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Largest & Lnngest Hunmng Japanese Food Trade Show Outside of Japan
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enroll now for spring / wmmer courses culinar ¥ Truining for authentic Ja panese cuisine NG BXPAFONCE NOCEISErY

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

small elasses, personalized training

‘SUSHICOURSE AUTHENTIC WASHOKU COURSE

4 weeks 2 weeks
» professional Sushi prep » profesdonal techniques & knowledge
= irodifional ond modem siyles = Wiathoky, Califarmian, leslon cuiiine
* knifs hondling & mainterance
» gaasonal ssofoods & vegeiables Dathi » rice » soup * Sunomono
* Jopaness savces Sashimi = Yoki-mono = Mi-mono
= Suahd chef philosophy Muihi-mono * noodles
* Suihi bor performance
= kiichen cleaning & hyglens = knives & cooking fools
* fiald irips to fish market = cuiting fechnigues
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hand-crafted supreme beer by | MuIsmiso plaxs
Waku Waku Tezukuri Farm Kawakita, Ishikawa
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Marinated mushrooms

INGREDIENTS # 2=3 SERVINGS

= Total of 2508 Mussheoomes of your choke
[ WWhite muthroom, Shittaks mashuroom, amd

Shimell mushecom are used in this phata, ]
A | - Apinchot Salt
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Japanese taste B | wiean o1 Marinated cheese with
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cheese dip bl 3 "Tsuyu no moto"
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INGREDIENTS # 1-2 SERVINGS INGREDIEMTS 7 2-3 SERVINGS

- L0g Craam chaass 155'”“::'”#“%" | Fa T e S = Total of 200y Crearn ¢hesa and
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* Gptional Crachers, vagatable sticks. or fried 1. Put sliced and easy=to=sat sized mushroons
patatos st in & heat-resistant container METHOD
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5. When it gets cool, serve it onoa dish and put 3. Marirate it for 2-3 heurs in 3 fridge.
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3. Enjoy the dip sauce with vour favorite foods
Like crackers. vegatabla sticks. or friad
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06 Customers are desiring to enjoy sake
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07 California Sake Challenge 201:
Noto Peninsula Earthquake and Sake Breweries 4
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08 How various sake is classified
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09 Tokyo Jizake Strolling
A collaborative sake pairing event held
in an Italian restaurant

REMERS | (2 U TV ASREE

10  Sake Shochu Spirits Institute of America
- Part 2: The History of Sake-
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11 The Challenge to Create a New Japanese
Food Culture

- Female business owners series:

New era of ramen culture -
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12 2024 Sake Expo organized and held
by JFC International, Inc.
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14  New York sake brewery “DASSAI BLUE SAKE
BREWERY” strives to dominate the global market
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16  Spotlight on Hi-Beer: AGARA CRAFT
IO E —JLISSER : AGARA CRAFT

18  The Annual Japan Sake Awards announced its
winners and the Gold prize winner: Hyogo prefecture
won the top Gold Prize for the first time in six years
-828 entries were submitted to the sake contest, organized
to improve sake quality and brewing skills-
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21  Get with the program:

Building loyalty grows business

-Operators look to technology to enhance loyalty programs
and increase sales-

UI—RRA Y hHEIRRERESE S
—UD—RRAVFTREZBRIETOOTI/OD—IFE—
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Miyako Hybrid Hotel 1st Floor
21381 S. Western Ave., Torrance, CA 90501
For Reservations and Information
(310) 320-6700

www.ise-shima.us
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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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Bon Yagi Katsuya Uechi Rick Smith &
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa
[ F Honorary Sake Sommelier & Saka-Sho
TICGROUP Chairman

Katsuya Group

GEKKEIKAN SAKE _ii_‘x}:

KYOTO SINCE 1637

o

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(ae)

e

Kats Miyazato
Honorary Sake Sommelier

"~ Owner “SAKAYANYC'

Owner “True Sake”

Owner of M&M Enterprise

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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Customers are desiring to enjoy sake

merican customers who come to
Japanese restaurants anticipate
enjoying cuisine and beverages not
available in general American restau-
rants or supermarkets. According to
a previously publicized survey, 70
American customers asked what they
most look forward to at a Japanese
restaurant said they “wanted to enjoy
Japanese sake.” In reality however,
most American customers end up
ordering Japanese beer or house sake.
Here, we explain how to sell
Japanese sake without the presence

of staff knowledgable about sake or
sake sommelier.

<Restaurant’s approach>
e Does the name of the sake brand,
regardless of it’s price, characteristics
of the flavor, and pairing recommen-
dations with menu items (sales points)
listed in the menu?
Example) XXsakeJunmai Ginjo
Nagano prefecture

An exquisite sake presented by
a sake brewer with over 300 years of
traditions. A fruity aroma very unique

for a Japanese sake and balanced
acidity greatly enhances the delicious
flavors of richly flavored meat dishes.
Pairing recommendations are the Duck
marinated with miso, Cod marinated
with kasuzuke.

* Are sample portions offered in small
quantities for tasting? The purpose is to
review sales by the glass at reasonable
prices for customers to try the sake. If
sake is sold by the bottle at approxi-
mately $50 to 70, customers won’t feel
like sampling it, so offering glasses at
$5~8 or sampler sets is recommended.m
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Keita Akaboshi Mei HO Miyuki Kag ’{()Sk]m a;a Sa}(?g lm‘;g;g Toshiyuki Koizumi
Sake Sommelier | Sake Sommelier Yoshida oaeommerer Wit Sake Sommelier
ST e Sake Sommeller Manager Savannah "~ Owner “WASAN"
Kuramoto US Inc. True Sake o o o Wismettac Asian Foods Distributing Co. Inc. Owner “WASAN
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Sake Sommelier and Others
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Philip Harper Rachel
Tamagawa Hand Made Macalisang

| Japanese Sake - Sake and Wine
Master Sake Brewer ) Sommelier

Kosuke Kuji % Teruyuki Joe Mizuno Chizuko Alice Hama Liloa Papa
Vlr\lranbu Bi jln Inc. o Kobayashl 1 Head of the “Region a| Niikawa-Helto Certified Winq & Certified Sake Professional
Fifth Generation : Taruhei Brewing Co Ltd. Sake Tasting Club” oy Sake Sommelier Sake Sommelier Level LL
A Brewery Owner Sq[{e 5"’"‘,’(‘," Young's Market (ompany
’ ¥ Ty v
i F. - _..
Timothy Sullivan i1 Masato Kato Akira Yuhara Hirohisa Eduardo Yoshihiro
Sake Samurai L i -ﬂl Sake Sommelier Sake Sommelier Kikuchi Dingler Sako
I Wismettac Asian Foods Miyako Hybrid Hotel . Sake Sommelier | Sake Ambassador |  Sake Sommelier
Yuzukl

—

‘ ) Takao Matsukawa Koji Wong Kurtis Wells Stuart Morris
Sake Sommelier Owner Mixologist Sake Sommelier
Latln Reglon Spe(lallst Japon Bistro Hana Japanese Restaurant

i

. Michael John " Mai Segawa Don Lee ] G Eiji Mori Michael Russell
ary Imada
VSLmkm Advanced Sake ,‘,‘f’ke Som(neﬁer o = et Sake X(MS or =y Sake Sommelier Certified Sake Sommelier
MJS Sake Sele(tlon S qmmehg( Yama Sushi o o o Katana Restaurant Pacific International
Owner Tako Grill Owner Chef } Liquor Inc

Isao Kiyota

Shigeto Terasaka ntemational Eda Vuor/lg XA All Japan News, Inc.
ake omme/er Py . .
Sl Kikisake-Shi. Sake Shochu Spirits Institute of America
resident Academia de Sake Mexico MutuaITradlng Company

Japan Hollywood Network (213) 680-0011, AllJapanNews@gmail.com

Founder

Noto Peninsula Earthquake and
Sake Breweries @
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California

SAKE

CHALLENGE

by Kosuke Kuji

201

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

he Noto Peninsula Earthquake

occurred in the “Noto Penin-

sula,” home to one of the three
most renowned Toji (Master sake
brewers) representative of Japan, and
many Noto Toji (Master sake brewers
of the Noto Toji Guild) to date.

The Noto Peninsula Earthquake
occurred on January 1, 2024. Breweries
preparing to brew sake since September
or October customarily take the New
Year Day off and send their Toji home
for the holiday. Toji take only the
New Year Day off and return to their
breweries to continue brewing sake
until March or April. Many Toji were
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home this year to celebrate the New
Year day.

Then, the earthquake struck. The
damage was so extensive that every
Noto Toji was hurt and couldn’t
return to their breweries to continue
brewing sake.

The disaster left some sake
breweries that sustained no damage
without their Toji who could not return.
Therefore, their scheduled sake produc-
tion took a drastic hit in production
value or was halted altogether.

Although the earthquake was
unfortunate, sake breweries in the
Hokuriku region that sustained light
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Japanese Restaurant News

damage did not hesitate to take on the
added hardship of providing support to
other major breweries that sustained
significant damages. The road to
recovery stretches far ahead.

To our customers in North America,
please continue to enjoy sake brewed in
the Hokuriku region. Sake in the Noto
region is not completed yet, but please
enjoy large volumes of sake brewed
in other Hokuriku regions and Niigata
prefecture. The best way to provide the
strongest support to the afflicted sake
breweries is to enjoy their sake.

Thank you very much in advance
for your much-needed support.m
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.

ue to the implementation of
D the Liquor Tax Law revised

in April 1, 1992, the long-
standing Japanese sake “Classification
System” was abolished.

The Sake Classification System
refers to the classification of sake
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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)

£ SMV:43
i Polishing Rate: 69%
i (Gohyakumangoku)

Daishichi Kimoto
Honjozo
Daishichi Sake Brewery (Fukushima)
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Ozeki Yamadanishiki

0zeki Corporation (Hyogo)

How various sake is classified
HARBOEEICIZIEDESBHDHAHZH ?

according to a set of regulations
applying different tax rates, with the
classification (as Super-high Grade,
First Grade, and Second Grade) cer-
tified based on the inspection results
by the Regional Liquor Tax Council
per National Tax Agency. The regu-
lations per classification is broken
down to Super-high Grade: “Excellent
quality,” First Grade: “Good Quality,”
and Second Grade: “Special Grade, not
equivalent to First Grade.”

However, there is a major defect
in the Classification System. This is
because Japanese sake not submitted to
the National Tax Agency for inspection
is all automatically classified as Second
Grade. This Classification System gen-
erated a contradiction where the sake
quality of Second Grade sake produced
by small and medium-sized regional
sake breweries are competitive with
Super-high Grade and First Grade sake
by major sake breweries when actu-
ally sampled. The Super-high Grade
sake was abolished early as a special
measure during a transitional period on
April 1, 1989.

Since the regional sake boom
around 1975, consumers became
familiar with Ginjo, Junmai, and
special sake brands. However, indepen-
dent rules partially exist within the sake
industry over the differences between
each sake (such as labels indicating
the terminology used for production
method, quality, and food ingredients,
etc.), however, there are no organized
regulations to govern these differences.
Therefore, according to the revised
Liquor Tax Law, the notification “Stan-
dards for Manufacturing Methods
and Quality Indication for Sake” was
issued by the National Tax Agency as
a guideline for quality pertaining to the

i SMV:+12

i (Yamadanishiki)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

Junmai

¢ Polishing Rate: 50%
i (Miyama Nishiki)

Classification System on April 1, 1990.

This set of standards classifies Jap-
anese sake into “specific class name
of sake” and sake other than the spe-
cific class name of sake (ordinary sake)
based on differences in food ingredients
and production methods. All sake sold
commercially is classified into one of
these two categories.

The specific class name of sake
refers to Ginjo, Junmai, and Honjozo,
further classified into eight types
according to differences in production
method, quality, etc.: Ginjo, Daiginjo,
Junmai, Junmai-Ginjo, Junmai-Daig-
injo, Tokubetsu-Junmai, Honjozo, and
Tokubetsu-Honjozo. Based on objec-
tive standards such as food ingredients
and production methods, consumers
can now determine differences in sake
quality and characteristics.

The points of production method
and quality regulating the specific
class name of sake are @ Rice-pol-
ishing Ratio, @ The use of distilled
alcohol, and ® whether the Ginjo
method was used or not during the
production process.m
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£ SMV: 45
i Polishing Rate: 50%
i (Goriki)

Chiyomusubi Goriki
Junmai Ginjo
Chiyomusubi Sake Brewery (Tottori)

Tamade Izumi
Daiginjo
0Ooga (Fukuoka)

olishing Rate: 38%
i (Yamadanishiki)

VTR, —#IC S LR wb D TH B,

L L, ZORGIGIEIZ IR E 2 Kb
MBhotl, EVIDG, EHBROFLEIC
HEH L 20w AT R 3T EH BRI %
WZoFINTLE o> T, Z
DIz, T2 & ZALHLE DN D
DIEDS, FBRIZAKA TH D L RTOR
BB T 5, Lo kTG
LI DTH L, birA
2, B DWW TR B TFE L LT L
LR PEICEAH 1 H s IS N
Tw3,

£ 2 AT, WEMB0ERT O HLN 7 —
LD, ST & 2 HKIE & v o 2R
AT S HEFICHoND LA L
oTWwi, LrL, ZN6DHAED
ZNEFNohYOE: (BEER N 2R
THEE, FMEB L OZ0ERRE) 12
DT, IS ERNO BN
V=V 38 B 72T, TR e R HE | L AR
WDEEL o7, 22T, ZOWEBED
SAE W FRBIGIEE IR 2 R A A
R &ELT oL WEERILHE, 2
ERT» o ERE N, FR24E4H81H
o7 S 7,

COHEHEL, RN ELE R £ D
WIZX T, BARZ TREEARIE, &
FrE AP o HAE (i) &
S boT, MRS T2 HAEIX
TRC, FEEATRE DD V3 1)
WET %2 Ll %, FREATRN & I3
B, MK, AR Z LT, I
51 E S ICBLES TR WE 7% EDE WIS
Ko T, WHEEE, RPSEE, SR, i
RS, AR RIS BEI el MK,
ARG, Rl AR o 8 FsH I /3
XNTV3, Ik TilyEF L, i
RERELE T v o - B BIRIEHER & &
LT, HAWEDE D& PR %
Wid2ZEBTELLIIChoDITT
b5,

nE. SRHEATNEEBLE T 2 BT
B WEORA v M, ORESA.
s 7 v a— L OfiHOELE, G
DB DZHTH S,

i SMV:+4
i Polishing Rate: 70%

Hakutsuru Ukiyoe
Junmai
Hakutsuru Sake Brewing (Hyogo)

CORERGABHLEAEELVIRMINTLET, This article was courtesy from Shibata Shoten Co Ltd.



TOI-(go by Ryuji Takahashi )
Jizake Strolling
L

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.

A collaborative sake pairing event held in an Italian restaurant
12172 ATREE

on collaborative projects that

served sake with Italian cui-
sine in an Italian restaurant. The theme
of this project was to determine if sake
pairs well with Italian cuisine.

Our venue was the usual
restaurant “Karibe-Tei” in the Shi-
mokitazawa area. The menu selections
to be paired with sake took time to
select. Thanks to the many helpful
suggestions from Chef Karibe, Ital-
ian menu items with a Japanese twist
were selected for pairing with sake.
The restaurant was filled by word-of-
mouth only without any promotion
on social networking sites, indica-
tive of the high satisfaction among
guests who attended past events. For
sake, seasonal selections from spring
to early summer were selected along
with traditional sake selections. In
total, eighteen bottles of nine differ-
ent sake selections were prepared for
the event.

The menu items served were:
“Amaou Strawberries and High-sugar
Tomato Caprese,” “Sicilian Potato
Salad topped with Salted Cuttlefish,”
“Smoked Firefly Squid from Toyama
Prefecture and Clams,” “The Sea-
son’s First Bonito Carpaccio,” “White
Asparagus with Grilled Anchovy
Garlic Sauce,” “Thawed Oysters from
Iwate Prefecture sauteed with Bamboo
Shoots,” “Sakura Shrimp and Mustard
Flowers Spaghetti topped with Herb
Breadcrumbs,” and “Beef Hind Shank
alla Romana with Saffron Risotto.”

It’s difficult to determine from the
menu names alone if some menu items
have a Japanese flavor. Japanese sea-
sonings such as soy sauce were used
in sauces to add Japanese flavor. For
this reason, sake bottles emptied the
fastest during this event out of all past
events. | heard that recently, many res-
taurants in Italy serve Japanese-style
Italian cuisine, an encouraging trend
that also inspires a novel approach to
serve sake.

Japanese sake industry profes-
sionals can propose pairing sake
with various cuisines worldwide to

I , ve authored several articles

encourage various world cuisines to
be prepared with a Japanese flavor for
better pairing with sake as an innova-
tive approach to introduce Japanese
cuisine overseas. This collaboration
concluded successfully with no inci-
dents - all participants were full, tipsy,
and quite satisfied. Someone said that
loneliness and an empty stomach was
not good for people. Delicious food
and alcoholic beverages are sought in
every country worldwide. It may not
be too far in the future that Japanese
culture becomes even more popular
worldwide, sake enjoys the same pop-
ularity as wine worldwide, and sake
appears on dinner tables worldwide.m
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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.

Sake Shochu Beer Institute of America
- Part 2: The History of Sake-

REEREZEHAERF / €02 BREDEE

any sake breweries are long-established companies with J EE@@%;@“% 1X 1004 DL LD ERIMRHED L -,
M over 100 years of history. Sake brewed from rice, the : HAE DS & 72 2 K% [5EH 2 D %
prototype of sake, is said to have originated in the time FEIZDWTIE, FEEDRAD & PFRRH
of legends until the Heian Period (794-1185). “Sake” started to be DX THRBDD B PLIRHR ORI S BT
distributed as a product from the late Heian Period to the Kamakura i (1I854FE~) IChF T, MdheLTo Nl &L
Period (1185~1333). The Sino-Japanese Wars (1894-95) and the o UdE LIRS L wbiiT» 5,
Russo-Japanese War (1904-5) are said to have been fought using taxes : HIil - HE g Cld HAREOBid: (FBLIXD 3H])
raised from sake (30 percent of the total tax revenue). P TliotbEbNT S,
The top ten breweries with the highest total sake production output :
are as follows: BowdER LA 10E
* Hakutsuru Sake Brewing Co., Ltd. (approximately 60,000 kiloliters) : 1 (SRS
* Gekkeikan Sake Co., Ltd. 2 @ Al
» Takara Shuzo Co., Ltd. 3 gk
» Ozeki Co., Ltd. 4 1 KBRSt
« Nihonsakari Co.,Ltd. 5 @ HARERA 4t
* Koyama Honke Syuzo Co.,ltd. 6 : IS
« Kizakura Co.,Ltd. 7 ¢ HRRA S
¢ Oenon Holdings, Inc. 8: A/ v IN—=T
* Kiku-Masamune Sake Brewing Co., Ltd. 9 : HIEFIMER AT
* Konishi Brewing Co., Ltd. 10 = /NP E 2 AL
Hyogo prefecture produced the highest sake production volume :
in Japan at 28 percent of the total national output, followed by Kyoto, HATIZRHER 2328 % & AR —F2NS <,
Niigata, Akita, Aichi, Hiroshima, Fukushima, Saitama, Nagano, and CoOBRoTHER, BUR. BKEL BRI RE, e, 5
Fukushima prefectures, in that order.m R, RY R DN,
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smtmem The Challenge to Create

a New Japanese Food Culture
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By Atsushi Ashizawa

LLLE

Atsushi Ashizawa

Food Service coordinator opening of the first
ramen shop in the U.S. in Little Tokyo 1970.
Advisor to the ITTO sushi chain in Mexico in
1988. Participated as a director in Chiba Lotte
Marines Spring Camp 1995. Awarded a cer-
tificate from Russia Academy Hospitality and
the city of Saint Petersburg group in 2003.
Founded California Roll World in Los Angeles.

Female business owners series: New era of ramen culture
THREEES)—X FERMKOZT—A XML

Laki Ramen:
Niki Nishikawa, Owner

Wilshire Boulevard connects Los
Angeles, the largest city in the state
of California; and Santa Monica, an
oceanside resort town. I heard about
a contemporary style of ramen shop
opened last year in the halfway point on
Fairfax Avenue, in a corner of a business
district, and visited with a friend.

The rumored ramen shop stood
among other restaurants lined on the
side of an intersection and was lively.
When I stepped in, the dining space was
chic and different from what I imagined
compared to typical ramen shops.
Simple but stylish tables and seats lined
the dining space. The restaurant interior
resembled an art gallery with no paint-
ings adorning the walls. I spoke to the
owner, Niki Nishikawa. I asked what
inspired her to open a ramen shop in
this location, her future goals, what the
ramen flavors were derived from, her
thoughts on Japanese cuisine from the
perspective of a contemporary female
business owner, etc. The conversa-
tion was informative and offered fresh
new insights. In the ramen industry
currently dominated by Japanese men
as business owners, “Laki Ramen”
stands out for offering few menu selec-
tions that emphasize their specialty
ramen flavors. I quickly realized this

interview was suitable to report in this
magazine as my long-awaited series on
female business owners. I hope that the
value of the restaurant will be further
enhanced through collaboration with
other industries in the near future.

For example, American tourists
to Japan traveling from large metro-
politan areas to regional cities can
play the role of “regional promo-
tional agents” working with regional
companies to create samples of a
winning product that generates profit
for both sides, introduce, and promote
regional food and specialty products
on Social Networking Sites (SNS),
etc. to encourage and promote future
female business owners. “Laki Ramen”
took on this challenge. I'm currently
unraveling the history of Japanese
female immigrants, social workers, and
business owners in the U.S. (a commem-
orative tree was planted in their honor in
the Little Tokyo District of Los Angeles in
2015). For example, Keiko Ito was 17
when she first stepped foot onto U.S.
soil as an immigrant in 1869. Sutematsu
Yamakawa first came from Japan to
the U.S. as a foreign exchange student
to study English, along with Umeko
Tsuda and three others (ages 13~15).
Iwako Uryu opened the first orphanage
in Japan. The world of international
cuisine reveals many commonalities,
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one of them being the rise of female
business owners. The world is currently
in turmoil. The indomitable spirit
and perseverance of women are the
character traits needed to survive this
competitive world market. As Japan
eventually contemplates appointing their
first female prime minister, women have
the power to overcome challenges.m
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2024 Sake Expo organized and
held by JFC International, Inc.

JFCA 2 —FaFILttEsE
B XR2024 R

- - i
Shuhei Kishimoto, Governor, Wakayama Prefecture who was visiting Los Angeles,
also participated (Second from right).

12 July 2024 - www.alljapannews.com

corporation of the Kikkoman

Global Network and a century-
long distributor of Asian beverages
to the U.S. market, held the “2024
Sake Expo” - a trade show organized
to further expand sales channels in
North America - at the Japan House
Los Angeles on Hollywood Blvd. on
May 20.

J FC International, Inc., a member

JFC International was founded
in San Francisco in 1912. JFC Japan
was founded in Tokyo as an export
hub from Japan in 1928. The global
network established in various regions
worldwide is currently used to deliver
Japanese food products, sake, and
alcohol products from various vendors
to over forty nations on five continents
to support the expansion and popular-
ization of Japanese cuisine worldwide.

The 2024 Sake Expo, held for
the sixteenth time since its establish-
ment, targets restaurant owners, chefs,
grocery stores, food and beverage
companies, etc., to introduce the latest
sake alcohol products and expand
sales channels. Approximately 200

different types of sake, shochu, and
other alcoholic beverages were exhib-
ited by approximately thirty-two sake
breweries, distilleries, etc., in various
regions throughout Japan, including
some breweries that traveled from
Japan to attend the expo to increase
sales in North America.

According to statistics from the
Ministry of Finance, the total export
value of sake for 2023 (January ~
December) was 41.08 billion JPY (87%
compared to last year). The record sake
export value was broken for thirteen
consecutive years until last year, when
the export value declined due to impact
from the Chinese market, accounting
for approximately half of the sake
export value and quantity, and in the
U.S. The top sake export destination
by quantity was the U.S. at 6,500 kiloli-
ters (71.6% compared to last year),
followed by China at No. 2 with 5,800
kiloliters (78.4% compared to last
year). On the other hand, the top sake
export destination by value is China at
12.46 billion JPY (88% compared to
last year), followed by the U.S. at No. 2
with 9.09 billion JPY (83.2% compared



to last year).

Both the export value and exported
quantity of sake dropped below the
previous year in 2023, yet the sake
export value per liter continued to
increase and broke records in both 2022
and 2023. The average sake export
value in 2013 was 650 JPY, more than
doubled to 1,407 JPY in 2023. Sake
classified as specially designated sake
sells at high prices. For this reason,
restaurant affiliates highly interested
in sake and shochu paid close atten-
tion to presentations by sake breweries
and shochu distilleries as they enjoyed
samples, for alcohol sales impact
restaurant sales overall.

Yoshihide Murakami commented
on the future developments of JFC
International: “Overall alcohol
consumption seems to have slightly
declined in addition to sake consump-
tion this past year. This decline in
alcohol consumption is not seen only

in restaurants, but also in wine shops
and liquor shops for whiskey, beer,
and all alcohol products. Sake imports
into the U.S. market also declined, the
top reason being that less customers
are dining in restaurants. The demand
for 300 ml bottles is also higher than
720 ml bottles, indicating individual
consumption is also declining. Many
restaurants are reviewing their menu
and switching out high-end sake
products to more economically priced
products, reducing bottle sizes, and the
number of brands served. High-end
sake seemed to sell well during the
coronavirus pandemic, but as the
pandemic subsided, sake products face
a tough market today. Producers and
distributors must introduce products
that appeal to a tough market. General
consumers prefer low-alcohol and
flavored sake options over unprocessed
and full-bodied sake, requiring a variety
of products. The next few years will be

trial-and-error, but JFC looks forward
to introducing new alcohol products.”

Yoshiyuki Ishigaki, President of
JFC International, commented on
his expectations of the future: “Our
main customers for sake are currently
Japanese restaurants and grocery
stores. However, we’d like to propose
sake and shochu to local restaurants
and grocery stores as alcoholic bever-
ages to be paired with other cuisines.
Sake occupies less than 2 percent of
the U.S. market with exciting potential
for future growth.”

One trend to focus on for sake is
the proposed addition of “traditional
sake brewing techniques” of sake,
shochu, Awamori, etc., as UNESCO’s
Intangible Cultural Heritage. The
decision is to be announced by the
end of the year could increase demand
for sake, shochu, and Awamori in the
U.S. market.m
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New York sake brewery “DASSAI BLUE SAKE BREWERY?” strives
to dominate the global market

—a1—3— U Di&r 'DASSAI BLUE SAKE BREWERY) tHARZBi5d

sahi Shuzo Co., Ltd., producer
of Dassai sake, is a sake
brewery based in Iwakuni

city, Yamaguchi prefecture; founded
in 1948.

Hiroshi Sakurai, third-genera-
tion owner of Asahi Shuzo, enforced
a policy to improve sake quality at
his sake brewery to brew “sake to
be savored, not to get intoxicated or
make money.” Asahi Shuzo stopped
brewing ordinary sake and specialized
in brewing Junmai-Daiginjo.

Dassai sake with a rice polishing
ratio of 50 percent and 40 percent was
released in 1990. The rice polishing
ratio increased to 23 percent for
“Dassai,” released in 1992. The most
notable characteristics of Asahi Shuzo,
producer of Dassai, is their instinct
for brewing sake and expertise gained
from their chief sake brewer during his
tenure, which was thoroughly quanti-
fied into data. The temperature and
humidity are controlled to brew sake
without requiring a chief sake brewer.
The amount of water absorbed in the
rice is controlled by weighing it often.

2
11

©DASSAI

Data from the daily fermentation condi-
tion is analyzed by staff to control the
brewing process. Asahi Shuzo started
exporting sake to New York in 2002,
and sales exceeded 10 billion JPY in
2016. Sales for September 2023 were
17.4 billion JPY. Compared to the
fiscal year 2023, Asahi Shuzo ranked

14 July 2024 - www.alljapannews.com
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second after Hakutsuru Sake Brewing
Co., Ltd.’s sales of 27.3 billion JPY,
followed by Gekkeikan Sake Company,
Ltd. ranked third with 17.3 billion JPY
in sales. Also, 7.5 billion JPY - approx-
imately 43 percent of Asahi Shuzo’s
2023 sales of 17.4 billion JPY - is from
sake exports.

Kazuhiro Sakurai, fourth-genera-
tion owner of Asahi Shuzo commented:
“Our local U.S. brewery will strive to
dominate the global market.” Asahi
Shuzo completed the construction of
a sake brewery in Hyde Park city in
September, approximately two hours
from Manhattan, New York. Asahi



Shuzo sells “Dassai Blue Type 23”
and “Dassai Blue Type 50” from their
newly constructed brewery to restau-
rants and liquor stores in New York.
In June, Asahi Shuzo acquired a liquor
license to sell sake products outside of
New York.

JRN: About the U.S. market
Shimotori: Past market share of sake
was mostly dominated by Japanese
restaurants, liquor stores, and Japanese
consumers. We opened a brewery in
the U.S., not because the Japanese
market is shrinking, but to popularize
sake worldwide from a global perspec-
tive. The volume of sake consumed
in the U.S. is only 0.2 percent from a
monetary basis. Japanese food and sake
will only consume the same market.
Even if the market shifted from Japan
to the U.S. In the future, public aware-
ness campaigns will be important to
pair sake with American and French
cuisine. If not, sake will never delve
into the 99.8 percent of the market.

We currently sell sake in some
American and Italian restaurants. Based
on the trends we see, many consumers
still hesitate to try sake, have never
tried sake, or aren’t familiar with sake.
The reason sake is still unfamiliar to
many U.S. customers is because restau-
rant staff receive no training on sake
products, in addition to no aware-
ness campaigns done to promote sake
products. Due to these challenges,
awareness campaigns will become
more important as Japanese sake
breweries and distributors expand into
the U.S. market.

JRN: Do you receive many visitors at
your New York brewery?

Shimotori: Our tasting room is open
to the public, and we receive approxi-
mately 200 visitors a week. We do post
our products on Social Networking
Sites (SNS), which get shared as tweets,
etc., on other SNS. Many of our visitors
are tourists to the New York area, more
than locals.

JRN: What are your aspirations for the
future?

Shimotori: Alcohol in sake gradually
takes effect and is gentle on the body.
A smile forms naturally. Our dream is
to popularize sake worldwide by inter-
acting with the locals and pinning down
what constitutes delicious sake flavor
to them to popularize our sake culture
worldwide. Our New York brewery is
instrumental in achieving our motto,
“From New York to the World,” dyed
into the Happi coat the staff wear.
We’re determined to create a new food
culture and introduce it from our N.Y.
sake brewery.m

Kenzo Shimotori, President of Dassai USA (center)
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Breakdown of sales by Asahi Shuzo and the overall export value of sake
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Breakdown of sales by Asahi Shuzo
2023%F1748M 2023:17.4 billion JPY
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Total sake export value

202354158 2023: 41 billion JPY
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“— Restaurant Trend Report

Spotlight on Ji-Beer: AGARA CRAFT 5yGregBeck
LD E—ILIZEE : AGARA CRAFT

Greg's Tasting & Paining cNotes

AGARA CRAFT

As the spelling and the label suggests:
A very traditional wheat beer, with
very little bitterness and gentle aroma.
Easy to drink, light yellow color, great
wheaty aroma and hints of banana
and honeysuckle. Perfect level of
carbonation and surprisingly clear
despite being unfiltered and some yeast
visible in the bottle.
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AGARA CRAFT

Pale Ale

"Bountiful aromatics and fruity flavor"
| got tons of honey notes matching
the color and hardly any bitterness,
but once again, a very to-style and
traditional pale ale, not skimping on
malt profile. Slightly higher carbonation

also unfiltered.

TEME7OTETIL—T 14—k ]
BIZTyFLIZRILD B E O R E K
C.ERILFEAEDYEEAN, FE
IZIEHBER—ILI—)LTHY. £3F
DTOT7AILEBLAGEIRELTY
FT, REBIEOORDT. MTHICE
UNBHY ., EBSNTLNENIEERE
LTW&ET,

AGARA CRAFT

Sansho Ale

Agara Sansho Ale is a limited release
beer made from grape sansho peppers
from Shimizu, Wakayama, a place
famous for producing the largest
harvest of sansho in Japan.While most
sansho peppers are thought as spicy,
Wakayama's sanshos are in fact zesty
and superbly aromatic. Enjoy this
refreshing craft Sansho beer that’s
perfect for the hot summer months!
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San Diego

®

Crafted with love by the community of Wakayama,
AGARA means "ours" in the local dialect.
Every sip connects you to
the heart and soul of Wakayama.
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and just a hint of haze, suggesting this is °

Las Vegas °

s travel to Japan and Japanese pop culture have
become more and more common in America, even

non-Japanese food and beverage have begun adding
Japanese ingredients or names to their menus, such as Koji,
Jidori and Wagyu. One profitable segment of the industry
that leans heavily on Japan’s popularity is Craft Beer.

As American craft beer has become increasingly
competitive, they have attempted to incorporate trendy
Japanese names and ingredients. The results can be
clumsy, lacking the understanding of how to feature these
ingredients prominently without being unbalanced. Often
even the best attempts may taste good, but would not
necessarily pair with Japanese dishes.

Savvy restauranteurs may choose to capitalize on both
trends, only to be disappointed by the gastronomic quality
or pairability of some American beers. Luckily “Ji-Beer” -
the Craft Beer scene in Japan - has progressed rapidly as
well. Japanese drinking habits and beer culture have led
to Japanese brewers who focus on balance, drinkability,
and food pairings. For this reason, Japan’s craft beer scene
has always been rooted in traditional German and English
styles of craft beer. More recently, however, we have seen
a mastering of the more modern and popular styles in
America, especially IPAs and fruited beers coming from
Japan.

To highlight this, let’s look at one brewery in Japan that has
demonstrated all of these strengths in particular. Based
in LA, we were lucky to achieve a virtual interview by
tasting the excellent line up of craft beer from AGARA
CRAFT based in Wakayama, Japan. We then shared our
tasting notes and questions with president and head
brewer of Wakayama Brewery, Mr. Tomoyuki Yoshida, via
an email exchange. Here'’s what we learned.
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Many of your beers say “SANDAIME”. Is that
related to how you started making beer?
Yoshida-san: | was born as the third-generation owner of
a liquor store. | started my career in the same liquor store.
Later, | expanded into the restaurant business, naming the
restaurant "Sandaime." Within this restaurant, we began
brewing our own beer. Initially, the beer was only available
for purchase at the restaurant, and we did not sell it in
bottles or kegs to the general public. Back then, the beer
didn't have a specific name; it was simply referred to as
"Handmade Beer by the Third Generation Owner." The
label "SANDAIME" is a nod to those early days. Today, the
Sandaime Restaurant continues to thrive, popular as a 120-
seat venue where patrons can enjoy craft beers.

Is there a company principal or general, guiding
principle/theme to their beer?
Yoshida-san: AGARA CRAFT focuses on the theme
of "harmony" with cuisine. Our beers are designed to
enhance the dishes they accompany, yet are also crafted to
be delicious on their own.

Most of these are more like German and English

beers than American craft beer. Is that to pair better with
food?
Yoshida-san: Yes, our theme of "harmony" guides us to
craft beers that bring out the best in both the ingredients
and the accompanying dishes, rather than adopting the
robust style of American beers. Our aim is a subtle beer
that supports its companion dishes without overpowering
them.

Is that why all of your beers are just 5.5% alcohol?
Yoshida-san: Higher alcohol content can enrich the
flavor, but it may not be suitable for drinking in large
amounts throughout a session.We believe 5.5% is ideal for
gastronomic pairings and maximize the enjoyment of your
meal.

Do you have a favorite beer?

Yoshida-san: Our flagship beer is YUZU ALE, made with
yuzu from Ryujin Village in Wakayama Prefecture. We use
only yuzu from trees that are over 100 years old, which
have never crossbred with other citrus, due to their
isolated growth. The beer incorporates this yuzu peel,
which we peel by hand to avoid the bitterness that comes
from the pith, using a generous amount of yuzu peel to
deliver a fresh aroma.

Do you have a favorite beer and food pairing?
Yoshida-san: Yuzu Ale pairs exceptionally well with
tempura and sushi. The acidity of the yuzu complements
the vinegar rice, creating a perfect pairing. The citrus cuts
through the oil of the tempura, enhancing appetite.

Where did you learn to brew?
Yoshida-san: | studied at the Comprehensive Institute
of Spirits in Japan.Whenever | couldn't achieve the flavor
| wanted, | would consult with senior brewers and learn
from them.

What's next? Do you have any challenges, obstacles,
or goals they are working on?
Yoshida-san: We are currently exploring isolating yeast
from the sea, and we are also experimenting with brewing
beer using dashi made from kelp and bonito. We aim to
host a Wakayama Fair in the United States, showcasing our
beers made with Wakayama's local ingredients like yuzu,
oranges, and sansho.
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with Mr. Tomoyuki Yoshida of Wakayama Brewery
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Greg's Tasting & Paining dNotes

AGARA CRAFT

"Fresh Tangerine Aroma"

Just the slightest hint of Mikan citrus
aroma and flavor. Similar in color to
the Weizen. Gentle, easy drinker. This
would go great with pizza.
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AGARA CRAFT

Much more citrus fruit on the aroma,
distinct Yuzu (Citron) aroma, flavor and
finish of a lemon and honey hybrid.
Probably one of the best Yuzu beers
ever!
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AGARA CRAFT

"Refreshing Hop flavor"

Sneaking in at just 5.5% ABYV, this
easy-drinking, sessionable IPA is much
more of a classic, English style.With its
copper color previewing the delicious
malt character balancing what might
otherwise be bitter, but instead is
mildly sweet and not piney or citrusy
like the IPAs we are used to in the U.S.
Crystal clarity and no hint of sediment.
This would pair great with everything
from Japanese cuisine to spicy, heavier
Mexican dishes.
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The Annual Japan Sake Awards announced its winners and the
Gold prize winner: Hyogo prefecture won the top Gold Prize for
the first time in six years

-828 entries were submitted to the sake contest, organized to improve sake
quality and brewing skills-
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Nineteen brands from Hyogo prefecture garnered the Gold Prize at
“The Annual Japan Sake Awards,” held for the 112th time in 2024. The
National Research Institute of Brewing (NRIB) and the Japan Sake and
Shochu Makers Association jointly organized The Annual Japan Sake
Awards, the only national sake contest held since 1911 to improve sake

quality and brewing skills.

The national sake contest attracts many Daiginjo and Junmai Daiginjo
submitted by sake breweries throughout Japan, garnering attention from

sake fans in Japan and worldwide.
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he Annual Japan Sake Awards
I announced the preliminary
results from judging the sake
quality and brewing skills of sake
entries brewed during the 2023 sake
year (July 2023 ~ June 2024) in May
2022. Hyogo prefecture garnered the
top Gold prize for the first time in
six years (Hyogo prefecture last won
with the same number of Gold Prizes
as Fukushima prefecture in 2017).
Fukushima prefecture won second
place after attempting to win back the
top Gold Prize for the first time in two
years. Yamagata prefecture won third
place after winning first place last year.
This year’s sake contest received 828
entries with excellent scores, of which
392 entries won prizes, and 195 entries
garnered the Gold Prize.

Hyogo prefecture won the most
Gold Prizes while boasting the highest
sake production volume in Japan as
the production region of “Yamadani-
shiki,” a premium sake rice brand. The
weather and climate of Hyogo prefec-
ture is suitable for sake production,
where major sake producers gather in
the Nadagogo area. This year’s Gold
Prize winners from Hyogo prefecture
are “Hakutsuru,” “Kikumasamune,”
“Ozeki,” “Nihonsakari,” etc.

Although Fukushima prefecture

narrowly missed winning back the title
of “Top sake producer in Japan” for the
first time in two years, Fukushima still
produced thirty-one prize winners, the
most of all prefectures; demonstrating
their high sake brewing skills as the
“top production region in Japan.”

The Annual Japan Sake Awards is a
prestigious contest with a long history,
first held in 1911, a contest that played
amajor role in the advancement of sake
brewing skills. The Brewing Society
of Japan (BSJ) yeast, currently used
in many sake breweries, is produced
from yeast prepared by a sake brewery
and judged to be quality yeast in a
contest. For example, BSJ yeast No.
6 was separated and collected from
the fermentation mash of “Aramasa,”
produced in Akita prefecture in 1935;
while BSJ yeast No. 7 was separated
and collected from the fermenta-
tion mash of “Masumi,” produced in
Nagano prefecture in 1946. The names
Daiginjo and Ginjo means “to closely
examine the sake production process
and brew thoroughly” for submission
to sake contests. To say the hard work
performed and the recognition won
by each sake brewery improved the
quality of delicious Ginjo enjoyed to
date would not be an understatement.
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Hakutsuru Sake Brewing Co., Ltd

Sake produced
in Hyogo prefecture

Hyogo prefecture is a major sake
production region producing 92,000
kl of sake, approximately 30 percent
of sake produced in Japan nation-
wide. Boasting the top share of sake
produced in Japan, Hyogo prefecture is
home to many distinctive sake produc-
tion regions — such as the renowned
“Nadano-ki-Ippon” produced in
Nadagogo, the top sake production
region in Japan; Itami, a long-estab-
lished sake production region since
the Edo period (1603-1868); Harima, a
renowned production region of premier
sake rice “Yamadanishiki,” and mellow
sake brewed in abundant nature; Awaji,
a highly respected production region
for their strict adherence to tradi-
tional sake brewing skills; Tamba and
Shinoyama regions, abundant in nature,
the production region of “Tamba
Toji”; and Kitahyogo, also abundant
in natural bounties of the Sea of Japan,
etc. — home to various regional flavors
and aromas.

Seventy-two sake breweries operate
in Hyogo prefecture, also home to nine
sake brewers associations: Yashiro
Brewers Association, Kakogawa

Brewers Association, Awaji Brewers
Association, Tamba Sasayama Brewers
Association, Himeji Brewers Associ-
ation, Akashi Brewers Association,
Nadagogo Brewers Association, Itami
Brewers Association, and Kitahyogo
Brewers Association.

“Three sake breweries” from
Hakutsuru Sake Brewing Co., Ltd
garnered the Gold Prize for four
consecutive years

Three sake breweries from Hakut-
suru Sake Brewing Co., Ltd. — Honten
Nigogura, Honten Sangokoji, and
Asahigura sake breweries - garnered
the Gold Prize for the 2023 brewing
year during The Annual Japan Sake
Awards. Hitoshi Mizutani, Director
of the Hakutsuru Sake Brewing Co.,
Ltd, commented on his motivation to
continue brewing sake in the future:
“We’re elated to learn three of our
breweries won the Gold Prize for the
fourth consecutive year in the presti-
gious Annual Japan Sake Awards. To
continuously win the Gold Prize every
year is not easy. We’re highly motivated
to devote our efforts to refine our sake
brewing skills to deliver quality sake
that brings a smile to our customers.”
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Quality sake from nineteen sake
breweries in Hyogo prefecture
won the “Gold Prize” at The
Annual Japan Sake Awards

HAMAFUKUTSURU

Koyama Honke Shuzo Co., Ltd.
Hamafukutsurugura
KIKUMASAMUNE
Kikumasamune Sake Brewing
Company Limited Kaho Gura Goban
HAKUTSURU

Hakutsuru Sake Brewing Co., Ltd
Asahigura

HAKUTSURU

Hakutsuru Sake Brewing Co., Ltd
Honten Sangokojo

HAKUTSURU

Hakutsuru Sake Brewing Co., Ltd
Honten Nigogura

FUKUJU

Kobe Shushinkan Breweries. Ltd
SENSUKE

Izumi Sake Brewing Inc
HAKUTAKA

Hakutaka Co., Ltd

KUROMATSU HAKUSHIKA
Tatsuuma-Honke Brewing Co., Ltd
NIHONSAKARI

Sakura craft Nihonsakari Corporation
NIHONSAKARI

Hongura Nihonsakari Corporation
OZEKI

Ozeki Corporation Kowagura
SHIRAYUKI

Fujiyamagura Konishi Brewing
Company

KIZAKURA

Kizakura Company Limited Tamba
Factory

MIKINOSUKE

Nadagikushuzo Corporation
TATSURIKI KOMENOSASAYAKI
Honda Shoten Co., Ltd
TATSURIKI KOMENOSASAYAKI
Honda Shoten Co., Ltd
BANSHUIKKON

Sanyohaishuzo Corporation
RAIRAKU

Ibarakishuzo General Partnership

Fukushima prefecture narrowly
missed winning back first place,
ranked second with eighteen
sake brands that garnered the
“Gold Prize”

Fukushima prefecture boasted the
most sake brands in Japan to garner
the “Gold Prize” for nine consecutive
years until 2022, when the honor was
ceded to Yamagata prefecture last year
after Fukushima won five Gold Prizes.
Fukushima prefecture won eighteen
Gold Prizes in 2024, just short of one
additional Gold Prize won by Hyogo
prefecture, and narrowly missed the
top honor in Japan. On the other hand,
thirty-one sake brands in Fukushima
prefecture beat Hyogo prefecture with
the most “Prize winners.”

Kenichi Watanabe, President of the
Fukushima Prefecture Sake Brewers
Cooperative, commented: “Frankly,
we’re disappointed to fall short of only
one prize-winning brewery. Fourteen
sake breweries from Fukushima won
the Gold Prize in 2023, so we’re happy
to have four more breweries win this
year. I believe the overall quality of our
sake improved.”

Kenji Suzuki, affectionately
renowned as the “God of Sake,”
is Special Advisor for Fukushima
Prefecture Sake Brewers Cooperative.
Suzuki reflected on the contest results:
“We created the flavor we aimed for
and were confident in our entry, so
we’re disappointed not to win top
honors. However, our sake improved
significantly since last year, so we’re
incredibly happy with the results
regardless. The new sake yeast is in
development, so we look forward to
continuing gathering information this
year and continuing brewing sake with
a positive outlook. Hyogo prefecture
is home to many major sake brewers
in the Nada region, so I believe our
enhanced sake brewing skills produced
this year’s results.”

On the other hand, “Okunomatsu,”
anticipated to win the Gold Prize for
the fifteenth consecutive year, narrowly
missed the recognition this year, but
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won as a “Prize winner” instead. Joji
Yusa, Director of the Higashinihon-
shuzo Productivity Improvement
Cooperative, commented: “If we won
the Gold Prize, the score would’ve
been tied.” Director Keiichi Tonokawa
also described his aspirations for the
sake contest: “I also feel responsible
for the results. However, I believe our
sake is delicious, so I'm happy to have
our sake sampled. We’ll win back our
recognition next year.”

“The Annual Japan Sake Awards”

“The Annual Japan Sake Awards”
is an annual sake contest held in May
since 1911, organized by the National
Research Institute of Brewing (NRIB),
a national research institute for sake;
and the Japanese Sake & Shochu
Makers Association. The national sake
contest, the most prestigious in the
sake brewing industry, targets Ginjo
sake produced with the highest sake
brewing skills. Serious dedication by
sake breweries that continue to submit
entries and technical experts help to
improve the quality of sake.

The Annual Japan Sake Awards
was held for the 112th year in 2024. The
“Gold Prize” is awarded to sake entries
of especially notable quality among the
new sake brewed and submitted for that
year, for which sake breweries nation-
wide compete for the honor.

-Submission standards and
judgment methods

Sake submissions are fresh
Ginjo sake brewed according to the
manufacturing method quality labeling
standards for refined sake with acidity
of over 0.8 milliequivalents/L (mEq/L).

The judgment committee performs
a sensory evaluation of sake flavor,
aroma, etc. The judging committee
consists of the National Research
Institute of Brewing (NRIB), National
Tax Agency, regional and public sake
brewing institution coaching staff, sake
brewers recommended by the Japan
Sake & Shochu Makers Association,
sake brewing experts and evaluators.

The judgment details are different
between the preliminary judgment
and the final judgment. Sake aroma,
flavor, quality, and characteristics
are evaluated in five phases during
the preliminary judgment, while sake
aroma, harmony, characteristics, etc.,
are judged in four stages during the
final judgment.

In the preliminary judgment, sake
deemed to be quality is recognized
with a prize. Further, sake judged
as especially of high quality during
the final judgment are awarded the
Gold Prize.
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-Contributions to improved sake
quality

Every year, national sake brewers
and producers compete for the presti-
gious Gold Prize, awarded to especially
high-quality sake among the Prize-
winning sake brands. As a result, “The
Annual Japan Sake Awards” contrib-
uted significantly to the improved
quality of sake to date.

Prestigious wine contests held
worldwide have a sake category,
often promoted by the sake industry.
However, “The Annual Japan Sake
Awards” is held to pass on sake
brewing skills and to enhance sake
quality, thus sake breweries strive to
win a prize at “The Annual Japan Sake
Awards.” A long-established sake
contest in the sake industry, the prizes
awarded are highly prestigious. Half of
all entries win a prize, while less than
forty percent of all entries are recog-
nized with the Gold Prize. The bar is set
high with few entries winning the Gold
Prize in a sake contest that is deemed
highly credible. Sake breweries are
highly motivated to win a prize in this
contest because the prize will recognize
their high brewing skills and certified
sake quality.

In addition, sake breweries receive
objective judgment of their entries
regardless of whether they won a
prize or not, which provides valuable
feedback on their hand-brewed sake
that either gives the breweries confi-
dence or clarifies challenges that
motivates breweries to enhance their
sake brewing skills.

To say “The Annual Japan Sake
Awards” contributes to significant
improvements in the quality of sake,
supports the sake industry today, and
ultimately popularized sake worldwide,
would not be an understatement.m
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Get with the program: Building loyalty grows business
-Operators look to technology to enhance loyalty programs and increase sales.-
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oday, thanks to recent advances

I in technology, loyalty programs

are highly regarded by restau-

rants and the guests who use them,

National Restaurant Association
research finds.

According to the Association’s
new Restaurant Technology Landscape
Report 2024, 96% of loyalty and reward
program customers say they’re a good
way to earn more “bang for their buck,”
and 52% say they already participate in
them at restaurants, coffee shops, snack
places, or delis offering them.

Often used to capture consumer
data, such as meal favorites and
ordering preferences, loyalty programs
enhance the customer experience by
allowing operators to provide more
personalized service and incentivize
repeat business. Guests, particularly
those looking for specials, discounts,
or deals, are able to earn points toward
menu freebies and swag, and other
incentives during their visits and the
programs provide the brand with a way
to promote upcoming events and deals.

Most customers sign up for more
than one restaurant loyalty program—
3.6 on average. Leading the groups are
Gen Z adults who belong to an average
of 4.4 programs, while millennials
participate in an average of 3.6, and
Gen Xers, 3.9. Baby boomers report
belonging to an average of 3.

Align your technology with your
specific customer base

Among consumers not currently
enrolled in loyalty programs, 81%
across all age groups say they’d partic-
ipate in one if offered at a favorite
restaurant. However, some prospective
customers seem reticent to embrace the
new technology involved.

It might be the lack of a physical
card option that keeps them from
engaging in the programs, says Hudson
Riehle, the Association’s SVP of
Research & Knowledge.

“Restaurants must carefully
align their technologies with current
and future customer bases,” he says.
“While younger patrons may embrace

a totally digital loyalty program,
some of their older customers may
prefer using the original physical
card systems. Ensuring a hospitable
restaurant experience in a higher-tech
environment is extremely relevant for
long-term success. It’s also the prover-
bial challenge for operators.”

When asked how they’d like to
access loyalty programs, 60% of current
users prefer using smartphone apps
rather than carrying physical cards,
18% prefer a card and 22% don’t have a
preference. Among prospective loyalty
program members, 39% would rather
use a card, and 33% would prefer using
an app. Baby Boomers are less likely to
commit to preferring a smartphone app,
with 51% claiming they’d rather use a
card, but they’re also most likely to say
they don’t have a preference.

More investment in loyalty
programs ahead in 2024

Intent on building repeat business,
61% of limited-service operators and
52% of full-service operators say they
plan to invest more in loyalty programs
and rewards systems in 2024.

“It’s pretty rare now to find brands
that don’t have a loyalty program, but
if you don’t, it’s an effective and fast
way to enhance marketing efforts, grow
frequency, and build loyalists,” says
Beth Hardy, marketing vice president
for Modern Market Eatery. “It’s also
an excellent tool to help you learn more
about your guests’ purchasing habits,
target potential new guests more effec-
tively, and customize your marketing to
fit their interests.”

Hardy adds that technology and
the digital experience associated with
it isn’t going away. She says it’s only
going to grow and advance the way
restaurant brands engage and interact
with consumers.

“Technology is enabling brands to
market to many more customers and
more accurately track performance,”
she says. “The metrics acquired help
brands target their core customers even
better, reduce waste, and potentially
attract more loyal guests.”m
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NEWS / TRENDS

inners of the 2024 International Wine
Challenge (IWC) “Sake Competition”
were announced on June 6.

World-renowned wine competition,
“International Wine Challenge (IWC)”

The International Wine Challenge is an inter-
national wine competition held in London, England
since 1984, deemed to be the largest and “most influ-
ential” as the world’s most rigorous and impartial wine
competition in the world.

The “Sake Competition” was launched by the IWC
in 2007 to judge sake in t categories: “Non-premium
sake,” “Junmai,” “Junmai Ginjo,” “Junmai Daiginjo,”
“Honjozo,” “Ginjo,” “Daiginjo,” “Sparkling Sake,”
“Amber Sake,” and “Aged Sake.” Sake brands recog-
nized in the “Sake Competition” garners attention
both domestically and abroad, an increasingly impor-
tant event for sake breweries to expand into the global
market. A rigorous tasting conducted by international
beverages experts positioned the IWC as the most
rigorous competition in the world.

Based on the judgment results, select sake brands
are awarded the “Commended Award,” “Bronze,”
“Silver,” or “Gold” Medals.

From sakes awarded the Gold Medal, those
judged to be especially high-quality are honored with
a “Trophy.” From the sakes awarded the “Trophy,”
only one exceptional sake is recognized with the
most prestigious award of the Sake Competition,
“Champion Sake.”

Also, sake with excellent cost performance at a
retail price of 1,200 JPY or lower (in 720 ml bottles)
without taxes and production volume of over 100,000
bottles (720 ml) are recognized as “Great Value.”
Further, one of these selected sakes is further awarded
the “Great Value Award.” Due to the international
attention this contest attracts, sake brands recog-
nized with Gold Medals, Trophies, and especially the
Champion Sake awards sell out quickly.

The Sake Competition received 1,504 entries
for 2024. Blind tasting was conducted by a total of
sixty-three judges from fourteen nations, of which
ninety-three sakes garnered the Gold Medal, and
twenty-five sakes were awarded trophies from them
recognized with the Gold Award.

Lastly, the sake recognized with the most presti-
gious award of the Sake Competition, the "Champion
Sake" and “Great Value Champion Sake” will be
announced on July 9.m

22 July 2024 - www.alljapannews.com
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Winners of the 2024 International Wine Challenge (IWC)
“Sake Competition” announced

20244 R—FaFIL DAY« FwlL>P (IWC)
SAKEZBF9) D XA ILZEBRRK

. Sake Brands awarded
.wm e the Trophy Award

[SAKE &
q & BP9

bO7«—RE]
by the IWC 2024 "Sake Competition"

—  EEE IR Futsu-Shu Tﬁ
Rich Yamahai Kasumitsuru
KASUMITSURU CO., LTD. (Hyogo)
TRICH LBt H1F#.
HFEEGAat (BEER)

Fudoh Keikai Karakuchi
Nabedana Inc (Chiba)

MR8 EiRFEO
REMRAEE (FER)

L

Atagonomatsu Kennai Honjozo
Niizawa Sake Brewery Co., Ltd
(Miyagi)

220 BRRESE )

BA LT EEEE (BHE)

Uonuma TamaFumi

Tamagawa Sake Brewery Co., Ltd.
(Niigata)

MG E Bk

FIIEESR 2T GHRR)

— FKE B89 Junmai
Enasan Junmai

Hazama Shuzo Co.,Ltd. (Gifu)
TEEARL #hick
IFTEBEEMRA S (HEE)

16th Kurouemon

Junmai Hitogokochi

Yukawa Sake Brewery Co., Ltd.
(Nagano)

s WA AN F ST

U JOYatutut ]
HRRMHNEEE (REFR)
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Tenmei Junmai Ginjo

Hiire Black Label

Akebono Shuzo Co., Ltd.
(Fukushima)

T XBH flKISERAN A 2oL
EEEKAAT EER)

Matsuwo Junmai Ginjo
Kamiminochi

Matsuwo Sake Corporation
(Nagano)

THRRE FURPGER kA
KRR SBIEEES (RFR)

Miyakobijin Taiyou

Miyakobijin Shuzo Co Ltd (Hyogo)
rEpE A K3

HENBSHA R (EER)
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FRISERE 2B Junmai Ginjo
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Wakamusume Kakitsubata
Shintani Sake Brewery Co., Ltd.
(Yamaguchi)

O 98 HwFIE
FaEEGRARE (LAR)

Amabuki Junmai Daiginjo
Aiyama

Amabuki Shuzo Co.,Ltd (Saga)
TRWR SRk A0S B 2L
RBEEERT (EER)

Junmai Daiginjo

Ugonotsuki Ray

Aihara Shuzo Co., Ltd. (Hiroshima)
THER KIS EE FER DA Iy
HEEESHAET (KBR)

Toko Junmai Daiginjo
Fukurotsuri Juhachi
Kojima Sohonten Co.,Ltd.

FRAPRSERE BP9 Junmai Daiginjo —_

Keiryu 150 Shunen Ginjo
Endo Brewery Inc. (Nagano)

FE7 150 BErSER )
HAREREES (RFR)

(Yamagata) l E
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HRRAIMBRATS (LiR) :
Ul
1 r
— MSERE BB Ginjo e
=

—  KISEEE EBF9  Daiginjo L

Y

Daiginjo-Yamatozakura Gold Label
SATO SAJIEMON UNLIMITED CAMPANY
(Yamagata)

TRISEE T £
aRatERIAREP (LFER)
Miyanoyuki Daiginjo

Miyazaki Honten Co Ltd (Mie) |
MENSE K5E)

HAEHBIEARE (ZER)

Yoakemae Daiginjo
Ono Shuzouten Co Ltd (Nagano)

TTRERIT A KPS EE )
HRARNFEEE (REFR)
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——— &EEBFI  Amber Style

- L

Hanahato Kijoshu Aged for 8 years
Enoki Shuzo Co., Ltd. (Hiroshima)

NS SERTE 8 TR *

BESHRAR (LER)

Tanzan Kijoshu Ruijoshu
Nishiuchi Shuzo (Nara)
ML SEEE REE)
BRES (RRR)

Yumenokanbai Koshu 2000
Tsurumi Shuzo Co.,Ltd (Aichi)
FE&ThE M hiE2000 )
BRESHAST (BHR)

—

PARLERFY  Aged Style e
NIIZAWA KIZASHI

Niizawa Sake Brewery Co., Ltd (Miyagi)

INIIZAWA KIZASHI 2019

MAHIEREE (BHER)

Vintagience Hekiu

Morimoto Senuemon Shoten Co., Ltd. (Mie)
TVINTAGIENCE £/}
WREHFYIT7H—F—ER
HFAMMLEEPIEERReT (ZER)

Junmai Ginjo Tatsu Label No.3
Tatsuizumi-shuzo Limited Partnership (Fukushima)
K5 EE RS\ No.3J

RERHRIBELE (RER)

o |

AN—DVU>VJEF  Sparkling —_
Dewazakura Awa Sake
Dewazakura Sake Brewery Co., Ltd.

(Yamagata)

M3+ AWA SAKE] l
HPCEE/RA R (LFR)

Gangi Sparkling Junmai Daiginjo
Yaoshin Shuzo Co.,Ltd. (Yamaguchi)
TEAR ZN—2V>J fiRKGE)
NEFESHAR (LOR)
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Sakes awarded the Great Value Sake Award

BHATO/N\GMEHFik 1,200 H (M&HEIRE)
T, B OEEENEEHBETIOAARU EEW
SENICIRNTA =RV RERF S ICHERBEICE X
5N3E,

Sakes with excellent cost performance at a retail
price of 1,200 JPY or lower (in 720 ml bottles)
without taxes and production volume of over
100,000 bottles (720 ml) are recognized as
“Great Value.”

Ichinokura Tokubetsu Junmai Sake Dry
ICHINOKURA Co.,Ltd.

T—/ & FBUFEKE 0

HAEH— & (BHR)

Fudoh Keikai Karakuchi
Nabedana Inc

TRE) EiRFEO
MEHARH (FTER)

.
Keiryu Asashibori f
Shuppin Chozoshu i
Endo Brewery Inc. P—

M BLIED HamfTiEliE)
HASERESS (RFR)

Kiku-Masamune Shiboritate
Junmai Kin-Pack

Kiku-Masamune Sake Brewing Co., Ltd.
TGIERLUIEDITHERE N
FEFBESHA ST (EER)

I 1 I
Category Medal Acquisition h7 U —ZlIX ¥V
Entries Gold Silver Bronze  Total Awarded Sake | Commended
Junmai 280 10 49 80 139 100
Junmai Ginjo 319 11 58 75 144 134
Junmai Daiginjo 454 31 98 110 239 186
Honjozo 40 3 10 12 25 8
Ginjo 30 3 3 7 13 12
Daiginjo 152 11 34 45 20 50
Amber 38 8 12 11 31 5
Aged 50 10 11 12 33 14
Non Premium 56 2 12 16 30 20
Sparklimg 85 4 14 22 40 31
Total 1,504 93 301 390 784 560
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ﬁﬁ iﬁ%ﬁ Japanese Restaurant Academy
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Custumers are desiring to EI'IJD':-,I’ :E';E!RE . | -
EEE HD’E’E AR AAAAS IS A A I LI035 L R R AT F DTS
.SIPOtIIth on Hi-Beer: AGARA CRAFT e &
U8 H By Ji-Beer: #ﬂmll R R g A P30

California Sake Challenge 201:
Noto Peninsula Earthquake and Sake Breweries 4

i T N = e 3 )23 b 1) 0 0 P32

How various sake is classified

BHasH B fEEiets ? P33

Tokyo Jizake Strolling
A collaborative sake pairing event held in an Italian restaurant

 REBERY [ BARIBERR P34

Sake Shochu Spirits Institute of America - Part 2: The History of Sake

22805 AANESE sttt S DAL L P35
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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 9am - 4pm Liquor pavilion closes at 3pm
NYmtccom ©Metropolitan Pavilion LAmte com @Pasadena Convention Center
: 125 West 18th street New York, NY 10011 300E. Green Street, Pasadena, CA 91101
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Largest & Lnngest Hunmng Japanese Food Trade Show Outside of Japan
Principal Meeting Place For Foodservice Professionals & Suppliers
NEW PRODUCTS $ SAVINGS FREE to Attend

BE T iy » erhrsseal b Veen sl b orvis el bi Teed sl bl wefrabee . Tena il o eden, reed

by, /0 2% MIYAKO SUSHI & WASHOKU SCHOOL

enroll now for spring / wmmer courses culinar ¥ Truining for authentic Ja panese cuisine NG BXPAFONCE NOCEISErY

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

small elasses, personalized training

‘SUSHICOURSE AUTHENTIC WASHOKU COURSE

4 weeks 2 weeks
» professional Sushi prep » profesdonal techniques & knowledge
= irodifional ond modem siyles = Wiathoky, Califarmian, leslon cuiiine
* knifs hondling & mainterance
» gaasonal ssofoods & vegeiables Dathi » rice » soup * Sunomono
* Jopaness savces Sashimi = Yoki-mono = Mi-mono
= Suahd chef philosophy Muihi-mono * noodles
* Suihi bor performance
= kiichen cleaning & hyglens = knives & cooking fools
* fiald irips to fish market = cuiting fechnigues

training kitchan {:u:u:i:“I}' i Las .ﬁ.nga!aj 213 437 224
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Honorary Sake Sommelier & Saka-Sho

GEKKEIKAN SAKE
KYOTO SINCE 1637

OZEKT
SAKE

Honorary Sake Sommelier

(ae)

b
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.
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Customers are desiring to enjoy sake

merican customers who come to

Japanese restaurants anticipate
enjoying cuisine and beverages not
available in general American restau-
rants or supermarkets. According to
a previously publicized survey, 70
American customers asked what they
most look forward to at a Japanese
restaurant said they “wanted to enjoy
Japanese sake.” In reality however,
most American customers end up
ordering Japanese beer or house sake.

Here, we explain how to sell
Japanese sake without the presence

of staff knowledgable about sake or
sake sommelier.

<Restaurant’s approach>
* Does the name of the sake brand,
regardless of it’s price, characteristics
of the flavor, and pairing recommen-
dations with menu items (sales points)
listed in the menu?
Example) XXsakeJunmai Ginjo
Nagano prefecture

An exquisite sake presented by
a sake brewer with over 300 years of
traditions. A fruity aroma very unique

for a Japanese sake and balanced
acidity greatly enhances the delicious
flavors of richly flavored meat dishes.
Pairing recommendations are the Duck
marinated with miso, Cod marinated
with kasuzuke.

* Are sample portions offered in small
quantities for tasting? The purpose is to
review sales by the glass at reasonable
prices for customers to try the sake. If
sake is sold by the bottle at approxi-
mately $50 to 70, customers won’t feel
like sampling it, so offering glasses at
$5~8 or sampler sets is recommended.m

BRG]
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EEMEHNEEY — 28884
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MENE B SN B AR BERSEE
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“Creative Suthi & Sake® illustrates the technigques of the
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unigue ingredients and advanced
masthods of preparation. The writers were all top |apanese
professional chefs with many years of experience.

[published in English by All |apan News, InC., In 2005)

@EED hitps:/jalljapannews.com/page/sushisake-1

<BERAFEMHN>
(DRELFESZEHXEN%
FMER BEERHBNKRERE
MAZBERNEY (BF) ?
) XXTE MRS EE REFRA
BEAI0FBRERELENER-
FEEFEBENKRER BAETYE
ERFHNEKRIUFTHAXER
AR EIR - BRI R MR
S EIERM S ERI R

# New Forms of Sushi
* Mew styles of Sushi

» Innovarive and Popular Creative
Sushi

= Mastering Techniques

« Sushi in the USA and Europe

« In What Way Has “Sushi” Evolved?
= For all who love Sake

Q) EEIUREZTREAER
ERBAEENHENEREE
EERERPREZES -BARER
MERMNS50-T0ET EAFRBE.
MR B MES-8KT &K
BERAEA-TRBEMENE®
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Kanazawa

Hyakumangoku Beer
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Refreshing B

Umami from

For Sushi Rolls, Fish, and Meat Dishes

GLUTEM
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M5G

REAL
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5 Noz 3iM.ox

chickean with

hand-crafted supreme beer by | MuIsmiso plaxs
Waku Waku Tezukuri Farm Kawakita, Ishikawa

L®
L]
fram left: Dack Ale, Weizen, Ale, Pale Ale, Sakurs Ale
T el by 0 £ : =145 . Made by
210/ T | S ' MIYAKO ORIENTAL FOODS INC.
Boldwin Pork, CA 917048 USA  Tel £24-942-9433

L .
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produe ormdehikiy may voop by regiora custormeriervca@eold mounbaimmiso. com
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AGARA CRAFT
r

As the spelling and the label suggests:
A very traditional wheat beer, with
very little bitterness and gentle aroma.
Easy to drink, light yellow color, great
wheaty aroma and hints of banana
and honeysuckle. Perfect level of
carbonation and surprisingly clear

despite being unfiltered and some yeast
visible in the bottle.

B E PR RN B K
FEHEH AN, A AR
HIRAR A AR . SRR, 2
WA, BATRASI A UL R A
A< SRAE AR E B R AE 308
R REE B — LeBE R, (HE AR
BRACFE LS B4 i, TH IS 2 A ig
.

AGARA CRAFT

IR R Y

"Bountiful aromatics and fruity flavor"
| got tons of honey notes matching
the color and hardly any bitterness,
but once again, a very to-style and
traditional pale ale, not skimping on
malt profile. Slightly higher carbonation
and just a hint of haze, suggesting this is
also unfiltered.

W A S AR

RIRZ RN E M ER, BT
PHEMAE T, B TRAEW, H
FERER, I8 — AR AR
R 45 1 ik € S, 28 2F JEL Bk -
FE o T B R AL FE AN A ) VR
I, 2R UH IS RO A R A T
8

AGARA CRAFT

L AR R R 3

Agara Sansho Ale is a limited release
beer made from grape sansho peppers
from Shimizu, Wakayama, a place
famous for producing the largest
harvest of sansho in Japan.While most
sansho peppers are thought as spicy,
Wakayama's sanshos are in fact zesty
and superbly aromatic. Enjoy this
refreshing craft Sansho beer that’s
perfect for the hot summer months!
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Spotlight on Ji-Beer: AGARA CRAFT ByGregBeck

BB/ Ji-Beer:

AR L FF ER NS

& - BEH AR

Crafted with love by the community of Wakayama,
AGARA means "ours" in the local dialect.
Every sip connects you to
the heart and soul of Wakayama.
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s travel to Japan and Japanese pop culture have
become more and more common in America, even

non-Japanese food and beverage have begun adding
Japanese ingredients or names to their menus, such as Koji,
Jidori and Wagyu. One profitable segment of the industry
that leans heavily on Japan’s popularity is Craft Beer.

As American craft beer has become increasingly
competitive, they have attempted to incorporate trendy
Japanese names and ingredients. The results can be
clumsy, lacking the understanding of how to feature these
ingredients prominently without being unbalanced. Often
even the best attempts may taste good, but would not
necessarily pair with Japanese dishes.

Savvy restauranteurs may choose to capitalize on both
trends, only to be disappointed by the gastronomic quality
or pairability of some American beers. Luckily “Ji-Beer” -
the Craft Beer scene in Japan - has progressed rapidly as
well. Japanese drinking habits and beer culture have led
to Japanese brewers who focus on balance, drinkability,
and food pairings. For this reason, Japan’s craft beer scene
has always been rooted in traditional German and English
styles of craft beer. More recently, however, we have seen
a mastering of the more modern and popular styles in
America, especially IPAs and fruited beers coming from
Japan.

To highlight this, let’s look at one brewery in Japan that has
demonstrated all of these strengths in particular. Based
in LA, we were lucky to achieve a virtual interview by
tasting the excellent line up of craft beer from AGARA

. CRAFT based in Wakayama, Japan. We then shared our

tasting notes and questions with president and head
brewer of Wakayama Brewery, Mr. Tomoyuki Yoshida, via

. an email exchange. Here’s what we learned.
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Many of your beers say “SANDAIME”. Is that
related to how you started making beer?
Yoshida-san: | was born as the third-generation owner of
a liquor store. | started my career in the same liquor store.
Later, | expanded into the restaurant business, naming the
restaurant "Sandaime." Within this restaurant, we began
brewing our own beer. Initially, the beer was only available
for purchase at the restaurant, and we did not sell it in
bottles or kegs to the general public. Back then, the beer
didn't have a specific name; it was simply referred to as
"Handmade Beer by the Third Generation Owner." The
label "SANDAIME" is a nod to those early days. Today, the
Sandaime Restaurant continues to thrive, popular as a 120-
seat venue where patrons can enjoy craft beers.

Is there a company principal or general, guiding
principle/theme to their beer?
Yoshida-san: AGARA CRAFT focuses on the theme
of "harmony" with cuisine. Our beers are designed to
enhance the dishes they accompany, yet are also crafted to
be delicious on their own.

Most of these are more like German and English

beers than American craft beer. Is that to pair better with
food?
Yoshida-san: Yes, our theme of "harmony" guides us to
craft beers that bring out the best in both the ingredients
and the accompanying dishes, rather than adopting the
robust style of American beers. Our aim is a subtle beer
that supports its companion dishes without overpowering
them.

Is that why all of your beers are just 5.5% alcohol?
Yoshida-san: Higher alcohol content can enrich the
flavor, but it may not be suitable for drinking in large
amounts throughout a session.We believe 5.5% is ideal for
gastronomic pairings and maximize the enjoyment of your
meal.

Do you have a favorite beer?

Yoshida-san: Our flagship beer is YUZU ALE, made with
yuzu from Ryujin Village in Wakayama Prefecture. We use
only yuzu from trees that are over 100 years old, which
have never crossbred with other citrus, due to their
isolated growth. The beer incorporates this yuzu peel,
which we peel by hand to avoid the bitterness that comes
from the pith, using a generous amount of yuzu peel to
deliver a fresh aroma.

Do you have a favorite beer and food pairing?
Yoshida-san: Yuzu Ale pairs exceptionally well with
tempura and sushi. The acidity of the yuzu complements
the vinegar rice, creating a perfect pairing. The citrus cuts
through the oil of the tempura, enhancing appetite.

Where did you learn to brew?
Yoshida-san: | studied at the Comprehensive Institute
of Spirits in Japan.Whenever | couldn't achieve the flavor
| wanted, | would consult with senior brewers and learn
from them.

What's next? Do you have any challenges, obstacles,
or goals they are working on?
Yoshida-san: We are currently exploring isolating yeast
from the sea, and we are also experimenting with brewing
beer using dashi made from kelp and bonito. We aim to
host a Wakayama Fair in the United States, showcasing our
beers made with Wakayama's local ingredients like yuzu,
oranges, and sansho.
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Bringing the Flavors of Japan
to the People of the World

Honolulu - The Cherry Co.

Lima - Super Nikkei

AGARA CRAFT

"Fresh Tangerine Aroma"

Just the slightest hint of Mikan citrus
aroma and flavor. Similar in color to
the Weizen. Gentle, easy drinker. This
would go great with pizza.
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AGARA CRAFT

Much more citrus fruit on the aroma,
distinct Yuzu (Citron) aroma, flavor and
finish of a lemon and honey hybrid.
Probably one of the best Yuzu beers
ever!
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AGARA CRAFT

B[ REIR (3 (IPA)

"Refreshing Hop flavor"

Sneaking in at just 5.5% ABYV, this
easy-drinking, sessionable IPA is much
more of a classic, English style.With its
copper color previewing the delicious
malt character balancing what might
otherwise be bitter, but instead is
mildly sweet and not piney or citrusy
like the IPAs we are used to in the U.S.
Crystal clarity and no hint of sediment.
This would pair great with everything
from Japanese cuisine to spicy, heavier
Mexican dishes.
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Noto Peninsula Earthquake and

F SN
California

SAKE

CHALLENGE

by Kosuke Kuji

201

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

Sake Breweries @
¥ EMESLREH®

he Noto Peninsula Earthquake

occurred in the “Noto Penin-

sula,” home to one of the three
most renowned Toji (Master sake
brewers) representative of Japan, and
many Noto Toji (Master sake brewers
of the Noto Toji Guild) to date.

The Noto Peninsula Earthquake
occurred on January 1, 2024. Breweries
preparing to brew sake since September
or October customarily take the New
Year Day off and send their Toji home
for the holiday. Toji take only the
New Year Day off and return to their
breweries to continue brewing sake
until March or April. Many Toji were
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home this year to celebrate the New
Year day.

Then, the earthquake struck. The
damage was so extensive that every
Noto Toji was hurt and couldn’t
return to their breweries to continue
brewing sake.

The disaster left some sake
breweries that sustained no damage
without their Toji who could not return.
Therefore, their scheduled sake produc-
tion took a drastic hit in production
value or was halted altogether.

Although the earthquake was
unfortunate, sake breweries in the
Hokuriku region that sustained light
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damage did not hesitate to take on the
added hardship of providing support to
other major breweries that sustained
significant damages. The road to
recovery stretches far ahead.

To our customers in North America,
please continue to enjoy sake brewed in
the Hokuriku region. Sake in the Noto
region is not completed yet, but please
enjoy large volumes of sake brewed
in other Hokuriku regions and Niigata
prefecture. The best way to provide the
strongest support to the afflicted sake
breweries is to enjoy their sake.

Thank you very much in advance
for your much-needed support.m
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ue to the implementation of
D the Liquor Tax Law revised
in April 1, 1992, the long-
standing Japanese sake “Classification

System” was abolished.

www.jfc.com
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’ aINTEF«‘NATIDNAL 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)
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Daishichi Kimoto
Honjozo
Daishichi Sake Brewery (Fukushima)

£
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Ozeki Yamadanishiki

0zeki Corporation (Hyogo)

How various sake is classified

B EHBMILESELE?

The Sake Classification System
refers to the classification of sake
according to a set of regulations
applying different tax rates, with the
classification (as Super-high Grade,
First Grade, and Second Grade) cer-
tified based on the inspection results
by the Regional Liquor Tax Council
per National Tax Agency. The regu-
lations per classification is broken
down to Super-high Grade: “Excellent
quality,” First Grade: “Good Quality,”
and Second Grade: “Special Grade, not
equivalent to First Grade.”

However, there is a major defect
in the Classification System. This is
because Japanese sake not submitted to
the National Tax Agency for inspection
is all automatically classified as Second
Grade. This Classification System gen-
erated a contradiction where the sake
quality of Second Grade sake produced
by small and medium-sized regional
sake breweries are competitive with
Super-high Grade and First Grade sake
by major sake breweries when actu-
ally sampled. The Super-high Grade
sake was abolished early as a special
measure during a transitional period on
April 1, 1989.

Since the regional sake boom
around 1975, consumers became
familiar with Ginjo, Junmai, and
special sake brands. However, indepen-
dent rules partially exist within the sake
industry over the differences between
each sake (such as labels indicating
the terminology used for production
method, quality, and food ingredients,
etc.), however, there are no organized
regulations to govern these differences.
Therefore, according to the revised
Liquor Tax Law, the notification

©SMV:+3
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Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

Junmai

This article was courtesy from Shibata Shoten Co Ltd.

¢ Polishing Rate: 50%
i (Miyama Nishiki)

“Standards for Manufacturing Methods
and Quality Indication for Sake” was
issued by the National Tax Agency as
a guideline for quality pertaining to the
Classification System on April 1, 1990.

This set of standards classifies Jap-
anese sake into “specific class name
of sake” and sake other than the spe-
cific class name of sake (ordinary sake)
based on differences in food ingredients
and production methods. All sake sold
commercially is classified into one of
these two categories.

The specific class name of sake
refers to Ginjo, Junmai, and Honjozo,
further classified into eight types
according to differences in production
method, quality, etc.: Ginjo, Daiginjo,
Junmai, Junmai-Ginjo, Junmai-Daig-
injo, Tokubetsu-Junmai, Honjozo, and
Tokubetsu-Honjozo. Based on objec-
tive standards such as food ingredients
and production methods, consumers
can now determine differences in sake
quality and characteristics.

The points of production method
and quality regulating the specific
class name of sake are @ Rice-pol-
ishing Ratio, @ The use of distilled
alcohol, and ® whether the Ginjo
method was used or not during the
production process.m
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Chiyomusubi Goriki
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Tamade Izumi
Daiginjo
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Hakutsuru Ukiyoe
Junmai
Hakutsuru Sake Brewing (Hyogo)
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TOI-(go by Ryuji Takahashi )
Jizake Strolling
L

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.

A collaborative sake pairing event held in an Italian restaurant

BAFSFESE

on collaborative projects that

served sake with Italian cui-
sine in an Italian restaurant. The theme
of this project was to determine if sake
pairs well with Italian cuisine.

Our venue was the usual
restaurant “Karibe-Tei” in the Shi-
mokitazawa area. The menu selections
to be paired with sake took time to
select. Thanks to the many helpful
suggestions from Chef Karibe, Ital-
ian menu items with a Japanese twist
were selected for pairing with sake.
The restaurant was filled by word-of-
mouth only without any promotion
on social networking sites, indica-
tive of the high satisfaction among
guests who attended past events. For
sake, seasonal selections from spring
to early summer were selected along
with traditional sake selections. In
total, eighteen bottles of nine differ-
ent sake selections were prepared for
the event.

The menu items served were:
“Amaou Strawberries and High-sugar
Tomato Caprese,” “Sicilian Potato
Salad topped with Salted Cuttlefish,”
“Smoked Firefly Squid from Toyama
Prefecture and Clams,” “The Sea-
son’s First Bonito Carpaccio,” “White
Asparagus with Grilled Anchovy
Garlic Sauce,” “Thawed Oysters from
Iwate Prefecture sauteed with Bamboo
Shoots,” “Sakura Shrimp and Mustard
Flowers Spaghetti topped with Herb
Breadcrumbs,” and “Beef Hind Shank
alla Romana with Saffron Risotto.”

It’s difficult to determine from the
menu names alone if some menu items
have a Japanese flavor. Japanese sea-
sonings such as soy sauce were used
in sauces to add Japanese flavor. For
this reason, sake bottles emptied the
fastest during this event out of all past
events. | heard that recently, many res-
taurants in Italy serve Japanese-style
Italian cuisine, an encouraging trend
that also inspires a novel approach to
serve sake.

Japanese sake industry profes-
sionals can propose pairing sake
with various cuisines worldwide to

I , ve authored several articles

encourage various world cuisines to
be prepared with a Japanese flavor for
better pairing with sake as an innova-
tive approach to introduce Japanese
cuisine overseas. This collaboration
concluded successfully with no inci-
dents - all participants were full, tipsy,
and quite satisfied. Someone said that
loneliness and an empty stomach was
not good for people. Delicious food
and alcoholic beverages are sought in
every country worldwide. It may not
be too far in the future that Japanese
culture becomes even more popular
worldwide, sake enjoys the same pop-
ularity as wine worldwide, and sake
appears on dinner tables worldwide.m
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Sake Shochu Spirits Institute of America
NPOEA

KEBE SIS 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.

Sake Shochu Beer Institute of America

- Part 2: The History of Sake-

28R EERNES

any sake breweries are long-established companies with
M over 100 years of history. Sake brewed from rice, the

prototype of sake, is said to have originated in the time
of legends until the Heian Period (794-1185). “Sake” started to be
distributed as a product from the late Heian Period to the Kamakura
Period (1185~1333). The Sino-Japanese Wars (1894-95) and the
Russo-Japanese War (1904-5) are said to have been fought using taxes
raised from sake (30 percent of the total tax revenue).

The top ten breweries with the highest total sake production output
are as follows:
 Hakutsuru Sake Brewing Co., Ltd. (approximately 60,000 kiloliters)

» Gekkeikan Sake Co., Ltd.

e Takara Shuzo Co., Ltd.

* Ozeki Co., Ltd.

* Nihonsakari Co.,Ltd.

» Koyama Honke Syuzo Co.,ltd.

« Kizakura Co.,Ltd.

* Oenon Holdings, Inc.

* Kiku-Masamune Sake Brewing Co., Ltd.
* Konishi Brewing Co., Ltd.

Hyogo prefecture produced the highest sake production volume
in Japan at 28 percent of the total national output, followed by Kyoto,
Niigata, Akita, Aichi, Hiroshima, Fukushima, Saitama, Nagano, and
Fukushima prefectures, in that order.m
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Honorary Sake Sommelier
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Rick Smith & Beau Timken Kats Miyazato

Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
Honorary Sake Sommelier & Saka-Sho
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Bon Yagi
Honorary Sake Sommelier

CTICGROUP

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

Crhari;mran o 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- L
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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Customers are desiring to enjoy sake

merican customers who come to
Japanese restaurants anticipate
enjoying cuisine and beverages not
available in general American restau-
rants or supermarkets. According to
a previously publicized survey, 70
American customers asked what they
most look forward to at a Japanese
restaurant said they “wanted to enjoy
Japanese sake.” In reality however,
most American customers end up
ordering Japanese beer or house sake.
Here, we explain how to sell
Japanese sake without the presence

of staff knowledgable about sake or
sake sommelier.

<Restaurant’s approach>
* Does the name of the sake brand,
regardless of it’s price, characteristics
of the flavor, and pairing recommen-
dations with menu items (sales points)
listed in the menu?
Example) XXsakeJunmai Ginjo
Nagano prefecture

An exquisite sake presented by
a sake brewer with over 300 years of
traditions. A fruity aroma very unique

for a Japanese sake and balanced
acidity greatly enhances the delicious
flavors of richly flavored meat dishes.
Pairing recommendations are the Duck
marinated with miso, Cod marinated
with kasuzuke.

* Are sample portions offered in small
quantities for tasting? The purpose is to
review sales by the glass at reasonable
prices for customers to try the sake. If
sake is sold by the bottle at approxi-
mately $50 to 70, customers won’t feel
like sampling it, so offering glasses at
$5~8 or sampler sets is recommended.m
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“Creative Suthi & Sake® illustrates the technigques of the
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unigue ingredients and advanced
masthods of preparation. The writers were all top |apanese
professional chefs with many years of experience.

[published In English by All [apan News, InC., in2005)
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# New Forms of Sushi
* Mew styles of Sushi

# Innovative and Popular Creative
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= Mastering Techniques

= Sushi in the USA and Europe
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= For all who love Sake

Ch =8 e2|= 22| &z 2, 201+
=X[A0] Y.

@120| A 37| 22 Y22 HMSH
=707 @F2 20| =HEY| =S
o2 mOist=RIet JHAUJIXIE &
mEct go=at mofdhk= Mk ot
502~ 702 M=ol J4F AN
£ 23T AIY &f0F 0t EXp= 2ol
SXl ¥eB =z 5~8E2{of T BOf L=

dE2] MEE FHelrt.

UM HAEY RA 37



§
%

Brewery Owner

VNVanbu Bijin Inc.
¥ Fifth Generation
Brewery Owner

F"

Timothy Sullivan Masato Kato Akira Yuhara Hirohisa Eduardo Yoshihiro
 Sake Samura/ “ Sake Sommelier Sake Sommelier Kikuchi Dingler Sako
) Wismettac Asian Foods Miyako HyB}fd Hotel  Sake Sommelier Sake Ambassador  Sake Sommelier

) Takao Matsukawa
" Sake Sommelier

Latln Reglon Spe(lallst
Mutual Trading CoInc, e =

Keita Akaboshi Miyuki Kaz ’{()Sk]ﬂl a;a P }(((;J ! Ao/t,o = Toshiyuki Koizumi
Sake Sommelier Sake Sommelier ~~{== Yoshida e ommeler e e | - Sake Sommelier
e B Y- Sake Sommelier Manager Savannah " owner “WASAN"
Kuramoto US Inc. \ o o o Wismettac Asian Foods Distributing Co. Inc. Owner “WASAN

b ¥

Sake Sommelier and Others

Taruhei Brewing Coltd. Sake Tasting Club”

]

-2

Philip Harper Rachel
Tamagawa Hand Made Macalisang

| Japanese Sake - Sake and Wine
Master Sake Brewer ) Sommelier

Sq[{e Samq@i

Koji Wong
Owner
Japon Bistro

Miclogit

Kosuke Kuji Teruyuki Joe Mizuno Chizuko Alice Hama Liloa Papa
Kobayashl Head of the “Region al Niikawa-Helto Certified Wine & Certified Sake Professional
w o Sake Sommelier Sake Sommelier LevelLL

Young’s Market (ompany

Yuzukl

—

.

Kurtis Wells Stuart Morris
Sake Sommelier
Hana Japanese Restaurant

i

i

. Michael John " Mai Segawa Don Lee G Eiji Mori Michael Russell
ary Imada Y

Slmkm Advanced Sake ,‘,‘f’ke Sory(nelier o = et Sake z’dw‘s or = Sake Sommelier Certified Sake Sommelier

MJS Sake Seledlon S qmmehg( Yama Sushi o o Katana Restaurant Pacific International

Owner Tako Grill Owner Chef } Liquor Inc

Isao Kiyota

Shigeto Terasaka International Eda Vuong A Al Japan News, Inc.
Sake Sommelier Kikisake-Shi B SakeSommel/er .. . .
e ikisake-Shi. Sake Shochu Spirits Institute of America
resident Academia de Sake Mexico MutuaITradlng Company

Japan Hollywood Network (213) 680-0011, AllJapanNews@gmail.com

Founder

Noto Peninsula Earthquake and
Sake Breweries @
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California
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SAKE

CHALLENGE

by Kosuke Kuji

201

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

he Noto Peninsula Earthquake

occurred in the “Noto Penin-

sula,” home to one of the three
most renowned Toji (Master sake
brewers) representative of Japan, and
many Noto Toji (Master sake brewers
of the Noto Toji Guild) to date.

The Noto Peninsula Earthquake
occurred on January 1, 2024. Breweries
preparing to brew sake since September
or October customarily take the New
Year Day off and send their Toji home
for the holiday. Toji take only the
New Year Day off and return to their
breweries to continue brewing sake
until March or April. Many Toji were
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home this year to celebrate the New
Year day.

Then, the earthquake struck. The
damage was so extensive that every
Noto Toji was hurt and couldn’t
return to their breweries to continue
brewing sake.

The disaster left some sake
breweries that sustained no damage
without their Toji who could not return.
Therefore, their scheduled sake produc-
tion took a drastic hit in production
value or was halted altogether.

Although the earthquake was
unfortunate, sake breweries in the
Hokuriku region that sustained light
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damage did not hesitate to take on the
added hardship of providing support to
other major breweries that sustained
significant damages. The road to
recovery stretches far ahead.

To our customers in North America,
please continue to enjoy sake brewed in
the Hokuriku region. Sake in the Noto
region is not completed yet, but please
enjoy large volumes of sake brewed
in other Hokuriku regions and Niigata
prefecture. The best way to provide the
strongest support to the afflicted sake
breweries is to enjoy their sake.

Thank you very much in advance
for your much-needed support.m
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How various sake is classified
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Fe

ue to the implementation of

the Liquor Tax Law revised

in April 1, 1992, the long-
standing Japanese sake “Classification
System” was abolished.
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

© l’ 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)

The Sake Classification System
refers to the classification of sake
according to a set of regulations
applying different tax rates, with the
classification (as Super-high Grade,
First Grade, and Second Grade) cer-
tified based on the inspection results
by the Regional Liquor Tax Council
per National Tax Agency. The regu-
lations per classification is broken
down to Super-high Grade: “Excellent
quality,” First Grade: “Good Quality,”
and Second Grade: “Special Grade, not
equivalent to First Grade.”

However, there is a major defect
in the Classification System. This is
because Japanese sake not submitted to
the National Tax Agency for inspection
is all automatically classified as Second
Grade. This Classification System gen-
erated a contradiction where the sake
quality of Second Grade sake produced
by small and medium-sized regional
sake breweries are competitive with
Super-high Grade and First Grade sake
by major sake breweries when actu-
ally sampled. The Super-high Grade
sake was abolished early as a special
measure during a transitional period on
April 1, 1989.

Since the regional sake boom
around 1975, consumers became
familiar with Ginjo, Junmai, and
special sake brands. However, inde-
pendent rules partially exist within
the sake industry over the differences
between each sake (such as labels
indicating the terminology used for
production method, quality, and food
ingredients, etc.), however, there are no
organized regulations to govern these
differences. Therefore, according to
the revised Liquor Tax Law, the noti-
fication “Standards for Manufacturing

Methods and Quality Indication for
Sake” was issued by the National Tax
Agency as a guideline for quality per-
taining to the Classification System on
April 1, 1990.

This set of standards classifies Jap-
anese sake into “specific class name
of sake” and sake other than the spe-
cific class name of sake (ordinary sake)
based on differences in food ingredients
and production methods. All sake sold
commercially is classified into one of
these two categories.

The specific class name of sake
refers to Ginjo, Junmai, and Honjozo,
further classified into eight types
according to differences in production
method, quality, etc.: Ginjo, Daiginjo,
Junmai, Junmai-Ginjo, Junmai-Daig-
injo, Tokubetsu-Junmai, Honjozo, and
Tokubetsu-Honjozo. Based on objec-
tive standards such as food ingredients
and production methods, consumers
can now determine differences in sake
quality and characteristics.

The points of production method
and quality regulating the specific
class name of sake are @ Rice-pol-
ishing Ratio, @ The use of distilled
alcohol, and ® whether the Ginjo
method was used or not during the
production process.m
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§OSMV:+3 i SMV:+3 i SMV:+12 i SMV:+5 B SMV:-

©Polishing Rate: 69% i Polishing Rate: 70% i Polishing Rate: 50% ©Polishing Rate: 50% i Polishing Rate: 38% i OSMV:+4

i (Gohyakumangoku) i (Yamadanishiki) i (Miyama Nishiki) i (Goriki) u i (Yamadanishiki) i Polishing Rate: 70%
Daishichi Kimoto Ozeki Yamadanishiki Makiri Extra Dry Chiyomusubi Goriki Tamade lzumi Hakutsuru Ukiyoe

Honjozo Junmai Junmai Daiginjo Junmai Ginjo Daiginjo Junmai

Daishichi Sake Brewery (Fukushima) 0zeki Corporation (Hyogo) Tohoku Meijo (Yamagata) Chiyomusubi Sake Brewery (Tottori) 0Ooga (Fukuoka) Hakutsuru Sake Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
UM YAEZ kA 39



TOI-(go by Ryuji Takahashi )
Jizake Strolling
L

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.

A collaborative sake pairing event held in an Italian restaurant

oletz|ot =2t 7|

on collaborative projects that

served sake with Italian cui-
sine in an Italian restaurant. The theme
of this project was to determine if sake
pairs well with Italian cuisine.

Our venue was the usual
restaurant “Karibe-Tei” in the Shi-
mokitazawa area. The menu selections
to be paired with sake took time to
select. Thanks to the many helpful
suggestions from Chef Karibe, Ital-
ian menu items with a Japanese twist
were selected for pairing with sake.
The restaurant was filled by word-of-
mouth only without any promotion
on social networking sites, indica-
tive of the high satisfaction among
guests who attended past events. For
sake, seasonal selections from spring
to early summer were selected along
with traditional sake selections. In
total, eighteen bottles of nine differ-
ent sake selections were prepared for
the event.

The menu items served were:
“Amaou Strawberries and High-sugar
Tomato Caprese,” “Sicilian Potato
Salad topped with Salted Cuttlefish,”
“Smoked Firefly Squid from Toyama
Prefecture and Clams,” “The Sea-
son’s First Bonito Carpaccio,” “White
Asparagus with Grilled Anchovy
Garlic Sauce,” “Thawed Oysters from
Iwate Prefecture sauteed with Bamboo
Shoots,” “Sakura Shrimp and Mustard
Flowers Spaghetti topped with Herb
Breadcrumbs,” and “Beef Hind Shank
alla Romana with Saffron Risotto.”

It’s difficult to determine from the
menu names alone if some menu items
have a Japanese flavor. Japanese sea-
sonings such as soy sauce were used
in sauces to add Japanese flavor. For
this reason, sake bottles emptied the
fastest during this event out of all past
events. | heard that recently, many res-
taurants in Italy serve Japanese-style
Italian cuisine, an encouraging trend
that also inspires a novel approach to
serve sake.

Japanese sake industry profes-
sionals can propose pairing sake
with various cuisines worldwide to

I , ve authored several articles

encourage various world cuisines to
be prepared with a Japanese flavor for
better pairing with sake as an innova-
tive approach to introduce Japanese
cuisine overseas. This collaboration
concluded successfully with no inci-
dents - all participants were full, tipsy,
and quite satisfied. Someone said that
loneliness and an empty stomach was
not good for people. Delicious food
and alcoholic beverages are sought in
every country worldwide. It may not
be too far in the future that Japanese
culture becomes even more popular
worldwide, sake enjoys the same pop-
ularity as wine worldwide, and sake
appears on dinner tables worldwide.m
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Sake Shochu Beer Institute of America
- Part 2: The History of Sake-

Sake Shochu Spirits Institute of America
NPOEA

KEBE SIS 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.

2T AAI2] HAL

any sake breweries are long-established companies with
over 100 years of history. Sake brewed from rice, the
prototype of sake, is said to have originated in the time
of legends until the Heian Period (794-1185). “Sake” started to be
distributed as a product from the late Heian Period to the Kamakura
Period (1185~1333). The Sino-Japanese Wars (1894-95) and the
Russo-Japanese War (1904-5) are said to have been fought using taxes
raised from sake (30 percent of the total tax revenue).

The top ten breweries with the highest total sake production
output are as follows:
 Hakutsuru Sake Brewing Co., Ltd. (approximately 60,000 kiloliters)
» Gekkeikan Sake Co., Ltd.

e Takara Shuzo Co., Ltd.

* Ozeki Co., Ltd.

* Nihonsakari Co.,Ltd.

» Koyama Honke Syuzo Co.,ltd.

« Kizakura Co.,Ltd.

* Oenon Holdings, Inc.

* Kiku-Masamune Sake Brewing Co., Ltd.
* Konishi Brewing Co., Ltd.

Hyogo prefecture produced the highest sake production volume
in Japan at 28 percent of the total national output, followed by Kyoto,
Niigata, Akita, Aichi, Hiroshima, Fukushima, Saitama, Nagano, and
Fukushima prefectures, in that order.m
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Rick Smith &
Hiroko Furukawa
Honorary Sake Sommelier & Saka-Sho

Bon Yagi
Honorary Sake Sommelier

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho
TICGROUP O Chaiman (AN,
Katsuya Group Owner “SAKAYA NYC”

Kats Miyazato
Honorary Sake Sommelier

Owner “True Sake” Owner of M&M Enterprise

BN
California

SAKE

CHALLENGE

by Kosuke Kuji 201

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 Iwate 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, Iwate Prefecture, Vice-Chairman,
Technology Committee, Iwate Prefecture
Brewers and Distillers’ Association

SR

“Creative Sushi & Sake® illustrapes the technigues of the
finest sushi chefs throughoaut the world, concentrating on
the artistic presentations, unigue ingredients and advanced
masthods of preparation. The wribers were all top |apanese
professional chefs with many years of experience.

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

Terremoto en la peninsula de Noto y

destilerias de sake @

terremoto en la peninsula de Noto
E ocurri6 en la “peninsula de Noto”,

hogar de uno de los tres Toji
(Maestros destileros de sake) mas famosos
de Japon, y de muchos Noto Toji (Maestros

destileros de sake del Gremio Noto Toji) hasta
la fecha.

El terremoto en la peninsula de Noto ocur-
rio el 1 de enero de 2024. Las destilerias que
se preparan para elaborar sake desde sep-
tiembre u octubre suelen tomarse el dia de Afo
Nuevo libre y enviar a sus Toji a casa para las
vacaciones. Los Toji solo se toman el dia de
Ano Nuevo libre y regresan a sus destilerias
para continuar elaborando sake hasta marzo
o abril. Muchos Toji estaban en casa este afno
para celebrar el dia de Ano Nuevo.

Luego, se produjo el terremoto. El dano fue
tan extenso que todos los Noto Toji resultaron
heridos y no pudieron regresar a sus destilerias
para continuar elaborando sake.

Algunas destilerias de sake no sufrieron
danos, pero se quedaron sin sus Toji porque

@D hitps:/jalljapannews.com/page/sushisake-1

no pudieron regresar a casa. Por lo tanto, su
produccion programada de sake sufrio un
drastico impacto en el valor de produccion o
se detuvo por completo.

A pesar de que el terremoto fue desafor-
tunado, las destilerias de sake en la region
de Hokuriku que sufrieron dafnos leves no
dudaron en asumir la dificultad adicional de
brindar apoyo a otras destilerias importantes
que sufrieron danos significativos. El camino
hacia la recuperacion esta muy lejos.

A nuestros clientes en América del
Norte, por favor sigan disfrutando del sake
elaborado en la region de Hokuriku. La pro-
duccion de sake en la region de Noto aun no
esta terminada, pero por favor disfruten de
grandes volumenes de sake elaborado en
otras regiones de Hokuriku y la prefectura de
Niigata. La mejor manera de brindar el mayor
apoyo a las destilerias de sake afectadas es
disfrutar de su sake.

Muchas gracias de antemano por su tan
necesario apoyo.

» Mew Forms of Sushi
# Mew Styles of Sushi

# Innovative and Popular Creative
Sushi

= Mastering Techniques

« 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

[ELUS
Fied

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« I’L‘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

£ SMV:43
i Polishing Rate: 69%
i (Gohyakumangoku)

Daishichi Kimoto
Honjozo
Daishichi Sake Brewery (Fukushima)

Ozeki Yamadanishiki
Junmai
0zeki Corporation (Hyogo)

@l’ ™ INTERNATIONAL INC Www_jfc_com

Como se clasifican los distintos

tipos de sake

ebido a la implementacion

de la Ley de Impuestos a

las Bebidas Alcohdlicas
revisada el 1 de abril de 1992,
se aboli6 el antiguo "Sistema de
Clasificacion” del sake japonés.

El Sistema de Clasificacion
del Sake se refiere a la orde-
nacion de acuerdo con un
conjunto de regulaciones que
aplican diferentes tasas imposi-
tivas, con la clasificacion (como
Grado Super Alto, Primer
Grado y Segundo Grado) certi-
ficada en base a los resultados
de la inspeccioén del Consejo
Regional de Impuestos sobre
Bebidas Alcohdlicas por la
Agencia Tributaria Nacional.

Las regulaciones por clasifi-
cacion se desglosan en Grado
Super Alto: "Excelente calidad”,
Primer Grado: "Buena calidad™ y
Segundo Grado: "Grado espe-
cial, no equivalente al Primer
Grado™.

Sin embargo, existe un
defecto importante en el
Sistema de Clasificacion. Esto
se debe a que el sake japonés
que no se presenta a la Agencia
Tributaria Nacional para su
inspeccion se clasifica automati-
camente como Segundo Grado.
Este Sistema de Clasificacion
genero una contradiccion donde
la calidad del sake de Segundo
Grado producido por pequenas

OSMV:43 i SMV:+12
i Polishing Rate: 70%

i (Yamadanishiki)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)
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Polishing Rate: 50%
i (Miyama Nishiki)

y medianas cervecerias regio-
nales de sake es competitiva
con el sake de Grado Super Alto
y Primer Grado de las princi-
pales destilerias de sake cuando
se prueban. El sake de grado
superalto se aboli6é temprana-
mente como medida especial
durante un periodo de transicion
el 1 de abril de 1989.

Desde el auge regional del
sake alrededor de 1975, los con-
sumidores se familiarizaron con
Ginjo, Junmaiy marcas espe-
ciales de sake. Sin embargo,
existen parcialmente reglas
independientes dentro de la
industria del sake sobre las dife-
rencias entre cada uno (como
etiguetas que indican la termi-
nologia utilizada para el método
de produccion, la calidad y los
ingredientes de los alimen-
tos, etc.), sin embargo, no hay
regulaciones organizadas que
ordenen estas diferencias. Por
lo tanto, de acuerdo con la Ley
de Impuestos sobre Bebidas
Alcohdlicas revisada, la noti-
ficacion "Estandares para los
métodos de fabricacion e indi-
cacion de calidad para el sake”
fue emitida por la Agencia
Tributaria Nacional como una
guia para la calidad, perteneci-
ente al Sistema de Clasificacion
el 1 de abril de 1990.

Este conjunto de estandares

 Polishing Rate: 50% iE ¢
i (Goriki)

L SMV:+5

Chiyomusubi Goriki
Junmai Ginjo
Chiyomusubi Sake Brewery (Tottori)

Tamade Izumi
Daiginjo
0Ooga (Fukuoka)

SMV: -1
Polishing Rate: 38%
(Yamadanishiki)

clasifica el sake japonés en:
"nombre de clase especifico
de sake" y “sake que no es el
nombre de clase especifico
(sake comun)” en funcion de las
diferencias en los ingredientes
de los alimentos y los métodos
de produccion. Todo el sake
que se vende comercialmente
se clasifica en una de estas dos
categorias.

El nombre especifico de la
clase de sake se refiere a Ginjo,
Junmai y Honjozo, que se clasifi-
can a su vez en ocho tipos segun
las diferencias en el método
de produccion, la calidad,
etc.: Ginjo, Daiginjo, Junmai,
Junmai-Ginjo, Junmai-Daiginjo,
Tokubetsu-Junmai, Honjozo y
Tokubetsu-Honjozo. Basandose
en estandares objetivos como
los ingredientes de los alimentos
y los métodos de produccion,
los consumidores ahora pueden
determinar las diferencias en
la calidad y las caracteristicas
del sake.

Los puntos del método de
produccion y la calidad que reg-
ulan el nombre especifico de la
clase de sake son (O Relacion
de pulido del arroz, @ El uso de
alcohol destilado y ® Si se uti-
liz6 o no el método Ginjo durante
el proceso de produccion.

i SMV:+4
i Polishing Rate: 70%

Hakutsuru Ukiyoe
Junmai
Hakutsuru Sake Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.



TOI-(go by Ryuji Takahashi )
Jizake Strolling
L

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.

un evento colaborativo de maridaje de sake celebrado
en un restaurante italiano

e escrito varios articulos
sobre proyectos colabo-
rativos en los que se sirvio
sake con cocina italiana en un
restaurante italiano. El tema de
este proyecto era determinar

si el sake combina bien con la
cocina italiana.

Nuestro lugar de cel-
ebracion fue el restaurante
habitual “Karibe-Tei” en el area
de Shimokitazawa. Nos llevo
tiempo escoger las seleccio-
nes del menu para maridar con
sake. Gracias a las muchas sug-
erencias Utiles del Chef Karibe,
se seleccionaron elementos
del menu italiano con un toque
japonés. El restaurante se lleno
sin ninguna promocion en los
sitios de redes sociales, solo
de boca en boca, lo que indica
la alta satisfaccion entre los
invitados que asistieron a even-
tos anteriores. Para el sake,
se escogieron selecciones de
temporada desde la primavera
hasta principios del verano junto
con de sakes tradicionales. En
total, se prepararon dieciocho
botellas de nueve seleccio-
nes de sake diferentes para
el evento.

Los platos del menu que se
sirvieron fueron: “Fresas Amaou
y Caprese de tomates con alto
contenido de azucar”, “Ensalada
de papas sicilianas con sepia
salada”, “Calamares ahuma-
dos de la prefectura de Toyama
y almejas”, “El primer carpac-
cio de bonito de la temporada”,
“Esparragos blancos con salsa
de ajo y anchoas a la parrilla”,
“Ostras descongeladas de la pre-
fectura de lwate salteadas con
brotes de bambu”, “Espaguetis
con camarones sakuray flores de
mostaza cubiertos con pan ral-
lado con hierbas” y “Codillo de
ternera a la Romana con risotto
de azafran”.

Es dificil determinar solo por

los nombres del menu si algunos
platillos tienen un sabor japonés.
Se utilizaron condimentos como
la salsa de soja en las salsas
para agregar sabor japonés.

Por esta razon, las botellas de
sake se vaciaron mas rapido
durante este evento que en
todos los anteriores. Escuché
que recientemente, muchos
restaurantes en ltalia sirven
cocina italiana de estilo japonés,
una tendencia alentadora que
también inspira un enfoque
novedoso para servir sake.

Los profesionales de la indu-
stria japonesa del sake pueden
proponer maridar el sake con
diversas cocinas del mundo para
fomentar su preparacion como

un enfoque innovador para intro-
ducir la cocina japonesa en el
extranjero. Esta colaboracion
concluyo con éxito y sin inci-
dentes: todos los participantes
estaban llenos, achispados y
bastante satisfechos. Alguien
dijo que la soledad y el esto-
mago vacio no son buenos para
la gente. En todos los paises
del mundo se buscan comidas
y bebidas alcoholicas delicio-
sas. Puede que no pase mucho
tiempo antes de que la cultura
japonesa se vuelva aun mas
conocida y que el sake se dis-
frute con la misma popularidad
que el vino y aparezca en las
mesas de todo el mundo.

Noticias sobre restaurantes Japoneses 45



SAKE
OMMELIER
CLUB

JAPAN

Master Sake Sommelier ; d T
[ AllJapan News, Inc. Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Murakami David Kudo Ryuji Takahashi
Sake Shochu Spl rits Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier
Institute of America Beverage Manager Vice President Vice President Liquor Manager President, All Japan News Owner )i - sakeya”
(2] 3) 680-0011 Sake School of America New York Mutual Trading, Inc. Sake School of America JFCInternational Inc. Shuto-Meijin

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

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

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 América
Parte 2: La historia del sake

uchas destilerias de sake son empresas
con una larga trayectoria y mas de 100
anos de historia.

Se dice que el sake elaborado a partir de
arroz, el prototipo del sake, se origin6 en la
época de las leyendas hasta el periodo Heian
(794-1185). El “sake” comenzo a distribuirse
como producto desde finales del periodo Heian
hasta el periodo Kamakura (1185~1333).

Se dice que las guerras chino-japonesas
(1894-95) y la guerra ruso-japonesa (1904-5)
se libraron utilizando impuestos recaudados del
sake (el 30 por ciento de los ingresos fiscales
totales).

Las diez destilerias con mayor produccion
total de sake son las siguientes:
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1. Hakutsuru Sake Brewing Co., Ltd.
(aproximadamente 60.000 kilolitros)
2. Gekkeikan Sake Co., Ltd.

3. Takara Shuzo Co., Ltd.

4. Ozeki Co., Lid.

5. Nihonsakari Co.,Ltd.

6. Koyama Honke Syuzo Co.,ltd.

7. Kizakura Co.,Ltd.

8. Oenon Holdings, Inc.

9. Kiku-Masamune Sake Brewing Co., Ltd.
10. Konishi Brewing Co., Ltd.

La prefectura de Hyogo produjo el mayor vol-
umen de sake en Japdn, con un 28 por ciento de
la produccion nacional total, seguida de las pre-
fecturas de Kioto, Niigata, Akita, Aichi, Hiroshima,
Fukushima, Saitama, Nagano y Fukushima, en
ese orden.




