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tHe JeeP® stoRY tHe GPW

I
n July 1941, when Willys-Overland signed 
the first contract to start mass production 
of the Jeep® , it was already abundantly 

clear that this initial 16,000 units would just be 
a drop in the ocean. The following October, 
such was the number of Jeep® vehicles 
deemed necessary to meet the needs of 
the US Armed Forces and just some of the 
requests coming in from the Allies that, to 
satisfy these requirements, the American 
Administration signed a contract with Ford for 
the company to produce the MB under license. 

The first order was for 30,000 vehicles, 
and they had to be exactly the same as those 
being produced by Willys-Overland. It was 
only after long and intense negotiations that 
this agreement was reached. Basically, Ford’s 
technicians, although flattered and certainly 
interested in the contract from a financial 
standpoint, stressed that putting the model 
into production on their assembly lines 
would require significant time and expense 
if the Administration was to insist on having 
a true copy of the original vehicle. However, 

tHe GPW
Another manufacturer was required to 
help produce Jeep® vehicles. 

▲ No sooner had the initial Jeep® vehicles 
reached the in-theater units that demand 
for them was growing rapidly… but the 
US Army wasn’t caught unprepared.
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tHe JeeP® stoRY tHe GPW

these times could have been reduced, quite 
significantly in fact, if they had been willing to 
accept a number of compromise solutions that 
were already available to employ. 

These solutions ranged from simply 
adopting the Ford GP 
model with an improved 
engine (upgrading the 
GP’s engine from the 
original 2.0 l to 2.2 l, 
giving it the same power 
as the “Go Devil”), to 
producing the MB under 
license but using Ford’s mechanics, both 
original and upgraded. But the Administration 
was adamant. The only concession made 
was to allow Ford to deviate from the MB’s 
blueprints to the minimum extent necessary 
to adapt the design to its machinery and 
manufacturing technologies. 

The cost of just putting the “Go Devil” 
engine into production at Ford’s plants 
was US$4,000,000, a figure covered by the 
discretion given to Ford to include the cost 
of re-tooling in the final selling price (indeed, 

the GPWs cost more 
than the corresponding 
MBs of the same period). 
The first GPW was ready 
on January 2nd, 1942, 
and was equipped with 
a “Go Devil” engine 
supplied by Willys, since 

the Ford production unit responsible for 
developing the engines had taken longer than 
expected to become fully operational. 

Although the first GPW had still yet to 
be delivered, before the end of December 
1941, the US Army Quartermaster Corps had 
already ordered 63,146 more Jeep® GPWs 

this agreement  
was achieved through  
intense negotiations.

Each Jeep® that was destined for the 
various theaters of operation was 
assembled, tested, partially disassembled, 
and then packed into crates to prevent any 
damage or theft during transportation.
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tHe JeeP® stoRY tHe GPW

from Ford. Included among the requests that 
the US military made to the manufacturer 
from Dearborn, Michigan, was the need to 
involve as many Ford plants as possible in 
assembling the Jeep® 
GPW, in addition to 
the company’s main 
assembly line at the 
huge River Rouge facility. 
The Quartermaster 
Corps was asking 
Ford to decentralize 
the assembly, officially in order to speed 
up deployment from the various ports 
located along the country’s vast coastline, 
but also to ensure that production would 
not be completely interrupted in the case 

of any sabotage attacks or, in the best-case 
scenario, it would be reduced by no more 
than 50 percent. In addition to Dearborn, 
where 21,559 Jeep® vehicles were produced, 

Ford also manufactured 
Jeep® GPWs at its 
plants in Lewisville and 
Chester in Pennsylvania 
(93,364 and 18,533 
units respectively), in 
Richmond, California 
(approximately 51,460 

units), in Dallas, Texas (93,748 units), and in 
Edgewater, New Jersey (1,333 units). 

However, the need to decentralize 
production did not apply to Willys-Overland, 
and the 350,349 MBs they built all came off 

Transporting Jeep® vehicles without the 
protection afforded by crates could have 
led to “pilfering” – the “disappearance” 
of components, important or otherwise.

the Quartermaster corps  
was asking Ford to  

decentralize the assembly.
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tHe JeeP® stoRY tHe GPW

the production lines at their Central Avenue 
plant in Toledo (Ohio) where, at full capacity, 
a Jeep® was produced every two minutes. 
Overall, Willys-Overland built around 360,000 
Jeep® vehicles during the conflict, while Ford 
built approximately 280,000. 

Over the course of the conflict, the United 
States supplied approximately 182,000 
Jeep® vehicles to its 
Allies under the Lend-
Lease program, roughly 
divvied up as follows: 
approximately 105,000 
to the British Empire 
(including Australia and 
India), 8,000 to Canada, 
50,000 to the Soviet Union, 10,000 to the 
Free French forces and 7,000 to China. These 
numbers were also made possible thanks to 
the extremely modern production systems 
employed by the Americans, which were 
unparalleled throughout the world at the  

time and involved the use of specialized 
external suppliers. 

Every single component on the Jeep® 
vehicles produced by Ford and Willys-
Overland was interchangeable, although they 
were not always identical. Not even when, 
as was the case for the chassis, the parts 
were made by the same external supplier, 

Midland Steel. The axles 
and transfer case were 
manufactured by Spicer, 
whilst the wheels came 
from Kelsey-Hayes. The 
bodies were produced 
by American Central, 
the same manufacturer 

that had made the bodies for the initial 1,500 
Jeep® MAs and from whom Willys and Ford 
received the bodies for their MBs and GPWs 
which, at least up until January 1944, were 
slightly different from each other. It was at this 
point that the two companies agreed to come 

every single component on  
the Jeep® vehicles produced  
by Ford and Willys-overland 

was interchangeable.

The “in crate” shipping system 
established for the MB was used by 
the manufacturer for a long time, 
even after the end of the war.
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tHe JeeP® stoRY tHe GPW

up with a common solution that combined the 
main strengths of the two different designs. 

As well as the Jeep® vehicles from 
Willys-Overland and Ford, the US military 
administration also shipped components 
and spare parts to the various theaters of 
operation to keep the deployed vehicles 
operational, with a 
gigantic logistics chain 
that demonstrated 
an enviable efficiency 
for the entire period 
of hostilities. In order 
to reach the combat 
units to which they had been assigned, the 
Jeep® vehicles went through a rather unusual 
process: they were built, tested, and accepted 
by their assigned unit, military identification 
numbers were painted on both sides of the 

hood and on the rear of the body, then they 
were partially disassembled and packed into 
sealed crates together with all their equipment 
and accessories. This was to avoid any damage 
or to ensure no parts or components were 
stolen during shipping. The crates were then 
shipped, first by rail and then by sea, to the 

designated theater of 
operations where the 
vehicle was reassembled 
in the field workshops, 
tested, modified as 
necessary and, finally, 
delivered to the assigned 

unit. The legend of the famous “Jeep® in a 
crate” originates from this logistics approach, 
and it was also adopted for many other light 
or medium vehicles, such as the Dodge ¾-ton 
trucks and the GMC 2.5-ton trucks.

Trusting civilian carriers to ship 
the vehicles unprotected did not 
guarantee that a Jeep® would arrive 
at its destination in perfect condition.

the Jeep® vehicles  
went through a rather  

unusual process.
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DAIMLeR AnD cHRYsLeRTHE JEEP® BRAND

A
t the outset of the 1990s, the Jeep® 
was one of the Chrysler Group’s 
most successful brands. The German 

company Daimler-Benz, which at the time 
was sizing up the possibility of opening new 
production facilities in the United States, 
was carefully observing the activities of the 
Chrysler Corporation (America’s third largest 
car manufacturer) and, in the second half of 
1995, began testing the water for a possible 
agreement with the American company. 

One of those fully behind the initiative was 
Jürgen E. Schrempp, who at that time was the 

newly appointed CEO of Daimler-Benz AG. 
He had just launched a major strategic 
realignment for the German manufacturer, 
largely driven by the fact that many of the 
existing business units were not particularly 
competitive in their relative market segment. 
As a result, Daimler-Benz separated from 
Fokker, selling Dornier Luftfahrt GmbH and 
dissolving AEG in the process. This move, 
along with measures aimed at streamlining 
Daimler-Benz’s portfolio of companies, 
was intended to enhance the corporation’s 
profitability: Schrempp’s vision, as well 

DAIMLeR AnD cHRYsLeR
the merger between Daimler-Benz and chrysler 
gave rise to a period of significant change.

▲ The agreement between Bob 
Eaton (Chrysler, left) and Jürgen 
Schrempp (Daimler-Benz, right) 
to merge the two companies was 
not as successful as hoped.
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DAIMLeR AnD cHRYsLeRTHE JEEP® BRAND

as that of his management team, was for 
Daimler-Benz to focus almost exclusively on 
cars, public transport vehicles, heavy goods 
vehicles, and related services. 

The merger between Daimler-Benz and 
the Chrysler Corporation formed part of this 
major reorganization, one that Schrempp took 
the German company 
through. In addition to 
the above-mentioned 
agreement with the 
Chrysler Corporation, it 
also led to them taking 
a stake in a number 
of Asian car manufacturers, including the 
Japanese company Mitsubishi Motors and 
the Hyundai Motor Company in Korea. 
These maneuvers were intended to make 
the German company a global leader in the 
automotive sector. 

A key part of this strategy involved 
Daimler-Benz products gaining a much 
greater foothold in the American market. 
In the latter half of the 1990s, the German 
company had come to the conclusion that an 
agreement with Chrysler would enable it to 
drastically strengthen its position in what, at 

the time, was considered 
to be the promised land 
within the global car 
market: North America. 

As for Chrysler, the 
group was enjoying a 
relatively strong position 

in the market, despite the fact that its models 
were somewhat outdated, including those 
belonging to the Jeep® line-up. Bob Eaton, 
Chrysler’s president at the time, hoped that 
the merger would mean Chrysler would be 
able to use parts, components, and even 

this move [...] was intended 
to enhance the corporation’s 

profitability.

The merger between Daimler-Benz and Chrysler 
was a “merger of equals” only in name: the German 
company immediately wielded more influence in 
comparison to its American counterpart.
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DAIMLeR AnD cHRYsLeRTHE JEEP® BRAND

complete architectures of Daimler-Benz 
vehicles in order to drastically reduce the 
development and production costs of the 
group’s new models. There was also another 
factor, one that added a sense of frenzy to 
the negotiations between the two companies 
because the Americans were anxious to 
conclude an agreement 
at almost any cost: Bob 
Eaton had become 
aware that the billionaire 
investor-speculator 
Kerkor “Kirk” Kerkorian, 
who had owned 
13 percent of the group’s shares for quite 
some time, was attempting to take control 
of the Chrysler Corporation. Determined 
to prevent the company from falling into 
Kerkorian’s hands, Eaton essentially delivered 
it into Schrempp’s, accepting terms deemed 

by many to be disadvantageous for Chrysler, 
since the merger was only a “merger of 
equals” in name, and not in reality. 

Lee Iacocca, who was president and CEO 
of the Chrysler Corporation from 1978 until his 
retirement at the end of 1992, summarized the 
events as follows: upon learning of Kerkorian’s 

maneuvers, “Eaton 
panicked: we were 
making $1,000,000,000 
a quarter and had 
$12,000,000,000 in cash, 
and while he said it was 
a merger of equals, 

he sold Chrysler to Daimler-Benz, when we 
should have been buying them.” 

The frenzy to conclude the deal was 
met with a corresponding rush to close 
on the German side too, so on May 7th, 
1998, the merger agreement between the 

the merger was only a  
“merger of equals” in name, 

and not in reality.

The sharing of technologies only 
occurred to a limited extent between 
the two groups. The Jeep® brand, 
however, was one of the few American 
marques to be highly esteemed and 
nurtured, despite the fact that Daimler 
already had the excellent Mercedes G 
at its disposal.
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German company Daimler-Benz AG and the 
American Chrysler Corporation was publicly 
announced, bringing them together into a 
single company, DaimlerChrysler AG. This 
represented a historical agreement which 
secured 57 percent of 
the new company for the 
Stuttgart producer and 
immediately made  
it the fifth largest  
car manufacturer  
in the world. 

The agreement 
was presented by the two men who brought 
it to fruition. Their aim was to bring about 
a significant reduction in production costs 
through creating huge economies of scale, 
as well as to expand the global range of 
models through the introduction of common 
platforms, thus saving millions of dollars. On 
the face of it, it seemed that Chrysler would 
benefit most from the merger, as it must 

also have initially appeared to Wall Street 
investors, convinced as they were that the 
American group would manage to increase 
its penetration in the European market with 
a range of cars that, at the time, needed a 

thorough overhaul to 
meet the demands of 
European customers. 

Daimler-Benz was 
also similarly convinced 
that such an agreement 
would bring about 
considerable benefits. 

However, following this initial enthusiasm, it 
soon became apparent that the agreement 
had more commercial than production 
value; moreover, right from the outset, major 
differences emerged between the German 
and American senior managers on a range 
of fundamental strategic issues. It was soon 
evident that the “merger of equals” had turned 
into an obvious Stuttgart supremacy, reinforced 

Introduced in 1999, the Quadra-Drive used the same 
reduction transmission as the Quadra-Trac, but added 
self-locking differentials to optimize traction.

on the face of it, it seemed that 
chrysler would benefit most 

from the merger.
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DAIMLeR AnD cHRYsLeRTHE JEEP® BRAND

JeeP® GRAnD cHeRoKee WJ 4.7 
BAse KeY sPecs

BUILt:   1999–2004

MAnUFActUReRs:  DaimlerChrysler;  
Magna Steyr

net WeIGHt:  4,041 lb (1,833 kg)

GRoss WeIGHt:  5,500 lb (2,495 kg)

DIMensIons:   181.5 in (461 cm)  
x 72.3 in (184 cm)

MAXIMUM sPeeD:  121.8 mph (196 km/h)  

FUeL cAPAcItY:  20.6 gal (78 l)

RAnGe:   313 miles (500 km)

enGIne:    V8 PowerTech, 8 cylinder 
286.7 cu in (4.7 l) AMC 

PoWeR:   235 bhp at 4,800 rpm

toRQUe:    295 lb/ft (40.8 kgm-400 Nm)  
at 3,600 rpm

WHeeLBAse:  105.9 in (269 cm)

tRAnsMIssIon:   5-speed (auto) x 2-speed 
transfer (Quadra-Drive)

by the resignation of a number of Chrysler 
executives, Bob Eaton’s retirement, and 
Schrempp appointing new German executives 
to head up the US side of the company. For 
example, in November 2000, Schrempp 
replaced Jim Holden with Dieter Zetsche as the 
Chrysler Group’s new president and CEO. 

It’s worth mentioning that, despite what 
was going on, the solidity of the Jeep® brand 
was never called into question within the 
new company. The brand was considered 
by both partners as a vital component 
in the formulation of the group’s future 
strategies. Indeed, the 
Germans considered the 
Toledo manufacturer to 
be a formidable tool for 
penetrating those world 
markets where Daimler-Benz 
had not yet managed to 
establish itself. The German 
partner’s unscrupulous 
strategy, and the submissive, 
almost defeatist attitude 
of the Americans, gave 
the impression that the 
merger between the two 
manufacturers only served to 
reinforce the Stuttgart-based 
company’s position within 
the rankings of the world’s 
car manufacturers. 

However, despite all 
this turmoil, at the end of 
1999, a year on from the 
merger, sales of Jeep® 
vehicles in the United States 
reached 554,466 units, 
over 300,000 of which were 
Grand Cherokees, and that 
same year the sales of Jeep® 
vehicles worldwide totaled 
675,494. Unfortunately, 
however, sales during the 

period following the merger were not so 
encouraging for the Chrysler Group, and the 
unitary spirit that should have bonded the 
Germans and Americans in taking the new 
company forward had no chance of emerging. 
This was partly down to the differences in 
mentality between those who had made the 
Chrysler Corporation so successful over the 
years and the newcomers from Germany,  
with the former being more traditionalist  
and the latter firm supporters of new 
management techniques and new  
approaches to the market.
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