
the Commuter 1918 Summer 2004

Pleasure-Way
Industries conquers
new export markets.
Saskatchewan ingenuity knows no
boundaries. The proof of that statement
is evident at Pleasure-Way Industries,
Saskatoon manufacturer of van
motorhomes. The family-owned
company has not only captured an
extensive share of U.S. markets, it has
now extended its reach into Great
Britain and Japan.

Approximately 70 per cent of the "Class
B" or van motorhomes manufactured
by Pleasure-Way Industries are sold
through a 50-dealer network in the

United States. Pleasure-Way’s market
share in the U.S. now totals
approximately one-third of all sales in
this category of recreational vehicles.

Eight years ago, Pleasure-Way’s mini-
palaces on wheels broke into the
lucrative Japanese market. "We were
approached by dealers from Japan about
our product at a manufacturers’ trade
show in Louisville, Kentucky. It’s the
largest trade show in the industry, and
dealers from around the world attend
every year," says Dean Rumpel, vice-
president of Pleasure-Way Industries. 

This spring, the corporation made its
first entry into European markets,
exporting units to a dealership in Great
Britain.

Company founder and president Merv
Rumpel built his first van motorhome in
1986, as a sideline to his local RV sales
dealership, Glenwood Trailer Sales,
which is now under the direction of son
and vice-president, Terry Rumpel.

"Glenwood Trailer Sales was
approached by a company that is now
our competitor. They wanted us to
become a dealer for their van
motorhomes. My father decided to take
the product on to sell, but when he
contacted them, he found they were so
backlogged with orders, it would take
six months before we could receive any
inventory. He figured that in six
months, he could build one himself. He
worked on it after hours, in the back of
the shop, and came up with his own
prototype of a van motorhome. With

his extensive contacts in the RV
industry, my dad was able to sell the
motorhomes as quickly as he could
build them," Dean Rumpel says. 

"In our first year, we built 16 units and
had six employees. Today, Pleasure-Way
Industries employs 150 employees and
manufactures approximately 750 units
annually."

The luxurious van motorhomes are built
on three different van platforms, by
Ford, General Motors and Dodge. "The
Ford and GM platforms are 20 feet
long. The new Dodge Sprinter platform
is 22 feet long," says Rumpel. 

Consumers can select from three
different floor plans. "Each of the three
floor plans is available on any of the
three van chassis," says Rumpel. All are
furnished with all the comforts and
conveniences of home, including an
amply-equipped kitchen with a domestic
refrigerator, two-burner stove,
microwave oven, sink and Shur-Flo
demand water system and large pantry;
a fully self-contained private bathroom
including a vanity, flush toilet and a sit-
down shower; and comfortable sleeping
quarters with an electric sofa that
converts into a choice of two single
beds, a king-size bed or an extra-long
double bed.

The luxuries don’t stop there. "Today,
all of our units feature LCD flat screen
TVs and home theatre packages. What
once were considered options are now
standard features in Pleasure-Way van
motorhomes," Rumpel says.

Because each van motorhome includes
amenities for sleeping and cooking as
well as a bathroom, the units qualify in
the U.S. for income tax deductions as a
second residence.

What distinguishes Pleasure-Way van
motorhomes from the competition is
the flawless craftsmanship and intricate
finishing inside each unit. "The
differences are really apparent in the
details," Rumpel says. "The assembly
and finishing of our cabinetry, for
example, is superb. It visually separates
us from the competition.

"Our floor plans are considered quite
innovative. We have a lot of useable
space. We also offer some unique design
features that our competitors do not,
such as our self-contained private
bathrooms."

The quality construction, together with
an extensive warranty program, has
created a solid reputation and strong
customer loyalty. "We just had one
gentleman who ordered his fifth unit,"
says Rumpel. One of the perks for new
buyers is automatic membership in the
North American-wide Pleasure-Way
Travel Club. The club actively promotes
the RV lifestyle, providing information
in free quarterly newsletters, as well as
extending invitations to attend rallies
and other RV adventures.

Rumpel notes that all of Pleasure-Way’s
competitors are based in Canada. 

"We’re all reaching over the border and
selling into the U.S. market. Over the
years though, the number of
competitors is decreasing. It’s becoming
more of a niche market, because of the
time it takes to build a van motorhome.
We definitely can build our units more
affordably in Canada than in the U.S.,
with its more expensive labour market."

It takes six weeks to build each van
motorhome, so many of the units are
pre-sold as they come off the assembly
line. "However, for peak selling periods,
we try to build up our level of yard
inventory."

In North America, Pleasure-Way
Industries’ target market consists of
consumers age 65-plus. Many have
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Canada has never been more flush with
female vocal talent. From famous names
Sarah McLachlan and Diana Krall, to a
growing cadre of singer/songwriters the
likes of Ember Swift, Serena Ryder, Sarah
Harmer and Emm Gryner. 

Carrie Horachek announced her arrival
on the scene last summer with her debut
album, Out The Car Window, produced
by Brock Skywalker of Captain Tractor.
In it, she lends a poet's perspective to the
commonplace experiences that make up
our daily lives. 

In the November/ December 2003 issue
of Canadian Musician, Ryan McLaughlin
called the CD an "assemblage of tunes
that illustrates the Saskatoon songstress'
ability to weave folk-pop with her funky
roots. ... With beautiful vocals and
comfortably catchy tunes, there's little
doubt this prairie pixie is on a road trip to
stardom." 

Prairie pixie? Well 'prairie' is bang on.
Whether you're listening to the CD or
watching a live show, Horachek's roots
are evident in her easy, open manner. Just
now, she's sharing her thoughts in a free-
ranging interview that swings from the
emotional catharsis of songwriting, to the
practical business of making a living as a
musician in Canada, to the politics of
commercial radio.

"When I think of commercial radio, I
think top 40. What they play is very
narrowly defined. That's not a bad thing,
they're fulfilling a niche. It's just that I'm
more interested in songwriting than I am
in selling to a market," Horachek says.

Though committed to the
singer/songwriter model, she does admit
her views on commercial radio have
softened. "When you produce a CD, you

learn that you have to sell it. You need to
connect with your audience, whether
they're the radio-listening audience or
not.

"I also started to listen more closely to
what was being played. I realized that
there are a lot of artists who I really enjoy
that have hit mainstream popularity.
Norah Jones is a great example of a very
surprising songwriter who has gotten a
lot of attention, and who's outside that
rock-pop formula. Kathleen Edwards is
another example."

The upshot, for Horachek, is that
commercial radio play isn't an
"expectation or a focus, but it's definitely
something you want to keep in mind and
be open to."

“I come home
to find my guitar
on my bed as if it

made love to
every word I
left there.”

Commercial radio is certainly open to her.
At her CD release party in Saskatoon last
June, a full house turned out to hear her
play. And not just family and friends, but
fans and local media. Community, CBC
and commercial radio all got behind the
CD, playing tracks like thumbed up a ride,
think about it, and branded. 

"The support from local media was
amazing," Horachek says. "There are a
lot of audiences that are really open to
the singer/songwriter in Canada right

now. Typically community radio and
CBC have been more open to those
things, so it was great to have support
from local commercial radio too."

For the singer/songwriter, it all comes
down to being heard. That's why
Horachek does what she does. "When
I'm writing songs, it's a self-absorbed
activity. At times, you start writing and
think, will real people like this? I don't
want that to be the determining factor,
but knowing that it's important in the
bigger picture lends itself to
songwriting," she says. "It's important to
feel like I'm making a difference, because
the music industry is a tough business.
You're always being evaluated, judged.
It's harsh.

"I was on my honeymoon in January, and
my husband and I had a lot of
conversations. I said, I just don't know
why my music matters. Then I came back
and started auditing a class at the U of S,
and all of the sudden it clicked. This is
part of our social vocabulary, our culture.
Whether you listen to lyrics or not, the
music still filters into our consciousness
and ideas about who we are."

The insight reflects another side of
Horachek's personality - the academic.
She was a grad student at the University
of Saskatchewan when she first took up
the guitar and started playing in the
folk/funk/rock band Leonard. The class
she audited was Gender and Popular
Music, in preparation for teaching it
during spring-summer session. It got her
thinking.

"People are resistant to trusting their own
reactions to popular music, and to
interpreting their reactions as a critical
commentary. I think a lot of students
want to be told the 'answer' - they think
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When singer/songwriter Carrie Horachek tells a story,
it's the stuff of everyday life - love, relationships,
ambition, good days and bad days. 

previously owned larger recreational
vehicles and are now downsizing.
They’re not yet ready to give up the
RV lifestyle, but are looking for a
vehicle that is easier and more
convenient to operate. 

The Japanese represent a very different
customer, however. "The
demographics in Japan aren’t the same
as the North American market. It’s
more of a family market. So we build a
slightly different floor plan for the
Japanese market. Those units have
more seats, because the customers are
younger, with children," says Rumpel.

While Pleasure-Way’s export activity is
expanding, Rumpel stresses that the
North American market is the primary
focus. "We’ve got about all we can
handle, just with the North American
market."

Manufacturing activities are now
spread out over five buildings and
80,000 square feet. A fifth building,
measuring 20,000 square feet, was
constructed last year.

The Rumpels are quick to attribute
their success to their hard-working
employees, including 15 who have
been with Pleasure-Way since day one.
"Our employees make everything work
so well. Good employees are at the
core of every successful business.
We’ve got a great bunch here. They
take a lot of pride in what they do, 
and that is really reflected in the end
results. That’s what keeps everybody
going."

The leadership of Merv Rumpel has
also been a guiding light over the
years, according to his sons. "My dad
exemplifies leadership. The way he
conducts himself – his values, fairness
and old-fashioned work ethic –
translates to everyone in this company.
That’s why we are where we are
today," Rumpel says. 
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