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Congratulations!
. “Traditional knowledge and skills of sake-making”
registered as an UNESCO Intangible Cultural Heritage
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Refreshing Flavor and
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For Sushi Rolls, Fish, and Meat Dishes
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Simmered Dishes Recipe with NINBEN "Shirodashi”

Onishime

Stmmered dishes made with shirodashl allows you to enfoy
the original taste and color of the Ingredients.
It Is a recommended dish for haspitality and celebrations.

———————
B e
I —————

| BELTHIBRLY |

-~

[ INGREDIENTS / 2 SERVINGS

1. Tear the Konnyaku into bite-sized pieces and boil it. Peel
the burdock and cut it diagonally. then put it in vinegar
water or water and drain. Cadce{l— OB A, Tl T 8.
CdgEr o THOUVEL. DX (S RA)CANTXAITE.

3 2.Peel the lotus roots and carrots and cut them into pieces
70 -« Konnyaku [yam cake] -Z Ak 70g that are easy to eat. Remove the hard tip of shiitake
"1 v Burdock -;E?.ﬁ e mushrooms and the streaks of snow peas and boil the
i;nf ................... Lm?::z -:::EA- I.FT.E peas with salt. RACA. CALAGERLE, ~tTy AU E. LIk
A S R ST oy . EEIEERNICHUCTS, SRIPUTULRY. B T(HENI TS,
e AT USTOW PRSI eviunsoin ai 3.Hunheuhdqi|nn.panmdfrylherhrkmmbnrh_:.ld-u..
172 theps caadon #94 *3:1/2 Thﬁnaddl;ﬂthengeduntzlneplthempeuandnlr&y
o Ticontugh b tsog  MEPIZMEANTML MADKEE NS,
200m water % W00 a0, and when R bols, peduce theh
, = . whaber to 3, t . reguee the heat to
T NS e Ji:  lowandskim the foam. Add the "MINBEN shirodashi".
[T — MR A Al . and mirin, cover with an aluminum foil lid, and
i simmer for about 20 minutes until the soup Is -
[ METHOD ) one, @ic kel K10 - LSEkicL TF7eN S, [=]
EL BN AVALHA BRELBELT207 8. Lo

AR TRAL,
=.Add the snow peas into & and mix together,
then serve them in a dish. Done !
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Il GREETING 18  Requires low oil to prepare healthy,
06 New Year Greetings delicious meals!

A magic cylinder that removes waste oil simply by
Il SAKE SOMMELIER CLUB

placing it in a fryer!
11  Communicate the appeal of sake HEWATENL < AJLS —% I 1
to customers
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19 The Challenge to Create a New Japanese
Food Culture

-25th Anniversary of the Japanese food section
established at the Academy of Hospitality St. Petersburg-
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12 California Sake Challenge 207:
Super Frozen Sake: Part 2

EEARE207 | BRBEDOX—/N—TO—X> TD2

Hl NEWS /TREND
13  What type of sake is Ginjo?

MSEEE LI

14  Tokyo Jizake Strolling
Japanese sake from Shimane prefecture

RFUERS | SIROBFE

15  Sake Shochu Spirits Institute of America
- Cautionary Notes to Participate in Tasting Events -
KEE B AR BRI
TARTA VT DEER

20 Japanese Food Expo 2024 held

-Tradeshow to introduce Japanese food products to general
consumers was held in Hollywood-
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16  33rd Mutual Trading Japanese Food &
Restaurant Expo — Report 3

Hands-On Learning for Culinary Excellence
Highlights from the Japanese Food & Restaurant

Expo Workshops
DI T7vIDELTHRLICAIRGERHDD 22 Japan’s “traditional knowledge and skills of
74T L sake-making” registered as an UNESCO Intangible
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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 www.ise-shima.us
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We're Member of Japan Business
Association, Japanese Chamber of
Commerce of Southern California,
Hollywood Chamber of Commerce,

Japanese Restaurant Association of
America and Supporters Conference
for WASHOKU.
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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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Please visit
https://www.alljapannews.com
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In the business of
building businesses

On behalf of RX Japan Ltd., I wish you all A Happy New Year.
RX Japan was founded in 1986 as a member of the world’s leading exhibition organizer
-Reed Exhibitions. Through continually striving to create successful exhibitions that
generate business for exhibitors and visitors, the company has in 2003 became the largest
trade show organiserin Japan. Our mission is to organisehigh-quality exhibitions that
connect exhibitors to their business and contribute to the revitalisationand internationali-
sationof their industries. We have been successfully holding 96 exhibitions* a year across
a wide variety of 38 fields including food,jewelry, fashion, gift items, electronics, energy,
IT, cosmetics, and medical. (*Composed of 353 Sub-exhibitions.) “JAPAN’S FOOD”
EXPORT FAIR dedicated entirely to exporting Japan’s food and beverage products, is
one of such shows which we have hosted, under the strong support of the Ministry of
Agriculture, Forestry and Fisheries and Japan External Trade Organization (JETRO)
since 2017. The show aims to promote Japanese food exports, attracts buyers with high
purchasing ability from around the world, and has received many positive reviews as the
best place to purchase unique and quality Japanese food products.Furthermore, starting
in 2022, the support of the Ministry of Economy, Trade, and Industry (METTI) has been
added, making the exhibition even stronger and more impactful. In 2024, in response

to the growing demand from both exhibitors and visitors, the exhibition has added a
winter edition and will now be held twice a year. Both editions will be held concur-
rently with the JAPAN INT’L FOOD EXPO (JFEX). Combining the summer and winter
editions, about 950 companies from Japan and abroad exhibited, and over 33,000 visitors
attended from around the world. The WINTER edition, which was held for the first time
in November, received high praise from many exhibitors and visitors, and the satisfac-
tion level regarding business negotiations was very high. This exhibition is focused on
exporting Japanese food worldwide, with an increasing interest from exhibitors, particu-
larly towards buyers from North America. This time, about 2,000 overseas buyers were
attracted, leading to active on-site business negotiations. To the buyers from the Americas
who are reading this, we sincerely hope you will experience Japanese food directly at

our next exhibition and discover new business opportunities.
Additionally, for the summer edition in 2025, we are planning
a large-scale special invitation program, including buyers
from the Americas. We encourage you to participate and take
advantage of the opportunity to meet even more attractive
exhibitors. We will continue to make every effort to ensure
that the exhibition is of the highest quality and to act as a
bridge between Japan and the rest of the world, and we look
forward to your active participation in the shows.

Takeshi Tanaka President of RX Japan Ltd.

Mutual Trading Ca., Inc.
MUTUALTRADING _ 4200Shirey Are. El Moste, CA 51731
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Happy New Year!Mutual Trading extends our heartfelt gratitude for your
support over the past year.

The Year of the Snake is said to be one of new creation and growth. I look
forward to the emergence of new trends in the Japanese food industry, fostering
further development and expansion alongside established markets. As we see
foods continuing to serve as a bridge between cultures, I’'m hopeful that Washoku
too is contributing to global peace and prosperity.

Mutual Trading will continue servicing our customers
at the highest priority. Guided by our founding spirit of
mutual advancement and shared prosperity with our clients
and in partnership with our suppliers, we will strive for
excellence, delivering high-quality food and alcoholic
beverage products, professional kitchenware, and industry
training.Wishing you success and good health in the New
Year, and for many years to come.

#HE KM IEf Masatoshi Ohata, President

n lfﬁ“w TERNATIONAL INC

On behalf of JFC International Inc., I would like to extend my sincerest and best
wishes for the New Year.

The year 2024 presented a number of challenges, with recent shifts in global and
environmental politics creating uncertainty. It also had a profound effect on the
global maritime industry, leading to increased demand for vessels and signifi-
cantly rising costs. While these issues may not be visible day-to-day, their impact
has been felt across various business sectors, ultimately affecting consumers at the
ground level.

Despite these challenges, we are seeing continued growth and a rising popularity
in the Asian food sector. Food remains the universal bridge between cultures, even
in uncertain times. This trend is a positive sign, reinforcing our belief that the food
industry will continue to thrive and play a crucial role in the global economy. As
we move into 2025, the upward momentum of the Asian food industry gives us
good reason for optimism.

Regardless of the economic and political instability we face, JFC International Inc.
will remain steadfast in upholding our core values of “Quality Merchandising and
Good Service” to all of our customers and business partners. In an ever-changing
market, our commitment to service and dedication will always be constant.

Thank you for your ongoing support. I wish you all health, happiness, and success
in the New Year.

Sincerely,

Yoshiyuki Ishigaki
President
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123 Astronaut Ellison S Onizuka St, Los Angeles, CA 90012
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Bon Yagi Katsuya Uechi Rick Smith &
Honomry Sake Sommeller Honarary Sake Sommel/er & Saka-Sho Hiroko Furukawa
- . S Honorary Sake Sommelier & Saka-Sho
TICGROUP Chalrman 3

Katsuya Group

GEKKEIKAN SAKE
KYOTO SINCE 1637

OZEKT
SAKE

a5

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(a2l

A

Kats Miyazato
Honorary Sake Sommelier

Owner “SAKAYANYC

Owner “True Sake”

Owner of M&M Enterprise

MASTER

. SAKE
SOPI:J/IMELIER

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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Communicate the appeal of sake to customers

Happy New Year! We look forward
to working with you again this year.

No matter how good a product is,
the message needs to be communicated
for customers to try the product.Let’s
consider when the appropriate timing is
and how to communicate the appeal of
Japanese sake in a way that leads to sales.
Consider who the message is
directed to

Are chefs, servers, and bartenders
trained appropriately? Training the staff
to thoroughly understand why a brand of
sake tastes delicious and why customers

should try it is important because a
single try will not be sufficient to under-
stand even ten percent of the appeal of
a brand. Therefore, please have staff try
the sake paired with the cuisine.
Timing Of course, a good place to start
would be to have the servers change
their ordering from “What can I get
you to drink?” to “It’s cold outside,
would you like to try some hot sake?”
This suggestion alone is a major differ-
ence. Also, please mention two to
three different brands of Japanese sake
during the recommendation.

Content Speak informatively to
customers in a way that generates a
response like “Oh really?” For example,
“How about AAA, a dry and refreshing
sake from Niigata that goes great with
sushi?”” Or “Would you like to try BBB,
a brand of sake from Akita that has
body and goes great with teriyaki?”” The
point is to word the recommendations
into easy-to-understand sales pitches
that makes customers want to try the
brand. Offer two to three different
brands that range from reasonable to
mid-range prices.m
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_;_' Masato Kato

Timothy Sullivan Sake Sommelier

,,,,, Sake Samurai

Wlsmettac Asian Foods

' Takao Matsukawa
Sake Sommeller x §

'[l 'Latm Reglon Speclallst

Mutual Trading

Keita Akaboshi Mei HO
 Sake Sommelier Sake Sommelier
Kuramoto USInc. True Sake

Michael John
Simkin

WS Sake Selection
Owner

£
%

Isao Kiyota
International

Shigeto Terasaka
B Sa[(e Sqmme{(er )
President
Japan Hollywood Network Academia de Sake Mexico
Founder

o

New York Mutual Tradlng

Philip Harper

Tamagawa Hand Made
Japanese Sake
Master Sake Brewer

. Mai Segawa

I(lklsake Shl )

NewYork Mutual Tradlng

Teruyuki Joe Mizuno
'Kobayashi Head of the“Regional
Taruhei Brewing Cold. Sake Tasting Club”

'

Brewery Owner Sake Sommelier and Others
),  Kosuke Kuji 4
Nanbu Bijin Inc. K
Fifth Generation y
Brewery Owner

Akira Yuhara
Sake Sommelier

Miyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Miyuki
Yoshida
que ;ommelig(

Don Lee
Advanced Sake Sake Sommelier
Somm?/le( _— Yama Sushi
Tako Grill Owner Chef

Eda Vuong
Sake Sommelier

Mutual Trading

Sara Guterbock Rachel Fiekowsky Masae Kusada
International International International
Sake Sommelier Sake Sommelier Sake Sommelier

New York Mutual Tradlﬁé

Chizuko
Niikawa-Helto
Sake Sommelier
Sake Samurai

Hirohisa
Kikuchi
mSake Sqrmmelie(”

KojiWong
Owner
Japon Bistro

Kaz Tokuhara
Sake Sommelier  Sake Sommelier
'Managef” Savannah
Wismettac Asian Foods Distributing Co. Inc.

Gary Imada 5
,qu? A(rivisrarr ) -
b
Shino Okita Jonathan Cortez
~  (Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

[Infol

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

Sommelier

Eduardo
Dingler
}qke Amrbrqssado(”

Kurtis Wells
Miclogit

Koji Aoto

= Toshiyuki Koizumi
my ~ Sake Sommelier
Owner “WASAN”

Eiji Mori
Sake Sommelier

Katana Restaurant

®

Sake Shochu Spirits Institute of America

Latln Region Specialist
Mutual Trading

Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
Level LL

Young's Market Company

Yoshihiro
Sako
 Sake Sommelier

Yuzuki
iy

Stuart Morris
Sake Sommelier

Michael Russell
Certified Sake Somme//er

“Pacific International
Liquor Inc

Patsy Lu
International
Master Sake Sommeherr

Mutual Trading

BN
California

SAKE

CHALLENGE

by Kosuke Kuji

207

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

12 January 2025 - www.alljapannews.

Super Frozen Sake: Part 2
HXRBODZX—/N\—70—X> £D2

(44 S uper Frozen” technology is an

innovative technology used to
preserve the fresh flavor of Japanese
sake. Over 30 sake breweries currently
use this technology. In fact, I was the
first to use this technology.

In this report, I would like to
share how I was inspired to freeze
sake instantly.

As I traveled the world, I realized
that sake is often enjoyed in the same
setting as white wine.

Sake pairs wonderfully with
fish and shellfish, thus more French
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com

sommeliers are deliberately choosing
sake over white wine to pair with foods.
The sommeliers themselves seem to
recognize the many possibilities that
sake offers and are actively incorpo-
rating sake into their own wine lists.

In Japanese cuisine, sake of course
pairs well not only with sushi and
sashimi, but also with seafood.

Where sake is superior to white
wine is “freshness” in my opinion.

Only a few white wines are
new and very fresh in flavor, while
the quality of red wine, including
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Beaujolais Nouveau. In that sense,
‘fresh’ seafood pairs wonderfully with
‘fresh’ sake, thus highly competitive, in
my opinion.

Compared to unpasteurized sake
however, freshness drops for sake that
is “pasteurized” to kill the remaining
yeast and bacteria. However, pasteur-
ized sake can be refrigerated longer.

I’ve thought about how to distribute
ultra-fresh unpasteurized sake world-
wide for a long time.m
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he fundamental meaning of

I Ginjo is “sake brewed under
close examination and scru-

tiny,” generally understood to be sake

raised to the level of art from thorough
brewing by the brewing master who
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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)
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What type of sake is Ginjo?

MSESEC I

further refines the highest quality of
sake rice. Previously, since sake was
produced for submission to sake com-
petitions, these sake were not sold in
the market. However, Ginjo is gar-
nering attention as high-end sake due
to the Japanese sake boom during the
past twenty years.

“Standards for Manufacturing
Methods and Quality Indication for
Sake” by the National Tax Agency
defines Ginjo as sake produced
according to the Ginjo production
method utilizing sake rice polished
below the rice polishing ratio of 60
percent, regulated as sake with a “char-
acteristic aroma and good luster and
color.” This is the definition for Ginjo
sake, however, “Daiginjo” is defined
as sake with the rice polishing ratio of
below 50 percent, with a “character-
istic aroma and especially good luster
and color.”

Also, Ginjo consists of the Honjozo
type and Junmai type, with the Honjozo
type prepared by adding a small amount
of distilled alcohol prior to the filtra-
tion process (the limit to the amount
of additives is the same amount regu-
lated for the Honjozo type). Therefore,
Ginjo actually consists of four different
types — the Honjozo type consisting
of “Ginjo” and “Daiginjo,” and the
Junmai type consisting of the “Junmai
Ginjo” and “Junmai Daiginjo.”

Ginjo is different from other Jap-
anese sake due to the unique aroma
consisting of apples, bananas, and other
fruity aromas. This aroma is referred to
as the “Ginjo aroma,” and this aroma is
the life of Ginjo.

However, not all Ginjo neces-
sarily have this aroma notably, some
with a faint Ginjo aroma while hardly

»
Er

detectable in other Ginjo. The sake
production method that generates this
unique aroma is called the “Ginjo
method.” First, sake rice suitable for
brewing sake (such as “Yamanishiki”
rice) is used and carefully polished to
high rice polishing ratios over time,
with the water content absorbed to sup-
press moisture in the steamed sake rice.
Rice malt is prepared using special
young rice malt while the highly-rated
No. 9 yeast is used to prepare yeast for
Ginjo, then fermented at low tempera-
tures over a long period of time.

For general sake, the highest
temperature for fermenting mash is
generally around 59 degrees F, with
fermentation suppressed to around
20 days, approximately. However,
for Ginjo, the fermenting mash is fer-
mented below 50 degrees F for over 30
days approximately, at low-tempera-
tures theoretically close to the limit for
fermentation. Also, the lower the tem-
perature is for fermentation, the more
days it takes for fermentation, adding
additional work and costs. However,
this effort is what generates the fresh,
fruity, elegant Ginjo sake aroma.m
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Pollshmg Rate: 40% ol
(Yamadanishiki)

Ry

- Polishing Rate: 50%
i (Yamadanishiki &
i Nihonbare) Il..

CSMV:+4
i Polishing Rate: 50%
i (Hakutsuru Nishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Polishing Rate: 50%
i (Miyama Nishiki)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

WD BEEREFORHENE | I3, RN &
£ SMV:-3
i Rice Variety: 50%
i (Yamadanishiki)

Da|sh|ch| Minowamon
Junmai Daiginjo
Daishichi Sake Brewery (Fukushima)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Souke Ozakaya
Junmai Daiginjo
0Ozeki Corporation (Hyogo)

Fukuju Black
Junmai Daiginjo
Kobe Shushinkan (Hyogo)

CORERGABHLEAEBELVIRMINTLET, This article was courtesy from Shibata Shoten Co Ltd.
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Jizake Strolling
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Japanese sake from Shimane prefecture

SROBAFE

any sake tasting events
are held throughout Japan
during the fall season. Sake

breweries hustle to attend numerous
sake tasting events to promote their
sake as their last major job before start-
ing their brewing season. I attended the
jizake (local sake) fair organized by the
Shimane Sake Brewers Association,
held at the Tokyo Kotsu Kaikan (Tokyo
Traffic Hall). Although there are many
theories, Shimane prefecture is said to
be where sake production originated,
also home to the “Saka Shrine,” where
the deity of sake is enshrined. The
shrine still holds a sake brewing license
to brew up to 48 gallons of sake per
year. The chief priest acts as the Master
Sake Brewer to brew cloudy sake as
an offering to the deity. The sake is
also served to worshippers at the Saka
Shrine Autumn Festival on October 13.

However, Shimane prefecture is
not widely recognized as a sake produc-
ing region. Most people would likely
name Niigata prefecture or Hyogo
prefecture as renowned sake produc-
ing regions that first comes to mind.
The local jizake fair is organized to
celebrate Shimane prefecture as the
birthplace of sake production. How-
ever, fewer breweries participated
compared to the previous year, attended
by fewer guests as well.

This is because the coronavirus
pandemic ended and big sake tasting
events are organized in various regions,
thus sake breweries and consumers
are widely scattered. In addition, the
fall season is still hot. I visited all the
sake breweries and sampled their sake.
There was a time when fruity sake
seemed to be popular, but recently, it
seems that peculiar flavors of dry sake
that are characteristic of Shimane pre-
fecture are becoming more popular.

This may be because more sake
breweries are using sake rice locally
grown in Shimane prefecture for local
consumption. Sake breweries seem to
face the challenge of deciding how
to generate sake flavors using locally
grown rice to attract male and female
consumers of all ages. Next week, I
plan to attend another sake tasting event

organized by Ichinomiya Sake Brewing
Co., Ltd. (Oda city, Shimane prefec-
ture) at a local sake specialty shop in
the Hatsudai area. Chief Brewer Rika
Asano will describe one sake at a time
as she pours the sake for guests, an inti-
mate tasting experience not offered at
big sake tasting events.

Operated by a husband and wife
team of young and talented brewers,
Ichinomiya Sake Brewing Co., Ltd. has
garnered numerous Gold Prizes at The
National New Sake Tasting Competi-
tion. Their main sake brand is “Iwami
Ginzan,” an original and innovative
sake introduced by this young couple.
On this day, 10 different sake selections
both familiar and new were served. The
chief brewer avoided the use of indus-
try jargon and carefully explained
each sake product in simple terms that
was easily understood by novices and
connoisseurs alike. Guests seemed sat-
isfied as they savored each sake, and
many purchased quite a few sake bot-
tles to take home. Sake, long produced
in Shimane prefecture, is expected to
overcome challenges as the flavors
continue to evolve.m

14 January 2025 - www.alljapannews.com
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Ryuji Takahashi

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

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

Sake Shochu Spirits Institute of America
was founded with the purpose to promote
further understanding of Japanese sake,
shochu and beer in 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 Spirits Institute of America
-Cautionary Notes for Tasting Sake-

REERBZERRFR/ TA AT 1 2 DEER

— ART A VT TRYNAT) DIE, HTHkZA L

7‘ DI T2y 2 §BH L,

*Color tone Lok @agun

Apart from nigori (cloudy) sake, one might imagine sake DTN E LT, HANE » AR R A A —
to be colorless and transparent. Primarily, freshly squeezed BB Lk, AREED 2T HAWNIZDT 5
sake has a slight yellow or green tint. Although “clear KHOPEN o bk LTws, BE TR LI
appearance like water” was long considered a condition of 7V TRMED K v EENTELD, WEFEOKRS H
quality sake, color is now gaining acceptance as a property KO E LTEALND L) ITH->TETW S,
that adds uniqueness to sake.

r I \ taste sake, first visually inspect the color tone and
O appearance of the sake.

D xiEEAE
*Opacity P HAHOBWHE (GBHE) ©. BR=82 (S2) %<&
Refers to the clarity or luster of sake. Generally green P EHERRT 2. VIS, ol 7V T b DIEHIC T

WEE AR B, HEOD S DO RAMIEATHTarHdH
ZEvubitTwes, ki, VR, ZEARENRZ,
DEHEE ) 12537 8k > ORI N 7B Z 1T,

and clear sake is fresh, light, and delicate in flavor, while
golden-hued sake is aged and said to be savory in flavor.

*Carbonation :

For sparkling sake, confirm the fizz. Observe the size of ©oxiE

bubbles, the carbonation level (amount of bubbles), and P RO HARETRAE LR T 2, MOKE ISP &
persistence (how long the fizz lasts).m FifgetkdF = v 795,
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=== Restaurant Trend Report

WORKSHOPS:

33rd

|ERE JAPANESE FOOD & RESTAURANT EXPO

Hands-On Learning for Culinary Excellence
Highlights from the Japanese Food & Restaurant Expo Workshops

33rd Mutual Trading Japanese Food & Restaurant Expo - Report 3

DS T7vTOELTHELIZRARLGEEEODT A T L
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utual Trading’s 33rd Japanese

Food & Restaurant Expo (JFRE)

workshops  provided attendees
with unique opportunities to engage with
Japanese craftsmanship and tradition,
while offering practical skills for direct
application to restaurant operations. The
hands-on nature of these sessions was
particularly valuable for professionals
seeking to enhance distinction to guests’
dining experience.

JFRE  programs delivered a wealth
of practical knowledge and creative
inspiration through the seminars and
workshops. Restauranteurs and chefs left
with actionable strategies to enhance their
operations, elevate customer experiences,
and stay ahead in an ever-competitive
industry.

WORKSHOP 2:
HASHI MAKING 101
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A HANDS-ON CHOPSTICK WORKSHOP
EEVI0I-FHEYERERD -V avT

This workshop offered participants
a rare experience into creating their
own personalized hashi (chopsticks),
providing insight into the craftsmanship
and cultural significance of this essential
dining tool. Attendees learned the

history behind chopsticks and their
importance in Japanese dining, adding
a unique element of tradition to dining
experiences.

Los Angeles HQ *

San Diego
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Las Vegas * Phoenix °

MUTUAL TRADING

WORKSHOP 4:
STEP-BY-STEP FUROSHIKI

SIMPLE WRAPPING TECHNIQUES TO IMPRESS GUESTS

RATYT N ATy TR =8

Participants were introduced to the
traditional art of Furoshiki, a Japanese
cloth used for wrapping gifts, takeout
boxes, and more. This session provided
instructions on practical wrapping
techniques for restaurants to add their
personalized touch, while promoting
sustainability. By integrating Furoshiki
into their packaging, restaurants can
offer guests a visually appealing and
environmentally friendly alternative to
traditional takeout boxes and gift wraps.
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MTC KITGHEN

Showrooms: New York, Las Vegas, Los Angeles and Honolulu

Website: mtckitchen.com

Dallas * New York <+ Boston

The Premier Japanese Food, Alcoholic Beverages,

Washington DC * Miami

& Restaurant Supply Specialist




WORKSHOP 1 & 3:
SAKE AND SHUKI

COMPARATIVE TASTING WORKSHOP
ABARELESS - LBTARTaVT 7—9 397

The art of serving sake reaches new
heights when paired with the right
glassware. This  bilingual workshop,
delivered in both English and Japanese,
was led by KIMOTO GLASS TOKYO,
renowned for their sensory-driven glass
designs. Attendees were introduced
to the Tripling trend, a revolutionary
approach that aligns sake service with
wine service by pairing specific sake styles
with curated courses and glassware.

WHAT IS TRIPLING?

Inspired by the principles of wine service,
Tripling involves pouring sake varieties
into tailor designed glassware in order
to match specific dishes, thus enhancing
both the food and drink. The concept is
intended to elevate the dining experience
by maximizing the sensory enjoyment at
each sip.

By implementing the Tripling concept,
restaurant operators and bar managers
can transform sake service into an art
form, offering guests a memorable and
refined dining experience.

PREMIUM SAKE & TRIPLING GLASSES :

Shuki plays a vital role in changing the nuances of sake.

BRI SREMAEDLESDZLET, BR
BHORDODVWHIIEEICHEFEFLILERERT
EB7—9 ayI Tl 2Dty Iy
. EBSNETSRTHFAUTHONDS
KIMOTO GLASS TOKYO®EH#IZLY.
HELARED2FEETITONELZ. £
MEF.EFEEDHRBBRASNILIZEDLET
BBSNZHEBOISREHMAEDLEDS
ET.BRBEDH—ERZTAVDH—ER
CRAESEEHNLGTIO—FTHAIH
YT WY T RLUR1ES2UEL -,

K)FYo 5 EiE?

DAY —EXDORAIZEDERF/RITMY
TJYLT TR BBIZEOETT IS
h-ERJSRICBAREEZTE, HIELR
RKBEDODMA#SIEILTET , COaAYETH
. —O0—O00OFEbLWERKREBICELD
ET.BEDRBRELIVEVLDICTSEILE
BHELTWET,

r)F)oGavEFbrE#MYANDTET,
LRFSURBREHEON—IR—Dr—(E. B
REDRBEZMOEALFESE, LR
ISHRDEBEIN=FA A=V REBEES RS
RItFZIENTEET,

-

TRANSFORMING SAKE SERVICE INTO AN ART FORM

gf%f

from left:

Nanbu Bijin Daiginjo
Iwate Prefecture
#8540

Nanbu Bijin Shinpaku
Junmai Daiginjo

Iwate Prefecture

#5119

Kikuizumi Hitosuji Rosé
Sparkling Junmai
Saitama Prefecture

#10462

Izumibashi Black Dragonfly
“Kurotonbo” Kimoto Junmai
Kanagawa Prefecture

#8373

Glassware Styles for Tripling Sake Service

- SOuU

Sou: Perfect for Sparkling Sake

Sou glasses are designed to capture the
effervescence, ideal for pre-dinner toasts
and celebrations. They enhance the
bubbles and lightness of sparkling sake,
which perfectly complement starters or
aperitifs.

Hana: Extraordinary for

Junmai and Daiginjo

Premium sakes are best paired with light
dishes like sashimi or appetizers. Hana
glassware amplifies both aroma and
smooth texture of these sakes, drawing
out their delicate flavors and fragrances to
enhance the overall dining experience.

Miyabi: A literal treat for

Yamabhai and Kimoto

More robust and complex, these sake
types are well-suited to pair with acidic or
umami-rich dishes. Miyabi glasses highlight
the deep flavor, acidity, and richness of
Yamahai and Kimoto sakes, elevating
depth for a sophisticated harmony with
rich courses.
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Conceived by Mr. Kimoto of Kimoto Glass Tokyo, the unique concept of Tripling elevates
the sensory experience of sake. Shuki plays a vital role in changing the nuances of sake.

For more information or personalized consultation, email Sake School of America: info@sakeschooolfamerica.com

SAKE SCHOOL OF AMERICA

Certified Sake Adviser | ONLINE COURSE | January 13,2025: English

Certified Shochu Adviser | HYBRID COURSE | Los Angeles, CA | January 27,2025: English

Chicago - Yamasho °

BARDKRZHADARIZ

Atlanta - Yamasho Atlanta *

Austin - Minamoto °

approved program provider for WSET, SSI, JSA
sakeschoolofamerica.com

Certified Sake Adviser | ONLINE COURSE | February 24,2025: English

Honolulu - The Cherry Co. *

Bringing the Flavors of Japan
to the People of the World

Certified Sake Adviser | ONLINE COURSE | March 26, 2025: English

Lima - Super Nikkei

@mutualtrading

Tokyo




Requires low oil to prepare healthy, delicious meals!
A magic cylinder that removes waste oil simply by placing it in a fryer!

DIEVWHTEWVL LAY —%ZFI] ]

754V —ICANB T TR MZHIATE 3EEDE

A food prices soar and distribu-
S tion costs increase, restaurants
impacted by soaring labor costs have been
concerned about the rising cost of cooking
oil in recent years. I hear not only is the
rising cost of cooking oil a concern among
restaurants that use high volumes of oil, so
is the hassle of replacing waste oil daily,
along with the smell of oil that permeates
across the kitchen and dining halls.

Japan introduced “BBFRY,” a product
that resolves such concerns by signifi-
cantly reducing the oil absorption rate in
fried foods and reducing the volume of
oil used, simply by placing it in the fryer.

BBFRY is a product that reduces the
volume of oil used for food preparation in
restaurants to enable healthy and econom-
ical food preparation.

In addition to reducing the volume
of oil used, “fried foods remain delicious,
even after cooling down” using this stain-
less steel cylinder in which a spherical
bioceramic is placed, the first technology
of its kind to be patented in the world.
Heating cooking oil above 104 degrees
Fahrenheit generates resonance waves
over 50 trillion times per second to arrange
the molecular structure of the oil and

inhibit oil oxidation and deterioration.

As a result, oil viscosity is reduced
to a silky smooth consistency, while the
oil absorption rate of fried foods is also
reduced by 80%. No electrical power
source nor cooking oil solidifier is neces-
sary to serve fried foods that stay crispy
even after cooling down.

Reputed for shortening the frying
time and reducing oil odor, more compa-
nies are using this product in Japan, U.S.,
China, and other nations.

I recommend restaurants and food
plants interested in using BBFRY - a
cost-reducing product that enables health-
conscious food preparation — to inquire
about the price and trial period.
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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.

smtmem The Challenge to Create e e
a New Japanese Food Culture
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By Atsushi Ashizawa

25th Anniversary of the Japanese food section established
at the Academy of Hospitality St. Petersburg
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uilt in 1703, St. Petersburg
Bis home to a population of

approximately 5.6 million as
the second largest city in Russia after
Moscow, celebrating 321 years since
its establishment.

The “Academy of Hospitality
St. Petersburg” was founded in 1999.
To celebrate the anniversary of the
city’s establishment, a section to
learn about Japanese food culture
was established. I was invited as the
first guest lecturer, and the ceremony
was held at the high-end club “Casino
Olympia.” Since a chef who accompa-
nied a French official in the past, [ was
only the second foreigner to visit this
restaurant, explained an affiliate of the
Olympia. Japanese cuisine, sake, sushi,
and fusion cuisine including California
Roll were served during the ceremony.

A large screen inside the venue
projected the sight of our cooking
scenes. The ceremony welcomed a total
of 120 guests consisting of students of
the academy, aspiring entrepreneurs
planning to open their own restaurant,
industry professionals, and the media.

Afterwards, the academy was
operated originally from North Korea,
who experienced preparing Japanese
cuisine as a student at the academy
using teaching materials we created,
who now serves as an instructor.

Students at the academy referred to
us as teachers from Hollywood. To the
young students, the birthplace of Holly-
wood films appears to be their dream
destination.

The city of water is said to be the
most beautiful in Europe and Northern
Europe, with white nights when the sun
never sets and the occasional northern
lights in St. Petersburg.

Despite our national differences
in principle, position, and structure,
I’'m grateful to be honored as the first
Japanese guest instructor and to be
bestowed a certificate from the presti-
gious academy. My interactions with
the students since and experiencing the

local life in St. Petersburg are undoubt-
edly valuable experiences I will cherish
for the rest of my life. Despite the polit-
ical turmoil in Russia, I look forward
to introducing ramen popular in Japan
and the kimono culture that is popular
among young ladies in Japan to Russia
when I visit again.

There are no national boundaries in
Japanese food culture. [ have no doubt I
can understand the food culture of other
nations and help to strengthen friend-
ships between Japan and other nations.

Academy of Hospitality

Founded based on the Russian
federal law No. 3085-1 enacted in
2021, the Academy of Hospitality is a
nonprofit organization operated by an
organizational and legal “cooperative
association” (co-op), established to
meet the material needs and other
needs of members by combining
the net assets of members, who are
shareholders of the co-op.

The PROK “Academy of Hospitality”
was founded as a partnership between
consumers, restaurants, and the co-op
in July 1999.m
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Japanese Food Expo 2024 held

-Tradeshow to introduce Japanese food products

to general consumers was held in Hollywood-

TwINN=Z—X + T—F « TXZXKR2024 (&
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U S based nonprofit
. o “Japanese Food Culture
Association” (JFCA), and Japan
External Trade Organization (JETRO)
jointly organized “JAPANESE FOOD
EXPO,” a tradeshow that introduces
Japanese food products and ingredi-
ents; at the Loews Hollywood Hotel
in Los Angeles on November 2. The
event, held for the 17th time this year,
introduced Japanese specialty food
products and their respective produc-
tion regions to local consumers.
Approximately 100 booths exhibited
various products, along with a tuna
filleting show demonstrated by Andy
Matsuda, CEO and instructor at The
Sushi Chef Institute (SCI); and an
Onigiri (rice ball) workshop.

Part one of the event targeted food
industry professionals as guests, while
general consumers were invited during
daytime and evening hours. Approxi-
mately 2,500 guests sampled a line-up

FMUTUAL TRADING
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of Japanese food products, nigiri
(pressed) sushi prepared by SCI, tradi-
tional Japanese sweets, Japanese sake
and beer, etc.

The venue was divided into three
sections by category: The main room
of the venue introduced specialty
food products from various regions
throughout Japan, while the other
sections displayed fruits and sweets,
and alcoholic beverages such as
Japanese sake and beer. Booths exhib-
ited a wide range of specialty food
products such as seafood, noodles,
miso soup, soy sauce, frozen food
products such as takoyaki (battered
octopus balls), instant soup, fruit juice,
fruits such as melon and persimmon,
yokan (sweet bean jelly), Castella
(sponge) cake, and other specialty food
products. JETRO Los Angeles also
exhibited booths that displayed many
food products not yet released into the
U.S. market.
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The alcohol section displayed booths
exhibited by local wholesaler “Mutual
Trading Co., Inc.,” “JFC International
Inc,” and “Wismettac Asian Foods,
Inc.,” along with Suntory Holdings
Limited and Ozeki Corporation. Exhib-
itors from Japan included Kikusui
Brewery Co., Ltd. (Nagano prefecture)
and pharmacy chain Kondo Pharmacy
Co., Ltd. (Shizuoka prefecture), who
collaborated with Fuji Nishiki Sake
Brewery Co., Ltd. (Shizuoka prefec-
ture) to develop Junmai Daiginjo
“Amachi Hoshisora,” introduced at the
tradeshow. Guests savored sake selec-
tions not yet released into their local
U.S. market.

Founded in 2005 to promote and
preserve authentic Japanese food
culture in the U.S. market, JFCA
was certified by Japan’s Ministry of
Agriculture, Forestry and Fisheries to
launch the “Export Support Platform,”
a framework of support to enhance

(from left,

) Masayuki Nanko, Executive Director, CLAIR
(Council of Local Authorities for International Relations)
Setsuya Hannya, Executive Managing Director, Japan Soy-
sauce Brewers' Association

Kenko Sone, Consul General of Japan in Los Angeles
Yuko Kaifu, President, Japan House Los Angeles

Akira Kajita, Executive Director, JETRO Los Angeles

the structure to promote and enhance
exports of Japanese agricultural,
forestry, fishery and food products.
The nonprofit signed a memorandum
(MOU) in 2022 to widely popularize
Japanese cuisine.

Takao Kambara, JFCA Board of

Director, Marketing & PR was inter-
viewed for this report.
JRN: Can we say the turnout was great?
Kambara: The booths of approxi-
mately 100 exhibitors all sold out,
along with visitors during both lunch
and evening hours. I’m assigned to the
Japan office, but I see many small and
medium-sized corporations growing
more interested in expanding into the
U.S. market. When we first organized
this tradeshow 17 years ago, there was
no other event at the time that targeted
local American consumers and was
dedicated to introducing Japanese food
products. As Japanese cuisine became
popular, events like this increased.
JFCA is excited to welcome many
guests to our trade show every year and
grateful to see guests sample the many
exhibited food products.




JRN: Please introduce JFCA to
our readers.

Kambara: JFCA is a nonprofit organi-
zation serving our communities for
nearly 20 years since our founda-
tion. I was one of the promoters
behind the establishment of JFCA.
As the sushi craze started in 1980
and Japanese cuisine became popular,
many non-authentic Japanese cuisine
also emerged in the market. To support
restaurants properly trained in the
preparation of traditional, authentic
Japanese cuisine and sanitation,
industry professionals such as food
manufacturers, wholesalers, distrib-
utors, and logistics operators joined
forces to establish this nonprofit organi-
zation to support the Japanese food
industry overall.

JRN: Please share your aspirations
for JFCA.

Kambara: There are still many hidden
regional Japanese food products not
yet introduced into the U.S. market.
This is what I wish to support. JFCA
will set the stage, so I’d like to invite
food companies to bring these products
for our local American customers
to sample.

» Motoharu Arakawa
General Manager
Kikusui Brewery Co., Ltd.

These sake selections are brewed
in Nagano prefecture. I brought 3
sake selections for this tradeshow.
Junmai Blue Stag 7 is a rich and dry
sake brewed from sake rice polished
to only 82%, best enjoyed chilled or
hot with richer foods. Honjozo is an

unpasteurized and refreshing sake that
pairs well with light meals. Cloudy
sake Tenryu is slightly acidic, a sweet
and sour sake best paired with ethnic
or spicy foods. I hope to sell these
products in California next year.

« Hiroto Kondo, President
Kondo Pharmacy (Amachi Hoshisora)
Fuji Nishiki Sake Brewery Co.,
Ltd. in Fujinomiya city, Shizuoka
prefecture is the closest to the summit
of Mount Fuji of the 4 sake breweries
near Mount Fuji. We use snowmelt
from Mount Fuji that percolated over
70 years into groundwater, along with
Yamadanishiki rice, grown next to the
brewery and polished traditionally
by hand to 40%. A long-established
sake brewery operating for nearly 330
years, the same long-standing tradi-
tional brewing techniques are still used
today to produce sake. We look forward
to American consumers sampling
our sake.m
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Japan’s “traditional knowledge and skills of sake-making”
registered as an UNESCO Intangible Cultural Heritage
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The Intergovernmental Oceanographic Commission of
UNESCO held in Asuncion, Paraguay, registered Japan’s
“traditional knowledge and skills of sake-making” - such
as Japanese sake, shochu, and Awamori - as an UNESCO
“Intangible Cultural Heritage” on December 4.
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Association, the largest associa-

tion of the Japanese sake industry
consisting of 1,600 members across
Japan that include sake brewers,
authentic shochu and Awamori
distillers, and authentic Hon mirin
brewers, etc.; collaborated with the
Koji Sakezukuri Method Preserva-
tion Society and the Japan Toji Guild
Association to apply for the registration
of Japan’s “traditional knowledge and
skills of sake-making” as an UNESCO
Intangible Cultural Heritage.

The predecessor of Japan’s
“traditional knowledge and skills of
sake-making” was established over 500
years ago from traditionally cultivated
skills such as steaming rice and wheat,
preparing koji mold, and fermenting
mash, which evolved in response to
the local climate in various regions as
manual artisan skills related closely to
nature and local climate, passed down
by the Toji (master brewer). As starch,
the raw ingredient, is converted into
sugar, yeast converts sugar into alcohol
by “parallel double fermentation,”
a fermentation technique considered
rare worldwide. Sake is brewed using
this technique and consumed during
ceremonies and religious festivals as
an integral part of Japanese culture
and customs.

J apan Sake and Shochu Makers

Yudai Kano, Ambassador of
the Permanent Mission of Japan to
UNESCO, commented on the regis-
tration during his speech after the
registration was announced. “This
latest registration serves as a wonderful
opportunity for traditional knowledge
and skills of sake-making to be passed
onto the next generation. I hope this
registration ignites further interest in
Intangible Cultural Heritage to protect

and preserve these traditions.”
Shigeru Ishiba, Prime Minister of
Japan, also commented on his aspira-
tion. “I’'m truly overjoyed. ‘Traditional
knowledge and skills of sake-making’
were passed on from one person to
another in various regions throughout
Japan. As these skills are passed onto
the next generation, I hope their famil-
iarity will increase both domestically
and abroad. I look forward to supporting
efforts led by affiliated persons to aid
rural revitalization in Japan and to
familiarize these skills overseas.”

UNESCO Intangible
Cultural Heritage

UNESCO Intangible Cultural
Heritage refers to intangible culture
protected by UNESCO, such as social
customs, traditions, expressions,
knowledge, skills, etc. Japan currently
has 33 Intangible Cultural Heritage
registered with UNESCO, including the
latest registration of “traditional knowl-
edge and skills of sake-making.”

Other traditional Japanese cultural
heritage and skills registered with
UNESCO include Washoku, or tradi-
tional Japanese cuisine; Kabuki, Noh,
etc. These heritages symbolize the
identity and history of local communi-
ties, each a cherished cultural asset to
be passed onto the next generation.

Washoku (traditional Japanese
cuisine) was registered as an UNESCO
Intangible Cultural Heritage in
December 2013. Since it’s addition to
the UNESCO list of Intangible Cultural
Heritage, Washoku has garnered global
interest as evident in the increasing
number of Japanese restaurants opening
overseas and foreign tourists expressing
interest in trying local cuisines while
visiting Japan. First, let’s review the
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increasing number of Japanese restau-
rants overseas. Only 55,000 Japanese
restaurants were in operation overseas
in 2013, while 187,000 Japanese
restaurants were in operation by 2023,
an increase of 3.4 times. The export
value of Japan’s agricultural, forestry,
fisheries and food products reached
550.5 billion JPY in 2013, which
further increased 2.6 times to a record-
breaking 1.45 trillion JPY in 2023.

The number of foreign tourists
to Japan and their increased travel
spending show the number of foreign
tourists to Japan totaled 10.36 million
in 2013, which increased approxi-
mately 2.5 times to 25 million in
2023. Foreign tourists while visiting
Japan spent 1.42 trillion JPY in 2013,
which quadrupled between January and
September to 5.86 trillion JPY in 2023,
while related consumption continues to
increase. Now that Japan’s “traditional
knowledge and skills of sake-making”
is registered with UNESCO as an
Intangible Cultural Heritage, industry
non-profit organizations are showing
even more excitement.

Japan Sake and Shochu Makers
Association commented: “Since the
registration of Japan’s ‘Washoku:
Traditional Japanese cuisine’ regis-
tered as an UNESCO Intangible
Cultural Heritage in 2013, and now
that ‘traditional knowledge and skills
of sake-making’ is also registered as an
UNESCO Intangible Cultural Heritage,
we continue our efforts to thoroughly
pass on traditional skills and Japanese
culture surrounding the brewing of sake
and the distilling of authentic shochu,
Awamori, and Hon Mirin using koji
mold and yeast, along with efforts to
popularize this heritage both domesti-
cally and abroad.”

The association also commented
on their high hopes for the future.
“Traditional Japanese sake is distinc-
tively brewed using koji mold with
unique umami flavors of each food
ingredient. Sake, shochu, and Awamori
have evolved in various forms over the
years. Recently, sake brewed in Japan
is receiving increased recognition
overseas, while sake breweries in Japan
are decreasing in numbers with both the
production and consumption volumes
of sake on a declining trend. We hope
Japan’s latest addition to the UNESCO
list of Intangible Cultural Heritage will
help to garner interest in sake, shochu,
and Awamori.”

Hitoshi Utsunomiya, Director
of Japan Sake and Shochu Makers
Association, commented: “When I
heard UNESCO’s decision to register,
I thought, ‘Finally!’ I look forward to
introducing the traditions and skills of
sake-brewing to help consumers both
domestically and abroad to discover the
delicious flavors of sake.”

Joyous cheers were also heard
at a sake brewery in the “Nadagogo”
region of Hyogo prefecture, one of the
top sake production regions in Japan.

Following the registration of
Japan’s “traditional knowledge and
skills of sake-making” as an UNESCO
Intangible Cultural Heritage, Nobu
Mori, Director of Marketing at
Hakutsuru Sake Brewing Co., Ltd.,
commented on his aspirations to
promote sake. “I feel honored that
Japanese sake-brewing traditions are
also passed on overseas. This latest
registration is a wonderful opportu-
nity to promote sake both domestically
and abroad.”

Tatsuya Ishikawa, Master Brewer
of Tsukinoi Sake Brewery in Ibaraki
prefecture and President of the Japan



Toji Guild Association, commented on
his hope for enhanced opportunities
and heightened momentum following
the latest registration to train the next
generation of artisan sake brewers.
Ishikawa continued, “Sake-brewing is
becoming more manual with a focus
on data. I'm concerned that the motiva-
tion to train sake brewers is waning
compared to the past. I believe that
training our next generation of sake
brewers is part of our sake-brewing
traditions. Therefore, I hope this latest
registration serves as an opportunity to
share the necessity of training future
sake brewers industry wide. I feel it’s
important to proudly pass on our tradi-
tional sake-brewing skills cultivated
by our predecessors, along with the
spirit and culture of sake-brewing to
the next generation.”

Kosuke Kuji, President of
the Iwate Prefecture Japan-Sake
Makers Association and president
of Nanbu Bijin, commented: “Tradi-
tional sake-brewing is now registered
as UNESCO’s Intangible Cultural
Heritage. The sake industry and Nanbu
Bijin are overjoyed by this announce-
ment. Sake is an alcoholic beverage,
also an essential element of tradi-
tional Japanese culture. Sake is not an
alcoholic beverage consumed merely
to get drunk, the world recognizes
sake as Japanese culture. I’m excited
to see the cultural value of sake is now
recognized as a world heritage. We
will continue our efforts to pass on
traditional sake-brewing skills culti-
vated by our predecessors to the next
generation for eternity and beyond. We
look forward to introducing the value
of sake, not only in Japan, but also
to the world, along with “Washoku,”
or traditional Japanese cuisine -
another Intangible Cultural Heritage
of Japan that is also registered with
UNESCO - to popularize the delicious
flavors of Japanese sake and food
culture worldwide.”m
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Communicate the appeal of sake to customers
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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

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

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

David Kudo

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

Happy New Year! We look forward
to working with you again this year.

No matter how good a product is,
the message needs to be communicated
for customers to try the product.Let’s
consider when the appropriate timing is
and how to communicate the appeal of
Japanese sake in a way that leads to sales.

Consider who the message is
directed to

Are chefs, servers, and bartenders
trained appropriately? Training the staff
to thoroughly understand why a brand of
sake tastes delicious and why customers

should try it is important because a
single try will not be sufficient to under-
stand even ten percent of the appeal of
a brand. Therefore, please have staff try
the sake paired with the cuisine.

Timing Of course, a good place to start
would be to have the servers change
their ordering from “What can I get
you to drink?” to “It’s cold outside,
would you like to try some hot sake?”
This suggestion alone is a major differ-
ence. Also, please mention two to
three different brands of Japanese sake
during the recommendation.

Content Speak informatively to
customers in a way that generates a
response like “Oh really?” For example,
“How about AAA, a dry and refreshing
sake from Niigata that goes great with
sushi?”” Or “Would you like to try BBB,
a brand of sake from Akita that has
body and goes great with teriyaki?”” The
point is to word the recommendations
into easy-to-understand sales pitches
that makes customers want to try the
brand. Offer two to three different
brands that range from reasonable to
mid-range prices.m
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“Creative sushi & Sake” illustrates the rechnigues o the
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unique ingredients and advanced
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience,

[published in English by All Japan Mews, Inc., in 2005)
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=== Restaurant Trend Report

WORKSHOPS:

\\\\\\\\

33rd

J& JAPANESE FOOD & RESTAURANT EXPO

Hands-On Learning for Culinary Excellence
Highlights from the Japanese Food & Restaurant Expo Workshops
33rd Mutual Trading Japanese Food & Restaurant Expo - Report 3

BERE2E, ANMEHRE BARREERBET TEIRE

utual Trading’s 33rd Japanese

Food & Restaurant Expo (JFRE)

workshops  provided attendees
with unique opportunities to engage with
Japanese craftsmanship and tradition,
while offering practical skills for direct
application to restaurant operations. The
hands-on nature of these sessions was
particularly valuable for professionals
seeking to enhance distinction to guests’
dining experience.

JFRE  programs delivered a wealth
of practical knowledge and creative
inspiration through the seminars and
workshops. Restauranteurs and chefs left
with actionable strategies to enhance their
operations, elevate customer experiences,
and stay ahead in an ever-competitive
industry.

WORKSHOP 2:
HASHI MAKING 101
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A HANDS-ON CHOPSTICK WORKSHOP
TAEY;2: HTRIE101— BT RUER T LEY

This workshop offered participants
a rare experience into creating their
own personalized hashi (chopsticks),
providing insight into the craftsmanship
and cultural significance of this essential
dining tool. Attendees learned the
history behind chopsticks and their
importance in Japanese dining, adding
a unique element of tradition to dining
experiences.

Los Angeles HQ »

San Diego
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WORKSHOP 4:
STEP-BY-STEP FUROSHIKI

SIMPLE WRAPPING TECHNIQUES TO IMPRESS GUESTS

TAEY4: BHEY

Participants were introduced to the
traditional art of Furoshiki, a Japanese
cloth used for wrapping gifts, takeout
boxes, and more. This session provided
instructions on practical wrapping
techniques for restaurants to add their
personalized touch, while promoting
sustainability. By integrating Furoshiki
into their packaging, restaurants can
offer guests a visually appealing and
environmentally friendly alternative to
traditional takeout boxes and gift wraps.
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WORKSHOP 1 & 3:
SAKE AND SHUKI

COMPARATIVE TASTING WORKSHOP

TAEHT 1 3. JEHEATEES -

The art of serving sake reaches new
heights when paired with the right
glassware. This bilingual workshop,
delivered in both English and Japanese,
was led by KIMOTO GLASS TOKYO,
renowned for their sensory-driven glass
designs. Attendees were introduced
to the Tripling trend, a revolutionary
approach that aligns sake service with
wine service by pairing specific sake styles
with curated courses and glassware.

WHAT IS TRIPLING?

Inspired by the principles of wine service,
Tripling involves pouring sake varieties
into tailor designed glassware in order
to match specific dishes, thus enhancing
both the food and drink. The concept is
intended to elevate the dining experience
by maximizing the sensory enjoyment at
each sip.

By implementing the Tripling concept,
restaurant operators and bar managers
can transform sake service into an art
form, offering guests a memorable and
refined dining experience.

PREMIUM SAKE & TRIPLING GLASSES :
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TRANSFORMING SAKE SERVICE INTO AN ART FORM
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from left:

Nanbu Bijin Daiginjo
Iwate Prefecture
#8540

Nanbu Bijin Shinpaku
Junmai Daiginjo

Iwate Prefecture

#5119

Kikuizumi Hitosuji Rosé
Sparkling Junmai
Saitama Prefecture

#10462

Izumibashi Black Dragonfly
“Kurotonbo” Kimoto Junmai
Kanagawa Prefecture

#8373

SAKE SCHOOL OF AMERICA

Certified Sake Adviser | ONLINE COURSE | January 13,2025: English
Certified Shochu Adviser | HYBRID COURSE | Los Angeles, CA | January 27,2025: English  Certified Sake Adviser | ONLINE COURSE | March 26, 2025: English

Chicago - Yamasho °

BRDKRZHADARIZ

Atlanta - Yamasho Atlanta *

Austin - Minamoto °

Glassware Styles for Tripling Sake Service

Sou: Perfect for Sparkling Sake

Sou glasses are designed to capture the
effervescence, ideal for pre-dinner toasts
and celebrations. They enhance the
bubbles and lightness of sparkling sake,
which perfectly complement starters or
aperitifs.

Hana: Extraordinary for

Junmai and Daiginjo

Premium sakes are best paired with light
dishes like sashimi or appetizers. Hana
glassware amplifies both aroma and
smooth texture of these sakes, drawing
out their delicate flavors and fragrances to
enhance the overall dining experience.

Miyabi: A literal treat for

Yamabhai and Kimoto

More robust and complex, these sake
types are well-suited to pair with acidic or
umami-rich dishes. Miyabi glasses highlight
the deep flavor, acidity, and richness of
Yamahai and Kimoto sakes, elevating
depth for a sophisticated harmony with
rich courses.
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approved program provider for WSET, SSI, JSA
sakeschoolofamerica.com

Certified Sake Adviser | ONLINE COURSE | February 24,2025: English

Honolulu - The Cherry Co. *

Bringing the Flavors of Japan
to the People of the World
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Brewery Owner Sake Sommelier and Others
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Akira Yuhara
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Miyako Hybrid Hotel

Masato Kato
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' Takao Matsukawa
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Mutual Trading
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Sake Sommelier
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Sara Guterbock Rachel Fiekowsky Masae Kusada
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New York Mutual Tradlng NewYork Mutual Tradlng
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Niikawa-Helto
L Sake Sommelier
Sake Samurai

Hirohisa
Kikuchi
mSake ngmelie(”

KojiWong
Owner
Japon Bistro

Kaz Tokuhara
Sake Sommelier  Sake Sommelier
'Managef” Savannah
Wismettac Asian Foods Distributing Co. Inc.
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Sommelier

Eduardo
Dingler
}qke Amrbrqssado(”

Miologit

Koji Aoto

Alice Hama Liloa Papa
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(44 S uper Frozen” technology is an

innovative technology used to
preserve the fresh flavor of Japanese
sake. Over 30 sake breweries currently
use this technology. In fact, I was the
first to use this technology.

In this report, I would like to
share how I was inspired to freeze
sake instantly.

As I traveled the world, I realized
that sake is often enjoyed in the same
setting as white wine.

Sake pairs wonderfully with
fish and shellfish, thus more French

by Kosuke Kuji

207

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 ABE R R BRIz
Distinguished Technician Award. In (Su per Frozen) oIR{E>»
2006 was selected to be a member OB BB30RBTEET

of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, lwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association
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Super Frozen Sake: Part 2
R R AIT B85

sommeliers are deliberately choosing
sake over white wine to pair with foods.
The sommeliers themselves seem to
recognize the many possibilities that
sake offers and are actively incorpo-
rating sake into their own wine lists.

In Japanese cuisine, sake of course
pairs well not only with sushi and
sashimi, but also with seafood.

Where sake is superior to white
wine is “freshness” in my opinion.

Only a few white wines are
new and very fresh in flavor, while
the quality of red wine, including
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Beaujolais Nouveau. In that sense,
‘fresh’ seafood pairs wonderfully with
‘fresh’ sake, thus highly competitive, in
my opinion.

Compared to unpasteurized sake
however, freshness drops for sake that
is “pasteurized” to kill the remaining
yeast and bacteria. However, pasteur-
ized sake can be refrigerated longer.

I’ve thought about how to distribute
ultra-fresh unpasteurized sake world-
wide for a long time.m
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he fundamental meaning of

I Ginjo is “sake brewed under
close examination and scru-

tiny,” generally understood to be sake

raised to the level of art from thorough
brewing by the brewing master who
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

N <4 »
« 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)
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Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

What type of sake is Ginjo?

BRERE

further refines the highest quality of
sake rice. Previously, since sake was
produced for submission to sake com-
petitions, these sake were not sold in
the market. However, Ginjo is gar-
nering attention as high-end sake due
to the Japanese sake boom during the
past twenty years.

“Standards for Manufacturing
Methods and Quality Indication for
Sake” by the National Tax Agency
defines Ginjo as sake produced
according to the Ginjo production
method utilizing sake rice polished
below the rice polishing ratio of 60
percent, regulated as sake with a “char-
acteristic aroma and good luster and
color.” This is the definition for Ginjo
sake, however, “Daiginjo” is defined
as sake with the rice polishing ratio of
below 50 percent, with a “character-
istic aroma and especially good luster
and color.”

Also, Ginjo consists of the Honjozo
type and Junmai type, with the Honjozo
type prepared by adding a small amount
of distilled alcohol prior to the filtra-
tion process (the limit to the amount
of additives is the same amount regu-
lated for the Honjozo type). Therefore,
Ginjo actually consists of four different
types — the Honjozo type consisting
of “Ginjo” and “Daiginjo,” and the
Junmai type consisting of the “Junmai
Ginjo” and “Junmai Daiginjo.”

Ginjo is different from other Jap-
anese sake due to the unique aroma
consisting of apples, bananas, and other
fruity aromas. This aroma is referred to
as the “Ginjo aroma,” and this aroma is
the life of Ginjo.

However, not all Ginjo necessarily

B
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Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

ihonbare) Il..

This article was courtesy from Shibata Shoten Co Ltd.

© Polishing Rate: 50%
i (Hakutsuru Nishiki)

have this aroma notably, some with
a faint Ginjo aroma while hardly
detectable in other Ginjo. The sake
production method that generates this
unique aroma is called the “Ginjo
method.” First, sake rice suitable for
brewing sake (such as “Yamanishiki”
rice) is used and carefully polished to
high rice polishing ratios over time,
with the water content absorbed to sup-
press moisture in the steamed sake rice.
Rice malt is prepared using special
young rice malt while the highly-rated
No. 9 yeast is used to prepare yeast for
Ginjo, then fermented at low tempera-
tures over a long period of time.

For general sake, the highest
temperature for fermenting mash is
generally around 59 degrees F, with
fermentation suppressed to around
20 days, approximately. However,
for Ginjo, the fermenting mash is fer-
mented below 50 degrees F for over 30
days approximately, at low-tempera-
tures theoretically close to the limit for
fermentation. Also, the lower the tem-
perature is for fermentation, the more
days it takes for fermentation, adding
additional work and costs. However,
this effort is what generates the fresh,
fruity, elegant Ginjo sake aroma.m
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Souke Ozakaya
Junmai Daiginjo
0Ozeki Corporation (Hyogo)

Fukuju Black
Junmai Daiginjo
Kobe Shushinkan (Hyogo)
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Daishichi Minowamon
Junmai Daiginjo
Daishichi Sake Brewery (Fukushima)
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Japanese sake from Shimane prefecture

SIRFBAH

any sake tasting events
are held throughout Japan
during the fall season. Sake

breweries hustle to attend numerous
sake tasting events to promote their
sake as their last major job before start-
ing their brewing season. I attended the
jizake (local sake) fair organized by the
Shimane Sake Brewers Association,
held at the Tokyo Kotsu Kaikan (Tokyo
Traffic Hall). Although there are many
theories, Shimane prefecture is said to
be where sake production originated,
also home to the “Saka Shrine,” where
the deity of sake is enshrined. The
shrine still holds a sake brewing license
to brew up to 48 gallons of sake per
year. The chief priest acts as the Master
Sake Brewer to brew cloudy sake as
an offering to the deity. The sake is
also served to worshippers at the Saka
Shrine Autumn Festival on October 13.

However, Shimane prefecture is
not widely recognized as a sake produc-
ing region. Most people would likely
name Niigata prefecture or Hyogo
prefecture as renowned sake produc-
ing regions that first comes to mind.
The local jizake fair is organized to
celebrate Shimane prefecture as the
birthplace of sake production. How-
ever, fewer breweries participated
compared to the previous year, attended
by fewer guests as well.

This is because the coronavirus
pandemic ended and big sake tasting
events are organized in various regions,
thus sake breweries and consumers
are widely scattered. In addition, the
fall season is still hot. I visited all the
sake breweries and sampled their sake.
There was a time when fruity sake
seemed to be popular, but recently, it
seems that peculiar flavors of dry sake
that are characteristic of Shimane pre-
fecture are becoming more popular.

This may be because more sake
breweries are using sake rice locally
grown in Shimane prefecture for local
consumption. Sake breweries seem to
face the challenge of deciding how
to generate sake flavors using locally
grown rice to attract male and female
consumers of all ages. Next week, I
plan to attend another sake tasting event

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.

organized by Ichinomiya Sake Brewing
Co., Ltd. (Oda city, Shimane prefec-
ture) at a local sake specialty shop in
the Hatsudai area. Chief Brewer Rika
Asano will describe one sake at a time
as she pours the sake for guests, an inti-
mate tasting experience not offered at
big sake tasting events.

Operated by a husband and wife
team of young and talented brewers,
Ichinomiya Sake Brewing Co., Ltd. has
garnered numerous Gold Prizes at The
National New Sake Tasting Competi-
tion. Their main sake brand is “Iwami
Ginzan,” an original and innovative
sake introduced by this young couple.
On this day, 10 different sake selections
both familiar and new were served. The
chief brewer avoided the use of indus-
try jargon and carefully explained
each sake product in simple terms that
was easily understood by novices and
connoisseurs alike. Guests seemed sat-
isfied as they savored each sake, and
many purchased quite a few sake bot-
tles to take home. Sake, long produced
in Shimane prefecture, is expected to
overcome challenges as the flavors
continue to evolve.m
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America
was founded with the purpose to promote
further understanding of Japanese sake,
shochu and beer in 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 Spirits Institute of America
-Cautionary Notes for Tasting Sake-

mERREEEE

r I \ taste sake, first visually inspect the color tone and
O appearance of the sake.

*Color tone

Apart from nigori (cloudy) sake, one might imagine sake
to be colorless and transparent. Primarily, freshly squeezed
sake has a slight yellow or green tint. Although “clear
appearance like water” was long considered a condition of
quality sake, color is now gaining acceptance as a property
that adds uniqueness to sake.

*Opacity

Refers to the clarity or luster of sake. Generally green
and clear sake is fresh, light, and delicate in flavor, while
golden-hued sake is aged and said to be savory in flavor.

*Carbonation

For sparkling sake, confirm the fizz. Observe the size of
bubbles, the carbonation level (amount of bubbles), and
persistence (how long the fizz lasts).m
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KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
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CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato

Hiroko Furukawa
Honorary Sake Sommelier & Saka-Sho

Hanorary Sake Sommeher

Honarary Sake Sommel/er & Saka Sho Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

TIC GROUP ) ) Chalrman Owner “True Sake” Owner of M&M Enterprise

Katsuya Group

Owner “SAKAVANYC'

MASTER
SAKE

Communicate the appeal of sake to customers

No matter how good a product is,

SO}I:‘J/I MELIER H s o oreven

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

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

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

David Kudo

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

S

the message needs to be communicated
for customers to try the product.Let’s
consider when the appropriate timing is
and how to communicate the appeal of
Japanese sake in a way that leads to sales.
Consider who the message is
directed to

Are chefs, servers, and bartenders
trained appropriately? Training the staff
to thoroughly understand why a brand of
sake tastes delicious and why customers
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“Creative sushi & Sake” illustrares the rechmigues ol the
finest sushi chefs throughouwt the world, concentrating on
the artistic presentations, unique ingredients and advancad
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience,

[published in English By All Japan Mews, Inc., in 2005)

https://alliapannews.com/page/sushisake-1
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should try it is important because a
single try will not be sufficient to under-
stand even ten percent of the appeal of
a brand. Therefore, please have staff try
the sake paired with the cuisine.
Timing Of course, a good place to start
would be to have the servers change
their ordering from “What can I get
you to drink?” to “It’s cold outside,
would you like to try some hot sake?”
This suggestion alone is a major differ-
ence. Also, please mention two to
three different brands of Japanese sake
during the recommendation.
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« New Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
Sushi

« Mastering Technigques

= Sushi in the USA and Europe

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

Content Speak informatively to
customers in a way that generates a
response like “Oh really?” For example,
“How about AAA, a dry and refreshing
sake from Niigata that goes great with
sushi?”” Or “Would you like to try BBB,
a brand of sake from Akita that has
body and goes great with teriyaki?”” The
point is to word the recommendations
into easy-to-understand sales pitches
that makes customers want to try the
brand. Offer two to three different
brands that range from reasonable to
mid-range prices.m
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Brewery Owner Sake Sommelier and Others
) Kosuke Kuji L Teruyuki Joe Mizuno
Nanbu Bijin Inc. |, _Kobayashi Head of the “Regional
Fifth Generation y Taruhei Brewing Coltd. Sake Tasting Club”
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Masato Kato Akira Yuhara
Timothy Sullivan Sake Sommelier Sake Sommelier
Sake Samurai . o -
""" Wismettac Asian Foods Miyako Hybrid Hotel
Takao Matsukawa Philip Harper " Rachel

Sake Sommeller
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Japanese Sake
Master Sake Brewer
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Keita Akaboshi
 Sake Sommelier

Mei HO
Sake Sommelier

Miyuki
Yoshida
que ;ommelie(

Kuramoto USInc. True Sake
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Michael John Mai Segawa Don Lee
,,S,imki,‘} N Advanced Sake Sake Sommelier
MJS Sake Selection ,Sof"’"?”ef _— Yama Sushi
Owner Tako Grill Owner Chef

Shigeto Terasaka
 Sake Sommelier -

Isao Kiyota
International
I(lklsake Shl L

Academla de Sake Mem(o
Founder

Eda Vuong
Sake Sommelier

President Mutual Trading

Japan Hollywood Network

New York Mutual Tradlng NewYork Mutual Tradlng

Sara Guterbock Rachel Fiekowsky Masae Kusada
International International International
Sake Sommelier Sake Sommelier Sake Sommelier

New York Mutual Tradlﬁé

Chizuko
Niikawa-Helto
L Sake Sommelier
Sake Samurai

Hirohisa Eduardo
Kikuchi Dingler
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KojiWong
Owner
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(44 S uper Frozen” technology is an

innovative technology used to
preserve the fresh flavor of Japanese
sake. Over 30 sake breweries currently
use this technology. In fact, I was the
first to use this technology.

In this report, I would like to
share how I was inspired to freeze
sake instantly.

i As I traveled the world, I realized
that sake is often enjoyed in the same
setting as white wine.

Sake pairs wonderfully with
fish and shellfish, thus more French

by Kosuke Kuji

207

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 E sto
of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, lwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association
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Super Frozen Sake: Part 2
OIEJC_QI A]I.l ]:[Ex 2]11

sommeliers are deliberately choosing
sake over white wine to pair with foods.
The sommeliers themselves seem to
recognize the many possibilities that
sake offers and are actively incorpo-
rating sake into their own wine lists.

In Japanese cuisine, sake of course
pairs well not only with sushi and
sashimi, but also with seafood.

Where sake is superior to white
wine is “freshness” in my opinion.

Only a few white wines are
new and very fresh in flavor, while
the quality of red wine, including
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Beaujolais Nouveau. In that sense,
‘fresh’ seafood pairs wonderfully with
‘fresh’ sake, thus highly competitive, in
my opinion.

Compared to unpasteurized sake
however, freshness drops for sake that
is “pasteurized” to kill the remaining
yeast and bacteria. However, pasteur-
ized sake can be refrigerated longer.

I’ve thought about how to distribute
ultra-fresh unpasteurized sake world-
wide for a long time.m
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he fundamental meaning of
Ginjo is “sake brewed under
close examination and scru-
tiny,” generally understood to be sake
raised to the level of art from thorough
brewing by the brewing master who
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
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What type of sake is Ginjo?

o X
SHEST

further refines the highest quality of
sake rice. Previously, since sake was
produced for submission to sake com-
petitions, these sake were not sold in
the market. However, Ginjo is gar-
nering attention as high-end sake due
to the Japanese sake boom during the
past twenty years.

“Standards for Manufacturing
Methods and Quality Indication for
Sake” by the National Tax Agency
defines Ginjo as sake produced
according to the Ginjo production
method utilizing sake rice polished
below the rice polishing ratio of 60
percent, regulated as sake with a “char-
acteristic aroma and good luster and
color.” This is the definition for Ginjo
sake, however, “Daiginjo” is defined
as sake with the rice polishing ratio of
below 50 percent, with a “character-
istic aroma and especially good luster
and color.”

Also, Ginjo consists of the Honjozo
type and Junmai type, with the Honjozo
type prepared by adding a small amount
of distilled alcohol prior to the filtra-
tion process (the limit to the amount
of additives is the same amount regu-
lated for the Honjozo type). Therefore,
Ginjo actually consists of four different
types — the Honjozo type consisting
of “Ginjo” and “Daiginjo,” and the
Junmai type consisting of the “Junmai
Ginjo” and “Junmai Daiginjo.”

Ginjo is different from other Jap-
anese sake due to the unique aroma
consisting of apples, bananas, and other
fruity aromas. This aroma is referred to
as the “Ginjo aroma,” and this aroma is
the life of Ginjo.

However, not all Ginjo neces-

detectable in other Ginjo. The sake
production method that generates this
unique aroma is called the “Ginjo
method.” First, sake rice suitable for
brewing sake (such as “Yamanishiki”
rice) is used and carefully polished to
high rice polishing ratios over time,
with the water content absorbed to sup-
press moisture in the steamed sake rice.
Rice malt is prepared using special
young rice malt while the highly-rated
No. 9 yeast is used to prepare yeast for
Ginjo, then fermented at low tempera-
tures over a long period of time.

For general sake, the highest
temperature for fermenting mash is
generally around 59 degrees F, with
fermentation suppressed to around
20 days, approximately. However,
for Ginjo, the fermenting mash is fer-
mented below 50 degrees F for over 30
days approximately, at low-tempera-
tures theoretically close to the limit for
fermentation. Also, the lower the tem-
perature is for fermentation, the more
days it takes for fermentation, adding
additional work and costs. However,
this effort is what generates the fresh,
fruity, elegant Ginjo sake aroma.m
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L SMV:0 H i
SMV: +12 i Polishing Rate: 50% i SMV: +4 SMV: -3 SMV: 42 i SMV:+2
i Polishing Rate: 50% i (Yamadanishiki & F i Polishing Rate: 50% i Rice Variety: 50% i Polishing Rate: 40% iy ¢ Rice Variety: 50%
i (Miyama Nishiki) i Nihonbare) I'-. i (Hakutsuru Nishiki) i (Yamadanishiki) i (Yamadanishiki) i (Yamadanishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Da|sh|ch| Minowamon
Junmai Daiginjo
Daishichi Sake Brewery (Fukushima)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Souke Ozakaya
Junmai Daiginjo
0Ozeki Corporation (Hyogo)

Fukuju Black
Junmai Daiginjo
Kobe Shushinkan (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Jizake Strolling
SRR A RS

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

Japanese sake from Shimane prefecture

Alohile] Yz

any sake tasting events

are held throughout Japan

during the fall season. Sake
breweries hustle to attend numerous
sake tasting events to promote their
sake as their last major job before start-
ing their brewing season. I attended the
jizake (local sake) fair organized by the
Shimane Sake Brewers Association,
held at the Tokyo Kotsu Kaikan (Tokyo
Traffic Hall). Although there are many
theories, Shimane prefecture is said to
be where sake production originated,
also home to the “Saka Shrine,” where
the deity of sake is enshrined. The
shrine still holds a sake brewing license
to brew up to 48 gallons of sake per
year. The chief priest acts as the Master
Sake Brewer to brew cloudy sake as
an offering to the deity. The sake is
also served to worshippers at the Saka
Shrine Autumn Festival on October 13.

However, Shimane prefecture is
not widely recognized as a sake produc-
ing region. Most people would likely
name Niigata prefecture or Hyogo
prefecture as renowned sake produc-
ing regions that first comes to mind.
The local jizake fair is organized to
celebrate Shimane prefecture as the
birthplace of sake production. How-
ever, fewer breweries participated
compared to the previous year, attended
by fewer guests as well.

This is because the coronavirus
pandemic ended and big sake tasting
events are organized in various regions,
thus sake breweries and consumers
are widely scattered. In addition, the
fall season is still hot. I visited all the
sake breweries and sampled their sake.
There was a time when fruity sake
seemed to be popular, but recently, it
seems that peculiar flavors of dry sake
that are characteristic of Shimane pre-
fecture are becoming more popular.

This may be because more sake
breweries are using sake rice locally
grown in Shimane prefecture for local
consumption. Sake breweries seem to
face the challenge of deciding how
to generate sake flavors using locally
grown rice to attract male and female
consumers of all ages. Next week, I
plan to attend another sake tasting event

organized by Ichinomiya Sake Brewing
Co., Ltd. (Oda city, Shimane prefec-
ture) at a local sake specialty shop in
the Hatsudai area. Chief Brewer Rika
Asano will describe one sake at a time
as she pours the sake for guests, an inti-
mate tasting experience not offered at
big sake tasting events.

Operated by a husband and wife
team of young and talented brewers,
Ichinomiya Sake Brewing Co., Ltd. has
garnered numerous Gold Prizes at The
National New Sake Tasting Competi-
tion. Their main sake brand is “Iwami
Ginzan,” an original and innovative
sake introduced by this young couple.
On this day, 10 different sake selections
both familiar and new were served. The
chief brewer avoided the use of indus-
try jargon and carefully explained
each sake product in simple terms that
was easily understood by novices and
connoisseurs alike. Guests seemed sat-
isfied as they savored each sake, and
many purchased quite a few sake bot-
tles to take home. Sake, long produced
in Shimane prefecture, is expected to
overcome challenges as the flavors
continue to evolve.m
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Sake Shochu Spirits Institute of America
-Cautionary Notes for Tasting Sake-
Hloj AT ol

r I ' taste sake, first visually inspect the color tone and O|ARIOIM 71 BIX otz AR == MY
y . . O appearance of the sake. : 9| 2[ghg M Ast= 2ot

Sake Shochu Spirits Institute of America :
[\IPO;EA . o *Color tone Do kMt
REE IR E TR Apart from nigori (cloudy) sake, one might imagine sake © LD2|= ChERXRH dEFetn ofH SAHEHSE o
sakefShodCh;' SP:”; Institute of America to be colorless and transparent. Primarily, freshly squeezed :  DIX|7F QS X ZECt #2f 2 W dEF=
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million people enjoy wine in North America. quality sake, color is now gaining acceptance as a property | 2F0E MAE L2FO HE2Z HAX|H| = AL
We strive to increase Japanophiles by that adds uniqueness to sake. :
furthering understanding of the sake *EDC
culture through online Japanese sake e .
and shochu colleges and books related *Opacity Y3 YL (FET) L, HE=nfRe (Atol) 52
to Japanese sake, shochu and beer, Refers to the clarity or luster of sake. Generally green © ERIgCE Yetd oz =N IRRS &2
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communication with sake breweries, sake *Carbonation : ZIC}.
producers, and distribution companies, etc., For sparkling sake, confirm the fizz. Observe the size of
to introduce Japanese sake, shochu and . : *H=
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tecnologia “Super Congelada”

es una tecnologia innova-

dora que se utiliza para
conservar el sabor fresco del sake japonés.
Actualmente, mas de 30 destilerias de sake
utilizan esta tecnologia. De hecho, yo fui el
primero en utilizarla.

En este informe, me gustaria compar-
tir cobmo me inspiré para congelar el sake al
instante.

Mientras viajaba por el mundo, me di cuenta
de que el sake se suele disfrutar en el
mismo entorno que el vino blanco.

El sake combina maravillosamente con
pescados y mariscos, por lo que cada vez
mas expertos en vinos franceses lo eligen
deliberadamente en lugar del vino blanco
para acompanar las comidas. Los propios
expertos en vinos parecen reconocer las
muchas posibilidades que ofrece el sake y
lo incorporan activamente en sus propias
cartas de vinos.

by Kosuke Kuji
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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, lwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association

En la cocina japonesa el sake combina a

Sake Super Congelado : Parte 2

la perfeccion no solo con sushi y sashimi, sino
también con mariscos.

En mi opinion, el sake es superior al vino
blanco en la “frescura”.

Solo unos pocos vinos blancos son nuevos
y muy frescos en sabor, mientras que la cali-
dad del vino tinto, incluido el Beaujolais
Nouveau, es muy alta. En ese sentido, los mar-
iscos "frescos” combinan maravillosamente
con el sake "fresco”, por lo que, en mi opinion,
son muy competitivos.

Sin embargo, en comparacion con el sake
no pasteurizado, la frescura disminuye en el
sake "pasteurizado” para matar las levaduras y
bacterias restantes. Aunque el sake pasteuri-
zado se puede refrigerar durante mas tiempo.

Hace tiempo que medito la forma de

como distribuir sake ultra fresco sin pasteuri-
zar en todo el mundo.
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150 tipos de sake delicioso
Importado de todo Japoén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

' 4

« I’ alNTERNATIONAL 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)

§OSMV: +12
Polishing Rate: 50%
i (Miyama Nishiki)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

£ SMV:£0

©Polishing Rate: 50%

i (Yamadanishiki &

i Nihonbare) In,_

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

@l’ ™ INTERNATIONAL INC Www_jfc_com

.Qué tipo de sake es Ginjo?

significado funda-
E I mental de Ginjo es

“sake elaborado bajo
un MIiNUCIOSO examen y escru-
tinio”, generalmente entendido
como sake elevado al nivel de
arte a partir de una elaboracion
minuciosa por parte del mae-
stro destilero que refina aun
mas el arroz para sake de la mas
alta calidad. Anteriormente,
dado que el sake se producia
para presentarlo en concursos,
este no se vendia en el mer-
cado. Sin embargo, el Ginjo esta
ganando atencion como sake
de alta gama debido al auge del
sake japonés durante los ultimos
veinte anos.

Las “Normas para los
métodos de fabricacion y la indi-
cacion de calidad del sake” de
la Agencia Tributaria Nacional,
definen el Ginjo como el sake
elaborado segun el método
de produccion Ginjo, utili-
zando arroz para sake pulido
por debajo de la proporcion del
arroz del 60 por ciento, regulado
como sake con un “aroma car-
acteristico, buen brillo y color”.
Esta es la definicion del sake
Ginjo, sin embargo, “Daiginjo”
se define como sake con una
proporcion de pulido del arroz
inferior al 50 por ciento, con un

»
Er
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Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)
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© Polishing Rate: 50%
i (Hakutsuru Nishiki)

“aroma caracteristico y especial-
mente buen brillo y color”.

Ademas, el Ginjo se com-
pone del tipo Honjozo y el tipo
Junmai. El tipo Honjozo se pre-
para anadiendo una pequena
cantidad de alcohol destilado
antes del proceso de filtracion
(el limite de la cantidad de adi-
tivos es la misma cantidad
regulada para el tipo Honjozo).
Por lo tanto, el Ginjo en realidad
consta de cuatro tipos diferen-
tes: el tipo Honjozo, que consta
de “Ginjo” y “Daiginjo”, y el tipo
Junmai, que consta de ‘Junmai
Ginjo” y ‘Junmai Daiginjo”.

El Ginjo se diferencia de
otros sakes japoneses debido
a su aroma unico, que consta
de manzanas, platanos y otros
aromas frutales. Se conoce
como el “aroma Ginjo”, y es la
vida del Ginjo.

Sin embargo, no todos los
Ginjo tienen necesariamente
este aroma notable, algunos
tienen un ligero aroma a Ginjo
mientras que en otros Ginjo
es dificil detectarlo. El método
de produccioén de sake que
genera este aroma unico se
llama “método Ginjo”. En primer
lugar, se utiliza arroz adecuado
para su elaboracion (como el
arroz “Yamanishiki”) y se pule

£ SMV:-3
i Rice Variety: 50%
i (Yamadanishiki)

Souke Ozakaya
Junmai Daiginjo
0zeki Corporation (Hyogo)

Fukuju Black
Junmai Daiginjo
Kobe Shushinkan (Hyogo)

cuidadosamente hasta alcan-
zar altas proporciones con el
tiempo, y el contenido de agua
se absorbe para suprimir la
humedad en el arroz para sake
cocido al vapor.

La malta de arroz se pre-
para utilizando malta de arroz
joven especial, mientras que
la levadura No. 9, de alta califi-
cacion, se utiliza para preparar
la levadura para Ginjo, y luego
se fermenta a bajas temperatu-
ras durante un largo periodo de
tiempo.

Para el sake en general, la
temperatura mas alta para la
fermentacion del puré es gen-
eralmente alrededor de 59
grados F, y la fermentacion se
suprime a unos 20 dias, aproxi-
madamente. Sin embargo, para
el Ginjo, el puré se fermenta
por debajo de los 50 grados F
durante mas de 30 dias aproxi-
madamente, a temperaturas
bajas tedricamente cercanas al
limite de fermentacion. Ademas,
cuanto mas baja sea la tempera-
tura, mas dias se necesitan para
la fermentacion, lo que agrega
trabajo y costos adicionales.
Sin embargo, este esfuerzo es
lo que genera el aroma fresco,
afrutado y elegante del sake

Ginjo.

.ﬁﬁé
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Polishing Rate: 40% o
(Yamadanishiki)

RlceVanety 50%
i (Yamadanishiki)

DaIShIChI Minowamon
Junmai Daiginjo
Daishichi Sake Brewery (Fukushima)

This article was courtesy from Shibata Shoten Co Ltd.
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Sake japonés de la prefectura de Shimane

urante la tempo-
rada de otono, se
celebran numer-

0s0s eventos de cata
de sake en todo Japon.
Las destilerias de sake
se apresuran a asistir a
numerosos eventos de
cata, para promocio-
narlo como su ultimo
trabajo importante antes
de comenzar la tem-
porada de elaboracion.
Asisti a la feria de jizake
(sake local) organizada
por la Asociacion de
Destileros de Sake

de Shimane, que se
celebr6 en el Tokyo
Kotsu Kaikan (salon de
reuniones sobre el tra-
fico de Tokio). Aunque
hay muchas teorias,

se dice que la prefec-
tura de Shimane es el
lugar donde se orig-
in6 la produccion de
sake, y también alberga
el "Santuario Saka”,
donde se consagra ala
deidad del sake.

El santuario todavia tiene
una licencia para elaborar hasta
48 galones de sake por afo. El
sacerdote principal actua como
maestro destilero para elabo-
rar un sake turbio como ofrenda
a la deidad. El sake también se
sirve a los fieles en el Festival de
Otono del Santuario Saka el 13
de octubre.

Sin embargo, la prefectura
de Shimane no es ampliamente
reconocida como una region
productora de sake. La mayoria
de la gente probablemente nom-
braria a la prefectura de Niigata
0 a la prefectura de Hyogo
como las regiones producto-
ras de sake reconocidas. La
feria local de jizake se organiza
para celebrar a la prefectura de
Shimane como la cuna de la pro-
duccion de sake. Sin embargo,
participaron menos destilerias
en comparacion con el ano

anterior, y también asistieron
menos invitados.

Esto se debe a que la pan-
demia de coronavirus termino
y ahora se organizan grandes
eventos de degustacion de sake
en varias regiones, por lo que
las destilerias de sake y los con-
sumidores estan muy dispersos.
Ademas, la temporada de otono
sigue siendo calurosa. Visité
todas las destilerias de sake y
los probé. Hubo un tiempo en
que el sake afrutado parecia ser
popular, pero recientemente,
parece que los sabores pecu-
liares del sake seco que son
caracteristicos de la prefectura
de Shimane se estan volviendo
mucho mas populares.

Esto puede deberse a que
mas destilerias de sake estan
utilizando arroz cultivado local-
mente en la prefectura de
Shimane para el consumo local.
Las fabricas de sake parecen

enfrentarse al reto de decidir
como generar sabores utilizando
arroz cultivado localmente para
atraer a consumidores mascu-
linos y femeninos de todas las
edades. La semana que viene,
tengo previsto asistir a otro
evento de cata de sake orga-
nizado por Ichinomiya Sake
Brewing Co., Ltd. (ciudad de
Oda, prefectura de Shimane)
en una tienda local especial-
izada en el area de Hatsudai. La
destileria principal, Rika Asano,
describira un sake a la vez mien-
tras sirve a los invitados, una
experiencia de cata intima que
no se ofrece en los grandes
eventos de cata de sake.
Dirigida por un equipo
formado por una pareja de
esposos jovenes y talento-
sos destileros, Ichinomiya Sake
Brewing Co., Ltd. ha obtenido
NUMErosos premios de oro
en la Competencia Nacional

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.

de Cata de Sake Nuevo. Su
principal marca de sake es
“lwami Ginzan”, un sake origi-
nal e innovador presentado por
esta joven pareja. Ese dia, se
sirvieron 10 selecciones dife-
rentes de sake conocidas como
nuevas. El maestro destilero
evito el uso de la jerga de la
industria y explicé cuidadosa-
mente cada producto de sake
en términos simples que eran
faciles de comprender, tanto
para principiantes como para
conocedores. Los invitados
parecian satisfechos mien-
tras saboreaban cada sake, y
muchos compraron unas cuan-
tas botellas para llevar a casa.
Se espera que el sake, produ-
cido desde hace mucho tiempo
en la prefectura de Shimane,
supere los desafios a medida
que los sabores continuan
evolucionando.
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Bon Yagi
Honorary Sake Sommelier
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Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

TICGROUP Chairman
Katsuya Group Owner “SAKAYA NYC"
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OZEKT
SAKE

Rick Smith &
Hiroko Furukawa

Honorary Sake Sommelier & Saka-Sho
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Honorary Sake Sommelier

e
Beau Timken
Honorary Sake Sommelier & Saka-Sho

Kats Miyazato
Honorary Sake Sommelier

Owner“True Sake” Owner of M&M Enterprise

Sake Shochu Spirits Institute of America
NPOEA
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Sake Shochu Spirits Institute of America was
founded with the purpose to promote further
understanding of Japanese sake, shochu and
beer in 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.
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Instituto de la Espiritu Sake Shochu de América
-Notas de precaucion para degustar sake

ara degustar sake, primero inspeccione
visualmente el tono de color y la apari-
encia del sake.

*Tono de color

Aparte del sake nigori (turbio), uno podria
imaginar que el sake es incoloro y transpar-
ente. Basicamente, el sake recién exprimido
tiene un ligero tinte amarillo o verde. Aunque
durante mucho tiempo se consider6 que

"el aspecto transparente como el agua” era
una condicion de la calidad del sake, ahora

el color esta ganando aceptacion como una
propiedad que le agrega singularidad al sake.

*Transparencia

Se refiere a la claridad o brillo del sake.
Generalmente, el sake verde y transparente
es fresco, ligero y de sabor delicado, mien-
tras que el sake de tono dorado es anejoy
se dice que tiene un sabor sabroso.

*Espuma

En el caso del sake espumoso, confirme la
efervescencia. Observe el tamano de las
burbujas, el nivel de espuma (cantidad de
burbujas) y la persistencia (cuanto dura la
efervescencia).



