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tHe JeeP® stoRY tRAVeLInG ABRoAD

G
eneral George Catlett Marshall defined 
the Jeep® as “America’s greatest 
contribution to modern warfare”, and 

General Dwight “Ike” Eisenhower identified 
the small 4x4 as one of the key elements of 
the Allied victory over the Nazis. However,  
the first operational deployment of the Jeep® 
did not occur under the American flag, but 
rather under the flags of the nations to which 
the United States had granted the right to 
obtain military assistance under the Lend-
Lease agreements. 

The first US-built light 4x4 to be used by 
the armed forces of an Allied country were 
three Bantams purchased semi-officially by 
the Canadian armed forces. They were used 
as command and communication vehicles 
during large military exercises held in Ontario 
in the summer of 1941. Later, the Canadians 
purchased some Ford GPs and, on October 
25th, 1941, they submitted the first official 
order to purchase the first batch of Jeep® 
Willys MBs. Before the end of the war, as 
many as 11,000 Jeep® vehicles built at the 

tRAVeLInG ABRoAD
thanks to the Lend-Lease agreements, many Jeep® 
vehicles were deployed into theater by the Allied nations.

▲ British SAS units made 
good use of the Bantam, 
but even better use of 
the later Willys.
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Willys plants were deployed by the Canadian 
armed forces as “Car, light utility” (this 
wording was later changed to “Car, 5-cwt, 
4x4, 80-in wheelbase”). 

However, well before October 1941, 
the United States Government had started 
providing assistance, more or less openly, 
to the armies of several nations that were 
already fighting against 
the Nazi or Japanese 
armed forces. For 
example, on June 30th, 
1941, the United States 
Government ordered 
from the Ford Motor Co. 
a batch of 1,150 Jeep® 
Ford GPs (Contract 
No.  DA-W-398-QM-27), to be delivered 
by November 19th, 1941. One thousand of 
these vehicles were intended for China (which 
was at war with Japan at the time) and the 
remaining 150 were assigned to Great Britain, 
where they were registered under the serial 

numbers from M4678508 to M4678657. Six 
vehicles from this batch were transferred 
by the British Army to the Canadian Army. 
Most of the vehicles assigned to the British 
troops were sent to England and used for 
exercises, while the six Canadian Jeeps® were 
assigned to units engaged in North Africa. 
All six of them were quickly “destroyed in 

combat”. Interestingly, 
they were deployed as 
“Ford Bantams” because 
during the first year of 
the war most light off-
road vehicles used by 
the British for combat in 
North Africa were built 
by Bantam. The Willys 

arrived later. Their priority destinations were 
units such as the British Commandos of the 
SAS (Special Air Service), whose task was to 
create havoc behind enemy lines. 

The Dutch must also be listed among 
the first to use the Jeep® in combat. 

the United states Government 
had started providing 

assistance, more or less 
openly, to the armies  
of several nations.

The Dutch garrisons stationed in the Dutch 
East Indies were equipped with American 
materiel: Bantam BRCs and GMC trucks.
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Some pictures (albeit of no great quality) 
unequivocally show that at least one Bantam 
from the initial batch of 70 vehicles purchased 
by the US Army was deployed on operations 
by the Dutch against the Japanese. The Dutch 
also ordered a modest number of Bantam 
BRCs. They too were 
used mostly against  
the Japanese and were 
all destroyed or lost  
in combat. 

Other Bantams 
were delivered to the 
Russians after June 1941, 
when Nazi Germany unleashed Operation 
Barbarossa, the planned invasion of Soviet 
Russia. The Russians too, like the Dutch and 
the British, were very favorably impressed by 
the incredible capabilities of the American 

4x4. Consequently, for the entire duration of 
the war, the demand for vehicles of this type 
exceeded the very significant production 
capacity of the American industry. 

After December 7th, 1941, when a 
Japanese air squadron attacked the American 

Pacific fleet lying at 
anchor in Pearl Harbor –  
provoking the United 
States to enter the  
war – the American 
industry was also 
overwhelmed by orders 
from the United States 

armed forces. The decision to adopt the 
Willys MB as the standard “truck, ¼-ton, 
4x4” issued to the American GIs made all 
previous models obsolete. These earlier 
vehicles, often still quite new or in good 

the American industry  
was also overwhelmed  

by orders from the United 
states armed forces.

The SAS would often 
overload the Jeep® 
when on maneuvers.
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condition, were withdrawn from their military 
units and assigned to the Allied armed forces 
that requested them. The standardized MB 
(later GPW) vehicles were reserved for the 
United States units. Especially after the USA 
entered the war, and 
with America’s industrial 
might being reorganized 
to concentrate all efforts 
on war production, both 
Willys and Ford reached 
production levels so high 
that they were pretty 
much able to satisfy 
all requests for Jeep® 
vehicles, whether they be domestic or from 
allied countries. 

Statistics show that, at the end of the war, 
of the over 600,000 MBs/GPWs produced, 

104,430 were assigned to the British armed 
forces, 8,200 to Canada, 6,944 to China, 9,736 
to Free France, 49,250 to Soviet Russia, 2,977 
to the armies of the South American countries 
allied with the USA (mainly Brazil), and 1,060 

to other countries, 
mostly in the Far East. 
In summary, a total of 
182,597 units, out of 
an overall production 
of 643,000 Jeep® MBs/
GPWs, were transferred 
to Allied nations. In 
addition to MBs/GPWs, 
a sizable number of 

amphibious Jeep® GPAs were assigned to the 
Allied forces. Of the 12,778 Seeps ordered 
(12,775 and the three prototypes), as many as 
3,520 went to the Russians, 852 to the British, 

A total of 182,597 units,  
out of an overall production  

of 643,000 Jeep®  
MBs/GPWs, were transferred 

to Allied nations.

The front grille of the Jeep® 
vehicles used by the SAS 
was modified to improve 
engine cooling.
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40 to the Chinese, 24 to the French, 22 to the 
Canadians, 22 to South American countries, 
and six to Middle East countries. In summary, 
about one third of the vehicles produced 
(4,486 Jeep® GPAs) were deployed by the 
armed forces of the Allied countries. 

The non-standardized vehicles (Jeep® 
MA, Bantam BRC and Ford GP) ordered by 
the US Army or by the US Government, but 
then delivered to the 
Allies should be added 
to these numbers. For 
example, hood numbers 
(the serial numbers 
of the US Army) were 
assigned to only 1,073 
Bantam BRCs (out of the 1,500 ordered), 
while the remaining units were delivered 
directly to allied nations under the Lend-Lease 
agreements. However, the production of 
BRCs did not stop at the 1,500 units ordered; 
it went on until 2,605 units were built. By the 
end of the war, as many as 1,602 BRCs were 
transferred abroad. This means that even 

some vehicles taken by the US Army were 
later transferred to allied countries. 

Even larger numbers of “truck, ¼-ton, 
4x4” produced by Ford were exported. An 
initial contract for 1,500 vehicles was also 
assigned to the giant Detroit car maker, but 
the GP assembly lines only actually stopped 
in November 1941, after the production of 
almost 4,500 vehicles; as mentioned above, 

these were intended 
mostly for the Allies. 
Many of the 1,553 Willys 
MAs produced were 
transferred abroad, 
but, at this point, the 
calculations become 

complicated – immediately after the end 
of World War II, substantial numbers were 
assigned to the UNRRA aid effort to rebuild 
countries that were devastated by the war.  
A rough estimate suggests that out of almost 
700,000 light 4x4 vehicles made in the USA 
between 1940 and 1945, almost 200,000 were 
assigned to Allied nations.

The task of the SAS Jeep® 
vehicles was to support the 
CMP trucks, whose bodies 
were heavily modified.

even some vehicles taken by  
the Us Army were later 

transferred to Allied countries.
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LIFe In AMcTHE JEEP® BRAND

t
he sale of the Jeep® brand by Kaiser 
Industries to American Motors was a 
good deal for both parties. On the one 

hand, Kaiser managed to get out of the sector 
without significant financial losses, a sector it 
no longer had much interest in after the death 
of the patriarch Henry J. Kaiser (on August 
24th, 1967). On the other hand, AMC acquired 
a renowned and potentially very profitable 
brand for a price that, all things considered, 
was very reasonable. 

However, it should be stressed that not 
all the executives of American Motors shared 

the opinion of the CEO Roy D. Chapin Jr. 
Even Gerald C. Meyers, AMC’s vice-president, 
concluded in a confidential report that closing 
the deal was not advisable, as Meyers himself 
later recalled: “I felt we had enough problems 
on our plate already and didn’t need to go 
out and acquire more.” 

However, not only was Chapin sold on 
the potential of the Jeep® brand, he could 
also rely on an experienced team capable 
of integrating the activities of Jeep® into 
AMC’s operational systems, thus generating 
profitable synergies for both companies.  

LIFe In AMc
the synergy between Jeep® and AMc generated 
excellent results in the first half of the 1970s.

▲ Despite several 
restyling attempts, the 
Commando never met 
with great success.
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The efficient Marvin Stucky was assigned the  
task of rethinking the entire Jeep® product 
line. The feedback he received from his 
technical consultants provide an accurate 
picture of the experts’ 
opinions concerning  
the technological level 
of the Jeep® products, 
which was considered 
out of date. 

For example, the F4-
134 “Hurricane” engine, 
then available for the CJ Universal and for the 
Commando, was considered truly obsolete. 
Its original design dated back to the thirties 
and the most recent update had been in the 
fifties. Although its remarkable power was 

much appreciated, the more modern V6 was 
criticized for its lack of smoothness, especially 
when idling. The verdict was no better for 
the chassis or the bodies either. The former 

were deemed to be 
expensive to build and 
not entirely satisfactory 
in terms of comfort. The 
latter were built using 
inefficient processes and 
their quality had room 
for improvement if they 

were to come up to AMC’s standards. 
In essence, each model and each 

mechanical assembly was deemed to be at 
least improvable, although it would require 
several years to implement all the necessary 

not all the executives  
of American Motors shared  

the opinion of the ceo  
Roy D. chapin Jr.

The grille of the Commando 
departed from the classic 
Jeep® lines and contributed 
to limiting its market 
penetration.
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◀ The Jeep® product range 
was expanded to include the 
new Cherokee model, which 
the advertisements of the time 
defined as a “Jeep® and-a-half”.

upgrades. Curiously, these unflattering 
technical assessments contrasted sharply  
with the users’ perception in terms of  
product quality, and 
they even clashed with 
what professional users 
and the managers of 
Jeep® vehicle fleets were 
telling the company. 
Even the most loyal 
customers feared that 
the acquisition of Jeep® by AMC would  
eventually compromise the ruggedness, 
reliability, and robustness of the company’s 

4x4. This fear was compounded by the fact 
that, in order to improve the position that 
the Jeep® products held in the market, 

AMC immediately 
started a rigorous 
restructuring of its sales 
network. Preference 
was now given to the 
more established and 
financially prosperous 
dealers over the family 

enterprises and local small-town dealers, 
which were still a significant component  
of the Jeep® organization. 

The integration of the 
Jeep® brand into the AMC 
organization started rather 
slowly with regard to the 
technical aspects and was 
very costly from a financial 
perspective. In 1970, the 
financial statements of 
AMC recorded a net loss of 
US$56,200,000. Chapin was 
not deterred and, thanks to 
his stature and credibility, 
was able to reassure the 
major shareholders by 
stating that he was sure that 
“Jeep® can be and will be  
a major profit contributor  
to American Motors”. 

Actions soon followed 
these words. On the surface, 
the 1971 Jeep® product 
line, unveiled to the public 
in the fall of 1970, differed 
only slightly from that of 
the preceding year. There 

the integration of the  
Jeep® brand into the AMc 

organization started  
rather slowly.
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were only some moderate aesthetic changes 
and new limited-edition versions of the CJ 
(Renegade II) and Jeepster (Hurst Jeepster 
Special). Moreover, the Jeep® engine was 
replaced with new AMC 
engines. However, the 
new product line met 
with great success. The 
six-cylinder, 258 cu in 
AMC engine replaced 
the smaller 232 cu in 
engine that, up to then, 
had been used in the Jeep® Wagoneer and 
Gladiator, while the Buick V8 was replaced  
by the 304 and 360 cu in AMC engines. 

During 1971, the slow, but steady decline 
in Jeep® sales was halted and, in 1972, 

this trend was sharply reversed. The 1972 
entry-level versions of the CJ-5, CJ-6, and 
DJ-5 were equipped with the modern AMC 
six-cylinder 232 cu in engine. Both the six-

cylinder 258 cu in or 
the powerful 304 cu 
in V8 engines were 
available as options for 
the CJs. The smaller 
six-cylinder engines 
were already a distinct 
improvement over the 

storied “Hurricane”, but the 258 and the 304 
V8 allowed the Jeep® Universal to deliver a 
performance that not even hard core Jeep® 
customers had ever dreamed of. In addition, 
this key upgrade required only a slight 

The AMC engines enabled the 
Jeep® to reach unprecedented 
performance levels.

During 1971, the slow,  
but steady decline in Jeep® 

sales was halted.
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JeeP® cHeRoKee sJ (1974) KeY sPecs

BUILt:   1974–1983

MAnUFActUReR:   American Motors Corp.

net WeIGHt:  4,580 lb (2,077 kg)

GRoss WeIGHt:  6,025 lb (2,733 kg)

DIMensIons:   186.4 in (474 cm)  
x 74.8 in (190 cm)

MAXIMUM sPeeD:  96 mph (154 km/h)   

FUeL cAPAcItY:  22 gal (83 l)

RAnGe:   336 miles (540 km)

enGIne:    L6 SOHC 6-cylinder  
258 cu in (4.2 l) AMC

PoWeR:   110 bhp at 3,500 rpm

toRQUe:    195 lb/ft (27 kgm-264 Nm)  
at 2,000 rpm

WHeeLBAse:  108.7 in (276.1 cm)

tRAnsMIssIon:  3-speed x 2 speed transfer

increase in the wheelbase 
(the chassis was extended 
frontwards to accommodate 
the bulkier engines) and 
modest changes to the front 
end and fenders. 

The sharply and 
constantly growing sales 
in the private sector were 
paralleled by excellent sales 
to government agencies, 
which were managed by 
AM General, a distinct 
corporation established in 
1971 as a spin-off of the 
General Product Division 
of Jeep®. The introduction 
of the automatic all-wheel-
drive transmission for the 
Wagoneer line, unveiled 
in late 1972 when the MY 
1973 line was introduced, 
enabled Jeep® to sell 68,277 
units in 1973. The company’s 
earnings grew substantially, 
enough to enable 
American Motors to record 
earnings of approximately 
US$86,000,000, thereby confirming Roy D. 
Chapin Jr’s intuition. 

The only dark cloud was in the large 4x4 
market segment, despite the fact that Jeep® 
offered the excellent Wagoneer in this class.  
In 1974, Jeep® played its trump card by 
making the Wagoneer line more exclusive 
and by introducing a new product line: the 
Cherokee, a two-door Sport Utility Vehicle 
(the 1974 advertising brochure for the 
Cherokee used this term for the first time) 
that replaced the Jeepster. An especially well 
thought-out range of options, competitive 
prices thanks to the synergies with AMC, and  
a modern and well-organized sales network 
did the rest. In 1974, Jeep® reported record 

sales of 96,835 units and the combined 
revenues of Jeep® and AMC were in the order 
of US$2,000,000,000. 

The slowing of the American economy 
in 1975 and subsequent years pared down 
these results somewhat, but without affecting 
the market penetration of Jeep® which kept 
growing over the years. In addition, Meyers, 
who became Chairman and CEO of AMC in 
October 1978, had established contacts with 
various European car manufacturers. Following 
a series of preliminary agreements with 
Peugeot, he concluded an important contract 
with Renault, which involved both technical 
cooperation and the possibility for the two 
companies to sell their products through the 
sales network of the other partner. 
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