyone 
supports everyone to make the 
community and the world  
a better place. 

From 2017 until now, Lippert team 
members and their families have 
logged more than 400,000 hours of 
time spent giving back in numerous 
ways. Our team members and their 
collective mentality to do whatever it 
takes to lend a helping hand is the 
reason we are known as a business 
that is a force for good throughout 
our communities. Our team members 
are the heartbeat of this initiative 
and have shown up time and time 
again throughout the years to help 
thousands of nonprofits in the 
communities where we live,  
work and play.
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As a company, we are more focused 
than ever on supporting the nonprofit 
organizations that our fellow Lippert 
team members are passionate 
about and actively involved with. We 
are putting a greater emphasis on 
the time and talents of our team 
members and believe we are making 
an even bigger impact by showing 
more support to the causes our 
team members already advocate 
for. What’s important to our team 
members is important to us and we 
cherish their contributions to society 
for the greater good, so we are 
committed to actively contributing 
financial support to the causes and 
organizations they are involved in. 
With this approach, both the nonprofit 
and the team member receive 
support. We recognize the value, 
progress, and influence that occurs 
when everyone pitches in and helps 
out, and every day we strive to take 
steps that enhance our communities 
in the most positive ways possible.

2020 Highlights:
While 2020 was a unique year 
for countless reasons, one thing 
that remained consistent was our 
commitment to serving and making 
a lasting impact, no matter how 
different that may have looked.

Volunteer Week:
Our volunteer week that took 
place July 12th-18th consisted of 
a company-wide pack-out where 
50,000 much-needed items were 
packed and donated to seven 
local nonprofits. The participation, 
energy, and feedback we received 
was phenomenal, despite having 
to remain socially distanced and 
following new, unconventional 
rules. Our Volunteer Week was the 
jumpstart volunteer initiative of the 
year and helped us figure out how 
to effectively serve while keeping 
everyone safe and healthy.

Community Day:
In October, we held our 2020 
Fall Community Day where team 
members all over volunteered at 
nonprofits and organizations across 
the nation and around the globe. 
More than 500 team members went 
out and participated and did an 
incredible job helping out! No matter 
what they did to get involved, we 
were so grateful and humbled to see 
so many of our team members take 
action and do their part to give back.

Adopt-a-Family Program:
The Holiday Adopt-a-Family program 
looked the most different out of all 
of our initiatives. While we usually 
would have assisted various families 
in the community by raising funds to 
lessen their financial burdens caused 
by the demands of the holiday 
season, we switched gears and 
kept the program in-house so that 
our very own team members could 
receive support. With the generosity 
of everyone who made contributions, 
we raised more than $45,000 to go 
towards gifts and were able to adopt 
more than 100 Lippert families! It 
was extremely heartwarming to see 
our team members unite and make 
the holidays special for their fellow 
colleagues despite the circumstances 
and ambiguity of the year.

The kindness and compassion our 
team members display through their 
efforts of lending helping hands to 
those in need is truly remarkable. 
With all that we accomplished 
last year in spite of the challenges 
we faced being in the midst of a 
pandemic, I can’t wait to see what 
else we can do as we continue to 
commit to serving, enhancing, and 
improving in any way we can.

2021 Goals:
2021 is a year of continuing to build 
deeper relationships with our team 
members and community. We want 
to keep helping team members 
find their passions outside of work 
and celebrate all of the ways that 
they are serving others - and no 
act of kindness is too small to 
be celebrated! This year, we are 
striving to have more team members 
get engaged while having a clear 
understanding of the purpose and 
humanity behind giving back. We are 
looking to accomplish:

• Connecting team members with 
causes and achieving 50% team 
member participation

• Creating Lippert Care Champion 
Teams at each facility that will  
meet monthly to support and  
drive this initiative

• The BetterTogether Campaign: 
celebrating ways team  
members are helping others  
in their communities

• Partnering with National Volunteer 
Week, April 19th-April 23rd, by 
hosting Lippert’s Volunteer Week 

• Collaborating with nonprofits and 
hosting a number of additional 
company-wide events throughout 
the year to work towards 
creating positive changes in the 
communities they serve.

• Continuing to support our team 
members through the Team 
Member in Need Fund and the 
Holiday Adopt-a-Family program

• Consistently supporting nonprofits 
our team members are involved in 
through volunteer and  
financial efforts. 
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MEET: SARAH RICE
Corporate & Community Impact Specialist

Sarah joined the Impact team in 
January 2021 as the Corporate and 
Community Impact Specialist. She 
is responsible for supporting the 
Corporate and Community Impact 
goals and needs of team members 
and facilities. Together, we will work 
to ensure a diverse and sustainable 
program that supports Lippert’s 
mission and global impact goals. 

For the past ten years, Sarah has 
held various positions at Ivy Tech 
Community College South Bend-
Elkhart. Most recently, she served as 
the Executive Director of Resource 
Development where she was 

responsible for all fundraising efforts. 
Prior to her experience in higher 
education, Sarah worked in television 
news as a reporter in South Bend and 
Minnesota. She earned a bachelor’s 
degree from Western Michigan 
University and a master’s degree 
in Leadership from Trine University. 
Sarah has had a passion for serving 
her community since she was a 
young girl and serves on several local 
boards and event committees. She 
and her husband, Matt Kruyer,  
have two young children and  
reside in Osceola.

“I am thrilled to welcome Sarah to 
the Lippert family, and specifically, 
the Impact team. I have worked 
with her on several events over the 
past couple of years and I know that 
she brings a wealth of knowledge 
and passion to the team. With her 
assistance, we will be able to grow 
and better support our initiatives 
throughout all of the communities that 
we serve.” -Michilah Grimes

I BELIEVE IT IS OUR MORAL AND SOCIAL RESPONSIBILITY TO 
MAKE THE COMMUNITY A BETTER PLACE. I AM EXTREMELY 
EXCITED TO JOIN MICHILAH AND THE TEAM AT LIPPERT TO 
HELP THEM ACHIEVE THEIR GLOBAL IMPACT GOALS.  
IT IS A TRUE HONOR TO SERVE ALONGSIDE TEAM MEMBERS 
WHO ARE FOCUSED ON PEOPLE AND BUILDING STRONGER 
COMMUNITIES ACROSS THE WORLD, 
ONE PERSON AT A TIME.” 
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DR. AMBER SELKING
Vice President of Leadership  
and Culture Development

…IF 2020 TAUGHT US ANYTHING, IT’S 
THAT LIFE IS SHORT AND WE NEED TO 
NOT ONLY MAXIMIZE EACH MOMENT BUT 
ALSO CHERISH THOSE MOMENTS…”

Lippert Family around  
the World-
With great expectation in January 
of 2020, we welcomed in a new 
decade; standing now on the brink 
of 2021, it feels like that innocent 
expectation has been matured by the 
blows that last year seemed to pile on 
throughout the tumultuous year. But 
as the dust of 2020 settles, and we 
look back on the months that have 
unfolded since the last Outrigger, we 
see the Lippert Family standing with 
arms linked, and more committed 
than ever to the vision of making 
Business a Force for Good in  
our beautiful world. 

You see, this is what makes Lippert 
special. It is our passion to win – in 
peoples’ lives, in the communities 
where we live work and play, and in 
the marketplace – that has forged 
such a resilience in our identity that 
not only allows us to weather storms 
but also allows us to emerge closer 
than ever as a team, and even more 
committed to the road ahead. 

The Lippert culture – guided by our 
vision of Business as a Force for 
Good in the world, rallied around 
our belief that Everyone Matters, 
and aligned by our Core Values and 
Leadership Qualities – allowed us to 

weather the storms of 2020 with as 
much poise as possible. It provided 
some anchors for us to navigate a 
global pandemic, social and political 
dynamics, work environment changes, 
and explosive demand, to name 
a few. In fact, psychology studies 
found that those who “stockpile 
resilience,” that is, build in stabilizing 
elements in advance of trying times, 
are able to better manage adversity 
when it strikes. In my mind, it is our 
commitment to our cultural journey 
over the last several years that 
stockpiled some needed artillery for 
us to call upon throughout last year. 
Thank you for your commitment to 
this journey to date, for leaning on our 
organizational identity through last 
year, and for continuing to trust and 
help advance who we are and where 
we are going as we embark on 2021!

Again, what makes us so special 
is how much ground we can cover 
when people align on a mission! 
And despite the unique challenges 
before us in 2020, we saw them 
as opportunities and were able to 
grow so much in our Leadership & 
Cultural journey! First and foremost, 
our organizational engagement score 
actually increased throughout the 

year, demonstrating the commitment 
each of us has to inspire Purpose, 
Passion, and Performance in the 
Heads, Hearts, and Hands of our 
team members!

The Leadership Development team 
released the Lippert Leadership 
model, which was crafted based on 
the behaviors and competencies of 
high performing leaders throughout 
our organization. The model 
highlights that great Lippert leaders 
first and foremost embody our Core 
Values & Leadership Qualities, and 
then out of those elements lead Self, 
lead Team, and lead Business with  
selfless exceptionalism. 

The continued growth in those 
areas of Self, Team, and Business 
leadership was demonstrated through 
organization structure transformation, 
team identity clarification, personal 
and professional growth, and 
enhanced operational excellence. 

While the introduction of Leadership 
Action Plans that revolved around 
this concept of Self, Team, and 
Business leadership was launched 
in 2020, we are excited to watch 
their impact grow into 2021 as we 
challenge not only leaders to have 
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action plans, but also team members 
at every layer with the new Personal 
and Professional Development Plans. 
We cannot stay stagnant, and it’s the 
commitment to becoming the best 
versions of ourselves individually that 
will allow for our company to become 
the best version of itself! 

The Training & Development team 
joined the Leadership & Culture 
umbrella last year as well, and their 
alignment will help us take the next, 
critical steps in our cultural journey 
as it relates to educating, equipping, 
and empowering team members at 
every layer with the knowledge, skills, 
and abilities to impact our business. 
We are extremely excited about this 
addition to our team and look forward 
to making this a true strength  
of our company!

If 2020 taught us anything, it’s that 
life is short and we need to not only 
do all we can to maximize each 
moment, but also that we need to 
cherish those moments; to cherish 
each other, and the journey that we 
are on together. May we prioritize the 
things that matter most, and may we 
have an intense focus and radical 
execution around igniting the minds 
and hearts of every Lippert team 
member around the globe! 

Blessings,

Dr. Amber Selking

MEET THE LEADERSHIP AND 
CULTURE, DEVELOPMENT TEAM

Bill Coughlin 

Paul Kobylarz

Edgar Cabello 

Kim Lisiak

Mike Brouillette 

Jen Snyder 

Simone Bassoli 

John Vermeesch 

Rhoda Schnitzer

Nora Silini 

Leadership Development
Ann Weiss 

Kelly Dittman

Karen Green

Kate Sorenson 

Haley Hoerle

Training & Development

Clara Truex

Cynthia Cabello 

Lupita Garcilazo

Michelle Shattuck

Diana Hepsiba-Montiel

Personal &  
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JOE THOMPSON
Chief Marketing Officer

AS WE ALL COME TO UNDERSTAND AND 
BUILD THIS SINGULAR, GLOBAL BRAND, 
THE STRONGER OUR BRAND AND 
OUR COMPANY WILL BE, AND THAT’S 
SOMETHING WE SHOULD ALL BE  
EXTREMELY EXCITED ABOUT.”
The new era of Lippert™ has arrived.
One of the biggest and most exciting undertakings tackled by our team in 2020 was creating a new identity, look and 
feel as our company’s name makes the transition in 2021 from Lippert Components to simply, Lippert™. This project 
was a total team effort through and through, and we’re thrilled to be kicking the year off with a renewed sense of brand 
inspiration and unity that our reimagined identity will bring us.

Joe Thompson, Chief Marketing Officer and Jarod Lippert, Vice President of Marketing and Public Relations, sat down 
to walk us through what this re-branding process looked like, and what it means for all of the team members at Lippert.

What does the new brand 
identity mean for the 
companies Lippert  
has acquired?
I know one major benefit of this new 
identity will be helping to organize 
our recent and future acquisitions. 

“Lippert” will now represent all of 
the company’s core line of RV and 
commercial products formerly 
branded as Lippert Components. 
Taylor Made, CURT, Lewmar and all 
of Lippert’s other sub brands will 
be endorsed by Lippert in order to 
reinforce Lippert’s role as a leading 
global manufacturer. By structuring 
our acquisitions this way, we can 
start creating more brand equity and 
recognition with our customers. We 
want people to be able to look at our 
Lippert logo and know who we are 
without a second thought, no matter 
what market or industry they might 
engage with us in.

What about the new identity  
are you most excited about  
looking to 2021?
I’d say I’m most excited that our 
team now has a plan of consistency 
throughout our branding initiatives. 
But I also can’t overlook how exciting 
it is that our executive leadership 
team put this project on the front 
burner and is actively paying attention 
to how important a brand is for a 
company holistically. Now that we  
(as a company) understand the power 
of a brand and have a strategy and 
brand architecture in place going 
forward, it’s like having a playbook 
you can always reference for 
guidance. It just makes things  
easier and more consistent 
throughout the company.

It’s also going to be great to see the 
unity that I know this re-brand will 
bring to everybody at Lippert. I think 
with the many acquisitions we’ve had 
over the years, some of our brand’s 
value was lost in translation as our 
team members were coming onboard 
from other companies and brand 
names. Now, no matter what division, 
department, state, or country you 
work in, you know with certainty that 
you work for Lippert. As we all come 
to understand and build this singular, 
global brand, the stronger our brand 
and our company will be, and that’s 
something we should all be  
extremely excited about. 
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...EVERY PERSON WE REACH, 
INSIDE OR OUTSIDE OF OUR WALLS, 
WE WANT TO HAVE AN IMPACT IN 
BETTERING THEIR LIVES ONE  
WAY OR ANOTHER.”

JAROD LIPPERT
Vice President of Marketing

What was the primary decision 
for making the change  
to Lippert?
For years, we’ve known many of 
our customers refer to us as simply 

“Lippert.” This idea was further 
reinforced by customer survey results 
in both the RV and marine segments 
that indicated how the company 
is perceived, and what our brand 
strengths are within each of the 
channels we’re currently serving. We 
worked closely with Element Three, 
a marketing consulting group out of 
Indianapolis to help us gain a third-
party perspective of the data and 
research results, and ultimately move 
forward with the “Lippert” re-branding 
initiative. And looking at the 100s of 
brands we’ve acquired throughout 
our company history, by reducing the 
amount of “brand” names our company 
represents, at the end of the day, 
we’re helping to eliminate unwarranted 
confusion for our end-users.

What visual and messaging 
changes can team member  
and customers expect to  
see with the new brand?
Our new logo will undoubtedly be 
the most obvious change for people 
moving forward. We easily created 50 
new logo ideas to start this process. 
When we were trying to decide on 
what look to go with, we realized that 

we need to have something simple 
that kept the focus on who we are, 

“Lippert”, all the while playing on this 
idea that we, as a company, always 
want to be moving forward. That’s why 
we made the decision to incorporate a 
compass facing true North into the “L” 
of our logo. Not only does this creative 
align with our passion to always press 
on and pursue greatness in everything 
we do — manufacturing, company 
culture, leadership, product quality, you 
name it, but it also allows the name 
Lippert to be the main focus to help 
establish that brand recognition  
we’re striving for.

The other most dramatic change is 
our company colors. We realized the 
RV and marine industry color pallets 
fall in blue and black hues with not a 
ton of variation. We chose the red and 
grey based on trending colors within 
the marketing world, and due to the 
fact that nobody else is really using 
these as their primary branding colors 
currently. Just another way we can set 
ourselves apart amongst the crowd.

And last, but certainly not least, our 
re-brand has also inspired a new brand 
promise, Whenever, wherever, we 
make your experience better. While 
this idea of improving experiences 
for our aftermarket customers, 
dealers, OEMs, team members, and 

communities is not a new concept 
for us as a company, having this 
statement imbedded into our new 
identity will only make this commitment 
that much stronger moving forward. 
No matter what industry we’re talking 
about, product, or service — our goal 
is to always improve the end-user’s 
experience. It’s the reason why we’ve 
invested so deeply in things like our 
company culture, customer service, 
product innovation, and manufacturing 
processes and facilities, every person 
we reach, inside or outside of our walls, 
we want to have an impact in bettering 
their lives one way or another.

I’m really proud of the way our team 
came together to make this brand look 
and sound truly unique. It will look 
like no other brand on a dealer’s shelf. 
From our designers and videographers, 
to writers, photographers, web 
developers and social media strategists, 
this was an all hands on deck project 
for our team, and I think we did a really 
great job at creating a best-in-class 
brand that everybody in the company 
can rally behind and be excited about. 

18



Banners

LIPPERT.COM 
REFRESH

Ads

Packaging

19



20



ACQUISITIONS & PARTNERSHIPS

Lippert acquired substantially all of the business assets of Challenger 
Door, LLC, a leading manufacturer and distributor of branded doors 
for the RV industry and products for specialty and cargo trailers. With 
over 20 years of manufacturing experience, Challenger Door, located 
in Nappanee, IN, specializes in providing innovative, quality doors and 
products to the RV, Cargo, and Transit industries.

Lippert acquired Veada Industries, Inc., a manufacturer and distributor 
of boat seating and marine accessories. With over 50 years of 
manufacturing and distribution experience, Veada, located in  
New Paris, IN, specializes in delivering quality and affordable marine 
seating. Veada will further expand Lippert’s marine seating  
capabilities and capacity, representing the fifth acquisition in  
the marine sector by Lippert since 2015. 
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LIPPERT™ EUROPE
Lippert continues to make a splash overseas
Did you know Lippert now has more than 1,400 team members working across Europe, Africa and India?
Similar to Lippert’s North American business strategy, we’re continuing to invest heavily in research and development 
in our European facilities to better develop OEM and aftermarket products for the European Caravan market, marine 
segments, and railways. Despite the pandemic, 2020 proved to be another huge year for us overseas — finalizing key 
acquisitions, seeing advancements in our product development, and securing the right leadership in place to help 
successfully guide all of our initiatives throughout Europe. 

1. At the beginning of 2020, we 
completed the acquisition of 
Polyplastic, a premier window 
supplier to the caravanning 
industry, and attributes a portion 
of its sales to the European 
supermarket, trailer, and e-mobility 
industries. Polyplastic gives 
Lippert several opportunities 
around new products that will 
help leverage Lippert in existing 
markets in which we have a strong 

2020’s Top 4 European Highlights

presence, as well as many new 
markets in which Polyplastic 
has a secure foothold. Lippert 
is already a premier supplier of 
windows and glass in many of 
the industries that we serve, and 
by adding Polyplastic’s acrylic 
windows to our product lineup 
coupled with the continuation of its 
long-standing history of excellence, 
our ability to service the European 
Caravan industry is set to reach 

an all-time high. Polyplastic’s 
lightweight acrylic window and 
sunroof solutions also grant us 
access to several other great 
industries and markets in Europe 
that we could not have previously 
entered without this technology. 
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2. In July, Vela took the stage 
overseas. The all-new,  
pop-up roofing system for Type B 
vans was born out of the growing 
trend of camper van travel in 
Europe and the Class-B market 
in North America. The new Vela 
pop-up roof, developed and 
produced in Europe, is sturdy 
but weighs 20 to 30 percent 
less than comparable fiberglass 
products. It provides an extra 
bedroom for camper vans and 
Type B RVs with a double bed 
measuring 79 x 51 inches. Using 
new manufacturing techniques to 
help channel hot or cold air, we 

were able to use thermoformed 
“twin sheet” technology instead of 
fiberglass — making this product 
easier to produce and lighter. This 
technology also allowed us to 
propose an exclusive and patent 
pending solution to push hot or 
cold air into the pop-up space, 
depending on the climate outside. 
This improves the air in the upper 
room and gives it a temperature 
more similar to that of the interior 
of the camper van below it. The 
Vela is already catching the eyes of 
several North American OEMs with 
prototypes already in motion.

3. On the leadership forefront, in September Lippert promoted Lorenzo Manni to Vice President Sales, RV Europe. With 
a Master’s Degree in International Relationships from Florence University, Lorenzo speaks six languages, and has 
been working in the RV sector for the last nine years — beginning his career in 2012 as a Sales Manager at Project 
2000, a company later acquired by Lippert. He’s been an integral component to our European growth strategy both 
as a partner and team member, and his in-depth industry experience and customer knowledge will help take our RV 
sales in Europe to the next level. Lorenzo and the newly formed Sales Organization will serve several businesses in 
Europe including both the OEM and Aftermarket RV segments as well as the Cruise Ship industry. The new sales 
organization will report directly to Jim Menefee, Group President of Lippert Europe. This team will also be tasked with 
creating opportunities and synergies between North America and Europe — including strategies aimed to expand the 
number of European products available to the North American market and vice versa.

LORENZO MANNI
Vice President Sales, RV Europe
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4. One of the fastest growing 
segments of our International 
Team is the Lippert Railway 
Division. Started in 2017 with the 
acquisition of Sessa Klein, the 
global Railway Division consists 
of window operations in Italy, 
India, New York, and Interior 
operations in Italy and Tunisia. 
We saw phenomenal growth 
in 2020 for not only revenues, 
but also for the leadership and 
cultural development of this 
team — especially for the Plant 
313 (formerly Ciesse) who seemed 
to set new sales records month 
after month. This success is sure 
to continue with approval of plans 
to double the size of the Tunisian 
facility from 6000 sqm. to 12,000 
sqm. by 2022!

This team applies the same focus, 
intensity, and customer-first attitude 
that has made Lippert successful 
in many other markets. The global 
rolling stock market (train cars) is over 
$50 billion annually, with projections 
to be over $70 billion by 2025. Lippert 
has the opportunity to use our same 
model for growth, by developing 
engineered solutions in multiple 
product offerings to create value and 
innovation for our customers. In the 
short period since Lippert acquired 
Sessa Klein and Ciesse, we have 
been awarded new projects in the 
US, Canada, Italy, France, Spain, 
Netherlands, and India. 

Through leadership, strategic 
acquisitions, product development 
and continuing to integrate our 
Lippert culture and core values 
into our teams in Europe, 2021 will 
undoubtedly be another successful 
year for our company at all of our 
facilities around the world. We’re 
proud of the strides we’ve made and 
continue to make with our European 
team members as we embark  
on this journey.
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We’re excited to announce 
Lippert’s Supply Chain has 
extended their footprint by 
realigning the capabilities of 
people with their true passions.
Lippert’s continued success depends 
on the visionary agility of our teams. 
Building Supply Chain resilience will 
require our enterprise to transition 
from strategy to execution. This 
means, Lippert’s Supply Chain 
team will have more of an impact on 
the promise made to build a world 
class organization. By aligning the 
technology to the correct discipline 
and passion, it will drive stronger 
economies of scale. As a result, 
leaders in the discipline will work 
together to better understand what 
makes our enterprise resilient, and 
thus, this growing body of knowledge 
will better position us to deliver  
on promises to our  
customers successfully.

What is Supply Chain 
Optimization and 
Transformation Team 
(S.C.O.T.T)? 
Supply Chain Optimization and 
Transformation Team (S.C.O.T.T) will 
focus on developing the traits of team 
members’ passions, which will create 
an environment that allows team 
members to connect to an area of 
expertise, a specialization, in which 
technology solutions can be delivered 
as it relates to that discipline. The 
idea behind (S.C.O.T.T) is to inject 
innovation into our organization’s 
culture through cross-functional 
engagement of key stakeholders 
that understand how the business 
works and can identify where real 
opportunities are hidden. As we build 

alignment, we will take advantage 
of opportunities to align projects 
across the enterprise, support 
operational changes (product moves, 
consolidations, system deployment/
upgrades), as well as enhance 
user experience by providing better 
communication, training, and support. 

Using the S.C.O.T.T model, we 
will cultivate changes that 
will increase communication, 
knowledge, expertise, 
 and resources  
throughout Lippert. 
We have transitioned from a 
department that was predominately 
focused on procurement to one 
that is focused on a wide array of 
disciplines that support purchasing, 
logistics, network optimization, risk 
and compliance, inventory, and 
planning. Think about how tariffs, 
port strikes, pandemics, and other 
risks have impacted our operational 
footprint in the past. These types of 
shocks affect global supply, demand, 
and manufacturing operations which 
are becoming more frequent and 
severe. Aligning disciplines to the 
correct digital tools and capabilities 
will be fundamental in analyzing how 
global disruptions impact our bottom 
line. This will involve our organization, 
processes, people and analytical 
tools to work together in harmony. 
Analytics need to be fueled with the 
right data, and data needs to be 
retrieved at the right level of detail 
and quality in a simple,  
repeatable way.

Building supply chain resilience 
at Lippert will also help 
strengthen risk management 
capabilities.  
Real-time supply chains thrive on 
building real-time transparency by 
building redundancy in supplier and 
transportation networks, holding 
more inventory, reducing complexity, 
creating the capacity to flex product 
across sites, and improving the 
financial and operation capacity to 
respond to these shocks. As we 
mature, we will have information 
readily available in hours instead 
of weeks to help evaluate all these 
decisions. COVID continues to 
demonstrate that those who can 
make calculated, data-driven 
decisions will be the organizations 
delivering on their promise and 
emerging stronger.

Over the next few months, we 
will promote several team 
members to better align the 
various initiatives in  
Supply Chain. 
Together, we will challenge the 
conventional thinking through building 
a connected organization that  
will deliver the ultimate  
customer experience! 

The great thing about  
‘Supply Chain’ is that we  
are all connected. 
 

“Coming together is just  
the beginning.
Keeping together is progress.
Working together is success.”
Henry Ford

SUPPLY CHAIN OPTIMIZATION 
AND TRANSFORMATION TEAM S.C.O.T.T.
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COMMUNITY IMPACT

Trend Marine

Coach Michael O’NeillTrend Marine

Lippert Veterans
Plant 107

Plant 68
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Bids 4 Kids 2020 Plant 107

Coach Richard Moore

Habitat Panel Build

Kevin Walker

Plant 68
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Pack Out Event

2020 Community Day
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 PLANT LOCATIONS
State/Country Plant # Address City Zip

Alabama 203 112 Brewer St. Double Springs 35553

Arizona 71 566 E Germann Rd Gilbert 85297

Arizona 131 405 N 75th Ave. Suite 190 Bldg. 3 Phoenix 85043

California 29 168 S. Spruce St. Rialto 92376

Florida 71 370 Eagles Landing Dr. Lakeland 33810

Florida 113 1900 47th Terrace East Bradenton 34203

Florida 124 1900 47th Terrace East Bradenton 34203

Florida 142 606 Industrial Drive Perry 32348

Florida 143 606 Industrial Drive Perry 32348

Georgia 16 160 Oriole Rd Fitzgerald 31750

Georgia 125 110 Northpoint Pkwy Acworth 30102

Georgia 134 110 Northpoint Pkwy Suite 200 Acworth 30102

Idaho 57 1323 11th Ave N Nampa 83687

Idaho 64 427 Hankins Rd Twin Falls 83301

Idaho 84 1908 Industrial Rd Nampa 83687

Idaho 214 944 N Kings Rd Nampa 83687

Indiana 1 3501 County Rd. 6 East Elkhart 46514

Indiana 1 3407 Cooper Dr. Elkhart 46514

Indiana 1 4100 Edison Lakes Pkwy, Suite 320 Mishawaka 46545

Indiana 4 2475 E Kercher Rd. Goshen 46526

Indiana 4 2469 E Kercher Rd. Goshen 46526

Indiana 4 2421 Lincolnway East Goshen 46526

Indiana 19 3152 Skyview Rd. Goshen 46526

Indiana 19 3340 Corrie Dr. Goshen 46526

Indiana 19 2766 College Ave. Goshen 46526

Indiana 28 51040 Greenfield Pkwy Middlebury 46540

Indiana 39 401 S Beiger St Mishawaka 46544

Indiana 39 408 S Byrkit Ave Mishawaka 46544

Indiana 45 2703 College Ave Goshen 46528

Indiana 46 3625 N State Road 9 Howe 46746

Indiana 50 2602 College Ave Goshen 46528

Indiana 50 630 High Street Geneva 46740

Indiana 50 1902 W Sample St South Bend 46619

Indiana 58 1722 W Mishawaka Rd Elkhart 46517

Indiana 68 3200 Middlebury St Elkhart 46516

Indiana 71 408 S Byrkit Ave Mishawaka 46544

Indiana 72 2501 Jeanwood Dr Elkhart 46514

Indiana 77 2909 Pleasant Center Rd Yoder 46798

Indiana 82 1701 Century Dr Goshen 46528

Indiana 83 57912 Charlotte Ave Elkhart 46517

Indiana 85 3325 Hackberry Dr Goshen 46526

Indiana 91 2503 Banks Ct Elkhart 46514

Indiana 91 4301 Bullard Rd Elkhart 46516

Indiana 111 1101 Stonebraker Dr Kendallville 46755

Indiana 118 2505 Banks Ct. Elkhart 46526

Indiana 119 2020 Blakesley Pkwy Bristol 46507

Indiana 146 408 S Byrkit Ave Mishawaka 46544

Indiana 147 6500 US 421 Suite E Westville 46391

Indiana 148 1205 E Lincoln Street Nappanee 46550

Indiana 149 19240 Tarman Rd New Paris 46553

Indiana 150 111 Stonebraker Dr. Kendallville 46755

Indiana 210 2423 Messick Dr S Goshen 46526

Indiana 227W 1101 Eisenhower Dr S Goshen 46526

Indiana 227G 1201 Eisenhower Dr S Goshen 46526
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State/Country Plant # Address City Zip

Indiana 228W 1206 Eisenhower Dr S Goshen 46526

Indiana 228G 1724 Eisenhower Dr S Goshen 46526

Indiana 260 2006 Century Dr Goshen 46528

Indiana 261 2701 Marina Dr Elkhart 46514

Michigan 68 6801 15 Mile Rd Sterling Heights 48312

Michigan 68 6515 15 Mile Rd Sterling Heights 48312

Michigan 68 35150 Beattie Dr Sterling Heights 48312

Michigan 96 1103 W Pearl St Chesaning 48616

Michigan 125 30779 Oak Creek Dr Wixom 48393

Michigan 139 30779 Oak Creek Dr Wixom 48393

Michigan 139 30779 Oak Creek Dr Wixom 48393

Mississippi 120 166 Eastport St Burnsville 38833

Missouri 145 3220 E. Cherry St. Springfield 65802

New York 110 93 South Blvd Gloversville 12078

New York 115 65 Harrison St Gloversville 12078

New York 115 115 Corporate Dr Johnstown 12095

New York 188 93 South Blvd Gloversville 12078

Ohio 76 105 Jerry Drive Jackson Center 45334

Ohio 112 407 N. Maple St. Payne 45880

Oklahoma 89 1575 N 93rd East Ave. Tulsa 74115

Oregon 27 3700 NW Westgate Dr Pendleton 97801

Oregon 107 150 SE Booth Bend Rd McMinnville 97128

Oregon 146 30725 Diamond Hill Dr Harrisburg 97446

Pennsylvania 7 1658 Dry Tavern Rd Denver 17517

Pennsylvania 121 2593 Yellow Springs Rd Malvern 19355

South Carolina 74 121 Pan-American Dr. Gaffney 29341

South Dakota 140/141 1200 E Birch St Brandon 57005

Texas 132 2611 Regent Blvd Suite 300 Dallas 75261

Texas 133 1000 N 28th Ave Dallas 75261

Texas 135 4921 Timber Ln Rosenberg 77471

Texas 241 101 Mushroom Rd Waxahachie 75165

Utah 48 505 N Kays Dr Kaysville 84037

Washington 136 14512 32nd St E Sumner 98390

Wisconsin 125 6208 Industrial Dr Eau Claire 54701

Wisconsin 129 6208 Industrial Dr Eau Claire 54701

Wisconsin 130 6208 Industrial Dr Eau Claire 54701

Canada 73 850 Rue Moeller Granby J2J-1K7

Canada 137 317, Rutherford Road South Unit A Brampton L6W-3R5

Canada 138 12632 - 184 St NW #27 Edmonton T5V-1T4

India 430 11th Floor, Tower A, DLF Towers, jasola, Jasola District Center,  
New Delhi, South Delhi - 110044 Delhi, India

Ireland 403 NR29 5BG, Sutton Rd Catfield, Great Yarmouth 0 United Kingdom

Italy 301 Via Etruria 1 - 50026 San Casciano Val di Pesa (FI) Italy

Italy 302 Via Etruria 1 - 50026 San Casciano Val di Pesa (FI) Italy

Italy 303 Via Cavour 8 - 21040 Castronno (VA)  Italy

Italy 304 Via Etruria 1 - 50026 San Casciano Val di Pesa (FI) Italy

Italy 307 Via Marche 5/7 Pontedera, Pisa 56025 Italy

Italy 308 Via Pacinotti 12/B, Santa Maria di Sala, VE 30036 Italy

Italy 310 Località Guardavalle n. 61/A - 53049 Torrita di Siena (SI) Italy

Italy 312 Via Etruria 18 - 50026 San Casciano Val di Pesa (FI) Italy

Italy 313 Via G. Di Vittorio 66 - 50067 Rignano sull’Arno (FI) Italy

United Kingdom 401 Unit 11, Eastern Court Gemini Business Park Europa  
Boulevard Westbrook, Warrington WA5 7ZB United Kingdom

United Kingdom 402 NR29 5BG, Sutton Rd Catfield, Great Yarmouth 0 United Kingdom

United Kingdom 404 Southmoore Lane Havant, Hampshire PO9 1JJ United Kingdom

Netherlands 315 Thurledeweg 5, 3044 EN Rotterdam, Netherlands

Tunisia 450 RUE DE LA PHARMACIE Z.I Djebel Ouest, Zaghouan, TUNISIA
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