Daimler Shakes Up U.S. Management --- Auto Maker Dispatches Former CEO for the U.K. To Improve Brands' Images 
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Abstract:

The company dispatched Mr. [Joe Eberhardt], previously chief executive of DaimlerChrysler's United Kingdom operations, to the U.S. to take over as executive vice president of global sales, marketing and service. He succeeds James Schroer, 51 years old, who left the auto maker effective May 31 to pursue other interests, the company said. Mr. Schroer had jumped to Chrysler in February 2001 from Ford Motor Co. His departure comes as Chrysler has signaled it may not hit its profit goals for the year in part because the grinding price war in the U.S. mass market is undermining efforts to rein in costly discount deals.
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DETROIT -- DaimlerChrysler AG shook up management at its Chrysler Group unit, giving rising German executive Joe Eberhardt one of the company's toughestassignments: improving the sales and image of its Chrysler brands at a time of soft sales and brutal price competition in the U.S. market. 

The company dispatched Mr. Eberhardt, previously chief executive of DaimlerChrysler's United Kingdom operations, to the U.S. to take over as executive vice president of global sales, marketing and service. He succeeds James Schroer, 51 years old, who left the auto maker effective May 31 to pursue other interests, the company said. Mr. Schroer had jumped to Chrysler in February 2001 from Ford Motor Co. His departure comes as Chrysler has signaled it may not hit its profit goals for the year in part because the grinding price war in the U.S. mass market is undermining efforts to rein in costly discount deals. 

"There are other areas of the business world that also interest me, and I want the time and freedom to pursue them," Mr. Schroer said in a statement. 

Mr. Eberhardt, 39, spent more than 10 years in the U.S. sales and marketing operations at DaimlerChrysler's Mercedes-Benz division, during a time when Mercedes's sales in the U.S. more than tripled. He took over the company's U.K. operations in 1999. But Mr. Eberhardt returns to an increasingly ruthless U.S. market that is testing executives across the industry. 

Major auto makers will report May auto sales tomorrow. Analysts expect sales to fall at Detroit's Big Three -- General Motors Corp., Ford and Chrysler. With inventories at record levels, some analysts are predicting that auto makers might cut production. 

At Chrysler, officials are already intensifying their campaign to cut costs. Last month, the company said an operating-profit target of $2 billion for 2003 might be difficult to reach. Chrysler also recently dropped plans to build a new, small Dodge pickup in Canada, citing market conditions. 

It isn't yet clear how Mr. Eberhardt might affect the course Mr. Schroer set out in Chrysler's sales and marketing operation. Wooed to Chrysler by its chief executive, Dieter Zetsche, Mr. Schroer had led efforts to refashion the Dodge, Chrysler and Jeep brands with daring advertising that was supposed to improve their images and lessen the

need for costly incentives. 

But the bold marketing hasn't paid off yet. Chrysler is scheduled to announce today a $100 million summer advertising blitz. Dealers say the campaign will promote consumer incentives. Additionally, Chrysler added the first incentives on the new Pacifica sport-utility vehicle last week, an action that marketing officials had said they would be reluctant to take early on.

