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ERFE japanese Food
~=== & Restaurant Expo 2024

Sove the Dates More info to come

NEW YORK LOS ANGELES

SAT SEPT 21st SAT SEPT 28th
10am - S5pm Bam - 4pm Liquor pavilion closes at 3pm
NYmtccom ©Metropolitan Pavilion LAmte com @Pasadena Convention Center
3 125 West 18th street New York, NY 10011 300E. Green Street, Pasadena, CA 91101
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: L_argést & Longest Running Japanese Food Trade Show Outside of Japan
Principal Meeting Place For Foodservice Professionals & Suppliers

NEW PRODUCTS $ SAVINGS FREE to Attend
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by, /P 22 MIYAKO SUSHI & WASHOKU SCHOOL

enroll now for spring / wmmer courses culinar ¥ fruining for authentic Ja panese cuisine G BXPAFHNCE NECOISOrY

curriculum created by Master Sushi Chef Katsuya Uechi
instruction by team of highly qualified, practicing Katsu-Ya Group chefs

small classes, personalized training

SUSHI COURSE AUTHENTIC WASHOKU COURSE

4 weeks 2 weeks
» professional Suhi prep = professional techniques & knowledge
» rodifional and modem siyles » Wathoky, Califarmian, feslon culline
* knifs hondling & mainterance
» gaasonal seofoods & vegeiables Dashi » rice » soup * Sunomono
* Jopaness savces Sashimi = Yoki-mono = Mi-mono
* Suahi chef philowophny Muihi-mong * noodlss
* Suihi bor parformaonce
* kitchen cleaning & kyglens * knives & cooking fools
* fiald frips to fish market * cuiting lechnigues

training kitchan fl:n:'-“I}' if Las .ﬁ.ngalaj 213 437 2124
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JCHU HIGHBALL

Fuji Apple

4.5% ABYV
Like Freshly Cut Apples

Lemon
5.5% ABV

White Peach

4.5% ABV
Like Parfoctly Ripe

TAKARA SAKE USA INC.

Pleate drink responiibly, TAKARASAKE T
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Refreshing Flaver and
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For Sushi Rolls, Fish, and Meat Dishes
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chicken with
Yyulu miso sloaze

Made by

MIYAKO ORIENTAL FOODS INC.
Boldwin Park, CA 91704 USA Tel £26-9462-9433
cuslomersenice@coldmountainmise.com
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Wismettac

Wismettac Asian Foods, Inc.
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ImrorTING AND DhisTRIBUTING ASIAN FooD ProbucTts GLoBALLY

wismettacusa.com
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Miyako Hybrid Hotel 1st Floor
21381 S. Western Ave., Torrance, CA 90501
For Reservations and Information
(310) 320-6700
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Mission of Japanese
Restaurant News

This magazine spotlights the Japanese
restaurant  industry to introduce
the latest trends and successful
restaurants along with their operations
to provide hints on how to survive
the competitive restaurant industry.
Further, this magazine introduces the
latest restaurants garnering attention
and popular products, along with the
prosperity of Japanese restaurants.
Lastly, this magazine also introduces the
latest information on food sanitation
and management to contribute to the
development of the Japanese restaurant
industry as a whole.
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Honorary Sake Sommelier
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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC'

MASTER
SAKE

Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

Keio University Faculty of Law, Depart-
ment of Political Science. Worked

for Nomura Securities for 10 years.
Former president of California Sushi
Academy Former chief of planning
dept. at Mutual Trading.

David Kudo

Sake Sommelier
Master Sake Sommelier
Born Kita-Akita City,
Akita Prefecture.
Took over as Exec-
utive Officer of the
Japanese Food Trend News founded
in 1991, when the predecessor was
assigned back to Japan. Currently
distributed as Japan Restaurant News
(20,000 issues published electroni-
cally) in North America, Japan, and
Southeast Asia.
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Sharing the greatness of Sake with our Customers

E ven if it is good tasting, if you're
not able to relay that, customers
will not try it. Also, if the timing to
relay the information and contents are
not sufficient, this will not lead to sales.
We like to talk about how we can relay
the appeal of sake to customers with the
right timing and ideal content that will
lead to sales.

Who are we relaying
the information to?

Are you providing sufficient
training separately for chefs, servers,

and bartenders? Just by giving a little
taste, there is absolutely no way you
can explain the fineness of sake to
customers. You need to make them
thoroughly understand why a partic-
ular sake is delicious. Also, you can
only understand 10% of the fineness of
the sake if you drink it as a single item,
so you definitely need to make them try
the sake with the right dish.
Timing

We certainly feel that instead of a
server asking "What would you like to
have?" when taking a drink order from

a customer, change it to "How would
you like a cold, very delicious glass of
sake?" It will make a big difference
when you ask this.
Content we are relaying

For example, "Would you like to
try AAA brand of Niigata which is dry
and refreshing?" or

"Would you like to try BBB
brand of Akita which has the fullness
that goes well with teriyaki etc?" etc,
to think of sales talk that is easy for
customers to understand and to make
them want to try.m
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Brewery Owner

\ 'Kosuke Kuji

Nanbu Bijin Inc.
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Brewery Owner
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Isao Kiyota [

Founder

Sake Sommelier and Others

Teruyuki Joe Mizuno
'Kobayashi
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Head of the” Reglonal
Sake Tasting Club”

]

Philip Harper

Miyuki
Yoshida
 Sake Sommelier

" Mai Segawa Don Lee
Advanced Sake Sake Sommelier
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Owner
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Eiji Mori
Sake Sommelier

Pacific International
Liquor Inc

Katana Restaurant

Sake Shochu Spirits Institute of America
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CHALLENGE

by Kosuke Kuji

200

Kosuke Kuiji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
Fermentation. In 2005 became
the youngest person ever to
receive the lwate Prefecture Young
Distinguished Technician Award.

In 2006 was selected to be a
member of the board of trustees of
his local alma mater, Fukuoka High
School. Currently is featured in a
number of media outlets including
magazines, radio, and television.
*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, lwate Prefecture,
Vice-Chairman, Technology
Committee, lwate Prefecture
Brewers and Distillers’ Association

Noto Peninsula Earthquake and
Sake Breweries 3

BEEFERMECERG

very sake brewery prepares sake

mash in January, the best season

to brew sake. Unfortunately,
sake breweries destroyed by a shindo
(seismic intensity) 7 (MIMAT7.6,
Mw7.5) earthquake on the Japan
Meteorological Agency (JMA) Seismic
Intensity Scale were left with no means
to preserve their sake mash.

Sake mash contains live micro-
organisms. Shata Shuzo Co., Ltd.
(Shiraishi city, Ishikawa prefecture),
producer of “Tengumai” sake, was also
evacuated due to the earthquake, yet
led a mission to recover sake mash in
Noto Peninsula to preserve and squeeze
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the sake mash in another brewery of
Ishikawa prefecture. Shata Shuzo was
also evacuated, although the damage
sustained was not as serious compared
to the destruction in Noto Peninsula.
Still, the conviction and willingness of
one sake brewery to help another sake
brewery in times of distress, and the
tight bond shared between sake brewer-
ies in the Hokuriku region were deeply
moving to witness and filled my heart
with enormous respect for everyone
involved in the recovery effort.

Despite the serious risks associ-
ated with entering a destroyed brewery,
such risks were disregarded to recover
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as much sake mash as possible, relo-
cate the mash to a brewery with minor
damage, and squeeze the sake mash to
brew sake.

Special tax provisions for natu-
ral disasters were filed immediately
with both public and private support to
recover as much sake mash as possible
from Noto Peninsula.

The miracle sake mash that
survived the earthquake and the
miracle sake brewed from this mirac-
ulously saved sake mash will no
doubt play a vital role in future
reconstruction efforts.m
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sake brewing plant equipped
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to produce sake year-round

A is called “all-season sake

brewing,” or “all season sake brewery.”
Also, the production of sake year-round
during all four seasons is also referred
to as “all season sake brewing”.
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

&l’ N NTERNATIONAL INC »
BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
LOS ANGELES Branch
SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office
SAN FRANCISCO Branch
SACRAMENTO Sales Office
SEATTLE Branch
PORTLAND Sales Office
HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office
CHICAGO Branch
TOLEDO Sales Office
NEW YORK Branch
BOSTON Sales Office
BALTIMORE Branch
ATLANTA Branch
ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
Interbranch Distribution Center (IDC)

J@ INTERNATIONAL INC

All-season Sake Brewing

UWESE S

Currently, all major sake manufac-
turers produce sake in plants equipped
with these facilities. Since the mid-to-
late Edo Era (1603 ~ 1868), sake was
mostly produced during the winter
season, ever since the custom of “tra-
ditional sake brewed only in the winter”
was established in Itami and Nada. This
is because the temperature to ferment
mash and the suppression of bacteria
from proliferation was more easily
managed during the winter season.

Traditional sake production still
practiced in various sake breweries to
this day is brewed using sake-brewing
methods applied during the winter sake
production season. However, as sake
production became rapidly modernized
during the Meiji Era (1868 ~ 1912),
research started to continue stable
sake production throughout all four
seasons. Attempt to produce all-season
sake brewing started towards the end
of the Taisho Era (1912 ~ 1926), and
already made practical in Hawaii, even
before the war. However, all-season
sake brewing during this era was done
using traditional brewing methods as is,
with sake production possible only four
or five times a year.

Major developments towards
all-season sake brewing started after
World War II, when various devices
started to be introduced into the sake
production process.

As sake-brewing facilities became
more mechanized, the need to increase
both the mechanical operational rate
and productivity became apparent.
Therefore, automated all-season sake
brewing with mechanized brewing
process became urgent; and year-round,
large-scale sake production started in
1965. During the midst of a high eco-
nomic growth period from 1955 to

1965, many breweries started to sig-
nificantly mechanize their brewing
facilities. Major sake manufacturers
competed to construct all-season sake
brewing, drastically increasing produc-
tion capabilities.

To make all-season sake brewing
possible, the same sake production
environment as the winter season that
is operational year-round must be con-
structed within the plant. These plants
are equipped with air conditioning
facilities that use freezers to maintain
low-temperatures suitable for sake pro-
duction. During the summer season,
with high temperatures and humidity,
dehumidifying the air, eliminating bac-
teria, and sterilization is necessary in
addition to cooling the temperature due
to concern for contamination from the
outside air. All-season sake brewing
is possible in much greater volumes,
and labor is also made more efficient.
Especially in recent years, automated
operations advanced to management
controlled by computers, enabling sake
production without master sake brewers
or other skilled sake production
workers, eliminating the tasks handled
by overnight and holiday workers.m
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¢ Polishing Rate: 60% i SMV:N/A Polishing Rate: 70%

i ; i SMV:+4 (Yamadanishiki & ©Polishing Rate: 45% © Polishing Rate: 80% ¢ (Yamadanishiki &
i Polishing Rate: 60% i Polishing Rate: 70% i others) i (Yamadanishiki) i (Yamadanishiki) i others)
Hakushika Gold Label Ozeki Sake Hakutsuru Superior Dassai 45 Harada 80 Ozeki Karatanba
Junmai Ginjo Junmai Junmai Junmai Daiginjo Junmai Honjozo

Tatsuuma-Honke Brewing (Hyogo) 0zeki Sake (U.S.A.) Hakutsuru Sake Brewing (Hyogo) Asahi Shuzo (Yamaguchi) Hatsumomiji (Yamaguchi) 0Ozeki Corporation (Hyogo)

) CORERGABHLEAEELVIRMINTLET, This article was courtesy from Shibata Shoten Co Ltd.
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TOI-(go by Ryuji Takahashi )
Jizake Strolling
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The Daikanyama Shopping District

The (VB LIS

ith spring fast approach-
ing at the end of March,
an event titled “The

Daikanyama  Shop  Association”
featured many shops selling niche
merchandise at “Daikanyama
Address 17dixsept” in Shibuya dis-
trict, a shopping center located
right next to the Daikanyama Sta-
tion. Our shop selling local sake was
also invited and participated for two
days during a weekend. The “Dai-
kanyama Address 17dixsept” is a
shopping zone located inside an
urban shopping complex, consist-
ing of a 36-floor tower above ground
on the site of the former Dojunkai
Daikanyama Apartment, a housing
complex consisting of approximately
500 homes, the Daikanyama Sports
Plaza, etc.

Dix-sept translates to seven-
teen in French, named after their lot
number 17 in the Daikanyama dis-
trict. Four shops lined up in a shared
space on the facility premises and
sold merchandise not usually sold by
the tenants to take a new approach to
customers who utilize the facility.

Retailers that participated for
two days consisted of my local sake
shop, an Asian variety store, a flower
shop, a vegan shop on one day,
and a specialty gift shop the next.
It was rumored that the timing the
cherry blossoms will bloom could
be announced early in the week of
the event, and the weather was fore-
cast to be sunny for cherry blossom
viewing. Since Daikanyama is close
to Meguro River, a renowned spot to
view cherry blossoms, my shop nar-
rowed down our merchandise to only
two sake sets for flower viewing — a
set of five aluminum cans of Nihon-
sakari sake with plastic champagne
glasses and a three-sampler Naga-
torogura sake set. Unfortunately,
the rumored announcement on the
timing the cherry blossoms would
bloom never occurred, ultimately
announced two weeks after the event.
Not only did the cherry blossoms
not bloom during the weekend of

the event, but it also rained with low
turnout, both significantly contrary
to expectations. Other shops near
each other welcomed regulars from
other shops. My shop also benefited
from their customers since most of
the sake sets I prepared sold, and the
weekend ended with decent sales.

I had many takeaways from my
first attempt at selling merchandise
in the chic Daikanyama shopping
complex. Staff members shopped at
each other’s shops, and I also became
friendly with the shop owners. My
onsite pop-up shop was personally
a fruitful experience. If I was to be
greedy however, I think the facility
needs to think of ways to enliven the
event. Eventually, I think lining up
sake breweries to organize “The Dai-
kanyama Sake Shopping District”
would be an interesting idea if I'm
asked to participate again.m

DN S ) TEIETRT
%u%SH@%bbc:\ REILD
R 3 Ml & 5 et TR
HI7FLV A5 4%, 12T MThe fX
EILREE ) EBIT> B R D=y F75
YIWERED T4 Ry FBAfE S Lt
i % 5§ 2 24)5 I b E2heh b, +
HoHEZMT2 2L ko, IVE
7 FL - 54 2IZIHEEESE L7
N— DR S N AREIL T L
AL W)L E36IEED Y T — % Ihd L
THHMH00F DEAFEELYayEY
T =R ERENELAR—Y 77
72 E SRR S N H A S iR O
horavyEr sy —rnl tThs,
T4 EF7 IV ABTITORE KRS L
L, RELD17THEHICH 2 2 L4
SFeniEnl t, ZolidNO I
AR— A 4JEFER, HED T+~ b
ENRED BGEE T B 2 LT, HiskE A
TAINLICH 7 Ta—F&2LzwE
Wl Ry FDOETH o 7,
T HM T 2 0 IR E D Y )

Japanese Restaurant News

Ryuji Takahashi

Regional Sake Specialty Store “Ji Sakeya” Owner,
Master Sake Sommelier, Shuto-Meijin, and the
charismatic guru of ordinary sake.

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-
anese sake and cuisine, unaffected by the latest
trends, while managing a jizake retail store.
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Sake Shochu Spirits Institute of America
NPOEA
KEERRZEEHAFAR
Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin a
shared where 500 million people enjoy
wine in North America. We strive to
increase Japanophiles by furthering
understanding of the sake culture
through online Japanese sake and
shochu colleges and books related to
Japanese sake, shochu and beer, etc.
Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries,
sake producers, and distribution
companies, etc., to introduce Japanese
sake, shochu and beer to American
consumers in a way that’s easy-to-
understand.

Sake Shochu Beer Institute of America
- Part 2: Reading the sake label-

KEEREZ BRI/ €02 BRBED SN Z2HT

became widespread during the Yayoi period (400 BC~300 AD)

and produced rice. Earthenware from the Jomon Period (14,000
BC~1,000 BC) excavated from the mountains of Nagano prefecture
in 1956 contained wild grape seeds, indicating wine was the first
beverage consumed in ancient Japan, not sake. Sake brewing started
between the Sth~10th century BC during the Yayoi period (400 BC to
300 AD), when rice farming was adapted. Sake during this time was
produced by chewing rice in the mouth, returning the chewed rice into
a vessel, then fermenting the chewed rice, a method called “kuchikami
sake” (“mouth-chewed sake”).

Also, sake brewing is said to have started as a task performed by
shrine maidens. Kuchikami sake produced during this period is thought
to be the origin of the current sake brewing process. Kuchikami sake
is produced by chewing starchy food (like rice or grain) in the mouth
to generate saliva. Amylase enzyme in the saliva converts starch into
sugar, and wild yeast ferments the sugar to produce alcohol. As rice
farming became widespread, rice is offered to deities as an expression
of gratitude for the rice harvested each year. I also received some
leftover sake served as an offering for rice harvested this year.

Although the tradition of kuchikami sake is no longer prac-
ticed in Japan, this tradition remained in Okinawa until Awamori
became popular.m

The history of sake is said to have started when rice farming

SAKE
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NEWS / TRENDS

Producing miso in the U.S. for 48 years
to popularize Japanese cuisine
Interview with Teruo Shimizu, Miyako Oriental Foods, Inc.

-Striving to further popularize Japanese cuisine from the U.S. worldwide-
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l os Angeles-based “Miyako
Oriental Foods, Inc.” is the first
commercial authentic Japanese

miso producer in the U.S., founded in

January 1976 to produce miso of the

highest quality and promote healthy

food products worldwide. Miso produc-
tion in the dry California weather was
no easy feat as dry weather is not
suitable to control humidity, impor-
tant to grow koji. However, Miyako

Oriental Foods’ excellent product

development strategy and thorough

tests revealed high quality miso still
produced to date.

Fastidious in producing the highest
quality of miso, Miyako Oriental
Foods uses only organic soybeans for
their products. Even after relocating to
Baldwin Park, Calif., to expand their
business in 1982, Miyako Oriental
Foods continues to produce miso paste
and authentic Japanese sauces and even
share their expertise with chefs and
companies dependent on Japanese food
ingredients. Their products, sold widely
in all regions across North America,
are also shipped to many nations and
regions, such as Europe.

Teruo Shimizu of Miyako

Oriental Foods, Inc., appointed

Japanese Cuisine Goodwill
Ambassador to further
popularize Japanese cuisine

The Ministry of Agriculture,
Forestry and Fisheries, the Ministry
of Foreign Affairs, and various Minis-
tries jointly nominate Japanese Cuisine
Goodwill Ambassadors from Japanese
food industry professionals actively
introducing Japanese foods and culture
overseas to help increase Japanese
agricultural, forestry, fisheries, and
food products. Since joining Miyako
Oriental Foods, Inc. in 1977, Shimizu
is consistently dedicated to the produc-
tion, sales, and popularization of miso,
Japanese seasonings such as condi-
ments such as “Yuzu-it” (Yuzu zest and
chili peppers), and sauces.

Shimizu especially contrib-
uted significantly to the increased
familiarity of miso in the U.S. as his
activities continue to expand across
Europe. Shimizu focused on the fact
many miso products produced in Japan
do not satisfy the European food safety

©Miyako Oriental Food Inc
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Teruo Shimizu, President, Miyako Oriental Foods Inc

standards, thus actively participates in
trade shows and trade fairs to sell miso
produced by Miyako Oriental Foods in
the U.S. to Europe.

For this report, we interviewed
Japanese Cuisine Goodwill Ambas-
sador Teruo Shimizu about his latest
efforts to popularize Japanese season-
ings to introduce the appeal of Japanese
cuisine and culture.

JRN: Please summarize the history
of Yamajirushi Jyozo, Co., Ltd.,
and opportunities that inspired
your company to expand into the
U.S. market.

Shimizu: Yamajirushi Jyozo, Co., Ltd.
was founded in Nagano prefecture,
Japan in 1955, while Miyako Oriental
Foods, Inc. was founded in the U.S.
in 1976. We currently have fourteen
brands registered and produced in the
U.S., sold by Mutual Trading Co., Inc.
Yamajirushi Jyozo, Co. used to trans-
port soybeans - used to produce miso

for the U.S. market - from the U.S.
to Japan to produce miso in Japan,
then had Mutual Trading Co. trans-
port the miso produced in Japan back
to the U.S. market. Half of miso paste
consists of water. As the price of
soybeans increased, the decision was
made to produce miso locally in the
U.S. to reduce costs. Therefore, miso
production started in the Little Tokyo
district of Los Angeles.

JRN: Half of miso paste is water?
Shimizu: Slightly less than 50 percent
of miso paste is water, more accurately
at 47.8 percent, although the percentage
of water content depends on the type
of miso. However, nearly half of miso
paste consists of water.

JRN: Please tell me about the flagship
products of Miyako Oriental Foods.
Which brands do you recommend?

Shimizu: Our miso paste is unpasteur-
ized, unlike miso made from organic



Teruo Shimizu of Miyako Oriental Foods, Inc., appointed Japanese Cuisine Goodwill
Ambassador certificate from Consul General Kenko Sone

soybeans, kosher soybeans, or miso
paste made in Japan. Our unpasteurized
miso paste is a natural food product that
literally consists of live microorgan-
isms, considered probiotic with live
enzymes and aroma, a popular product.

JRN: Please share what Miyako
Oriental Foods stress in your quality
control and miso production process?
Shimizu: We emphasize product differ-
entiation without using MSG, such as
gluten-free and kosher certification.

JRN: I see these are the traditional
methods to ensure good quality control
and production process.

Shimizu: To produce miso paste
consists of preparing koji and aging
the miso paste, so the entire process
cannot change one bit and therefore
remains traditional.

JRN: What is the latest trend to suit
the changing preferences of North
American consumers?

Shimizu: We emphasize organic and
gluten-free products produced by
Miyako Oriental Foods. We also sell
our fresh miso mentioned earlier as our
probiotic brand under the brand name
Cold Mountain to our natural food
consumers.

JRN: Please describe Miyako
Oriental Foods’ contributions to
the local community and your
sustainability efforts.

Shimizu: None, but we donate to
various events to support the Japanese
community. For example, we locally
donate soybeans in February for the
community to celebrate Setsubun, a
Japanese festival to mark the begin-
ning of spring. We also visit Las Vegas
and Oregon to provide support to roast
soybeans, a laborious task.

JRN: What is your company’s strategy
to maintain competitiveness in the U.S.
market? Are you focused on certain
regions or states to expand in the
U.S. market?

Shimizu: We’re focused on both the
East and West Coast, where many
Japanese restaurants operate. Miso
consumption is gradually increasing
in California and New York state
due to the widespread popularity of
Japanese cuisine.

JRN: What are your product develop-
ment and marketing strategies to suit
the changing preferences and trends of
U.S. consumers?

Shimizu: I attend as many trade shows
as possible as a marketing strategy to
learn the changing preferences and
demands of U.S. consumers.

JRN: Are there any U.S. regulations
or laws?

Shimizu: Third-party inspections
performed by an independent inspec-
tion service agency.

In other words, an inspector visits
and inspects the plant over a three-
day period to observe how the plant
operates, how production is controlled,
and how the records are kept, etc. A
“simulated recall” is required over the
three-day inspection period that rates
the plant on a 100 point scale. Our score
this year was 94 points. Consumers
who wish to check the reliability of our
factory is welcome to visit our website
to review our management information
in its entirety. Of course, we cleared
the U.S. Food and Drug Administra-
tion (FDA) and the U.S. Department of
Health & Human Services (HHS), their
standards are 100 times more strin-
gent than the Hazard Analysis Critical
Control Point (HACCP). For example,
we must be able to prove everything

about a product - which lot the product
was made in, where the product was
shipped, where a product sample is
stored, etc. Also, white-out cannot be
used to document or revise records to
prevent falsification. Therefore, errors
are stricken-through with double-lines
so that if a claim is filed, information
such as who produced the product,
where the ingredients were sourced,
etc., can be traced back.

JRN: What a marvelous system you
manage!

Shimizu: Yes, which ensures your
safe consumption of our products
with confidence.

JRN: I’m sure your business will
continue to grow. What are your goals?
Shimizu: Our market is not limited
to the U.S., but worldwide. One
example is Europe. If the popularity
of Japanese cuisine was rated 100 out
of a scale of 100 in the U.S., Europe
is still approximately 60. Therefore,
we still have many opportunities to
grow. Very few nations adhere to the
production standards of Japanese
miso producers as a global standard,
which leaves us many opportunities
to grow. We have certificates ready to
submit right away. Our target is not
only Japan and the U.S., but European
nations and other nations worldwide.
Miso does not automatically equate to
miso soup, for miso is a “seasoning,”
a message we continue to stress in our
marketing efforts.

JRN: I look forward to following your
ongoing efforts as a Japanese Cuisine
Goodwill Ambassador to popularize
miso and various Japanese seasonings
to introduce the appeal of Japanese
cuisine and culture worldwide. Thank
you very much for your time.m
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NEWS / TRENDS Text courtesy from National Restaurant Association

Tech advancements in POS payment systems are game changers
POSREL X T LDFAMTHNES

oday’s payment processing
I systems are designed to make
payment easy, flexible and
secure, creating the best possible
experience and ensuring smooth sales.
Consumer demand and market
conditions have long been driving
technology advances in all segments,
and restaurants are no exception.
Customers expect flexible payment
methods. Business owners need real-
time analytics to stay competitive.
And the last few years have forced
operators to embrace even more
technologies like contactless transac-
tions, curbside service and modern,
cloud-based restaurant point of sale and
payments solutions.

A robust POS system provides
operators with a secure way to accept
any payment methods their customers
prefer and in any dining scenario.
Tap, insert or swipe—no matter what
customers are packing in their wallet,
the operation can be equipped to
accommodate their preference.

That payment preference may be
contactless. A modern POS system
allows them to pay with credit cards,
debit cards and other payment sources
they keep stored in digital wallets on
their smartphone or smartwatch. The
ability to use these options, along with
Apple Pay, Google Pay, and digital gift
cards, create a great experience for
restaurant staff and customers, speeding
up transactions and increasing security
and convenience.

Payment tech also allows you to
forecast consumer needs, track demand
and loyalty activity and get closer to
diners and their preferences, capturing

the information they share so you can
meet and exceed their expectations
by delivering a personalized experi-
ence. Cloud software lets you do this
from anywhere.

POS systems can gather helpful
data to inform decisions

By investing in a restaurant
POS system that handles payment
innovation, your restaurant reaps the
rewards: turning more tables, gaining
insights into restaurant sales activity
and consumer preferences to help
with forecasting, removing barriers
for business growth, and making the
dining-out transaction seamless and
convenient for staff and customers.

You can also use POS payments
data for operations management, to
determine when to schedule extra staff
and when to cut back to avoid wasting
money with a full team on slow nights.
Data can inform operators of when
the best time is to introduce a happy
hour menu or late-night special, as
well as identify menu leaders and other
sales metrics.

Streamlined payment processes
streamline hardware, too

In the past, payments were an
add-on for POS systems, so your equip-
ment may have been outfitted with a
cumbersome magstripe reader or you
may have had to add a terminal PIN
pad to swipe cards. Today, hardware
is much less intrusive and much more
mobile, accepting payments in a variety
of ways, and it looks sleek and clean in
any restaurant.m
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The CHEFMATE Revolution : Supporting Chefs, One Step at a Time
MSHEEEOHIEFECHEFMATES B !

CHEFMATE,

he popularity of

T a footwear solution designed
to alleviate the physical strain

experienced by chefs, is on the rise among

culinary professionals in New York City.

Research from Japan indicates that
approximately 30% of kitchen accidents are
caused by slips and falls. Despite kitchens
in the United States typically maintaining
dry floors, the risk of such accidents
remains a significant concern. Dr. Kazuo
Hokkirigawa, also known as Dr. Hokky, a
former professor at Tohoku University and
an expert in tribology, collaborated with
Kohshin Rubber to develop CHEFMATE.
This product aims to protect chefs from
injuries resulting from unexpected falls in
the kitchen.

In essence, CHEFMATE not only offers
slip resistance but also excels in halting
slips immediately. However, it's worth
noting that any shoe may slip if grease
accumulates on the floor. The crucial
factor is the shoe's ability to promptly
stop slipping, which is where CHEFMATE
shines. Its ability to stop immediately upon
slipping is the result of extensive research
in tribology, the science of friction.

MANHATTAN

711 3rd Ave.(on 45th St between
2nd & 3rd Aves)

New York, NY 10017

LOS ANGELES
4200 Shirley Ave.
El Monte, CA 91731

LASVEGAS
6580 S. Lindell Rd., Suite 100,
Las Vegas, NV 89118

Los Angeles HQ *

=225 MUTUAL TRADING

San Diego -

This effective slip-stopping capability is
achieved through two surface treatments
on the shoe sole: a rough surface for basic
slip-resistance and a smooth surface to
enhance stopping power after slipping.
Additionally, the tread spacing is designed
to prevent debris from clogging.

Beyond its functionality in preventing slips,
CHEFMATE prioritizes the comfort and
well-being of chefs. Despite being light-
weight at only 10.6 oz for one side of
26cm shoes, these footwear options fea-
ture a rubber heel wrap to alleviate lower
back pain,a common issue stemming from
long hours of standing. This wrap (photo
1), along with inner rubber for a snug fit
and urethane in the midsole for added
cushioning (photo 2), is complemented by
a unique Arch Support system that pro-
vides moderate support for posture.

CHEFMATE is meticulously crafted with
attention to detail and is recommended
for individuals who have experienced
hazards on kitchen floors and stairs or
suffer from back strain due to extended
periods of standing.

CHEFMATE GRASPER BLACK
SLIP RESISTANT
KITCHEN SHOES

Las Vegas * Phoenix °

Dallas »
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slip resestant new rubber traction
sole with oil resistance
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The cushion with maximized

resilience supports your feet
all day and every day

Photo2

The soft cushien in ﬂufﬂlhr)
pratects your ankles

CHEFMATE is available at Manhattan Store & MTC Kitchen Online
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The Quest for Gastronomic Liquor Episode 1
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hen servers suggest an alcohol to
Wa dining guest or pick a sake to

accompany a meal, uncertainty
often arises regarding whether the chosen
drink would truly complement the food.
This is partly because it's not feasible to
taste the food and drink together before
making the order decision.Thus, it's crucial
to suggest a liquor that is expected to pair
well with the food based on the server’s
cumulative experiences and knowledge.

To enhance future menu suggestions and
sales strategies, Sake School of America
(SSA) conducted a tasting to evaluate the
compatibility of food and sake pairings.The
tasting focused on sushi, a quintessential
Japanese dish, paired with various types of
sake:Junmai Daiginjo, Kimoto Junmai,Nojun
Junmai,Yamahai Junmai,AWA Sparkling, and
Nigori Sake. These sakes were paired with
nine sushi dishes, including tuna, yellowtail,
sea bream, shrimp, octopus, egg, mackerel,
tekkamaki, and kappamaki. Following
are the findings from the Sushi and Sake
pairing assessment.

The essence of gastronomic beverages lies
in how food flavors and textures evolve in
the mouth and influence the diner's palate.
Individuals' perceptions of food vary based
on their culinary experiences, preferences,
and cultural backgrounds.

W 7 BOIEKR

PANEL MEMBER COMMENTS

Atsuko: Traditionally, sake and sush are
believed to pair well, but not all are
combinations successful. The balance
of umami and fat in sushi allows it to
pair with different sakes. However, the
success of pairing depends on achieving
harmony between the dish's sweetness,
acidity, or fat and the sake's profile.

Patsy: Daiginjo sake pairs well with
light fish sushi, while junmai, kimoto,
and yamahai sakes enhance umami-
rich shellfish and oily fish like tuna and
mackerel. Sparkling sake is best as an
aperitif, whereas sweet, creamy nigori
sake can pleasantly conclude a meal,
similar to dessert-like tamagoyaki.

Chicago - Yamasho °
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Atlanta - Yamasho Atlanta
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Unlike wine, sake possesses subtle flavors
and textures. However, the amino acids
derived from the trace proteins in rice play
a crucial role in sake pairing. Interestingly,
the human body comprises about 20%
protein, containing 20 different amino acids.
These amino acids, absorbed as nutrients,
contribute to bodily tissues' formation and
impart unique tastes. When combined in
the mouth, they interact in various ways,
profoundly influencing the overall taste of
both food and alcohol.

Among the 20 types of amino acids,
the ones that contribute to umami are
glutamine and asparagine.These two amino
acids, found in sake, are present in more
than ten times the amount compared
to wine. Additionally, among the eight
amino acids that contribute to sweetness,
sake contains a particularly high level of
alanine, proline, and glycine. Overall, sake
contains about four times as many sweet-
tasting amino acids as wine. Among the
remaining 10 amino acids that contribute
to bitterness, cysteine and asparagine are
abundant in sake, being about three times
more than in wine. Overall, sake contains
about four times as many bitter-tasting
amino acids as wine. These amino acids in
sake blend with the flavors of dishes and
interact in the mouth, influencing whether
it tastes delicious or not depending on the
resulting sensation.

Glutamine & Asparagine

Alanine, Proline & Glycine

Cysteine & Asparagine

B Sake
B Wine
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© Best pairing

O Good pairing

E Junmai  Kimoto Junmai Yamahai AWA Nigori
ood/Sake | pajginjo Junmai @ (Richstyle) Junmai Sparkling 8
Tuna Akami © © O O
Hamachi © © (@)
Tai O O ©
Shrimp O © © o o
Octopus O © ©
Tamago @) @) © ©
Saba ) ) © ©
Tekka-maki O © O
Kappa-maki @) @) © ©
© 2 | 5 5 2 2
O 2 4 4 3 2 4

Peptides formed by combining multiple amino acids contribute to sake's rich mouthfeel, especially noticeable due to its high amino
acid content. Considering sushi and seafood dishes, the paring test assessed how sake is effective in masking fishy smells and how it
balances with the acids in sushi rice vinegar. As depicted in the chart above due to the significantly high amino acids contained in sake
versus wine, sake is naturally the superior pairing for sushi.Among them, rich Junmai and Yamahai Junmai will complement sushi well.
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NEWS / TRENDS

Export trends of Japanese sake and alcoholic beverages

-The 2023 export value of Japanese sake and alcoholic beverages was 134.4 billion JPY.
Both the export value and quantity were less than the previous year due to decline in
alcohol consumption in China and the U.S. -

BAREEEOHEEIRICDOWLT
2023 FOELEAIZ 1,344 B, DELCT XA HDOEEFHETESE - HELHICHIEIN -

he export value for 2023 was

I 134.4 billion JPY (A3.4%
year-on-year), the second
highest value after the record high
export value in 2022. By commodity,
Japanese whiskey and sake accounted
for 68% of the total export value.
Japanese beer sustained its export value
(66.6% increase year-on-year) despite
the decreased export value of many
commodities due to global inflation,
reduced alcohol consumption in some
regions and nations, and the impact from
prolonged inventory adjustment in the
U.S., etc. Demand for alcohol consump-
tion is declining in Japan due to the
declining birthrate, aging population,
population decline, lifestyle changes,
and especially due to reduced consump-
tion among young adults, a significant
factor. According to a survey conducted
by the Ministry of Health, Labour and
Welfare, 26.5% of consumers between
the ages 20~29 reported their frequency
of alcohol consumption as “hardly ever,”
while 0.4% reported they had “quit
drinking,” and 29.4% reported “never.”
In other words, 56.3% of consumers
between the ages 20~29 consume little
to no alcohol.  As demand for alcohol
declines in Japan, exports of alcoholic
beverages to markets overseas is
increasing and exceeded 100 billion JPY
for the first time in 2021. The Japanese
government set the target export value
of agriculture, forestry and fishery
products including alcoholic beverages
to 2 trillion JPY by 2025, and 5 trillion
JPY by 2030. Also, the “Strategies to
Increase Agricultural, Forestry, Fisheries
and Food Exports” lists Japanese sake,
whiskey, Honkaku (authentic) shochu,
and Awamori as key commodities. One
interesting development for Japanese
alcoholic beverages is an application
filed by the Japanese government to
request the addition of “traditional sake
brewing techniques” to UNESCO’s
Intangible Cultural Heritage. Tradi-
tional sake brewing techniques are
expected to be registered by UNESCO
this year, which will increase the famil-
iarity and demand for sake in both Japan
and overseas. Also, the depreciated
Japanese Yen incentivized the highest
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January | February March April May June July August |September| October | November|December| Total
Bgoraneurt | 82.7 [130.1 [ 138.1]103.2 | 130.8 [ 115.9 [132.5(101.7 | 109.0 | 1047 86.6 | 108.7 [1344.1
cameciion | A3.1(+45.5 | A4 |A13.2| +14.1|A205| +4.7 [A10.2|A11.5| A7.9 (A20.7| Ad2 | A3.4

inbound alcohol consumption on record
at 5 trillion JPY by approximately 25
million visitors to Japan in 2023, 80%
of pre-pandemic levels. Further, the
Visitors Expenditure Trends Survey
(July~September 2023) conducted
by the Japan Tourism Agency (JTA)
asked foreign visitors “what they look
forward to enjoying in Japan prior to
their visit,” to which approximately
33% replied, “enjoy sake.” Approxi-
mately 22% of foreign visitors to Japan
purchase alcohol, indicating a high
level of interest in Japanese sake and
alcohol among foreign visitors.

Sake exports in 2023 were less
than the previous year in both
export value and quantity at 41
billion JPY

The Japan Sake and Shochu
Makers Association — the largest
industry association with approximately

18 June2024 . www.alljapannews.com

1,700 member sake breweries and
shochu distilleries throughout Japan —
announced their 2023 export records
(January~December). The total export
value was 41.08 billion JPY, 87%
compared to last year at 29,000 kiloli-
ters, approximately 81% in quantity
compared to last year.

The three main reasons for the
decline are: (1) Reaction to rapid
expansion in the past two years, (2)
Sluggish consumption due to infla-
tion and the economic slowdown, and
(3) Issues surrounding the ALPS water
treatment.

(1) Consumer reaction to rapid
expansion in the past two years is
evident in alcohol exports that increased
66% in 2021, and 18% in 2022. These
values are strictly shipping records with
a gap between the actual local demand.
As disruption in the container shipping
supply chain subsided in 2022, the

export value of Japanese alcohol was
further impacted by orders delivered
early, growing inventory, and labor
shortage. Hitoshi Utsunomiya, Director
of the Japan Sake and Shochu Makers
Association, commented that starting
with the U.S., “Each nation took a long
time to use up their inventory in 2023.”

(2) Sluggish consumption due to
inflation and the economic slowdown
occurred mainly in the top sake export
destinations, such as the U.S. and
China. In some cases, “consump-
tion decreased at each restaurant” and
“some restaurants could not open due
to high labor costs.”

(3) The impact from issues
surrounding the ALPS water treat-
ment is evident in the export records
for China since China banned Japanese
seafood imports, which reduced
the export quantity from August ~
November down to the 50 percentiles
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Export value by product

Change from previous year

Change from previous year
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Top 10 countries/regions by export value

Change from previous year

Change from previous year

B 2022 | AETEREER 2023 | SETEEHE - Hhig 2022 | xEUEEIEEER | 2023 | WEiEBREE
1 Z % — Whiskey 56,052 | +21.5% | 50,092 | A10.6% FhzE A REFIE China 39457 | +232% | 32,221 | A183%
S5 Sake 47,489 | +182% | 41,082 | A13.5% FXUNEERE USA 26,780 | +125% | 23,719 | A11.4%
')Fa—)l Liquor 13,610 | +12.8% 12,433 | AB8.6% A& R[E South Korea 5,576 | +101.8% 14272 | +156.0%
£ —JL Beer 10,746 +46.0% 17,906 +66.6% L35 Taiwan 12,029 +29.3% 13,516 +12.4%
Y>-7#yhJinVodka | 4970 | +46.5% 3,758 | A24.4% 3% Hong Kong 11,593 | A21.4% 9,444 | A18.5%
ey Shochu 2,172 | +24.4% 1641 | A24.4% &> #A—L Singapore 8237 | +62.6% 7693 | A6.6%
I~ Wine 686 | A0.1% 567 | A17.4% #5240 Nederland 4,203 +8.4% 6,710 | +59.7%
€0t Others 3470 | +12.6% 6,930 | +99.7% F—Z ST Australia 5619 | +34.0% 6,583 | +17.2%
&5t Total 139,194 +21.4% 134,408 A3.4% —5o2 France 6.185 7 6% 5.062 A18.2%

BEEFM Unit: Millions yen
(HER) A7 A B 55T Source: Trade Statistics, Ministry of Finance RE UK 2,386 +109.8% 1,983 A16.9%
2024 38 13 HESROBETIEM  Figures as of March 13,2024 (B%) EU-RE 15,619 +22.3% 16,358 +4.7%

compared to last year. Sake is popular
as a high-end alcoholic beverage among
the affluent, while some prefer to bring
their own bottles of sake to restaurants.
However, demand for sake declined in
high-end Japanese restaurants due to
the recession and the temporary ban of
Japanese seafoods. Although the month
of December reached approximately
70% of pre-pandemic levels, the export
quantity remains low.

The top export destinations for
sake are China in export value and
the U.S. in exported quantity, along
with South Korea and Taiwan.
Export destinations increased to a
record-breaking 75 nations

The export value to Hong Kong
decreased to 6.02 billion JPY (84.7%
compared to last year) but increased
for South Korea at 2.9 billion JPY
(115.1% compared to last year) and
Taiwan at 2.68 billion JPY (120.5%
compared to last year), and surpassed
Italy, Brazil, and Spain. Development
of new markets is anticipated in the
future in regions and nations where
Japanese alcohol is still unfamiliar.
The U.S., the top export destina-
tion for Japanese alcohol in terms of
quantity, was impacted by inflation,
inventory adjustments, etc., at 6,502
kl (71.6% compared to last year). The
export quantity increased to South
Korea at 4,192 kI (103.4% compared
to last year) and Taiwan at 3,104 kl
(100.9% compared to last year), with
both nations steadily growing in both
export quantity and value.

Export value per 1 liter of sake
continues to rise, indicating sake is
trending as a “premium” beverage.

Both the export value and quantity
of sake was less than last year in 2023.
However, the export value of sake per
liter increased in both 2022 and 2023
and broke the record. Especially in

China, Hong Kong, and Singapore, the
export value of sake per liter exceeded
2,000 JPY. The average export value
of sake was 650 JPY in 2013, which
more than doubled to 1,407 JPY by
2023. Utsunomiya said sake is selling
at higher prices overseas like French
wine, which he believes is indica-
tive of premium sake leading the
global market.

Focusing on meeting the demands
for inbound sake consumption
and local approach to restaurants
overseas that exceed the realm of
Japanese cuisine

Sake is still unfamiliar in many
regions and nations. The market for
sake is anticipated to grow further
since many sales channels are unevenly
distributed through Japanese restau-
rants. Incentivized in part by the
depreciating Japanese Yen, foreign
tourists who visited Japan reached 25
million in 2023, estimated to be 80%

E7|E#HiH£%E - 212 Export value/volume by country

£%EEf(I Amounts rank

of pre-pandemic levels. Inbound sake
consumption was announced to have
reached a record-breaking 5 trillion
JPY (Japan National Tourism Organiza-
tion). Sake sales by the Japan Sake and
Shochu Makers Association at major
international airports (Narita Inter-
national Airport, Tokyo International
Airport, Chubu Centrair International
Airport, Kansai International Airport,
New Chitose Airport, and Fukuoka
International Airport) are brisk, with
plans to increase exports by capital-
izing on the synergistic effect from
increasing inbound sake consump-
tion that includes future tourism to
regional sake breweries. A partnership
was finalized with the Association de
la Sommellerie Internationale (ASI)
in 2022 to participate in sommelier
competitions organized in each region
by ASI and training programs for
young sommeliers. ASI is also engaged
in activities that invite award-winning
sommeliers to Japan and educate

BA:EAMA  Unit: Millions yen

world-renowned, influential somme-
liers about sake. In the future, the ASI
plans to promote sake through collab-
orations with other sake, agricultural,
forestry and fishery products, and to
introduce the appealing flavors of sake
to non-Japanese restaurants with the
help of sommeliers overseas.

Future prospects for sake exports

Future mid- to long-term prospects
to increase the export volume of sake
is to increase the familiarity of sake
in regions still largely unfamiliar with
sake, such as Texas and Florida in the
U.S.; expand sales channels in regions
and nations other than China, North
America, and Hong Kong - approxi-
mately 70% of the global market;
diversification is also important, etc.
South America, Central America,
and Mexico must also be targeted in
addition to Southeast Asia, where
Japanese restaurants are increasing in
numbers. The Regional Comprehensive

(8 M E B BT

B ET Quantitii rank Source: Trade Statistics, Ministry of Finance

% R4 R5 R5/R4
2022 2023 [ 2022/2023

1 | FPEARHHE China 14,163,688 [12,465,430| 88.0% | |1 | 77X /A& RE United States | 9,083,761 | 6,502,237 | 71.6%
2 | 7XAUAERE United States | 10,929,531 9,090,646 83.2% | |2 | hEARILHE China 7,388,482 | 5,793,847| 78.4%
3 | & Hong Kong 7,115,799 | 6,023,799 | 84.7% | |3 | KEZE[EH South Korea 4,054,175 | 4,191,862| 103.4%
4 | KEZE[E South Korea 2,523,431 | 2,904,746 | 115.1% | |4 | &5 Taiwan 3,076,021 | 3,103,784 100.9%
5 | &7 Taiwan 2,222,419 | 2,677,216| 120.5% | |5 | &% Hong Kong 2,717,400 | 2,327,945| 85.7%
6 |/>AR—)l Singapore 2,325,956 | 1,509,510 64.9% | |6 | >/ HR—)L Singapore 917,488 697,787 | 76.1%
7 | 7% Canada 1,162,614 | 754,732| 64.9% | |7 | #7 % Canada 1,005,422 670,657 | 66.7%
8 |A—AFS7 Australia 932,034 644,596| 69.2% | |8 | #A Thailand 681,326 | 618,512| 90.8%
9 | Z[EH United Kingdom 607,188 543,681 | 89.5% 9 | F1Y Germany 663,838 606,742 | 91.4%
10| 75>/ France 523,769 | 488,373| 93.2% | [10| #—AFS1)77 Australia 806,207 | 531,986| 66.0%
11| NpF L Vietnam 705,663 | 452,627| 64.1% | |11 A&7 ltaly 494459 |  429,116| 86.8%
12| XL —</7 Malaysia 625,686 | 380,832| 60.9% | 12| ZE United Kingdom 484,065 |  402,477| 83.1%
13| 24 Thailand 426,756 | 380,118| 89.1% | [13] Nk L\ Vietnam 692,615 | 388,188| 56.0%
14| KAV Germany 357,853 321,153| 89.7% | |14] 75>/ X France 427,242 | 370,054| 86.6%
15| 4 >/% Netherlands 340,534| 317,688| 93.3% 15| 7Z)V Brazil 343,571 328,717| 95.7%
16| Y /374 Macau 318,381 254,221 79.8% 16| A#=>/% Netherlands 483,917 322,632 66.7%
17| 4 2)7 ltaly 197,834 | 229,455 116.0% | [17] <L —</7 Malaysia 581,875| 311,501| 53.5%
18| 7<)V Brazil 178,288 | 188,573 | 105.8% | [18] XXA">/ Spain 263,148 | 218,382| 83.0%
19| XA~/ Spain 163,000 170,360 104.5% | [19] X1 X Switzerland 138,987 137,760| 99.1%
20| 7+ ) Philippines 139,556 | 123,349 | 884% | (20| A XS TV Israel 140,816 127,254 90.4%

Z DAt Others 1,532,219 1,160,740 | 75.8% Z Dt Others 1,449,823 | 1,114,329 76.9%

&5t Total 47,492,199 [41,081,845| 86.5% &5t Total 35,894,638 [29,195,769| 81.3%

BT Unit:Thousand Yen

BN Unit:Liters
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Economic Partnership Agreement
(RCEP) - consisting of 10 ASEAN
states — phased out tariffs, approved
organic labels equivalent to Canada
and Taiwan, and enabled JAS-certified
organic sake to be exported, etc., likely
to increase sake exports.m

023 4£ 57 D 41 % 1,344 (%
ZZ(ﬂmﬁmA&@ma&b\ﬁf

i & 78 o 72 2022 4R 1T Kk Kk HE
TmBEBTIET A 2 ¥ —, HAREL L
SR D 68%, RN LMl —
TBOME - Mgz B 1) 2 LR, KENC
BRI AEHFREORE T, %4
D HIZ B O TSI L 7203
E— VIR LT b CamieE b
+66.6%),

HAENTE, 27 Et - A%
B 547 AT A NDE ETIED
WHEPBAILTEY, Ry 7750
FEO 7V 3 — VEEN DTN DO K Z
KR EEbN TS, JEEHEEOH
HICE 2 &, 20 ~ 295K DHIE DA EE

NI EAEMER V) $326.5%., T
By D30.4%., TIKE vy 5329.4%
v R, 20 ~ 297% 1% 9 56.3 %
EEEZIZEAERER G, HEH0IEse
CERE 2\ B ) 72 - 72,

L2 L, AARENTOFREDNT 2
P/ 1%) SANOY i sTEw &y =l st/ R N a8 )i I
LTE D, 2021 4E1213 % & T 1,000(%
M % 28 LR L T 3

HARBUT 3, W% & oKy
Lol % 2025 4F £ ¢z 29k 1.
20304E F CIcb kM E T2 BEZ B
T3, ¥ZOHEERD-DIC T
MOKEEY) - B OiHAERFATIIE ) 12
BWLT, HARBE, 74 A% —, Kight
it - g BN EHICEEL w3

HADWHICEIT 27 H T X EH)A &

<, MERIEED ) O R R 2B
XALEENDOIRED D D HAM - b

]]]E-I

, a'inl?-!-ﬁ‘-

1000 0 P68 7pg

i I I I I I I

an

2007 2004 2009 2000 2011 2012 2013 2014 F015 2016 2017 2006 2009 2020 2031 2037 2033

ST 054 [ea) [54) [57) [ex) [6zx) [ez] Cead Do) [71) [ea]d (1] [6a) [72] [75)
e $5% (J5KI) Volume (10,000 ki) 2H5EB] 21002 FEEE ARG AW

LIE

Pt + YR & v o e IR DRI 22 3FiE D
Btz 0w T, 2% R a MRS~
DBEFEPENICTE T INDFPE, U
EhR S IAIUSRANEDE £ v, BN
DFHDOILKRIIHEI R TS, 2o M
BRBWBEIZ, 20234EDA N7 v K
HE L ERE O 5 IR, B HZEIIK
25007 N & au FHiDf 8% £ TRIE
L7, S SICHEDET D583 L i Dl
H A E AN E B n i (202347 ~ 9
H) 1ok s L, THHHENCRET 5 2 &
LT THARDO BT, L&A

135933 %., 76 HZ& O ALK
22% Lo TE Y, HARMZ: S
R 2EFHED & DRI O,

2023 £ AT &
S - HELHICHFEEND410EM

HAZEFRY 1700 Dl xED R % 2
R RDOMETH 2 AW G A e
Ah, 20234 (1H~12H) D HAW
DEHEEEALR L, 2R LD &,
2023 4F @ H 71 o> i HH #%48 13 1l 48 H
87% D 410.84& M, HtIIRiA4H81%
D2.97Fa )y FVEST,

T AF AR ICIE, (1) #E2
FICAIER L7 )E) (2) A7 L5t
SR IC X 2B (3) ALPSALE
KEED 3 BTSN3,

(1) 122021 4F1266%84, 20224F(C
FI18% M LA L D DD, T OBF
13dH < FOHME—D O, BiHiOFH
LIEX vy TRH o7, FHZ20224 13
Wiiia > 7+ ORELIINK L 7- D % #
12, FEXOHME L% & CHEBEO R
NEAREDHEEEL 7, 7 A A ZHEHIC
F2023 fE 13 45 @ © Z D WAk I R [ 53 2
Moty & HAREER AR RS OFH
PRI

(2) FTIC EE D7 2 A
T, TSRS 72 b DN B E 2D
TN SR Y iz 4 — 7T
0 ZOFHIS %o T,

(3) DRI REIT OHEETHE
IZRNTE D, HAREIKEY D A5 1L
W7o TR, HARWOHN S8~ 11

20 June2024 - www.alljapannews.com

4108

10 HicY) D& L EF& Export price per liter

5.0
e gﬁ (ZP(-B% ) ¥F}% (ZF‘(;%Z ) rate of increase
4.5 B3z E4 unit price (yen/L)| unit price (yen/L) (GG s
1 | Z7AUAERE  United States 1,203 1,398 16.2%
40 2 | PEARHME China 1,917 2,151 12.2%
3 | AXHBEE South Korea 622 693 11.3%
3.5 4 | BB Taiwan 722 863 19.4%
5 | &E Hong Kong 2,619 2,588 -1.2%
1.0 6 | >#HER—IU _ Singapore 2,535 2,163 -14.7%
7 | AR Canada 1,156 1,125 -2.7%
F1 8 |21 Thailand 626 615 -1.9%
9 | F1v Germany 539 529 -1.8%
1.0 10 | #A—AFZ1J77  Australia 1,156 1,212 4.8%
11| A2U7 Italy 400 535 33.6%
15 12 | HE United Kingdom| 1,254 1,351 7.7%
13 | RS L Vietnam 1,019 1,166 14.4%
1.0 14| 752RA France 1,226 1,320 7.7%
15| 7591 Brazil 519 574 10.5%
0.5 16 | 505 Netherlands 704 985 39.9%
17 | RL—27 Malaysia 1,075 1,223 13.7%
B0 18 | ARNA Spain 619 780 25.9%
19 | A1 X Switzerland 763 726 -4.9%
20 | 1AZT)L Israel 419 428 2.3%
i 1,323 1,407 6.3%
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NEWS / TRENDS

Nikaido Shuzo Co., Ltd.

(Oita prefecture)

released barley shochu
“REEE (KPR - ZHE) D

AR 7emta

ounded in Hiji town near Beppu
Bay, east of Oita prefecture,
Nikaido Shuzou Co., Ltd. invited

buyers and media professionals to their
tasting event at the Intercrew Restaurant

in Los Angeles on April 8.

Nikaido Shuzou distills shochu
using the vacuum distillation method that
generates a mild flavor, thus renowned
for their subtle, refreshing flavor. Also,
Nikaido Shuzou’s distillation method is
passed down only to successors within
the family, and not allowed to be carried
outside the premises. Unlike other shochu
distilleries, successors of Nikaido Shuzou
become the Toji (master shochu distiller),
distill shochu, and adhere to traditions

to date.

JRN: Please introduce Nikaido Shuzou

Co., Ltd.

Nikaido: Nikaido Shuzou Co., Ltd. is a
shochu distillery based in Hiji town of
Oita prefecture, renowned for famous
spring water bubbling in various places.
This land surrounded by green mountains
and the calm waves of Beppu Bay makes
Hiji town an ideal site to distill shochu,
home to the world renowned “Nikaido

Barley Shochu.”

JRN: Please describe the characteristics

of Nikaido Shochu?

Nikaido: Nikaido Shochu is delicious on
the rocks, mixed with soda, or chilled in
the refrigerator and served straight. The
umami flavor and richness of Nikaido
Shochu makes it a great recommendation
best enjoyed before and during meals.
The “Nikaido Barley” introduced in this
report is distilled from 100% barley and

barley koji.m

Nikaido Shuzou Co., Ltd. ZR&E:HEE

Establishment: 1866
BIZ  EIG245 (FE18664F)
Brewery Location:

2849 Hinode, Hayami, Oita, JAPAN

RO ERIEHHAET2849
TEL:0977-72-2324
www.nikaido-shuzo.co.jp

President: Yuichi Nikaido ZP&&E#—

Distributed in the U.S.
by Nankai Group, LLC.
KETOEDIKRWIEEEES

https://nankaishochu.com/

FEROH, BB E W H
k 712 1866 4 fll 3 o — FE 52k
Wiz, 4aHSHu ¥ )L 2
DA VY=V —L AL T IEBNT
NAY— AT 4 TEREFELASRS %
Bt L 7o, ZREapiE o BER I3 EE 20>
kA A A TR TIES LD
7, bWwidd o D LR THE
OB CTH 5, £, G
. FKin & LT & 1Bk o 285D
ZBUIAAHETH D | o EEEY;
& B2 D R E DML & 7 D RN
ELTHBIEDL BERIZTFON TV S
v,
—WEAE A E O 8 fAH ICEMT L
7o R — ISR Z Al o 72,

JRN @ R & 13 ?

TREE w2 & 25 TS F0
20K OHL, KAy H BT, fkoli%
&P ERD RIS I T 2 b
F XSG D BT, Hiz)A Al
LD TROUEREN i, 052
I ETT,

JRN : ZREEEBERT O R ?

TR TR0 FuRAGIER Y
7. V—=FHY WEETEHEPLTA
FL—F, B 2274H 27000
HeRhHEE L TE8TIDHTYT, &
B RN T 2 “Korte E Bl —pgas”
W, BERHCRZEZ L 2R MA L, &
100% TN TR ET,

NIKAIDO

e arfglog™

NIKAID(

S wraar

Japanese Restaurant News - Vol. 33 - No. 307 21



NEWS / TRENDS

Japan and the U.S. linked supply chains to increase scallop exports
to the U.S. market

KEICHR S TERBEEN. BXIMEEHETESE

gricultural, forestry, fishery,
and food products exported
from Japan reached 1,238.2

billion JPY in 2021, of which seafood
products accounted for 301.5 billion
JPY (24.3%); and 1,414.0 billion JPY
in 2022, of which seafood products
accounted for 387.3 billion JPY
(27.4%); and 1,454.7 billion JPY
in 2023, of which seafood products
accounted for 390.1 billion JPY
(26.8%). Seafood products account
for approximately one-fourth of the
agricultural, forestry, fishery, and food
exports, of which scallops account for
the highest export value (excluding
adjusted items), which accounts for
approximately 5% of the total export
value of agricultural, forestry, fishery,
and food products according to the
Ministry of Agriculture, Forestry and
Fisheries (Table 1).

The export value of scallops was
91.1 billion JPY in 2022. However,
the export value after September 2023
dropped to zero following China’s
ban on Japanese seafood imports
after Tokyo Electric Power Company
(TEPCO) Fukushima Daiichi Nuclear
Power Station released ALPS treated
water into the Pacific Ocean, which
dropped the export value of scallops
to 68.9 billion JPY, a 24.4% decrease
year-on-year. Japan exported 143,000
tons of scallops to China, approxi-
mately 30% of the scallops produced
in Japan, of which 96,000 tons were
shelled frozen scallops.

Further, approximately 40% of the
scallops exported to China (estimated to
be 30,000~40,000 tons) are processed

in China and shipped to the U.S.
market. Shelled scallops (bivalves)
cannot be exported directly from Japan
to the U.S., thus exported shelled from
Japan to China in the past. The shells
are time-consuming to remove before
being exported to the U.S., etc., which
poses significant challenges on fishery
industry professionals to urgently
establish a processing system to replace
laborers removing the shells in China
and develop sales channels.

Japan External Trade Organiza-
tion (JETRO) collaborated with the
Ministry of Agriculture, Forestry and
Fisheries and the Ministry of Economy,
Trade and Industry and dispatched in
January a company that processes
seafood products in Hokkaido and

Aomori prefectures as a research
team to research Vietnam as a new
processing base to replace China. In
March, fourteen companies consisting
of Japanese fishery industry profes-
sionals hoping to export scallops to the
U.S. market visited a processing plant
in Ensenada city, Baja California state,
Mexico near the U.S. market. Ensenada
city, where the research team visited,
is located on the Pacific side, approxi-
mately four hours from Los Angeles
by car.

Therefore, tuna and oysters, etc.,
are caught from the water, refriger-
ated, and directly transported by truck
to be served in U.S. restaurants in Los
Angeles and Las Vegas, etc., within 24
hours for mass consumption. These

®1  RWKEY - BRn GilLFEAOHS

seafood products are highly prized
for their freshness and traded at high
prices. Compared to scallops from
Japan currently processed in Asia and
distributed in the U.S., non-refrozen
refrigerated scallops for raw consump-
tion and refrozen scallops without
added water could be rolled out with
new added value. JETRO strives to
develop a facility to process scallops
to increase exports.

Scallops are processed in Mexico
by three member companies of the
National Fisheries Industry Confer-
ence Baja California State Branch
(Canainpesca, Baja California), a
seafood processing industry group.
When JETRO visited Ensenada
last November, these three seafood
processing companies came recom-
mended by the Secretaria de Pesca y
Aquacultura (SEPESCA) and Secre-
taria de Economia e Innovacion
(SEI) for their shellfish processing
technology, expertise in processing
tuna farmed in Ensenada for export to
Japan and sardines for export. All three
companies will leverage their experi-
ence in processing seafood products
for export to the U.S. to process
scallops for the first time and improve
their deshelling technology to process
scallops leading up to the visit. Many
workers who processed scallops for
the first time commented that the work
was not difficult due to their experience
deshelling and processing oysters and
shellfish with hard shells.

Tablel Export Value of Agricultural, Forestry, Fishery and Food Products Unit (100 milion )
2021 2022 2023
BE item e Gme | ol e | oot e
E YD Agricultural Products 8,041 64.9 8,862 62.7 9,064 62.3
7K Fishery products 3,015 243 | 3,873 274 | 3,901 26.8
R T scallop 639 5.2 911 6.4 689 4.7
BEIX Pearl 171 1.4 238 1.7 456 3.1
7'1) Yellowtail 246 2.0 362 2.6 418 2.9
57 - <% O%F Bonito & Tuna 204 1.6 179 13 227 1.6
Z Dfth Miscellaneous 1,755 14.2 2,183 15.4 2,111 14.5
HAEEYD Forest products 570 4.6 638 4.5 621 4.3
DEEEYD Small value cargo 756 6.1 767 5.4 961 6.6
24K Overall 12,382 100.0 | 14,140 100.0 | 14,547 100.0
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(B4{17 : 100759 Unit: Millions yen, %)
AE A+ XfE ANegative value

BADFR % TFEHiHEE#TE Scallop Export Value Trends

2020 2021 2022 2023 Qﬂﬁ$ .
S MR | Gl |oMEE, | Y7 R G |BEE | T | Momns
HE China 14,564 46.4 33,665 52.6 46,724 51.3 25,878 37.6 AN44.6
77 X1) 73 United States 1,588 5.1 6,010 9.4 7,816 8.6 11,921 17.3 52.5
&% Taiwan 5,695 18.1 8,686 13.6 11,166 12.3 10,042 14.6 A10.1
#2[E South Korea 3,235 10.3 4,629 7.2 7,540 8.3 6,639 9.6 A11.9
&7 Hong Kong 3,091 9.8 4,324 6.8 4,801 5.3 5,084 7.4 5.9
Z Dt Others 3,224 10.3 6,630 10.4 13,006 14.3 9,306 13.5 A28.4
&5t 31,397 100 63,943 100 91,052 100 68,871 100 A24.4

Business negotiations
targeting U.S. distributors held
in Los Angeles

The research team that confirmed
the deshelling process of scallops from
Japan promoted scallops processed
in Mexico to a seafood processing
company in Ensenada to increase
consumption in North America. The
team returned to Los Angeles and
negotiated business with U.S. distribu-
tors and buyers. At the venue, scallops
processed at the visited plant were
transported by ground to Los Angeles,
flavored with six different seasonings
that suit the American palate and served
as samples to participants. The partici-
pants were pleasantly surprised by the
intense sweet flavor and expressed
interest in the processing process in

a new channel to export scallops to the
U.S. “diversifies export channels, also
advantageous from the viewpoint of
ensuring economic security.”m

Ei'%mﬁ%';éa EENN 7
——= 1 X 15 EEMRAKFEY) - &
)W2021fﬁﬁuf1%2 382 {8 1
5. KM D33,0156% M @43%)
f:\‘o 2. 2022412 19k4,140(E M D 9
53,873 (27.4%) 27 b, 2023
3 1964,647 M @ 5 53,901 6% 1
(26.8%) 27 o7z, EMKEYD - B
WD &, 40D 1 ZKEWDE D
TWwW3Zeitks, Zohc, WbER
RaDPHRY 7T (FEMZERL) Bk
IKFEW) - B OWHRED 5 © 5% L

(HHE2) MFEEESMET Source: Trade Statistics, Ministry of Finance
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HHRRwio, IhE TlEHAD 5%
fEoF I S, FHDh
Bkt SMEER LT o 72 L OKEZ £l
HEINTELLD, KEFEESITKEXR
8L > CE D, PHEOBE Z T
FI b 2 I AT D REEE L U Fath 23
MU DFE & 72> Tz,

Y x b eI EMOKEES, RTEEEA
LWL, REFLEREICND BH
MR & UCBET L & 9 & dkiiE
PEGRR ETKED RO BEE1HIC
MEMZIE L 72, 72, 3HITIEKRE
HHIEWL, XX a - NN AH Y 75 )L
=7 M v F F O T HiEs % K~
DY T Ot & Hig § HARDKEES
BE 1 AMDHEL 7, HEEToT
Ve F FINEART N AE L, vy
YL R FTHTH 4RO, 207

MEEk DB % BT,

AF T aTOMINE, KEMTEESM
RO EFEIKEFESEIT NN ) 7 4V =
T (DFA VAT« NHY
7 ANZT) OMEHAMAZESH, 23tk
i3, I Y 2 raddn v 4%
AR L7 BR I, SANAY 740 =7
INAKEEFENET (SEPESCA) & [HMIf& 5%
A4 ) RX=> a3 V7 (SEI) »oitiEx%
73, Ho LA HAmR I
i Ehs v FyEEEE~ 7 aoll
TRMHHA 7o DN T 288 E ¥
BKEDM LA, 3thE b F % 7D
DRI T 5 7208, SKIEANF I
T 2 KED O o FHEIEEE I H
D, ShRloFELICAT R Y T Okt Z 8
W%ﬁtéﬁ??ho%¥§®%< Ik
27O P 1ZH D TED, HDE
KX 7 EOHBEDOI TAESRDSH 5 720+
FTIEZUIEDHEL v, A

Mexico. Also, the Japan-U.S. Summit T, (F1) b, wrueh X LiKkBIrEn T RT3,

held in Washington, D.C. in April 2022 D A ¥ T OWHEIZ 911 KM SHBDEE T v 7 THEXRS L, 24

discussed enhancing the supply chain THh o 7hs, 2023 4E DA I T E FEDIIc O v BN AR T AR R KEREZWRE UcERS
for seafood products. A joint statement T RS 5 1R 1 J 8T O ALPS EREDORHEHDOL A b 7 ISl ST O > EILATHIE

vowed to “build a strong supply chain
for reliable seafood products,” and
confirmed further cooperation between

SUPEAR L D H A EEZKEE ity D g A 5K
IHMEECTIOAMEY I o7 & &2
& 689fEM L HiEIL 24.4% K BIAA TS,

&, FhEDRELLIP EE TG S L5
i & U TR Z RO, FHE
ZHEE 7 AR AN AR, PR S

Ik F Y OKEMLELT, HARE
TY T DR EDO LR AL 72

Prime Minister Kishida and Presi- hEICEE S N Ry 713, HARDAE NEMEIKDOHFEE Wote, BETS T X, A ¥y aTcimLiEnszsy570
dent Biden to ensure economic safety. BOM3EIC Y2143 T, & TINL S FURENCHGE L T 5 HARE & iz 7E—L L, ALK TOBEEILKIC

Government officials from both nations

DI BI.6H LR E DAY T

Pl TR = v B N e T s

2kF3ZEREMC, Y rELRIC

commented that deshelling scallops in Fot, 512, 20IHLDF4E RO B O T2 D 2, WiHHEKR RO KREDDESEE, N —L 0)?@*’\/‘
Southeast Asia and Mexico to develop E3~AT~ ) FHRETHLL %, ZMZ7D, Y huldsyTERAS ZHAME L 72, S, B H ISR
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Bk L. *IA:D56@%®%HTT
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EHIT, XX I TOMIIZD VTR
PEE LT,

£7. 47> v b vDCCHf#
SN HAKREMEHET \mE%®ﬁfﬁ
AFz— /@9§1’E [ ek X
HF%Tmfﬁﬁf m%fgémﬁw
DA 2T 5, LRSI N, B
A E N TV KFEDREF L 2R 5
Yoot imib 2R L 7, BUNBIRE
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Restaurant fcademy E_-gn;gg;; HEEE%A&@-
HAETERELHBRIZToNS | 2K T:EA!

EHa A FS7iE= NRA OLEETHD ServSafe A HEEITTD
& oafiiE 8T A& -Food Protection Manager Certificate-

- gy

S he 8 | ﬁ,

BIAL1997F

Ron{@EFalGE NS =E

EFBRTA—Vr—2F20NHEHRELAEGVOTED, dUTa Ao THEES
LTI, TR TH7—FH—Ea MR TFI Food Manager Certificate %
R LTS RA ks | HEETI_EERBTHTWLIT, KRR~
MEFEOBMENRT. REROS »2rva vy~ OBRL MBS, RE
L D = R = e W A el cEL RS 3 LT RS I & o

RS cordena%ias 52

Japanese Restaurant Academy 8:50am F{1Bis E—AH $165
164901 S. Western Ave. #102 O:00am 38358 SRE - B - FAF - BFTESAS
Gardena, CA 90247 1:00pm~3:00pm #TFE

* BEELLLERSLERLYERE 10 58T, SORDENSAERORAIIER- L5 BENRUET.
SHECTEWATRENSBEEZWEBELOR, FHWT 1 ADPSHRETT, 1 BAFRA$1T5

FEEI SR 4ty = DL (0ZH#LLLESS

—M1EHLUSIES ZEHE : EEEATEGESE $100, ¥hUlAOBSEERERVET,
EER A SELSELEARBOER MM T,

E $ Llﬁa https:/fwww.alllapannews.com/page/food-manager M7 x=L4L LY EHLABCTTIN,
Fhold, BE, A-NTEMSEIIN,

ﬁﬁ E%ﬁ Japanese Restaurant Academy
(213) 680-0011

%3 E E E Ffﬁ{& restaurantacademy@alljapannews.com
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ERFE japanese Food
~=== & Restaurant Expo 2024

Sove the Dates More info to come

NEW YORK LOS ANGELES

SAT SEPT 21st SAT SEPT 28th
10am - S5pm Bam - 4pm Liquor pavilion closes at 3pm
NYmtccom ©Metropolitan Pavilion LAmte com @Pasadena Convention Center
3 125 West 18th street New York, NY 10011 300E. Green Street, Pasadena, CA 91101
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: L_argést & Longest Running Japanese Food Trade Show Outside of Japan
Principal Meeting Place For Foodservice Professionals & Suppliers

NEW PRODUCTS $ SAVINGS FREE to Attend

BE 0 iy 0 wrbr el bomie vmen sl i ervi bl be Tl el bemlvmenr wefrabees. Tea el o eden, reed

by, /P 22 MIYAKO SUSHI & WASHOKU SCHOOL

enroll now for spring / wmmer courses culinar ¥ fruining for authentic Ja panese cuisine G BXPAFHNCE NECOISOrY

curriculum created by Master Sushi Chef Katsuya Uechi
instruction by team of highly qualified, practicing Katsu-Ya Group chefs

small classes, personalized training

SUSHI COURSE AUTHENTIC WASHOKU COURSE

4 weeks 2 weeks
» professional Suhi prep = professional techniques & knowledge
» rodifional and modem siyles » Wathoky, Califarmian, feslon culline
* knifs hondling & mainterance
» gaasonal seofoods & vegeiables Dashi » rice » soup * Sunomono
* Jopaness savces Sashimi = Yoki-mono = Mi-mono
* Suahi chef philowophny Muihi-mong * noodlss
* Suihi bor parformaonce
* kitchen cleaning & kyglens * knives & cooking fools
* fiald frips to fish market * cuiting lechnigues

training kitchan fl:n:'-“I}' if Las .ﬁ.ngalaj 213 437 2124
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N OZEKI
SAKE

GEKKEIKAN SAKE
KYOTO SINCE 1637

Honorary Sake Sommelier

(3¢)

| ! -

Honorary Sake Sommelier & Saka-Sho

RSP ,
SAKE
SOMMELIER
CLUB

-'-'..nl !p IF 3

Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC'

MASTER

. SAKE
SOMMELIER

Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

Keio University Faculty of Law, Depart-
ment of Political Science. Worked

for Nomura Securities for 10 years.
Former president of California Sushi
Academy Former chief of planning
dept. at Mutual Trading.

David Kudo

Sake Sommelier
Master Sake Sommelier
Born Kita-Akita City,
Akita Prefecture.
Took over as Exec-
utive Officer of the
Japanese Food Trend News founded
in 1991, when the predecessor was
assigned back to Japan. Currently
distributed as Japan Restaurant News
(20,000 issues published electroni-
cally) in North America, Japan, and
Southeast Asia.

S

Sharing the greatness of Sake with our Customers

ven if it is good tasting, if
E you're not able to relay that,

customers will not try it. Also,
if the timing to relay the information
and contents are not sufficient, this will
not lead to sales. We like to talk about
how we can relay the appeal of sake
to customers with the right timing and
ideal content that will lead to sales.

Who are we relaying
the information to?

Are you providing sufficient
training separately for chefs, servers,

and bartenders? Just by giving a little
taste, there is absolutely no way you
can explain the fineness of sake to
customers. You need to make them
thoroughly understand why a partic-
ular sake is delicious. Also, you can
only understand 10% of the fineness of
the sake if you drink it as a single item,
so you definitely need to make them try
the sake with the right dish.
Timing

We certainly feel that instead of a
server asking "What would you like to
have?" when taking a drink order from

a customer, change it to "How would
you like a cold, very delicious glass of
sake?" It will make a big difference
when you ask this.
Content we are relaying

For example, "Would you like to
try AAA brand of Niigata which is dry
and refreshing?" or

"Would you like to try BBB
brand of Akita which has the fullness
that goes well with teriyaki etc?" etc,
to think of sales talk that is easy for
customers to understand and to make
them want to try.m

REEEFEFBNEY

ERMUENEE - MRE

ERENME > MAEBE

e MmB > MREBERESR
MRENASTITEASE - INABEMN
NFLIHE - BE - FRE-—THE
HEEFHEMSREEEFED
BOERRKANNHE -

HE#EE
AN Tkal(B R EEAR)

“Creative Sushi & Sake® illustrates the techniques of the
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience.

(published in English by Al |apan News, Inc., In 2005)

1 RVBEUBEMESMNETTE
E0EI ? BRREAR . WERE
MEEBRESENER - BHERE
ECBARTHMERBR/MUEINK - 5
5h - BRIEE - BMERIER—MRIE
RANERIEM  MBARARIRRM
AER °
(5373

ERFBEBMAMITER - B
ARHEEENEER THFEER

» New Forms of Sushi
# Mew styles of Sushi

« Innovative and Popular Creative
Sushi

= Mastering Technigues

= Sushi in the USA and Europe

= [n What Way Has “sushi” Evolved?
= For all who love Sake

EFHRTIE?) EXA THEHE
EX—TKRIOMNBEE?, -
EHEBESIBEREL -
BEAD

EE—EZNRLSEFEBRNE
AMHEERE - flw TEEAT
A, BET)IEEERENIETAAA
mEBK? 2 TEEABER
W BRESIERICEMNNEBBB
@hEE? &
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PRODUCT OF JAPAN

JCHU HIGHBALL

Fuji Apple

4.5% ABYV
Like Freshly Cut Apples

Lemon
5.5% ABV

White Peach

4.5% ABV
Like Parfoctly Ripe

TAKARA SAKE USA INC.

Pleate drink responiibly, TAKARASAKE T

o 3
whE b —=

Refreshing Flaver and

Umami from [} F{2)

For Sushi Rolls, Fish, and Meat Dishes

GLUTEN
FREE

NO
M5G

REAL
YUZU
JUICE

Pammty e

g
-'Iﬂl ﬂ.“- t

5oz

chicken with
Yyulu miso sloaze

Made by

MIYAKO ORIENTAL FOODS INC.
Boldwin Park, CA 91704 USA Tel £26-9462-9433
cuslomersenice@coldmountainmise.com
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== Restaurant Trend Report
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The CHEFMATE Revolution : Supporting Chefs, One Step at a Time

The CHEFMATE ZEfp : — % — & X EHRD

HEFMATE & — il B2 5 i 8 37 i

S s R A Et i, AEALAT T
rh Rz R A BN G

HAMBABIR, &0 30%0 8 5=
Ah e BT TR . R SR T B
JHH R RE AR R, HE R R AN
59R4 NV, Dr. Kazuo Hokkirigawa
Lt (XA Hokky B # 2 J7 [ fr) B
%, MhEilKohshin Rubber &1EBH#E T
CHEFMATE. B 7E Crat 5 Bl 40 32 6 b
AN B PTG RS .

A LB, CHEFMATET@E—{%%J%IJJ
e, EAESLRVE LA SR, A
M, R B T s, R

CHEFMATE % 1% 8 &S _I 110 iy 2 3 T iz 241
T B R BT R 77 RRE B 38 T R
FEA P, T O ¥ 0 2R TR R A 1
SR BRI LW BE . A, BRars
MR R ET B Ay ILE B 2E. R T Bh
WINBEAN, CHEFMATEIR % 5 31 & Fli [
FPEAER, SEHIE 26 AMET
TEF10.6 55 7] FRARIRES, (HIE LR
TR R R R ER AR R R, DAARAR
PRI R ] 3y 377 51 S 7T 7 350 4 9 11 5
Loh@@&<%ﬁﬂ,@WF%%

B A, R R R 3R & s R
T%@ (H2) , Fin LR e s
YIRS, RAGEE F DR LR
If. CHEFMATESUE T8 — 4544,
VEEARET, R0 AR AN L B D bR

CHEFMATE,
designed
strain

of
solution
alleviate the physical
experienced by chefs, is on the rise among
culinary professionals in New York City.

popularity
footwear

he
a

to

Research from Japan indicates that
approximately 30% of kitchen accidents are
caused by slips and falls. Despite kitchens
in the United States typically maintaining
dry floors, the risk of such accidents
remains a significant concern. Dr. Kazuo
Hokkirigawa, also known as Dr. Hokky, a
former professor at Tohoku University and
an expert in tribology, collaborated with
Kohshin Rubber to develop CHEFMATE.
This product aims to protect chefs from
injuries resulting from unexpected falls in
the kitchen.

In essence, CHEFMATE not only offers
slip resistance but also excels in halting
slips immediately. However, it's worth
noting that any shoe may slip if grease
accumulates on the floor. The crucial
factor is the shoe's ability to promptly
stop slipping, which is where CHEFMATE
shines. Its ability to stop immediately upon
slipping is the result of extensive research
in tribology, the science of friction.

MANHATTAN

711 3rd Ave.(on 45th St between
2nd & 3rd Aves)

New York, NY 10017

LOS ANGELES
4200 Shirley Ave.
El Monte, CA 91731

LASVEGAS
6580 S. Lindell Rd., Suite 100,
LasVegas, NV 89118

Los Angeles HQ »

®

San Diego

This effective slip-stopping capability is
achieved through two surface treatments
on the shoe sole: a rough surface for basic
slip-resistance and a smooth surface to
enhance stopping power after slipping.
Additionally, the tread spacing is designed
to prevent debris from clogging.

Beyond its functionality in preventing slips,
CHEFMATE prioritizes the comfort and
well-being of chefs. Despite being light-
weight at only 10.6 oz for one side of
26cm shoes, these footwear options fea-
ture a rubber heel wrap to alleviate lower
back pain,a common issue stemming from
long hours of standing. This wrap (photo
1), along with inner rubber for a snug fit
and urethane in the midsole for added
cushioning (photo 2), is complemented by
a unique Arch Support system that pro-
vides moderate support for posture.

CHEFMATE is meticulously crafted with
attention to detail and is recommended
for individuals who have experienced
hazards on kitchen floors and stairs or
suffer from back strain due to extended
periods of standing.

CHEFMATE GRASPER BLACK
SLIP RESISTANT
KITCHEN SHOES

Phoenix

Las Vegas °
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BETARATRE SR EET R AR AL %Hﬁﬁim}ﬁflﬁﬁ*@ilﬁﬂﬁfﬁﬁﬁjﬁﬁ‘@
WRBEFE R, BIERL CHEFMATE [ ZHHBHEMAGTE.
B B . &2 BT LA LRI (5 R
REST, TR IR S PE P S8 — R AT
TR R
born from IR E
TRIBOLOGY: the Science of Friction FERE EREE
helps protect injuries B ZE
is slip resistant 1y Bic)
quickly halts slips PRIE L 5
comfortable & lightweight &iE E«('ﬁ
The cushion with maximized
resilience supports your feet
all day and every day
The elastic strap on )
upper feet for perfect fit
v

Photo2

Photol

Slip resistant new rubber traction
sole with oil resistance

The soft cushion in the collar
protects your ankles

\{jji

Hout® sarisce
Eggigkance 1o tlipping

CHEFMATE is available at Manhattan Store & MTC Kitchen Online

Dallas * New York <+ Boston < Washington DC <+ Miami

The Premier Japanese Food, Alcoholic Beverages,
& Restaurant Supply Specialist



The Quest for Gastronomic Liquor Episode 1
EXREFEB

31?

1 &

hen servers suggest an alcohol to
Wa dining guest or pick a sake to

accompany a meal, uncertainty
often arises regarding whether the chosen
drink would truly complement the food.
This is partly because it's not feasible to
taste the food and drink together before
making the order decision.Thus, it's crucial
to suggest a liquor that is expected to pair
well with the food based on the server’s
cumulative experiences and knowledge.

To enhance future menu suggestions and
sales strategies, Sake School of America
(SSA) conducted a tasting to evaluate the
compatibility of food and sake pairings.The
tasting focused on sushi, a quintessential
Japanese dish, paired with various types of
sake:Junmai Daiginjo, Kimoto Junmai,Nojun
Junmai,Yamahai Junmai,AWA Sparkling, and
Nigori Sake. These sakes were paired with
nine sushi dishes, including tuna, yellowtail,
sea bream, shrimp, octopus, egg, mackerel,
tekkamaki, and kappamaki. Following
are the findings from the Sushi and Sake
pairing assessment.

The essence of gastronomic beverages lies
in how food flavors and textures evolve in
the mouth and influence the diner's palate.
Individuals' perceptions of food vary based
on their culinary experiences, preferences,
and cultural backgrounds.

Glutamine & Asparagine

10x more

Alanine, Proline & Glycine

4x more

Cysteine & Asparagine

B Sake
B Wine

Chicago - Yamasho °

BARDKZEHEHFDALIZ

Atlanta - Yamasho Atlanta

Unlike wine, sake possesses subtle flavors
and textures. However, the amino acids
derived from the trace proteins in rice play
a crucial role in sake pairing. Interestingly,
the human body comprises about 20%
protein, containing 20 different amino acids.
These amino acids, absorbed as nutrients,
contribute to bodily tissues' formation and
impart unique tastes. When combined in
the mouth, they interact in various ways,
profoundly influencing the overall taste of
both food and alcohol.

Among the 20 types of amino acids,
the ones that contribute to umami are
glutamine and asparagine.These two amino
acids, found in sake, are present in more
than ten times the amount compared
to wine. Additionally, among the eight
amino acids that contribute to sweetness,
sake contains a particularly high level of
alanine, proline, and glycine. Overall, sake
contains about four times as many sweet-
tasting amino acids as wine. Among the
remaining |0 amino acids that contribute
to bitterness, cysteine and asparagine are
abundant in sake, being about three times
more than in wine. Overall, sake contains
about four times as many bitter-tasting
amino acids as wine. These amino acids in
sake blend with the flavors of dishes and
interact in the mouth, influencing whether
it tastes delicious or not depending on the
resulting sensation.

H £ = H A T ESZ 1y K
(Peptldes)ﬁﬁﬁﬁj\{ﬁ@ &
@,Aﬁﬁﬂmaﬁ&ﬁﬁmﬁm
BIU R IR . 25 3 35 R A AR
SRR, FEECHIEET A 1 i W an
] 20 25 PRk, DL R ande]
17 35 7] KB A R R o

BN I E R s, HH A TE I T
BRI IR L A v, DR
AR R A i . B, R
HRAIAEKIET  Qunmai) ALl BEAL
K (Yamahai Junmai) #§&EizZEH]
SEFEARM .

Austin - Minamoto °
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FBEWZEL Sake School of America
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(Junmai Daiginjo), ETR /N (Kimoto
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by Kosuke Kuji
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Kosuke Kuiji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
Fermentation. In 2005 became
the youngest person ever to
receive the lwate Prefecture Young
Distinguished Technician Award.

In 2006 was selected to be a
member of the board of trustees of
his local alma mater, Fukuoka High
School. Currently is featured in a
number of media outlets including
magazines, radio, and television.
*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, lwate Prefecture,
Vice-Chairman, Technology
Committee, lwate Prefecture
Brewers and Distillers’ Association

Noto Peninsula Earthquake and
Sake Breweries 3

FEMREHREGC

very sake brewery prepares sake

mash in January, the best season

to brew sake. Unfortunately,
sake breweries destroyed by a shindo
(seismic intensity) 7 (MIMAT7.6,
Mw7.5) earthquake on the Japan
Meteorological Agency (JMA) Seismic
Intensity Scale were left with no means
to preserve their sake mash.

Sake mash contains live micro-
organisms. Shata Shuzo Co., Ltd.
(Shiraishi city, Ishikawa prefecture),
producer of “Tengumai” sake, was also
evacuated due to the earthquake, yet
led a mission to recover sake mash in
Noto Peninsula to preserve and squeeze
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the sake mash in another brewery of
Ishikawa prefecture. Shata Shuzo was
also evacuated, although the damage
sustained was not as serious compared
to the destruction in Noto Peninsula.
Still, the conviction and willingness of
one sake brewery to help another sake
brewery in times of distress, and the
tight bond shared between sake brewer-
ies in the Hokuriku region were deeply
moving to witness and filled my heart
with enormous respect for everyone
involved in the recovery effort.

Despite the serious risks associ-
ated with entering a destroyed brewery,
such risks were disregarded to recover

EHRIRT HARBREERAREE
MBEBREENHEBIRRE—KHMBYE
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REHERETERNBARNOER
R O=%
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e b TE AR AR M A AR o

as much sake mash as possible, relo-
cate the mash to a brewery with minor
damage, and squeeze the sake mash to
brew sake.

Special tax provisions for natu-
ral disasters were filed immediately
with both public and private support to
recover as much sake mash as possible
from Noto Peninsula.

The miracle sake mash that
survived the earthquake and the
miracle sake brewed from this mirac-
ulously saved sake mash will no
doubt play a vital role in future
reconstruction efforts.m
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sake brewing plant equipped

\J
Tred
=
to produce sake year-round

A is called “all-season sake

brewing,” or “all season sake brewery.”
Also, the production of sake year-round
during all four seasons is also referred
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
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All-season Sake Brewing

tEEmEFEE?

to as “all season sake brewing”. Cur-
rently, all major sake manufacturers
produce sake in plants equipped with
these facilities. Since the mid-to-late
Edo Era (1603 ~ 1868), sake was
mostly produced during the winter
season, ever since the custom of “tra-
ditional sake brewed only in the winter”
was established in Itami and Nada. This
is because the temperature to ferment
mash and the suppression of bacteria
from proliferation was more easily
managed during the winter season.

Traditional sake production still
practiced in various sake breweries to
this day is brewed using sake-brewing
methods applied during the winter sake
production season. However, as sake
production became rapidly modernized
during the Meiji Era (1868 ~ 1912),
research started to continue stable
sake production throughout all four
seasons. Attempt to produce all-season
sake brewing started towards the end
of the Taisho Era (1912 ~ 1926), and
already made practical in Hawaii, even
before the war. However, all-season
sake brewing during this era was done
using traditional brewing methods as is,
with sake production possible only four
or five times a year.

Major developments towards
all-season sake brewing started after
World War II, when various devices
started to be introduced into the sake
production process.

As sake-brewing facilities became
more mechanized, the need to increase
both the mechanical operational rate
and productivity became apparent.
Therefore, automated all-season sake
brewing with mechanized brewing

process became urgent; and year-round,
large-scale sake production started in
1965. During the midst of a high eco-
nomic growth period from 1955 to
1965, many breweries started to sig-
nificantly mechanize their brewing
facilities. Major sake manufacturers
competed to construct all-season sake
brewing, drastically increasing produc-
tion capabilities.

To make all-season sake brewing
possible, the same sake production
environment as the winter season that
is operational year-round must be con-
structed within the plant. These plants
are equipped with air conditioning
facilities that use freezers to maintain
low-temperatures suitable for sake pro-
duction. During the summer season,
with high temperatures and humidity,
dehumidifying the air, eliminating bac-
teria, and sterilization is necessary in
addition to cooling the temperature due
to concern for contamination from the
outside air. All-season sake brewing
is possible in much greater volumes,
and labor is also made more efficient.
Especially in recent years, automated
operations advanced to management
controlled by computers, enabling sake
production without master sake brewers
or other skilled sake production
workers, eliminating the tasks handled
by overnight and holiday workers.m
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Hakushika Gold Label Ozeki Sake Hakutsuru Superior Dassai 45 Harada 80 Ozeki Karatanba
Junmai Ginjo Junmai Junmai Junmai Daiginjo Junmai Honjozo

Tatsuuma-Honke Brewing (Hyogo) 0zeki Sake (U.S.A.) Hakutsuru Sake Brewing (Hyogo) Asahi Shuzo (Yamaguchi) Hatsumomiji (Yamaguchi) 0Ozeki Corporation (Hyogo)

) CORERGABHLEAEELVIRMINTLET, This article was courtesy from Shibata Shoten Co Ltd.
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TOI-(go by Ryuji Takahashi )
Jizake Strolling
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The Daikanyama Shopping District

REWBEE

ith spring fast approach-
ing at the end of March,
an event titled “The

Daikanyama  Shop  Association”
featured many shops selling niche
merchandise at “Daikanyama
Address 17dixsept” in Shibuya dis-
trict, a shopping center located
right next to the Daikanyama Sta-
tion. Our shop selling local sake was
also invited and participated for two
days during a weekend. The “Dai-
kanyama Address 17dixsept” is a
shopping zone located inside an
urban shopping complex, consist-
ing of a 36-floor tower above ground
on the site of the former Dojunkai
Daikanyama Apartment, a housing
complex consisting of approximately
500 homes, the Daikanyama Sports
Plaza, etc.

Dix-sept translates to seven-
teen in French, named after their lot
number 17 in the Daikanyama dis-
trict. Four shops lined up in a shared
space on the facility premises and
sold merchandise not usually sold by
the tenants to take a new approach to
customers who utilize the facility.

Retailers that participated for
two days consisted of my local sake
shop, an Asian variety store, a flower
shop, a vegan shop on one day,
and a specialty gift shop the next.
It was rumored that the timing the
cherry blossoms will bloom could
be announced early in the week of
the event, and the weather was fore-
cast to be sunny for cherry blossom
viewing. Since Daikanyama is close
to Meguro River, a renowned spot to
view cherry blossoms, my shop nar-
rowed down our merchandise to only
two sake sets for flower viewing — a
set of five aluminum cans of Nihon-
sakari sake with plastic champagne
glasses and a three-sampler Naga-
torogura sake set. Unfortunately,
the rumored announcement on the
timing the cherry blossoms would
bloom never occurred, ultimately
announced two weeks after the event.
Not only did the cherry blossoms
not bloom during the weekend of

the event, but it also rained with low
turnout, both significantly contrary
to expectations. Other shops near
each other welcomed regulars from
other shops. My shop also benefited
from their customers since most of
the sake sets I prepared sold, and the
weekend ended with decent sales.

I had many takeaways from my
first attempt at selling merchandise
in the chic Daikanyama shopping
complex. Staff members shopped at
each other’s shops, and I also became
friendly with the shop owners. My
onsite pop-up shop was personally
a fruitful experience. If I was to be
greedy however, 1 think the facil-
ity needs to think of ways to enliven
the event. Eventually, I think lining
up sake breweries to organize “The

tE)

Daikanyama Sake Shopping District
would be an interesting idea if I’'m
asked to participate again.m
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Ryuji Takahashi

Regional Sake Specialty Store “Ji Sakeya” Owner,
Master Sake Sommelier, Shuto-Meijin, and the
charismatic guru of ordinary sake.

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-
anese sake and cuisine, unaffected by the latest
trends, while managing a jizake retail store.

T |
fUH i i -

e 33N -0 14 i 14 4

A .

HEU—EBMN ARSI ERAZR
HEBIA

MEMRXNBREE B KM
REMBENEE-BRMBEEETE
ERBE VSHERNBESR
[EEBEA SEEAPMRI ¥ BEM
e WAREARRR BEMBER
EBREZTtNEFEF-ARARE WL
REAEREESIME R HM
ERENERREINEEERD —
BEEREFEEAXRERBTM
3SEREFEEULLR - AT EFT
MEFR ZRTEESNRABEEE
B EEITHARBRBEERRIL,
FHERREEEEMBRT

EHEXRTEETCRBRERM M
BEEETTMRHR 2HEREH
BTEORD BARKFE-ERHRE
HERIT BERBLERIREE
ERNFRUEKFEREMRFMABERBA
Mo RFERBNAEMXEMMBEE
ToERRMAERSBEIRENAE
W E—RRE RBETRZR
FEATEmEZEBEY, MEME
ERNEFAD T AR mEBAMS
ERAHERAEER EREGALE
ERMAERBAERAEEES
EERBE—R MREF—EH
ATREWUBRESEBHER &
CRAEB -HAHEZTRBWEIMFIA
AEe

RAxEFHE 35



SAKE
SOMMELIER
CLUB

Master Sake Sommelier

A All Japan News, Inc.
Sake Shochu Spirits
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Master Sake Sommelier

Atsuko Glick

Master Sake Sommelier

Toshio Ueno
Master Sake Sommelier

Yoshihide Murakami

Master Sake Sommelier

David Kudo

Master Sake Sommelier

Ryuji Takahashi

Master Sake Sommelier
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(213) 680-0011
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Beverage Manager Vice President Vice President Instructor

Sake School of America New York Mutual Trading, Inc. Sake School of America
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Sake Shochu Spirits Institute of America
NPOEA
KEERRZEEHAFAR
Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin a
shared where 500 million people enjoy
wine in North America. We strive to
increase Japanophiles by furthering
understanding of the sake culture
through online Japanese sake and
shochu colleges and books related to
Japanese sake, shochu and beer, etc.
Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries,
sake producers, and distribution
companies, etc., to introduce Japanese
sake, shochu and beer to American
consumers in a way that’s easy-to-
understand.

Sake Shochu Beer Institute of America
- Part 2: Reading the sake label-

$2507 sE L B A HIR S

became widespread during the Yayoi period (400 BC~300 AD)

and produced rice. Earthenware from the Jomon Period (14,000
BC~1,000 BC) excavated from the mountains of Nagano prefecture
in 1956 contained wild grape seeds, indicating wine was the first
beverage consumed in ancient Japan, not sake. Sake brewing started
between the Sth~10th century BC during the Yayoi period (400 BC to
300 AD), when rice farming was adapted. Sake during this time was
produced by chewing rice in the mouth, returning the chewed rice into
a vessel, then fermenting the chewed rice, a method called “kuchikami
sake” (“mouth-chewed sake”).

Also, sake brewing is said to have started as a task performed by
shrine maidens. Kuchikami sake produced during this period is thought
to be the origin of the current sake brewing process. Kuchikami sake
is produced by chewing starchy food (like rice or grain) in the mouth
to generate saliva. Amylase enzyme in the saliva converts starch into
sugar, and wild yeast ferments the sugar to produce alcohol. As rice
farming became widespread, rice is offered to deities as an expression
of gratitude for the rice harvested each year. I also received some
leftover sake served as an offering for rice harvested this year.

Although the tradition of kuchikami sake is no longer prac-
ticed in Japan, this tradition remained in Okinawa until Awamori
became popular.m

The history of sake is said to have started when rice farming

SAKE
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Katsuya Group
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Owner of M&M Enterprise
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

Keio University Faculty of Law, Depart-
ment of Political Science. Worked

for Nomura Securities for 10 years.
Former president of California Sushi
Academy Former chief of planning
dept. at Mutual Trading.

David Kudo

Sake Sommelier
Master Sake Sommelier
Born Kita-Akita City,
Akita Prefecture.
Took over as Exec-
utive Officer of the
Japanese Food Trend News founded
in 1991, when the predecessor was
assigned back to Japan. Currently
distributed as Japan Restaurant News
(20,000 issues published electroni-
cally) in North America, Japan, and
Southeast Asia.
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Sharing the greatness of Sake with our Customers

E ven if it is good tasting, if you're
not able to relay that, customers
will not try it. Also, if the timing to
relay the information and contents are
not sufficient, this will not lead to sales.
We like to talk about how we can relay
the appeal of sake to customers with the
right timing and ideal content that will
lead to sales.

Who are we relaying
the information to?

Are you providing sufficient
training separately for chefs, servers,
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“Creative Sushi & Sake® illustrates the techniques of the
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience.

{published in English by Al |apan News, Inc., In 2005)

and bartenders? Just by giving a little
taste, there is absolutely no way you
can explain the fineness of sake to
customers. You need to make them
thoroughly understand why a partic-
ular sake is delicious. Also, you can
only understand 10% of the fineness of
the sake if you drink it as a single item,
so you definitely need to make them try
the sake with the right dish.
Timing

We certainly feel that instead of a
server asking "What would you like to
have?" when taking a drink order from
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» New Forms of Sushi
# MNew styles of Sushi

» Innovative and Popular Creative
Sushi

= Mastering Technigues

= Sushi in the USA and Europe

= [n What Way Has “sushi” Evolved?
= For all who love Sake

a customer, change it to "How would
you like a cold, very delicious glass of
sake?" It will make a big difference
when you ask this.
Content we are relaying

For example, "Would you like to
try AAA brand of Niigata which is dry
and refreshing?" or

"Would you like to try BBB
brand of Akita which has the fullness
that goes well with teriyaki etc?" etc,
to think of sales talk that is easy for
customers to understand and to make
them want to try.m
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Brewery Owner

Kosuke Kuji

Nanbu Bijin Inc.

Fifth Generation
Brewery Owner

| Sake Sommel/er
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Mutual Trading Co Inc.
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Keita Akaboshi
. SakeSommeler (Bg
Kuramoto US Inc.
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Michael John
‘Simkin

MJS Sake Seledlon
Owner

Shigeto Terasaka
 Sake Sommelier

President
Japan Hollywood Network
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Timothy Sullivan Masato Kato Akira Yuhara
 Sake Samurai  Sake Sommelier Sake Sommelier
Wismettac Asian Foods Mlyako Hybrid Hotel
Takao Matsukawa Philip Harper Rachel
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Mei HO

. Sake Sommelier

International
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A(ademla de Sake Mexico

Founder

Sake Sommelier and Others

Teruyuki Joe Mizuno
'Kobayashi

Taruhei Brewing (o Ltd.

Head of the” Reglonal
Sake Tasting Club”

Macalisang
Sake and Wine
Sommele

Tamagawa Hand Made
| Japanese Sake
Master Sake Brewer

Miyuki
Yoshida
 Sake Sommelier

" Mai Segawa Don Lee
Advanced Sake ,‘,‘f’ke Sory(nelier B
,5!”"’"‘-”,’?( Yama Sushi

Tako Grill Owner Chef

Eda Vuong
Sake Sommel/er 1

Mutual Tradlng Company

Chizuko
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Owner
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Alice Hama Liloa Papa
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Sake Sommelier Level LL

Young’s Market (ompany

Yoshihiro
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Kurtis Wells

Hana Japanese Restaurant

.

Toshiyuki Koizumi
Sake Sommelier

" Owner “WASAN"

-3

@
=
-

i

Eiji Mori
Sake Sommelier

Michael Russell
Certified Sake Sommelier

Pacific International
Liquor Inc

Katana Restaurant

Sake Shochu Spirits Institute of America

(213) 680-0011, AllJapanNews@gmail.com
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by Kosuke Kuji
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Kosuke Kuiji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
Fermentation. In 2005 became
the youngest person ever to
receive the lwate Prefecture Young
Distinguished Technician Award.

In 2006 was selected to be a
member of the board of trustees of
his local alma mater, Fukuoka High
School. Currently is featured in a
number of media outlets including
magazines, radio, and television.
*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, lwate Prefecture,
Vice-Chairman, Technology
Committee, lwate Prefecture
Brewers and Distillers’ Association

Noto Peninsula Earthquake and
Sake Breweries 3

L EHIE S| HX| X} =

very sake brewery prepares sake

mash in January, the best season

to brew sake. Unfortunately,
sake breweries destroyed by a shindo
(seismic intensity) 7 (MIMAT7.6,
Mw7.5) earthquake on the Japan
Meteorological Agency (JMA) Seismic
Intensity Scale were left with no means
to preserve their sake mash.

Sake mash contains live micro-
organisms. Shata Shuzo Co., Ltd.
(Shiraishi city, Ishikawa prefecture),
producer of “Tengumai” sake, was also
evacuated due to the earthquake, yet
led a mission to recover sake mash in
Noto Peninsula to preserve and squeeze
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the sake mash in another brewery of
Ishikawa prefecture. Shata Shuzo was
also evacuated, although the damage
sustained was not as serious compared
to the destruction in Noto Peninsula.
Still, the conviction and willingness of
one sake brewery to help another sake
brewery in times of distress, and the
tight bond shared between sake brewer-
ies in the Hokuriku region were deeply
moving to witness and filled my heart
with enormous respect for everyone
involved in the recovery effort.

Despite the serious risks associ-
ated with entering a destroyed brewery,
such risks were disregarded to recover
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as much sake mash as possible, relo-
cate the mash to a brewery with minor
damage, and squeeze the sake mash to
brew sake.

Special tax provisions for natu-
ral disasters were filed immediately
with both public and private support to
recover as much sake mash as possible
from Noto Peninsula.

The miracle sake mash that
survived the earthquake and the
miracle sake brewed from this mirac-
ulously saved sake mash will no
doubt play a vital role in future
reconstruction efforts.m
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sake brewing plant equipped
to produce sake year-round
is called “all-season sake
brewing,” or “all season sake brewery.”
Also, the production of sake year-round
during all four seasons is also referred
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
JFC International Inc.
© l’ N NTERNATIONAL INC »
BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
LOS ANGELES Branch
SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office
SAN FRANCISCO Branch
SACRAMENTO Sales Office
SEATTLE Branch
PORTLAND Sales Office
HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office
CHICAGO Branch
TOLEDO Sales Office
NEW YORK Branch
BOSTON Sales Office
BALTIMORE Branch
ATLANTA Branch
ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
Interbranch Distribution Center (IDC)

¢ Polishing Rate: 60%

Hakushika Gold Label
Junmai Ginjo
Tatsuuma-Honke Brewing (Hyogo)

J@ INTERNATIONAL INC

www.jfc.com
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to as “all season sake brewing”. Cur-
rently, all major sake manufacturers
produce sake in plants equipped with
these facilities. Since the mid-to-late
Edo Era (1603 ~ 1868), sake was
mostly produced during the winter
season, ever since the custom of “tra-
ditional sake brewed only in the winter”
was established in Itami and Nada. This
is because the temperature to ferment
mash and the suppression of bacteria
from proliferation was more easily
managed during the winter season.

Traditional sake production still
practiced in various sake breweries to
this day is brewed using sake-brewing
methods applied during the winter sake
production season. However, as sake
production became rapidly modernized
during the Meiji Era (1868 ~ 1912),
research started to continue stable
sake production throughout all four
seasons. Attempt to produce all-season
sake brewing started towards the end
of the Taisho Era (1912 ~ 1926), and
already made practical in Hawaii, even
before the war. However, all-season
sake brewing during this era was done
using traditional brewing methods as is,
with sake production possible only four
or five times a year.

Major developments towards
all-season sake brewing started after
World War II, when various devices
started to be introduced into the sake
production process.

As sake-brewing facilities became
more mechanized, the need to increase
both the mechanical operational rate
and productivity became apparent.
Therefore, automated all-season sake
brewing with mechanized brewing
process became urgent; and year-round,
large-scale sake production started in

All-season Sake Brewing

1965. During the midst of a high eco-
nomic growth period from 1955 to
1965, many breweries started to sig-
nificantly mechanize their brewing
facilities. Major sake manufacturers
competed to construct all-season sake
brewing, drastically increasing produc-
tion capabilities.

To make all-season sake brewing
possible, the same sake production
environment as the winter season that
is operational year-round must be con-
structed within the plant. These plants
are equipped with air conditioning
facilities that use freezers to maintain
low-temperatures suitable for sake pro-
duction. During the summer season,
with high temperatures and humidity,
dehumidifying the air, eliminating bac-
teria, and sterilization is necessary in
addition to cooling the temperature due
to concern for contamination from the
outside air. All-season sake brewing
is possible in much greater volumes,
and labor is also made more efficient.
Especially in recent years, automated
operations advanced to management
controlled by computers, enabling sake
production without master sake brewers
or other skilled sake production
workers, eliminating the tasks handled
by overnight and holiday workers.m
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- Polishing Rate: 60%
i (Yamadanishiki &
i others)

SMV: +4 —
Polishing Rate: 70%

Ozeki Sake
Junmai
0zeki Sake (U.S.A.)

Hakutsuru Superior
Junmai
Hakutsuru Sake Brewing (Hyogo)
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#®

£ SMV: N/A
i Polishing Rate: 45%
i (Yamadanishiki)

Dassai 45
Junmai Daiginjo
Asahi Shuzo (Yamaguchi)

£ SMV: 1
i Polishing Rate: 80%
i (Yamadanishiki)

Harada 80
Junmai
Hatsumomiji (Yamaguchi)
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Ozeki Karatanba

Honjozo
0Ozeki Corporation (Hyogo)
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TOI-(go by Ryuji Takahashi )
Jizake Strolling
DT

The Daikanyama Shopping District
The C}ojZtofof&rH

ith spring fast approach-

ing at the end of March,

an event titled “The
Daikanyama  Shop  Association”
featured many shops selling niche
merchandise at “Daikanyama
Address 17dixsept” in Shibuya dis-
trict, a shopping center located
right next to the Daikanyama Sta-
tion. Our shop selling local sake was
also invited and participated for two
days during a weekend. The “Dai-
kanyama Address 17dixsept” is a
shopping zone located inside an
urban shopping complex, consist-
ing of a 36-floor tower above ground
on the site of the former Dojunkai
Daikanyama Apartment, a housing
complex consisting of approximately
500 homes, the Daikanyama Sports
Plaza, etc.

Dix-sept translates to seven-
teen in French, named after their lot
number 17 in the Daikanyama dis-
trict. Four shops lined up in a shared
space on the facility premises and
sold merchandise not usually sold by
the tenants to take a new approach to
customers who utilize the facility.

Retailers that participated for
two days consisted of my local sake
shop, an Asian variety store, a flower
shop, a vegan shop on one day,
and a specialty gift shop the next.
It was rumored that the timing the
cherry blossoms will bloom could
be announced early in the week of
the event, and the weather was fore-
cast to be sunny for cherry blossom
viewing. Since Daikanyama is close
to Meguro River, a renowned spot to
view cherry blossoms, my shop nar-
rowed down our merchandise to only
two sake sets for flower viewing — a
set of five aluminum cans of Nihon-
sakari sake with plastic champagne
glasses and a three-sampler Naga-
torogura sake set. Unfortunately,
the rumored announcement on the
timing the cherry blossoms would
bloom never occurred, ultimately
announced two weeks after the event.
Not only did the cherry blossoms
not bloom during the weekend of

the event, but it also rained with low
turnout, both significantly contrary
to expectations. Other shops near
each other welcomed regulars from
other shops. My shop also benefited
from their customers since most of
the sake sets I prepared sold, and the
weekend ended with decent sales.

I had many takeaways from my
first attempt at selling merchandise
in the chic Daikanyama shopping
complex. Staff members shopped at
each other’s shops, and I also became
friendly with the shop owners. My
onsite pop-up shop was personally
a fruitful experience. If I was to be
greedy however, I think the facility
needs to think of ways to enliven the
event. Eventually, I think lining up
sake breweries to organize “The Dai-
kanyama Sake Shopping District”
would be an interesting idea if I'm
asked to participate again.m
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Ryuji Takahashi

Regional Sake Specialty Store “Ji Sakeya” Owner,
Master Sake Sommelier, Shuto-Meijin, and the
charismatic guru of ordinary sake.

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-
anese sake and cuisine, unaffected by the latest
trends, while managing a jizake retail store.
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Master Sake Sommelier
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Yuji Matsumoto
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Master Sake Sommelier
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Master Sake Sommelier
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Master Sake Sommelier

Institute of America
(213) 680-0011
AllJapanNews@gmail.com

Beverage Manager

I ENEY ymatsumoto001@gmail.com  info@sakeschoolofamerica.com

Vice President Instructor
New York Mutual Trading, Inc. Sake School of America
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Vice President
Sake School of America

Liquor Manager
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President, All Japan News OwnerJi- sakeya”

Shuto-Meijin
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Sake Shochu Spirits Institute of America
NPOEA
KEERRZEEHAFAR
Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin a
shared where 500 million people enjoy
wine in North America. We strive to
increase Japanophiles by furthering
understanding of the sake culture
through online Japanese sake and
shochu colleges and books related to
Japanese sake, shochu and beer, etc.
Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries,
sake producers, and distribution
companies, etc., to introduce Japanese
sake, shochu and beer to American
consumers in a way that’s easy-to-
understand.

Sake Shochu Beer Institute of America
- Part 2: Reading the sake label-

2W U2 Fo| 2ES HCh

he history of sake is said to have started when rice farming

became widespread during the Yayoi period (400 BC~300 AD)

and produced rice. Earthenware from the Jomon Period (14,000
BC~1,000 BC) excavated from the mountains of Nagano prefecture
in 1956 contained wild grape seeds, indicating wine was the first
beverage consumed in ancient Japan, not sake. Sake brewing started
between the Sth~10th century BC during the Yayoi period (400 BC to
300 AD), when rice farming was adapted. Sake during this time was
produced by chewing rice in the mouth, returning the chewed rice into
a vessel, then fermenting the chewed rice, a method called “kuchikami
sake” (“mouth-chewed sake”).

Also, sake brewing is said to have started as a task performed by
shrine maidens. Kuchikami sake produced during this period is thought
to be the origin of the current sake brewing process. Kuchikami sake
is produced by chewing starchy food (like rice or grain) in the mouth
to generate saliva. Amylase enzyme in the saliva converts starch into
sugar, and wild yeast ferments the sugar to produce alcohol. As rice
farming became widespread, rice is offered to deities as an expression
of gratitude for the rice harvested each year. I also received some
leftover sake served as an offering for rice harvested this year.

Although the tradition of kuchikami sake is no longer prac-
ticed in Japan, this tradition remained in Okinawa until Awamori
became popular.m
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‘JAPAN’S FOOD' EXPORT FAIR

- For Importers & International Buyers -

.

L D) June 19weq) - 2151, 2024 Tokyo Big Sight, Japan

WHY VISIT?

Over 900 exhibitors
will exhibit in the show

axpectad including concurment shaow

All exhibitors are eager
to export (engiish Avaliable)

You can find New-to-Market
Japan's Food

Get Visitor
Badge (Free)

Organisar: AX Japan Ltd.  “JAPAN'S FDOD™ EXPORT FAIR Show Management
In the business of Tek +81-3-3349-8511  E-maill; jplood-eng. jplrrghobal.com Wl htlps e iptood jphen-gh.itml
building businesses A division of Rewd Business Registered in England, Number 678540
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GEKKEIKAN SAKE
KYOTO SINCE 1637

Honorary Sake Sommelier & Saka-Sho
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Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

Bon Yagi
Honorary Sake Sommelier

CTceROP  Chaiman

Katsuya Group ) 'CWner'”S'AKIV\YA NY&’ )

Rick Smith &
Hiroko Furukawa
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(22

i

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Kats Miyazato
Honorary Sake Sommelier

Owner “True Sake” Owner of M&M Enterprise
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CHALLENGE
by Kosuke Kuji 200

Kosuke Kuji

Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered Tokyo
University of Agriculture’s Department

of Brewing and Fermentation. In 2005
became the youngest person ever to
receive the lwate Prefecture Young
Distinguished Technician Award. In

2006 was selected to be a member of
the board of trustees of his local alma
mater, Fukuoka High School. Currently

is featured in a number of media outlets
including magazines, radio, and television.
*Positions of Public Service: Chairperson,
Cassiopeia Corporation Youth Conference;
School Board Member, Fukuoka High
School, lwate Prefecture, Vice-Chairman,
Technology Committee, Iwate Prefecture
Brewers and Distillers’ Association

Terremoto de la peninsula de Noto y

destilerias de sake ®

odas las destilerias de sake pre-
I paran puré de sake en enero, la

mejor temporada para elaborar sake.
Desafortunadamente, las destilerias de sake
destruidas por un terremoto shindo (inten-
sidad sismica) 7 (MJMA7.6, Mw7.5) en la
escala de intensidad sismica de la Agencia
Meteoroldgica de Japon (JMA) se quedaron
sin medios para preservar su puré de sake.

El puré de sake contiene microorganis-
mos vivos. Shata Shuzo Co., Ltd. (ciudad de
Shiraishi, prefectura de Ishikawa), productora
de sake “Tengumai”, también fue evacuada
debido al terremoto, pero dirigié una mision
para recuperar el puré de sake en la penin-
sula de Noto para preservarlo y exprimirlo en
otro lugar. Shata Shuzo también fue evac-
uada, aunque los danos sufridos no fueron
tan graves en comparacion con la destruccion
en la peninsula de Noto. Aun asi, la convic-
ciony la voluntad de una destileria de sake de
ayudar a otra destileria en tiempos de crisis,

y el estrecho vinculo compartido entre las

“Creative Sushi & Sake® illustrates the echnigques of the it
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience.

(published In English by Al |apan News, Inc., In 2005)

‘ https:ffalljapannews.com/page/sushisake-1

destilerias de sake en la region de Hokuriku,
fueron hechos profundamente conmove-
dores y llenaron mi corazon de un enorme
respeto por el esfuerzo de todos los involu-
crados en la recuperacion.

Pese a los riesgos asociados con el
ingreso a una destileria destruida, se igno-
raron para recuperar el mayor numero
posible de puré de sake, trasladarlo a una
destileria con dafnos menores y exprimir el
puré para preparar sake.

Inmediatamente se presentaron disposi-
ciones fiscales especiales para desastres
naturales con apoyo publico y privado para
recuperar la mayor cantidad posible de puré
de sake de la peninsula de Noto.

El puré de sake milagroso sobrevivio al ter-
remoto y el sake milagroso elaborado a partir
de este también.

El puré de sake milagrosamente sal-
vado desempenara sin duda un papel vital en
futuros esfuerzos de reconstruccion.

+ Mew Forms of Sushi

« Mew Styles of Sushi

» Innovative and Popular Creative
Sushi

= Mastering Technigues

= Sushi in the USA and Europe

« In What Way Has “sushi” Evolved?
= For all who love Sake
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150 tipos de sake delicioso
Importado de todo Japoén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« IIL‘m INTERNATIONAL INC

BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
LOS ANGELES Branch
SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office
SAN FRANCISCO Branch
SACRAMENTO Sales Office
SEATTLE Branch
PORTLAND Sales Office
HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office
CHICAGO Branch
TOLEDO Sales Office
NEW YORK Branch
BOSTON Sales Office
BALTIMORE Branch
ATLANTA Branch
ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
Interbranch Distribution Center (IDC)

' 4

Hakushika Gold Label
Junmai Ginjo
Tatsuuma-Honke Brewing (Hyogo)

&l’ ™ INTERNATIONAL INC www.jfc.com

Elaboracion de sake para todas

las estaciones

na planta de elaboracion

de sake equipada para

producir durante todo el
ano se denomina “planta de
elaboracion de sake para todas
las estaciones” o “destileria de
sake para todas las estacio-
nes”. Ademas, la produccion de
sake durante las cuatro estacio-
nes también se conoce como
“elaboracion de sake para todas
las estaciones”. Actualmente,
todos los principales fabricantes
de sake lo producen en plantas
equipadas con estas instalacio-
nes. Desde mediados a finales
de la Era Edo (1603 ~ 1868),
el sake se producia principal-
mente durante la temporada de
invierno, desde que se establecid
en Itami y Nada la costumbre de
“elaborar sake tradicional s6lo
en invierno”. Esto se debe a que
la temperatura para fermentar el
puréy la supresion de la prolifer-
acion de bacterias se controlaron
mas facilmente durante la tem-
porada de invierno.

La produccion tradicio-

nal de sake que aun se practica
en varias destilerias se hace
mediante métodos de elabo-
racion aplicados en la temporada
de produccion de invierno.
Conforme la produccion de sake
se moderniz6 rapidamente en la
Era Meiji (1868 ~ 1912), comen-
zaron las investigaciones para
continuar con la produccion
estable en las cuatro estaciones.

El intento de producir sake para
todas las estaciones comenzé
hacia el final de la era Taisho
(1912 ~ 1926) y ya se hizo prac-
tico en Hawai, incluso antes de la
guerra. Sin embargo, el método
de elaboraciéon de sake de cuatro
estaciones de esta época siguio
siendo tradicional y solo permitia
producir sake cuatro o cinco
veces al ano.

Los principales avances
hacia la elaboracion de sake para
todas las estaciones comenzaron
después de la Segunda Guerra
Mundial, cuando se empezaron
a introducir varios dispositivos en
el proceso de la produccion de
sake.

A medida que las instalacio-
nes de elaboracion de sake se
volvieron mas mecanizadas, se
hizo evidente la necesidad de
aumentar tanto la tasa operativa
mecanica como la productividad.
Por lo tanto, se volvio urgente
la elaboracion automatizada de
sake para todas las estaciones
con un proceso de elaboracion
mecanizado; y la produccion de
sake a gran escala durante todo
el ano comenzo en 1965. Durante
el periodo de alto crecimiento
economico de 1955 a 1965,
muchas destilerias comenzaron a
mecanizar significativamente sus
instalaciones de elaboracion. Los
principales fabricantes de sake
compitieron para construir una
elaboracion de sake para todas
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las estaciones, aumentando
drasticamente las capacidades
de produccion.

Para hacer posible la elab-
oracion de sake durante todas
las estaciones, se debe con-
struir dentro de la planta el
mismo entorno de produccion
que la temporada de invierno
y que esté operativo durante
todo el ano. Estas plantas
estan equipadas con instala-
ciones de aire acondicionado
que utilizan congeladores para
mantener temperaturas bajas
adecuadas para la produccion
de sake. Durante la temporada
de verano, con altas temper-
aturas y humedad, es necesario
deshumidificar el aire, eliminar
bacterias y esterilizar, ademas
de enfriar la temperatura por la
preocupacion por la contami-
nacion del aire exterior.

La elaboracion de sake
para todas las estaciones es
posible en volumenes mucho
mayores y la mano de obra tam-
bién se hace mas eficiente.
Especialmente en los ultimos
anos, las operaciones autom-
atizadas avanzaron hacia una
gestion controlada por com-
putadoras, lo que permitio la
produccion de sake sin mae-
stros destiladores u otros
trabajadores calificados, elimi-
nando las tareas realizadas por
trabajadores nocturnos y en
vacaciones.

L SMV:47

Polishing Rate: 70%
¢ (Yamadanishiki &
i others)

i SMV:N/A
Polishing Rate: 45%
i (Yamadanishiki)

Dassai 45
Junmai Daiginjo
Asahi Shuzo (Yamaguchi)

SMV: +4
Polishing Rate: 70%

Ozeki Sake
Junmai
0zeki Sake (U.S.A.)

g Polishing Rate: 80%
i (Yamadanishiki)

sk * Polishing Rate: 60%

i (Yamadanishiki &
others)
Hakutsuru Superior
Junmai
Hakutsuru Sake Brewing (Hyogo)

Harada 80
Junmai
Hatsumomiji (Yamaguchi)

Ozeki Karatanba
Honjozo
0Ozeki Corporation (Hyogo)
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on la primavera acer-
candose rapidamente

a finales de marzo, un
evento titulado “La Asociacion de
Tiendas Daikanyama” presento
muchas tiendas que vendian
productos especializados en
“Daikanyama Address 17dix-
sept” en el distrito de Shibuya, un
centro comercial ubicado justo al
lado de la estacion Daikanyama.
Nuestra tienda de venta de sake
local también fue invitada y par-
ticipo durante dos dias un fin de
semana. El “Daikanyama Address
17dixsept” es una zona comercial
ubicada dentro de un complejo
comercial urbano, que consta

de una torre de 36 pisos sobre
rasante en el sitio del antiguo
Dojunkai Daikanyama Apartment,
un complejo de viviendas que
consta de aproximadamente 500
hogares, el Daikanyama Sports
Plaza, etc.

Dix-sept se traduce como
diecisiete en francés y lleva el
nombre de su lote numero 17
en el distrito de Daikanyama.
Cuatro tiendas se alinearon en un
espacio compartido en las insta-
laciones y vendieron mercancias
que los inquilinos no suelen

TOI-(go by Ryuji Takahashi )
Jizake Strolling
DT

vender para adoptar un nuevo
enfoque hacia los clientes que uti-
lizan las instalaciones.

Los minoristas que particip-
aron durante dos dias fueron: mi
tienda de sake local, una tienda
de variedades asiaticas, una flo-
risteria, una tienda vegana un dia
y una tienda de regalos especial-
izada al siguiente. Se rumoreaba
que el momento en que florece-
rian los cerezos podria anunciarse
a principios de la semana del
evento, y se pronostico que el
clima seria soleado para poder
ver los cerezos en flor. Dado que
Daikanyama esta cerca del rio
Meguro, un lugar famoso para
ver los cerezos en flor, mi tienda
redujo nuestra mercancia a solo
dos juegos de sake para ver las
flores: un juego de cinco latas
de aluminio de sake Nihonsakari
con copas de champan de
plastico y un Nagatorogura de
tres muestras.

Desafortunadamente, el
rumoreado anuncio sobre el
momento en que florecerian los
cerezos nunca se produjo, y final-
mente se notificdb dos semanas
después del evento.

Durante el fin de semana del

i

i Vsl

evento no solo no florecieron los

cerezos, sino que también llovio

con poca participacion, lo cual fue

claramente contrario a las expec-
tativas. Otras tiendas cercanas
daban la bienvenida a clientes
habituales de otras tiendas. Mi
tienda también se beneficio de
sus clientes ya que la mayoria de

los juegos de sake que preparé se

vendieron y el fin de semana ter-
mino con ventas decentes.
Saqué muchas conclusiones
de mi primer intento de vender
productos en el elegante com-
plejo comercial Daikanyama. Los

"-I“q =

Ryuji Takahashi

Regional Sake Specialty Store “Ji Sakeya” Owner,
Master Sake Sommelier, Shuto-Meijin, and the
charismatic guru of ordinary sake.

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-
anese sake and cuisine, unaffected by the latest
trends, while managing a jizake retail store.
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miembros del personal compra-
ban en las tiendas de los demas
y yo también me hice amigo

de los duenos de las tiendas.
Personalmente, mi tienda tempo-
ral en el lugar fue una experiencia
fructifera. Sin embargo, si tuvi-
era que ser codicioso, creo que
las instalaciones deberian pensar
en formas de animar el evento.
Con el tiempo, creo que reunir
destilerias de sake para orga-
nizar el “Distrito de compras de
sake Daikanyama” seria una idea
interesante si me pidieran que
participara nuevamente.
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Master Sake Sommelier

A All Japan News, Inc.
Sake Shochu Spirits

Yuji Matsumoto
Master Sake Sommelier

Ami Nakanishi

Master Sake Sommelier

Toshio Ueno
Master Sake Sommelier

Atsuko Glick

Master Sake Sommelier

JAPAN

Yoshihide Murakami

Master Sake Sommelier

David Kudo

Master Sake Sommelier

Ryuji Takahashi

Master Sake Sommelier

Institute of America
(213) 680-0011

AllJapanNews@gmail.com I ENEY ymatsumoto001@gmail.com  info@sakeschoolofamerica.com

Beverage Manager Vice President Vice President

Sake School of America New York Mutual Trading, Inc.

Sake School of America

info@sakeschoolofamerica.com  info@sakeschoolofamerica.com  ymurakami@jfc.com

Liquor Manager President, All Japan News OwnerJi- sakeya”
JFClInternational Inc. Shuto-Meijin

davidkudo@gmail.com ryu2syuto@yahoo.co.jp

Sake Shochu Spirits Institute of America
NPOEA

KEE SRS BT
Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin a
shared where 500 million people enjoy
wine in North America. We strive to
increase Japanophiles by furthering
understanding of the sake culture
through online Japanese sake and
shochu colleges and books related to
Japanese sake, shochu and beer, etc.
Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries,
sake producers, and distribution
companies, etc., to introduce Japanese
sake, shochu and beer to American
consumers in a way that’s easy-to-
understand.

Instituto de la Cerveza Sake Shochu de Ameérica
Parte 2: Leer la etiqueta del sake

e dice que la historia del sake comenzd

cuando el cultivo de arroz se generalizo

durante el periodo Yayoi (400 a. C. ~ 300
d. C.) y produjo arroz.

La loza del periodo Jomon (14.000 a. C. ~
1.000 a. C.) excavada en las montanas de la
prefectura de Nagano en 1956 contenia semillas
de uva silvestre, lo que indica que el vino fue la
primera bebida consumida en el antiguo Japon,
no el sake.

La elaboracion de sake comenzo entre los
siglos Vy X a. C. durante el periodo Yayoi (400 a.
C.a300d. C.), cuando se adapto el cultivo del
arroz. Durante este tiempo, el sake se producia
masticando arroz en la boca, devolviéndolo a un
recipiente y luego fermentandolo, un método
llamado "sake kuchikami” ("sake masticado con
la boca").

Ademas, se dice que la elaboracion de sake

comenzd como una tarea realizada por doncellas
del santuario.

Se cree que el sake Kuchikami producido
durante este periodo es el origen del actual pro-
ceso de elaboracion del sake. El sake Kuchikami se
produce masticando alimentos con almidén (como
arroz o cereales) en la boca para generar saliva.

La enzima amilasa de la saliva convierte el almidén
en azucar y la levadura silvestre fermenta el azucar
para producir alcohol.

A medida que el cultivo de arroz se generalizo,
se ofrece arroz a las deidades como expresion de
gratitud por el arroz cosechado cada ano. También
recibi algunas sobras de sake que sirvieron como
ofrenda por el arroz cosechado este ano.

Aunque la tradicion del sake kuchikami ya no
se practica en Japon, esta tradicion permanecio en
Okinawa hasta que el Awamori se hizo popular.

ZOOM
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