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tHe JeeP® stoRY sPARe PARts

F
ollowing the Anglo-American landings 
in Normandy, the course of World 
War II quickly turned in favor of the 

Allied forces. For Germany, despite its strong 
industrial base, the aspects that had enabled 
its armed forces to operate as a well-oiled 
war machine were starting to become 
scarce: well-drilled, disciplined infantrymen, 
officers with impeccable training and military 
grounding, and non-commissioned officers 
of great competence and authority. Over the 
years, these resources had been decimated 

by the ravages of war, making way for younger 
recruits who added what they could (mainly 
fanaticism and discipline) to their rushed 
training and military competence gained from 
books rather than in the field. 

The result was that, whilst the Allied 
advance from Italy towards the Alps and 
Germany was slowed down, France, Belgium, 
Luxembourg, and Holland were quickly 
liberated by the Anglo-American forces, and 
the war swiftly moved into German territory. 
A similar course of events was also occurring 

sPARe PARts
the Allied forces demonstrated incredible 
ingenuity in repairing and modifying the Jeep®  . 

▲ The Jeep® was often used 
to transport loads much 
heavier than the maximum 
recommended weight.
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on the eastern front, where the Red Army was 
becoming more effective and threatening 
with every day that passed. In addition, the 
Allied air forces, despite failing to seriously 
damage the German 
industrial war effort, 
were dominating the 
skies over Germany and 
their bomb attacks were 
becoming increasingly 
more incisive with each 
day. Such was their 
effectiveness, estimates 
suggest that in the final 
months of 1944, approximately a quarter of 
the dwellings in German cities were destroyed 
or rendered uninhabitable. 

During their advance into German 
territory, the Allies were able to deploy 
vehicles that were specifically designed for 
each operational role, from trucks to armored 

vehicles, self-propelled artillery pieces to 
the Jeep® . Of all the motorized vehicles 
developed to fight the war, the Jeep® was 
undoubtedly the most versatile and useful. 

As Ernie Pyle wrote, “it 
suited all possible uses”. 
Originally conceived as 
a reconnaissance and 
liaison vehicle, during the 
course of the conflict it 
was adapted to serve as 
an ambulance, a mobile 
communications center, 
a mobile command 

vehicle, and even as a combat vehicle. With 
impromptu modifications that were made 
possible by its simple structure, it was capable 
of assisting the military on the battlefield. 

Armed versions were created on the 
European front: instead of the Browning M2 
and M1919 machine guns they were originally 

of all the motorized vehicles 
developed to fight the war,  
the Jeep® was undoubtedly  

the most versatile and useful.

Often, the individual units that had been assigned the 
Jeep® carried out their own semi-official modifications, 
as was the case for this hybrid road-rail vehicle 
created by engineers from the British Army.
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intended to carry, they were equipped with 
bazookas or anti-tank guns. Tests were also 
carried out with Jeep® vehicles carrying 
multiple rocket launchers, a combination 
that could, in just a 
few minutes, deliver 
a high volume of fire 
onto enemy positions, 
and then disappear in 
a matter of seconds. 
With this wide variety of 
new uses for which the 
Jeep® was being employed, requests from 
military units for this type of vehicle remained 
high throughout the period of hostilities. The 
final order placed with Ford for the licensed 
production of the Jeep® was only suspended 
on August 15th, 1945, after Ford had already 
completed the first batch of 21,347 vehicles 

that were due under the contract (it was for a 
total of 65,432 units). The last Jeep® produced 
by Willys-Overland didn’t leave the assembly 
lines until September 21st, 1945, almost a 

month after Japan’s 
capitulation that finally 
brought World War II  
to an end. 

This “Jeep® hunger” 
also meant that the 
model was at the top 
of the priority list for 

“in-situ” repairs or rebuilds: many units and 
the entire logistics structure responsible 
for vehicle maintenance were very quickly 
equipped to put broken down or damaged 
Jeep® vehicles back into operation. The MB/
GPWs that had been put out of action by 
enemy fire or road accidents, as well as those 

The structure of the Jeep® proved 
able to withstand the weight of 
heavy weapons, for example this 
multiple rocket launcher that was 
mounted as part of a trial.

tests were also carried out 
with Jeep® vehicles carrying 
multiple rocket launchers.
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◀ A Jeep® about to 
cross the German 
border during the 
closing stages of 
World War II.

that had suffered too much damage to be 
repaired by the units’ maintenance teams, 
were sent to special workshops that could 
carry out just about any repairs necessary. 
And, if spare parts were unavailable or 
unusable, the mechanics simply resorted 
to so-called “cannibalization”. In so doing, 
it was possible to take two, three, or four 
damaged Jeep® vehicles, reuse and recover 
all the components that were still functioning, 
and create a working 
vehicle… though 
perhaps not strictly in 
accordance with the 
original design and, in 
many cases, decidedly 
“non-standard”. It was 
via this process that 
the first long-wheelbase Jeep® vehicles were 
created, as well as the closed-body versions 
and those that were intended for special uses 
within the workshops (for example as tow 
trucks or automotive winches). To reconstruct 
these pieces, not only were the components 
of the original model used, but also those of 

other military (or 
civilian) vehicles 
whose repair was 
either impossible, 
unnecessary, 
or simply not 
worthwhile. 

From the 
early months 
of 1945, these 
extraordinary 
repair operations 
were formally 
adopted. Once 

the course of the conflict suggested that an 
Allied victory was likely, the authorities started 
using “limited standard” vehicles – those 
that were obsolete or weren’t adopted (for 
example, Willys MAs, Ford GPs and Bantam 
BRCs), together with the recovery and revamp 
of vehicles that made up the units’ standard 
complement. The first Jeep® vehicles to be 
revamped were those belonging to the units 
stationed in the United States – contracts 

were awarded to small- 
and medium-sized 
engineering companies 
to rebuild these Jeep® 
vehicles. The procedure 
was very meticulous: the 
vehicle’s components 
and equipment were 

checked, cleaned with steam cleaners, road-
tested and evaluated, then the vehicle was 
stored until its turn came to be revamped. 
The vehicle was then broken down into its 
constituent parts (engine, transmission, axles, 
brakes, drivetrain, steering components), the 
body repaired and repainted, the chassis 

It was possible to take two, three, 
or four damaged Jeep® vehicles 
and create a working vehicle.
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checked and, if necessary, repaired or 
replaced. Then the vehicle was reassembled 
and, equipped with all the required 
accessories (which were also checked and 
brought back up to the required standard), 
put into storage before being reassigned  
to the units. 

In the United States, the contractors 
were all assigned a few 
thousand Jeep® vehicles 
each: 1,850 went to 
Higgins Plastic in New 
Orleans, 2,865 to Allison 
Steel Manufacturing, 
4,986 to Bechtel 
McCone, 2,443 to Moore 
Equipment, 1,555 to W.A. Bechtel, and 1,750 
to Stewart & Stevenson, for a total of just 
under 15,500 units. At the end of the war, as 
the number of units using the Jeep® started 
to diminish, a great number of them were 
taken out of service and only the newer, more 
efficient models were maintained. In 1946, 

however, the US troops occupying Germany 
and Japan started an extensive program to 
rebuild the Jeep® . 

 The US Army’s Ordnance Department 
created specialized units for rebuilding 
vehicles, in particular the Jeep® . These 
included the Esslingen Ordnance Rebuild 
Shop, established on April 1st, 1946, in the 

former Funker-Kaserne 
(literally “Barracks for 
radio operators”) in 
Esslingen, Germany, and 
which from 1948 was 
run by Daimler-Benz AG 
on behalf of the 7845th 
Ordnance Maintenance 

Group. There were at least 12 other similar, 
albeit smaller, facilities in Germany. The same 
occurred in Japan, in Oppama for example, 
under the jurisdiction of the 229th Ordnance 
Base Depot, as well as in Yokohama, Kobe, 
Tokyo, and other locations, run by other 
Ordnance Department units.

At times, scant concern was expressed 
regarding which parts to use if this 
meant being able to give a working 
Jeep® back to the units. This GPW, for 
example, was put back together using 
body parts from a Ford truck.

In the United states,  
the contractors were all 

assigned a few thousand Jeep® 
vehicles each.
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UPs AnD DoWnsTHE JEEP® BRAND

D
espite giving rise to a number of key 
innovations, the DaimlerChrysler era 
was a particularly difficult period 

for the Jeep® brand and, above all, for the 
Chrysler Group. Initially, in 1999, the Jeep® 
brand actually achieved record results with 
675,494 vehicles sold worldwide (554,466 in 
the USA alone, 300,000 of which were Grand 
Cherokees). Soon after, however, as early as 
2000, a concerning drop in sales started to 
take hold, despite the brand’s prestige and 
the fact that the SUV sector was flourishing 
like never before. 

In 2000, Jeep® sales worldwide dropped 
to 604,162 units (approximately 495,000 of 
which were in the States), but the brand’s 
worrying slowdown was nothing compared 
to the collapse of its parent company. The 
Chrysler Group, under the joint German-
American management, had seen profits 
drop by 90 percent, with a net loss of over 
US$1,500,000,000. In reality, Chrysler’s poor 
profitability issues had been brewing since 
just before its merger with Daimler. However, 
following the German brand’s acquisition of 
Chrysler (defined as a “merger of equals”), the 

UPs AnD DoWns
the early 2000s saw something of a decline  
in sales, but also some new Jeep® models.

▲ Initially, the market was 
somewhat unimpressed 
with the Patriot and 
Compass models.
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situation seemed to very quickly worsen, with 
a new management team that was incapable 
of reacting appropriately, especially within the 
context of the US market. 

In hindsight, it could be said that the 
German management team that was imposed 
upon Chrysler was probably more used to 
basing their thinking 
and taking decisions 
according to the 
context of the European 
automotive market. 
This was especially true 
at the top end, where 
Mercedes products 
were generally placed. This made it difficult 
for them to fully understand the dynamics 
that governed a mass market such as that 
of the United States, and the extent to 
which suitable marketing strategies (such as 
discounts and sales promotions) were capable 

of generating increased sales. In addition, 
the German executives were generally 
reluctant to accept suggestions from their 
American counterparts (let alone from their 
counterparts’ subordinates), and weren’t 
sufficiently responsive or autonomous to 
be able to adopt any last-minute strategies 

that could counter 
the downward trend. 
Naturally, this led to 
DaimlerChrysler’s 
CEO at the time, 
Jürgen E. Schrempp, 
becoming unhappy with 
Chrysler’s commercial 

performance. In November 2000, the North 
American head of the company, the pragmatic 
and reserved James Holden, was replaced 
by the exuberant Dieter Zetsche – the move 
effectively sanctioned the complete takeover 
by the German component of the Group. 

the German executives were 
generally reluctant to accept 

suggestions from their 
American counterparts.

In response to customer demands 
to give the interior finishings a more 
refined look, Jeep® designers took their 
inspiration – even for the more compact 
models – from the style and solutions 
adopted for the luxurious Commander.
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◀ The high-end Compass and 
Patriot models could be equipped 
with all-wheel drive, while some 
variants boasted the “Trail  
Rated” badge.

Yet not much changed for the Jeep® 
brand. At the time, the Jeep® product range 
consisted of three models: the Cherokee, 
Grand Cherokee, and Wrangler TJ. It was a 
line-up which, despite the brand’s prestige, 
wasn’t sufficient to 
enable Jeep® to see 
off the major offensive 
coming from its 
competitors, particularly 
those in Japan. In 2001, 
sales slipped again, 
to 455,417 units in 
the United States and 102,736 abroad. The 
introduction of the new Jeep® Cherokee in 
2002 (known as the Jeep® Liberty on the 
US market) and the proliferation of special 
versions appeared to arrest the fall in sales, 

both in the States, where there was actually 
a modest increase (459,796 units), as well as 
in the foreign markets, where 120,637 Jeep® 
vehicles were sold. 

This stabilization of the Jeep® situation, 
albeit at levels far 
below those of 1999, 
was offset by the 
continued worsening 
of the Chrysler Group’s 
overall situation, leading 
to increasing rumors of 
Daimler’s intention to 

dissolve the company and liquidate Chrysler. 
It prompted Zetsche to forcefully assert 
that the rumors were baseless, and that the 
Chrysler Group would soon be generating 
dividends again. However, despite Zetsche’s 

emphatic declarations, 
the Chrysler Group didn’t 
manage to return positive 
results in 2003 either, and 
even the rosy promise shown 
by the Jeep® brand in the 
previous year proved to be 
a false dawn: 2003 ended 
with 16,000 fewer Jeep® 
vehicles sold worldwide 
than in 2002. Overall, a total 
of 564,252 Jeep® vehicles 
were sold in 2003, but even 
more alarming was the fact 
that the brand, with respect 
to 1999, had lost significant 
ground to its competitors, 
even in its home market 
where it had historically 
always enjoyed a deservedly 
prominent position: the 

Despite Zetsche’s emphatic 
declarations, the chrysler 

Group didn’t manage to return 
positive results in 2003 either.
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Jeep® brand’s market share within the SUV 
sector was 20 percent in 1999, by 2003 it had 
practically halved. 

In 2004, despite several special editions 
of existing models being launched, as well as 
the introduction of the Wrangler TJ Unlimited 
with an extended wheelbase, sales of Jeep® 
vehicles contracted even further, albeit 
slightly – 427,239 units in 
the US and 116,202 units 
abroad. In 2004, the 
Jeep® brand introduced 
the “Trail Rated” 
concept, a badge on 
the body that attested 
(and still does) to the 
off-road capabilities of a model. The idea was 
to differentiate the off-road abilities of Jeep® 
products from the vast majority of competing 
SUVs, which at the time were flooding the 
American and international markets with 
their aggressive looks but limited off-road 
capabilities. 

Thankfully, 2005 was a refreshing year 
for the American brand. This was partly due 
to the introduction or anticipation of new 
models, and partly due to the reorganization 
of the sales network, particularly in the US, 
which helped to bring about a positive set of 
results that saw global sales rise to 608,971 
units. This was a big step forward compared 

to the previous year, so 
much so that it brought 
about a renewed sense 
of optimism regarding 
the Chrysler Group’s now 
heavily compromised 
financial position.  
The situation added 

more fuel to the increasingly persistent  
rumors regarding the potential dissolution  
of DaimlerChrysler. 

Despite these rumors, Jeep® was hard 
at work on several new projects in all areas. 
Development work had begun on the new 
Wrangler, two new compact SUVs (Compass 

The lines of the first version of the Compass were 
very distinctive, one of the main reasons why sales 
were initially quite muted. However, the model was 
extremely dynamic and offered excellent handling.

In 2004, the Jeep®  
brand introduced the  

“trail Rated” concept.
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JeeP® coMMAnDeR XH BAse KeY sPecs

BUILt:   2005–2010

MAnUFActUReRs:  DaimlerChrysler;  
Chrysler LLC

net WeIGHt:  4,391 lb (1,992 kg)

GRoss WeIGHt:  6,224 lb (2,823 kg)

DIMensIons:   188.5 in (479 cm)  
x 75 in (191 cm)

MAXIMUM sPeeD:  118 mph (190 km/h)  

FUeL cAPAcItY:  20.6 gal (78 l)

RAnGe:   300 miles (480 km)

enGIne:    V8 4.7 l PowerTech, 8 cylinder 
241.41 cu in (3.96 l) AMC

PoWeR:   235 bhp at 4,800 rpm

toRQUe:    290 lb/ft (40 kgm-393 Nm)  
at 3,600 rpm

WHeeLBAse:  109.5 in (278.1 cm)

tRAnsMIssIon:   5-speed (automatic)  
x 2 speed transfer

and Patriot, intended to be 
the entry models for the 
Jeep® range) were almost 
ready, the Grand Cherokee 
had been completely 
redesigned and, planned for 
2006, the new Commander 
was coming to the end of 
its design phase. This last 
model was destined to 
become the brand’s flagship; 
it was based on the Grand 
Cherokee platform but 
featured an interior capable 
of seating seven people,  
a larger footprint, and a 
shape inspired by the classic 
Jeep® style. Despite this 
fervor of activity, however, 
2006 wasn’t a particularly 
good year for the brand 
which, although it managed 
to increase its penetration 
into many international 
markets, saw a slight 
contraction (-13,000 units)  
in sales at home. 

In 2007, the year that 
was due to see the launch 
of the new Wrangler JK and 
the introduction of the Patriot and Compass, 
the rumors of Chrysler’s imminent sale by 
Daimler started to take on real substance: 
in May, DaimlerChrysler was dissolved. 
Indeed, Daimler-Benz sold its majority 
shareholding (80.1%) in the Chrysler Group 
to the US investment fund Cerberus Capital 
Management. It was an absolute bloodbath 
for the German company: of the original 
US$36,000,000,000 invested in the merger 
with Chrysler, only around US$7,400,000,000 
was recuperated. At a press conference in 
Stuttgart, Dieter Zetsche stated that “the 
potential synergies had been overestimated” 

and “I don’t know if any amount of due 
diligence could have given us a better 
estimation in that regard.” 

The merger had been a disaster for both 
companies, but whilst Daimler-Benz had the 
potential to recover, the situation for the 
Chrysler Group and that of its flagship brand, 
the Jeep® , was far more critical. Despite 
Cerberus’ promises to bring Chrysler back 
“to the first ranks of the US and global auto 
industries”, both management and employees 
alike were uncertain as to the investment 
fund’s ability to succeed where one of the 
giants of the global automotive industry  
had failed.
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