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Weddings: fewer marriages, more spent

3	 The wedding market appears 
to be in decline: the number 
of first-time marriages in 
2009 was just 524,000, the 
fewest since 1935, and cou-
ples are getting married later 
– at an average 28.5 years of 
age for women, up from 25.9 
in 1990.

3	 But, the wedding market has 
actually expanded because 
those who get married tend 
to be older, wealthier and 
willing to spend more.

3	 The average wedding budget 
rose from ¥2.93 million in 
2005 to ¥3.26 million in 2010, 
according to Zexy magazine. 
Yano Research Institute says 
the market is worth ¥2.76 
trillion, up ¥100 billion from 
five years ago.

3	 Money is being spent on 
better locations, better food, 
and (good news for European 
brands) better gifts for guests 
and each other. Weddings are 
much more personalised, too.

3	 This is benefiting new types 
of wedding service compa-
nies like Take and Give Needs, 
and Watabe Wedding which 
offer “House” weddings in 
buildings that look like stately 
homes.

3	 More brides are buying 
dresses rather than renting, 
boosting sales for European 
designers. Some companies, 
such as Kuraudia, target 
niche fashions, including the 
Shibuya 109 “Gal” market.

JC JapanConsuming
JapanConsuming is the leading provider of intelligence on consumer and retail 
markets in Japan. The monthly report provides news about, and in depth analysis 
of, current trends. For more information, please see www.japanconsuming.com or 
contact Sally Bedown at subs@japanconsuming.com
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Marriage trends

Master schools need master plans, and ASIJ’s project to improve 
and update its campuses, which began in 1998, is near completion. 
The final two phases will bring dramatic enhancements that will help 
us realize the full potential of our school and create a more secure 
and richer learning environment for our students.

Phase 1, which will begin February 2011, will see the front of 
school transform both inside and out, with a new main gate and 
remodeled high school  entrance. A new suite of athletics facilities 
that includes a wrestling room, dance studio, fitness center and six 
tennis courts will enhance our current curricular and co-curricular 
programs. The elevation of the tennis courts to the second story will 
allow us to create a designated bus drop-off and pick-up zone with 
covered bus parking underneath.

Phase 2, beginning in 2012, will focus on the current multi-
purpose room building, which will be replaced with a new 
two-story building. Housing elementary classrooms for art and 
science and a new elementary school performance space, the 
facility will also include a new strings room to be used by all the 
Chofu divisions. The creation of a Japan Center will add specialist 
resources to support our Japanese studies program at all levels. 
Cross-divisional services, such as the kiosk, bookstore, health 
center and curriculum office will move to the new building, 

Pre-K through grade 12. Accredited by WASC. 
For complete admissions information please visit:
<http://community.asij.ac.jp> or call 0422-34-5300 ext. 720

ASIJ:the future of
learning
creating space in the middle and high schools for additional 
learning spaces. From the new classrooms in each division to 
the elementary performance space and Japan Center, the impact 
across the curriculum, and each division, will be significant.

“As I view the drawings of Paul Tange, our architect, I can only 
applaud his vision to give ASIJ a greater sense of place that will 
create pride and a feeling of belonging for generations to come.  In 
addition, the new front entrance and the new classroom spaces will 
enable our students to be safer as they disembark from buses, to 
have the privilege of expanding their learning experiences, and to 
experience the landmark of excellence that is the essence of what 
ASIJ represents,” says Head of School Ed Ladd.

“I am especially thrilled with the plans to develop a  Japan 
Center on campus to ensure that the language and culture of 
Japan is at the heart of the school and learning experience of 
all students. This celebration of culture will be an invaluable 
resource for everyone in our community.”

The new school entrance and facade takes inspiration from the old 
school gate created in the 1930s.

The American School in Japan’s master plan nears completion
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TOOLS OF THE TRADE

Michael 
Loeffl ad
Text and photo ToNY MCNICoL

Title: Representative director and 
president, Wuerth Japan
Time in Japan: 11 years.
business career highlight:
“Successfully restructuring Wuerth 
Japan”
business career regret: “Having to 
release 50 people doing the above”
favourite saying: “I love the Bobby 
McFerrin song, ‘Don’t worry, be 
happy’”
cannot live without: “My wife and 
our new house”
Most important lesson learnt in 
Japan: “Being patient with people”
The secret of business success is:
“Never give up”
do you like natto? “No: it’s the 
smell”.

  in a nutshell
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T
en years ago, when 
Michael Loeffl ad fi rst 
came to work in Japan 
with Deutsche Telekom, 
he felt an instant affi nity 
for his new home. “I don’t 
know why, but I just felt 

this is the place where I want to stay.”
During his career here he has partici-

pated in the European Commission’s 
Executive Training Programme (ETP) 
and worked for SKIDATA, a company 
that sells electronic ski pass systems. 
Today, he is representative director and 
president of Wuerth Japan, part of the 
Wuerth Group – a German multinational 
with 60,000 employees in 85 countries 
that sells products including solar 
panels, assembly materials and tools.

Wuerth Japan is based in Yokohama 
from where it coordinates a net-
work of sales representatives all over 
Japan. In total, the company has 40 
staff and is “aggressively expand-
ing,” says Loeffl ad. His target is 250 
sales representatives by 2020.

“The challenge for us is to fi nd the 
right sales staff,” says Loeffl ad. He 
contrasts Europe and Japan’s very 
different selling styles. Back home 
salespeople aim to “create demand” for 
a product – convince people that they 
need that product. On the other hand, 
Japanese salespeople tend to “go and 
collect sales” relying on existing and 
often long-standing, relationships.

Loeffl ad decided the Japanese way 
wasn’t going to work. “Our salespeo-
ple would arrive and be asked for their 
supplier number. If they didn’t have 
one, they’d be told goodbye,” he says. 
“But the art of being a salesperson 
is getting that supplier number.”

He also decided to concentrate not 
only on the big players. “Everyone wants 
to do the big companies, but I told my 
salespeople ‘forget about Toyota’ … There 

are many other pieces in the cake.”
Back in the offi ce, he has tried to 

introduce more European-style working 
hours. “I’m telling everyone that they 
should go home at six and I’m insisting 
that they go home by eight,” he says. But 
he admits that doesn’t always happen. 

“I have the impression that some 
people get into trouble with their 
wives if they go home too early.” He 
tries to leave at six himself, even 
though he does occasionally take 
work home. “I am trying to do this 
in a consensus way,” he says.

Loeffl ad says that his toughest task in 
Japan so far has been during the reces-
sion, when he was forced to lay off 50 
Wuerth employees. “I had to cry when 
I did it,” he says. It was especially hard 
when ex-employees might struggle to 
fi nd another job. “[But] the alternative 
was closing the company,” says Loeffl ad, 
“and that was no alternative at all.”

A 2003/2004 graduate of the 
European Training Programme, Loeffl ad 
is now chairman of the organisation’s 
alumni network (ETPA). Over three dec-
ades, more than 1,000 people have grad-
uated from the programme, and around 
one-third of them still live in Japan. 

“We alumni strongly believe that 
the programme is an excellent tool 
through which to become familiar with 
Japan and the Japanese language,” says 
Loeffl ad. The alumni network acts as 
an “interface between alumni, the EU 
Delegation and companies.” Other prom-
inent alumni include the presidents of 
Tiffany, Jaguar and Rolls-Royce Engines. 

Loeffl ad is also an active member 
of the Executive Committee of the 
Austrian Business Council (ABC), rep-
resenting the organisation to the EBC 
and to the Japan Market Expansion 
Competition (JMEC). As chair of the 
ABC’s Social Welfare Committee he 
helps with donations of Christmas 

presents and advent calendars to 
an orphanage in Shinagawa. 

Actually, Loeffl ad’s very fi rst visit 
to Japan was well before his busi-
ness career began. In 1983 he 
spent four weeks in Sapporo as 
part of the German national junior 
fi gure-skating team. “When I was 
20 to 30 kilos lighter,” he jokes.

Although Loeffl ad had already 
travelled the world through skating, 
he had never been to Asia. “It was 
the fi rst time that I could really say 
‘this place is different’,” he recalls. 
“The people here were nice, and the 
food was excellent … I always had a 
dream that I would come back.”

Last year Loeffl ad built a house 
in southern Tokyo, which he shares 
with his wife Akiko. His hob-
bies are gardening and DIY. 

Building his home involved some 
“fi ghting with architects to use the 
best materials from Europe,” he says. 
The architects just weren’t aware of 
the need for proper insulation. “I’m not 
trying to save the world,” says Loeffl ad. 
“I just want a house where I don’t need 
too much energy to keep it warm.”

“I love travelling to Germany for a 
week or two, but I’m always happy 
to come back to Tokyo,” he says. 
“Once you are used to the kindness 
and friendliness in Tokyo, the tone 
in Europe feels a little rough. I like it 
smoother; I don’t like fi ghts.”  

E B C  P E R S o N A L I T Y

 THE ALTERNATIVE 
WAS CLOSING THE 

COMPANY … AND THAT 
WAS no alTernaTive 

aT all 
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See all the photographs at  www.eurobiz.jp

A raised arm indicates the course is 
clear. The sound of hooves on hard-
ened earth crescendos. The horseman 
approaches the target at speed, steadies 
himself and unleashes an arrow from 
his bow – hitting the target with a 
resounding thwack.  

The cheer from the audience lingers 
long after rider and horse have disap-
peared to the other end of the 225m 
course, leaving nothing but a thin layer 
of dust and a shattered target in their 
wake.

The art of yabusame, or horseback 
archery, dates back at least to the Heian 
era (794 – 1185). Under the instruction 
of emperor Uda, court noble Minamoto 
no Yoshiari established guidelines 

governing etiquette for all mounted 
archery in Japan. 

Yabusame was recognised as a handy 
technique in battle, but has long been 
more than just an art of war. Legend has 
it that some 500 years before Minamoto 
no Yoshiari’s time, Emperor Kimmu 
practiced the art in an attempt to 
appease the gods and bring peace and a 
bountiful harvest. 

It is this ritualistic element that has 
endured, with a number of Shinto 
shrines and other locations across Japan 
holding yabusame ceremonies that 
attract thousands of visitors. 

Yabusame is held at Tsurugaoka 
Hachimangu Shrine in Kamakura each 
September.  

At a gallop
Photos and text  Rob Gilhooly
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At a gallop
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Jordan 
Searle
ECCO has sold shoes in the Japanese market 
for 28 years and set up a sales subsidiary 
this January. “Japan is a great opportunity. 
Consumers are becoming open to brands which 
aren’t strictly speaking luxury, but which are 
still great quality,” says Searle.

Photo ToNY MCNICoL 

Business Development Manager, 
ECCO Japan

W o R k  P L A C E






