
Jeep, the Jeep grille and related logos, vehicle 
model names and trade dress are trademarks of 
FCA US LLC and used under license by Premium & 
Collectibles Trading Co ltd. ©2021 FCA US LLC.

13

DIGITAL MAGAZINE



Jeep, the Jeep grille and related 
logos, vehicle model names and 
trade dress are trademarks of FCA 
US LLC and used under license by 
Premium & Collectibles Trading Co 
ltd. ©2021 FCA US LLC.

contents

1
THE JEEP® STORY 
THE GPA

6
THE JEEP® bRAND 
AMERICAN MOTORS

Editorial Manager: Phil Hunt 
Design Manager: Caroline Grimshaw

Packaged by: Milanoedit srl,  
www.milanoedit.com

Researcher/writer: Roberto Bruciamonti

Photography credits: © NARA (pp.1, 2, 3, 4),  
© Stellantis Communications (pp.6, 7, 8, 10), 
© RM Sotheby’s (p.9) 
 

© 2021  
Eaglemoss Inc. 
500 7th Ave, 
Fl. 12 
New York, NY 10018

Eaglemoss Ltd., 
Premier Place, 
2 & A Half Devonshire Square, 
London, EC2M 4UJ, UK

144 Avenue Charles de Gaulle, 
92200 NEUILLY-SUR-SEINE, 
France

Die-Cast Club® 2021 
All rights reserved 

YOUR COLLECTION 
Build the WIllys MB Jeep® 
is available by monthly subscription. 
www.build-willysjeep.com

US CUSTOMER SERVICE 
For questions about the collection, 
replacements and substitutions, 
or to cancel, pause or modify 
your subscription, please call 
our US Customer Service team 
at 800-261-6898, or email us at 
customerservice@eaglemoss.com 



1

tHe JeeP® stoRY tHe GPA

t
he amphibious version of the GPA 
became the least common variant of the 
Jeep® MB. It was initially developed by 

technicians from the Quartermaster Corps (the 
agency responsible for supplying vehicles and 
weapons to the US Army) using the chassis 
and mechanical components of a Jeep® MB  
as the starting point. 

Studies in the area of light amphibious 
vehicles had started at the US Motor 
Transport Division even before the end of the 
1930s, but a lack of adequate funding had 

doomed all projects even before they reached 
the prototype stage. 

The first realistic program concerning 
this type of vehicle didn’t take shape until 
January 1940, when Roger W. Hofheins 
attracted the interest of the American military 
authorities with his amphibious ½-ton truck. 
After obtaining all the necessary approvals, 
Hofheins developed a series of proposals 
and even founded the Amphibian Car Co., 
headquartered in Buffalo, New York. Four 
prototypes of the new vehicle, named “Aqua 

tHe GPA
the amphibious version of the Jeep® MB  
was less successful than the original.

▲ Commonly known as the “Seep” 
(a contraction of “Seagoing Jeep®”), 
the GPA had a hull designed by the 
firm Sparkman & Stephens. 
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Cheetah” (G-552), were built. They were 
based on three different designs and had load 
capacities of ½ to ¾ tons. They were tested 
by the US Army without generating much 
enthusiasm, especially because of their limited 
mobility on land. 

The idea of an amphibious ¼-ton 4x4 
vehicle began to take shape at the same 
time, starting in June 1940. The military 
requirements for such a 
vehicle were summarized 
in a memorandum dated 
January 1941 which 
specified, among other 
things, a maximum 
unladen weight of 
2,599 lb (1,179 kg), a speed in water of no  
less than 5 mph (8 km/h) and the possibility  
of installing a support for a heavy machine 
gun. The vehicle had to be able to be 
converted from its road configuration to 
being able to operate in water in under 
a minute. In March 1941, just as the first 

prototype of the Aqua Cheetah was being 
assembled, the Motor Transport Division 
officially recommended the development of 
an amphibious 4x4 having a load capacity 
of ¼ ton. The decision was approved by 
the National Defense Research Committee 
on April 17th, 1941. The project was later 
transferred to the Ordnance Department 
upon a decision of the United States War 

Department, and 
the model was finally 
standardized as OCM 
Item 19107 (on October 
23rd, 1942). 

The body, complete 
with water propulsion 

system and accessories (rudder, bilge pump, 
etc.) was designed by Roderick Stephens Jr. 
of the New York firm Sparkman & Stephens 
Inc., one of the most reputable American 
yacht designers of the time. The mechanical 
adaptation was entrusted to the Marmon 
Herrington Co. The resulting structure was 

Four prototypes of the new 
vehicle, named “Aqua cheetah” 

(G-552), were built.

As was the case for the Willys MB, the range  
of accessories was very broad and included  
tools and a protective cover.
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essentially of the unibody type. That is to say 
that the chassis (similar to that of the MB and 
built by the Murray Corporation of Detroit) 
and the hull/body were built separately 
and were then welded together to provide 
a more robust assembly. The body was 
fabricated with continuous welds, to ensure 
water tightness. The 
suspension was the same 
as in the Jeep® MB, 
with solid beam axles 
(Spicer 25 in the front 
and Spicer 23 in the rear) 
and leaf springs (suited 
to the greater weight of 
the vehicle). The wheelbase was increased to 
84 in (213 cm) from the 80 in (203 cm) of the 
standard Jeep® MB. 

The engine was the same “Go Devil” 
installed on the standard Jeep® and was 
housed, together with the Warner T-84 
gearbox, in a watertight compartment carved 
out in the front of the vehicle. It was equipped 

with a radiator that drew in air from the top 
of the body and ejected it through two vents 
located in the central section of the vehicle’s 
sides, level with the front of the cab. A special 
bulkhead made it possible to close the air 
intake to prevent water from entering the 
engine compartment in case of rough seas. In 

this case, the cooling air 
was drawn in through an 
additional intake located 
at the base of the 
windshield. The radiator, 
although similar in size 
to that of the standard 
Jeep® , had a larger core 

to improve the heat exchange capacity. 
Roderick Stephens Jr. also designed a 

rudder (controlled by the steering wheel) 
which, located directly in the propeller tunnel, 
guaranteed optimum maneuverability in the 
water. The amphibious Jeep® was equipped 
with a large-capacity bilge pump (it was 
capable of evacuating any water that might 

Unlike the standard Jeep® , the amphibious 
version was designed to transport five fully 
equipped soldiers.

the body was fabricated with 
continuous welds, to ensure 

water tightness.
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have entered the hull at the respectable 
rate of 50 gal / 189 l per minute). The pump 
operated automatically and was activated by 
the power that drove the propeller. 

The first prototype of the amphibious 
Jeep® was assembled on February 10th, 
1942, and was delivered for acceptance 
tests on March 7th of the same year. The 
second prototype was delivered on April 
1st, 1942, and the third on May 8th. The 
GPA was certified on 
April 17th, and the first 
production line vehicle 
left the assembly line 
on September 10th. 
The order was fully 
completed by May 1943. 
The overall order was for 12,778 vehicles at a 
unit price of US$3,050 (about three times the 
price of an MB). Each GPA weighed about 
800 lb (363 kg) more than a standard Jeep® . 

The amphibious Jeep® was nicknamed 
“Seep” (a neologism derived from a 
contraction of “Seagoing Jeep®”) and 
was deployed for the first time during 
Operation Husky, the allied landing in Sicily 

that commenced on July 9th, 1943. This 
initial deployment was not a great success 
because those who planned the landing had 
overestimated the seagoing capabilities of 
the vehicle. The vehicles were put into the 
water too far from the coast and about 50 of 
the 78 GPAs deployed were lost. This led to a 
revision of the criteria that governed the use 
of the Seep during landing operations. When 
used in accordance with more rational criteria 

after Operation Husky, 
the amphibious Jeep® 
fully met expectations. 

The Russians, who 
received about 3,500 
units in accordance 
with the Lend-Lease 

agreements, were especially enthusiastic 
about the performance of the GPA. Because 
of the special nature of their theater of 
operation (endless plains criss-crossed by 
numerous and large bodies of water), their 
reconnaissance units and assault troops found 
the qualities of the vehicle so valuable in 
their struggle against the Nazi armed forces 
that at the end of the war they built an exact 

It was deployed for the first 
time during operation Husky, 

the allied landing in sicily.

The robust quality of the GPA 
was tested in a variety of 
ways, as shown by films and 
photographs of the time.



5

tHe JeeP® stoRY tHe GPA

JeeP® GPA KeY sPecs

BUILt:   1942–1943

MAnUFActUReRs:  Willys-Overland Motors; 
Ford Motor Co.

net WeIGHt:  3,660 lb (1,660 kg)

GRoss WeIGHt:  4,460 lb (1,996 kg)

DIMensIons:   183 in (462 cm)  
x 64 in (163 cm)

MAXIMUM sPeeD:   60 mph (97 km/h) 
6.5 knots (12 km/h) in water

FUeL cAPAcItY:  15 gal (56.78 l)

RAnGe:    250 miles (400 km) 
37 miles (60 km) in water

enGIne:    Willys L-134 4-cylinder  
134 cu in (2.2 l) “Go Devil”

PoWeR:   60 bhp at 4,000 rpm

toRQUe:    105 lb/ft (10.7 kgm- 
142 Nm) at 2,000 rpm

WHeeLBAse:  84 in (213.2 cm)

tRAnsMIssIon:   3-speed x 2-speed  
transfer

copy using the mechanical 
components of the GAZ 69. 

The top speed of the 
GPA on the road was no 
lower than that of the MB 
(about 60 mph / 97 km/h for 
both), but the dimensions 
of the two models differed 
somewhat: the amphibious 
version was 182 in (462 cm) 
long and 64 in (163 cm) 
wide; the corresponding 
values for the MB were 
132.3 in (336 cm) and 62 in 
(157 cm). In addition, the 
GPA was much heavier 
(3,400 lb / 1,542 kg unladen 
weight, 3,660 lb / 1,660 kg  
battle-ready weight). 
Therefore, the acceleration, 
pick-up, gradeability 
(45% versus 60%), fuel 
consumption, and load 
capacity were all skewed in 
favor of the MB/GPW. 

After the war, the 
amphibious capabilities of 
the GPA were not especially 
valued outside the limited 
circle of professional users 
(military and firefighters). 
Consequently, the bodies 
of most of the units sold to civilians were 
modified to make them more practical for 
everyday use. As a result, the amphibious 
characteristics were lost. The bow and stern 
were drastically shortened and a couple of 
doors were opened on the sides of the hull  
to improve accessibility. 

The need for these sometimes radical 
alterations to the body and, often, to the 
mechanical components (to remove the 
propeller, rudder, bilge pumps, etc.) made the 
GPA less desirable than the MB in the military 

surplus market in the years immediately 
following the war. 

This situation lasted through the 1950s 
and persisted until the early 1970s in Eastern 
European countries. Then, gradually, as the 
passion for vintage vehicles grew, the  
situation changed drastically. Currently, the 
price of a GPA is a great deal higher than 
that of an MB. The average asking price 
for a unit of the latter model in excellent 
condition exceeds US$125,000, but that of a 
perfectly restored GPA sometimes exceeds 
US$200,000.
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I
n the United States, the Sport-Utility 
Vehicles (SUV) market segment, 
established essentially by Jeep® in 1946, 

was expanding very rapidly in the late 1960s.  
The potential of all the product lines 
belonging to the Jeep® brand would 
have been unlimited at the time, but the 
commercial interests of Kaiser Industries  
were focused on sectors other than the 
automotive market. For this reason, the 
initiatives aimed at taking advantage of a 
favorable situation for the Jeep® products 
were not commensurate with the renowned 

and prestigious position enjoyed by the 
brand’s products. 

A specific line of accessories (illustrated 
in the elegant catalogue “The Great Jeep® 
Escape”, available in 1969 through the brand’s 
sales network) was developed and specifically 
equipped models were offered within the 
“Jeep® Recreational Fleet”. This fleet was 
subdivided into camper van models, ranging 
from the CJ-5 “Eldorado” to the Gladiator 
pickup, and into specific models for sports 
off-road use, such as the CJ-5 462. However, 
the line-up of Jeep® products didn’t differ 

AMeRIcAn MotoRs
the acquisition of the Jeep® brand by American 
Motors turned out to be an inspired move.

▲ Project XJ-001 was 
started by Jeep® during 
the period preceding the 
merger with AMC.
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substantially from that offered by Jeep® at the 
time Kaiser acquired it. 

At this point, two options were available 
to the management of Kaiser Industries: invest 
to broaden the range of Jeep® products or 
sell the trademark. At the time, this was very 
much sought after, as well as particularly 
profitable, thanks to the 
dominant position of 
Jeep® in the light 4x4 
sector, both military and 
civilian. Kaiser chose the 
second option, taking 
advantage of the fact 
that Roy D. Chapin Jr. of the American Motors 
Corporation had a strong and long-standing 
interest in the Jeep® brand. In the 1960s, 
he had already tried twice to persuade the 
management of AMC of the advantages of 

a merger with the Jeep® brand. In the late 
1960s, Chapin became chairman of AMC and 
was therefore able to turn his pet project 
into a reality: after verifying Edgar Kaiser’s 
willingness to sell, the transaction entered its 
implementation phase. Technical personnel 
and legal consultants of the two companies 

worked out the financial 
and corporate conditions 
that would bring the 
Kaiser Jeep® Corporation 
under the control of 
American Motors. 

The first 
announcement that talks were under way 
between the two companies was made on 
October 20th, 1969. Then, on December 
2nd of the same year, the executives of 
the two companies signed an agreement 

In the late 1960s,  
Roy D. chapin Jr. became 

chairman of AMc.

The XJ-001 prototype 
was destroyed in a 
traffic accident after 
being exhibited on 
several occasions.
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◀ The Jeep® Wagoneer remained 
a top-of-the-line model during  
the American Motors era.

in principle which, subject to the approval 
of the respective boards, would cause the 
transaction to come into effect. It took  
months of meetings, 
but on February 5th, 
1970, AMC and Kaiser 
Industries reached an 
agreement that would 
see the Jeep® brand 
change hands. The 
transfer was backdated 
to September 30th, 
1969 to enable AMC to include the last three 
months of the Jeep® brand’s management 
under Kaiser in its 1970 financial statements. 

In financial terms, the price paid by 
AMC for Jeep® was US$10,000,000 in cash, 
US$9,500,000 in letters of credit, and the 

transfer of 5,500,000 
American Motors shares 
to Kaiser Industries. 
The overall price 
was approximately 
US$70,000,000. This 
transfer of ownership led 
to a decade of vigorous 
growth, not only for 

Jeep® itself, but also for the entire light 4x4 
sector. At the time of its acquisition by AMC, 
Jeep® was manufacturing 175 civilian and 

military vehicles per day 
while, by the late 1970s, the 
production of (civilian only) 
Jeep® vehicles had climbed 
to 660 units per day. 

One of the first moves 
implemented by AMC 
after it acquired Jeep® was 
to split the production of 
civilian vehicles from that of 
vehicles built for government 
organizations. Two 
independent subsidiaries 
were established for 
this purpose and began 
operating in March 1971. The 
Jeep® Corporation, which 
retained its head office in 
Toledo (Ohio), dealt with the 
civilian Jeep® models, while 
the AM General Product 
Division (later AM General 
Corporation), whose head 
office was established at the 

It took months of meetings but, 
finally, on February 5th, 1970, 

AMc and Kaiser Industries 
reached an agreement.
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Jeep® facility in South Bend (Indiana), dealt 
with vehicles intended for the armed forces, 
public transport, the postal administration, 
and so on. This move would turn out to be 
extremely successful and signaled the special 
attention that American Motors would pay to 
the Jeep® brand. 

Chapin was a 
successful manager, 
known for his bold 
choices. He was 
determined to show 
that the potential of 
the Jeep® brand was much greater than that 
which had been indicated by the already 
good results it had achieved under Kaiser’s 
management, even without the need for 
significant investment. As soon as midway 
through 1970, AMC was already implementing 
its first “targeted” actions on the Jeep® 
product line. Chapin’s idea was to integrate 
the activities of the two companies, to 

exploit the large economies of scale made 
possible by the synergies afforded by the 
complementary nature of the Jeep® and AMC 
product lines. Chapin had previously been 
able to test this idea in the mid-1960s, when 
he was able to implement it in his capacity 

as manager of AMC’s 
international operations. 
The partnership between 
AMC and Jeep® , which 
Chapin introduced into 
some South American 
car markets (especially, 

Mexico, Venezuela, and Argentina) generated 
spectacular financial results, as well as equally 
impressive levels of customer satisfaction. 

Chapin had already set up a technical 
team within AMC to implement his idea on 
a large scale. The task of this team, with the 
involvement of the Jeep® management, was 
to integrate the two company structures, 
but also to incorporate as many of AMC’s 

chapin was a successful 
manager, known for  

his bold choices.

Jeep® became part of 
AMC under the name 
“Jeep® Corporation”.
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mechanical parts into the production of the 
Jeep® models as possible. The latter task was 
assigned to Marvin Stuckey, Vice-President 
of AMC, who was to accomplish it while 
giving priority to decreasing the levels of 
NVH (Noise, Vibration, and Harshness) on all 
“utility” Jeep® vehicles, 
bringing them down to 
values that were as close 
as possible to those of 
other American cars 
of that time. Thanks 
to Chapin’s initiatives, 
the technical evolution 
of the models, which had essentially not 
advanced since the early 1960s, when Jeep® 
had been acquired by Kaiser Industries, was 
drastically accelerated. This was boosted by a 
series of significant structural enhancements. 
These initiatives were rather costly, but their 

expense was offset by the optimization of the 
production resulting from the adoption of 
more advanced industrial practices than those 
used by Jeep® up to that time. 

The financial and technical growth of the 
Jeep® brand in the decade between 1970 and 

1980 was such that it 
came to be considered 
a milestone in the 
history of the American 
automotive industry. In 
fact, the product range 
wasn’t revolutionized  
and the personality  

of each model remained essentially 
unchanged, but the quality of each product 
line improved substantially. Performance, 
safety, and comfort were enhanced and the 
ensuing substantial advantages were reflected 
in the company’s profitability.

The vehicles intended for 
military and civilian government 
organizations continued to be built 
at the South Bend factory under 
the brand name “AM General”.

chapin had already set up  
a technical team within AMc  

to implement his idea on  
a large scale.
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