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Wismettac Asian Foods, Inc.
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Honorary Sake Sommelier & Saka-Sho

Bon Yagi Katsuya Uechi Rick Smith &
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa
[ F Honorary Sake Sommelier & Saka-Sho
TICGROUP Chairman

Katsuya Group

GEKKEIKAN SAKE
KYOTO SINCE 1637

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier
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Kats Miyazato
Honorary Sake Sommelier

"~ Owner “SAKAYANYC

Owner “True Sake”

Owner of M&M Enterprise

MASTER

~ SAKE
SOMMELIER
N

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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Expectations of non-Japanese restaurants

was blessed with an opportu-

nity to attend a lecture targeting
salesmen for a wholesaler of Japanese
food products in the U.S. The attendees
handle various Japanese food products
including sake. The theme of the lecture
was not so much about the consum-
er’s question of “Which sake to buy,”
but centered more on how to get chefs /
restaurant owners, not limited to Japanese
cuisine by non-Japanese restaurant
owners / chefs, to purchase sake?

First, it’s important to determine
what type of cuisine is served, targeting

whom. Seafood Steak Italian
Chinese Korean French

The beverage is narrowed down
with the understanding that depending
on the cuisine served, the sake to be
offered will change accordingly.

Secondly, check to see the prices of
popular and top-selling wines for that
restaurant. To start, it’s important to
start with a price set that’s appropriate
for their target audience.

Thirdly, have the staff understand
it’s appropriate to serve sake in wine
glasses. Fourth, the servers discussed

how to explain the characteristics of
each sake brand, and how to determine
the compatibility of each brand with
the cuisine. Unfortunately, sake still has
not become widespread to the point that
shelving them in stores will be enough
to sell the brand on its own. The reality
is, sake is still a product to be sampled
by customers following recommen-
dations by servers. Until now, sake
was mostly consumed in Japanese
restaurants. In the future, we’d like to
anticipate sake sales to non-Japanese
restaurants as well.m
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Brewery Owner

Nanbu Bijin Inc.
Fifth Generation
Brewery Owner

E
-f_

Timothy Sullivan
Sake Samurai

' Takao Matsukawa
Sake Sommeller

'[l 'Latm Reglon Speclallst

Mutual Trading =
i

Michael John
Simkin

MJS Sake Selection
Owner

£
%

Shigeto Terasaka
B Sa[(e Sqmme{(er )

President

Japan Hollywood Network

Sara Guterbock
International
VSake Sommelier

New York Mutual Tradlng

Ly

Masato Kato
Sake Sommelier

Wlsmettac Asian Foods

4
Keita Akaboshi Mei HO
 Sake Sommelier Sake Sommelier
Kuramoto USInc. True Sake

Isao Kiyota

International

I(lklsake Shl L
Academla de Sake Mem(o

Founder

New York Mutual Tradlng

Sake Sommelier and Others

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

'

Akira Yuhara
Sake Sommelier

Miyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

Tamagawa Hand Made
Japanese Sake
Master Sake Brewer

Miyuki
Yoshida
que ;ommelig(

Mai Segawa Don Lee
Advanced Sake Sake Sommelier
Somm?/le( _— Yama Sushi

Tako Grill Owner Chef

Eda Vuong
Sake Sommelier

Mutual Trading

Rachel Fiekowsky Masae Kusada
International International
Sake Sommelier Sake Sommelier

New York Mutual Tradlng

Chizuko
Niikawa-Helto
L Sake Sommelier
Sake Samurai

Hirohisa
Kikuchi
mSake Sprmmelie(”

KojiWong
Owner
Japon Bistro

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

A
Gary Imada 9
Sake Advisor =

- =

b

Shino Okita Jonathan Cortez
Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

Lora Blackwell
VSakeSommeller -

[Infol

Genji Sake

Sommelier

Eduardo
Dingler
}qke Amrbrqssado(”

Kurtis Wells
Miclogit

Koji Aoto

Eiji Mori
Sake Sommelier

Katana Restaurant

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
»

. Stuart Morris
Sake Sommelier

= Toshiyuki Koizumi
s ) Sake Sommelier

Owner “WASAN”

Michael Russell
Certified Sake Somme//er

“Pacific International
Liquor Inc

Patsy Lu
International
Master Sake Sommeherr

Mutual Trading

Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com
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by Kosuke Kuji

A4

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

Super Frozen Sake: Part 3

HAED X—/N

ow can I distribute the
ultimate, fresh, unpasteurized
sake worldwide?

I thought about the answer to this
question for the past 10 years.

Unpasteurized sake is of course
fresh. Since the sake is unpasteurized,
however, enzymes in the sake signifi-
cantly deteriorate the sake flavor. This
stale odor and off-flavor of aged sake
is called “nama-hine (ka).”

This reaction will ‘always’ occur,
even if sake is stored at ultra-low
temperatures such as 23 degrees Fahren-
heit or even 14 degrees Fahrenheit, a
problem that cannot be solved simply
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by lowering the storage temperature.

Some sake breweries remove the
“enzymes” acting as a buffer between
the changes generated to delay the
effects of nama-hine (ka). However,
removing the enzymes does not elimi-
nate the problem altogether. Also, the
equipment to remove the enzymes from
sake is quite pricey.

Further, to distribute unpasteur-
ized sake overseas, it must be taken into
consideration that foreign importers
and restaurant refrigerators are not set
to negative temperatures overseas. In
other words, no matter how quickly
sake breweries release freshly squeezed
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Japanese Restaurant News -

unpasteurized sake, sustaining the
fresh, unpasteurized sake quality year-
round would prove difficult.

Although unpasteurized sake
is already distributed in the U.S.,
the flavor has significantly deterio-
rated compared to unpasteurized sake
sold in Japan because of “nama-hine
(ka).” On the other hand, sake pasteur-
ized normally and thoroughly by the
brewery and in fresh rotation usually
tastes better in many cases. Although
slightly less fresh compared to unpas-
teurized sake in the freshest condition
possible, in terms of stability of the sake
flavor, I thought it was impossible to
distribute unpasteurized sake overseas
in the freshest condition possible.

I took a private, non-work related
trip to Kochi prefecture, where I was
blessed with a fateful encounter.m
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(44 anzukuri” is a sake produc-

tion method used during the
coldest time of the year. However, until
the early Edo Period (1603 - 1868),
sake was produced over a long period
around the autumn equinox past the
spring equinox, divided into five dif-
ferent production methods depending
on the season.
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’ aINTEF«‘NATIDNAL INC

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

»

JE INTERNATIONAL INC

www.jfc.com
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Was sake produced since ancient times as
“Kanzukuri?” 8D05BIFEEDE>7T-DH

 “Shinshu” —Sake produced around
August of the old lunar calendar (below
is also based on the old lunar calendar),
also known as “Higanzake.”
 “Aishu” —Sake produced during the
period between Shinshu and Kanzake.
Later in the Edo period, sake produc-
tion methods were further divided into
“Hayaaishu,” produced from mid-Sep-
tember; and “Aishu,” sake produced
after mid-October.
* “Kanmaezake” —Sake produced
during the early winter period before
“Kanshu” production begins (around
November to December). During the
Edo period, “Kanmaezake” was the
second most expensive sake following
“Kanshu,” while sake produced around
the winter solstice was especially
known as “Toujimono” (“winter sol-
stice sake”).
» “Kanshu” —Mainly sake produced
during the approximately 30 day-period
from Shokan (early January) to Rissyun
(early February). Sake production
during this period is known as “Kanzu-
kuri.” Due to sake produced under ideal
conditions for sake production, the sake
quality is the highest, and prices were
also the highest accordingly.
» “Haruzake” —Sake produced from
February until around the spring solstice.
Sake production skills from the
medieval period became established
during the Edo period, when production
centered around Ikeda, Itami, and Nada
evolved. However, the greatest tech-
nical characteristic during this period
was that sake production method to
produce “Kanzukuri” was completed.
Nonetheless, the center of sake produc-
tion shifted full-scale to “Kanzukuri”
during the mid-Edo period after 1687.
The most highly regarded technical
manual for sake production during
the Edo period, “Doumoushuzouki”

especially valued the “Kanzukuri”
production method, defining the
“Kanzukuri” sake production period

s “during the 90-day period from
November to February.”

Also, “Bankinsugiwaibukuro”
issued in 1732 stipulated “sake is best
produced by the Kanzukuri method.”
The “Kanzukuri” sake production
skills were completed at Itami, one of
the main sake production regions at the
time, and spread across various regions
with the quality further improving in
Nada that came to the forefront of sake
production later in the Edo period.

The reason why sake production
centered on the “Kanzukuri” pro-
duction method was because it was
discovered from past sake production
during various seasons that production
during the cold winter season allows
easier management of the fermenting-
mash product temperatures, more easily
inhibiting bacteria in the air from prop-
agating. Also, since the Edo shogunate
(under the Tokugawa regime) focused
on the “Kanzukuri” method after 1667
to secure revenue source also prompted
the shift to “Kanzukuri” sake produc-
tion method.m
*“Kanzukuri” — Sake produced during the
coldest time of the year.
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i Polishing Rate: 45%
i (Yamadanishiki)

Sakura Beauty 45
Junmai Daiginjo
Ozeki Corporation (Hyogo)

Jozen Indigo
Junmai Daiginjo
Shirataki Sake Brewery (Niigata)

Ippongi Kubohonten (Fukui)

¥ i
LA 1 Sl
vl e
o ] [k
L SMV:+2
SMV:+2 . i Polishing Rate: 5%
i Polishing Rate: 45% ¢ (Yamadanishiki
i (Yamadanishiki) i Gohyakumangoku)
Denshin Yuki
Junmai Ginjo

L SMV:1
i Rice Variety: 80%
i (Yamadanishiki)

Harada 80
Junmai Dry-Light
Hatsumomiji (Yamaguchi)

'

{OSMV:+2
i Rice Variety: 50%
i (Yamadanishiki)

Hakutsuru Shoune Ken
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

i (Yamadanishiki)

Daiginjo
Suehiro Sake Brewery (Fukushima)
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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.

Tokyo e
Jizake Strolling
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Wine-tasting event held at a Japanese sake specialty shop
HXRBEMEDTI V=

wine-tasting event was held
at a specialty shop for local
sake that sells only sake.

We are now in season for France to
soon release their Beaujolais Nouveau.
The concept of this first wine-tasting
event is Italian wine. The theme of this
event is “Why not try something new?
A night of rendezvous for dedicated
sake fans.”

Inconstancy is implied in a local
sake specialty shop serving wine
to guests. However, sommelier (for

HEBNBR TRlddL s, 74 o
bk dLeoRLThL E
HACH Fori—io 4", ¥ —

females also) Miho Nagato’s com-
ments after tasting each wine was not
a description of the unique aroma and
flavor of each wine selection itself,
but rather, each a chic and interest-
ing description of human fickleness
expressed by the sommelier, who is
also a designer, which most adults
could easily relate to.

For example, Nagato described the
“Abruzzo” orange wine as “a childhood
friend who grew into an admirable
person,” “Valle d’Aosta” white wine as
“a superior to whom you feel admira-
tion and developed a crush,” and a red
wine from Sicily as “A gentleman who
looks sexy smoking a cigar,” drawing
inspiration from imaginary scenarios
to describe each wine flavor. A total of
eight wine selections from Northern to
Southern Italy were served bottomless.
Guests seemed to relate to the flirta-
tious comments and selected wine
samples based on the sommelier’s com-
ments, not on the brand name. Since
the event was held the day after Beau-
jolais Nouveau was released, newly
released Italian wine “Vino Novello”
was also served.

Recently, more shops are no longer
limited to Beaujolais Nouveau, selling
newly released California and Japanese
wine brands. However, very few shops
sell newly released renowned Italian
wine brands for some reason, thus these
wine selections were featured for this
event. One reason is because one wine
shop raised the low demand in Japan
for these newly released renowned Ital-
ian wine brands as the reason. There
is still much to learn about Italian
wine brands now available for casual

purchase, it seems the unknown world
of Italian wine is fast broadening.

The most important takeaway from
this wine-tasting event was honestly
listing the ingredients, fermentation
method, and flavors is appreciated only
by a small group of connoisseurs, but
not by the public. What appeals to gen-
eral consumers are engaging keywords
that are easy to understand, interest-
ing, and fuel the imagination for the
consumer to reach for a sample. This
talent will soon become important in
the sake industry as well. Sake fans
seemed a bit nervous in the beginning
of this wine-tasting event, but thanks
to the engaging concept of this event,

guests gradually became more familiar
with wine. As we recently witnessed
the declining trend in alcohol consump-
tion, demand for sake is also declining
as few sake fans fight to purchase
certain sake brands. Perhaps, simple
keywords could be the key to changing
this declining trend.m
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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

through the nose. The sake aroma that rises from the

sake is also checked when tasting sake. After visually
inspecting the sake, inhale the sake aroma through the nose
without sipping the sake. The impression of sake aroma is
generally described by comparing the sake aroma to the scent
of familiar fruits and milk products. For example, sake aroma is
often compared to the scent of fruits such as apples and bananas,
and milk products such as yogurt.
Sip the sake to sense the “4 flavors”

Finally, check the sake ‘flavor.” Sip a small quantity of

sake and confirm the texture (taste) and sake aroma that passes
through the nose. Be sure to grasp the thickness, smoothness,
and texture of the sake as well. Next, swirl the sake all over
your tongue to check the sweetness, acidity, umami flavor, and
bitterness of the sake flavor. First, grasp the intensity or subtlety
of the sweetness. Then, check the balance between sweetness and
acidity, umami flavor, and bitterness (some sake may hardly have
any bitterness at all), in order to confirm the impression of the
sake flavor. Lastly, check the lingering “after flavor” of the sake.
During sake tastings, professionals generally sip the sake and
spit it out after sampling. When tasting sake at home, it’s ok to
swallow the sake after tasting.m

B efore sipping the sake, first inhale the sake aroma
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Restaurant Job Openings
-Over 1 Million Accommodation and Foodservice Job Openings in October-
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he accommodation and
I foodservices sector reported
1,029,000 job openings in
October, marking a sharp increase
from a revised 867,000 in September
and the highest level since March.
While job opening data has fluctuated
significantly in recent months, the latest
figures underscore the labor market's
resilience despite ongoing challenges.
Year-to-date, job openings in the sector
have averaged 907,000 per month, well
above the 2017-2019 monthly average
of 835,000.

However, the data also highlight
a broader cooling in the labor market
compared to recent years. In October,
accommodation and foodservices
businesses hired 697,000 workers,
the lowest level in four months and a
notable decline from the recent peak of
1,005,000 in September 2023.

Total separations in the sector rose
slightly, from 678,000 in September
to 702,000 in October. This resulted
in net hiring—hires minus separa-
tions—talling to -5,000 in October,
pulling back somewhat from the
robust gains in August (65,000) and
September (110,000).

The number of quits in the accom-
modation and food services sector
increased from 529,000 in September
to 619,000 in October, the highest
level since April. Despite this rise, the
broader trend reflects a sharp decel-
eration in quits. The sector averaged
787,000 quits in 2022 and 704,000 in
2023, signaling a significant decline
in labor market churn over the past
two years and marking the end of the
“Great Resignation” era. Notably,
quits in October remained well below
the pre-pandemic average of 633,000
observed from 2017 to 2019.

Similarly, quits across all nonfarm
payrolls rose from 3.10 million in
September to 3.33 million in October,
a five-month high. This figure is
nearly identical to the pre-pandemic
average of 3.34 million, further illus-
trating a return to more typical labor
market dynamics.

Nonfarm business job openings
across the broader economy climbed
to 7.74 million in October, up from
7.37 million in September, rebounding
somewhat after falling to the lowest

Accommodation and Foodservices. Job Openings, Hires and Separations
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level since January 2021. With 6.98
million individuals unemployed during
the same period, there were approxi-
mately 90.2 unemployed workers for
every 100 job openings.

While job openings continue
to outnumber active job seekers by
760,000, the gap has narrowed consid-
erably as the labor market has cooled.
In December 2022, the ratio of job
openings to unemployed individ-
uals was nearly 2-to-1, with just 51.8
unemployed workers per 100 job
openings and a surplus of more than
5.3 million job openings compared to
available job seekers.m
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Japanese Food Manufacture Association (“Hichimikai”)
General Meeting and Reception Held

thhe RoCBATZRME

e ),
k

e a

4
Y
"

apanese Food Manufacture
J Association (also known as

“Hichimikai”), consisting of
Japanese food manufacturers that
expanded into the U.S. market (founded
in 1980, President: Tomofumi Suzuki of
Yamaki USA, Inc.), held their general
meeting and mixer at the Miyako
Hybrid Hotel in Torrance, Calif., on
December 5, 2024.

Shunichiro Kitagawa, Consulate-
General of Japan in Los Angeles, was
invited as an honorary guest.

Association President Kei Noguchi
gave the opening remarks, followed by
a seminar on trends in Japanese agricul-
tural, forestry, fishery and food exports
presented by Takuro Wanami, Kota
Kimura, and Taiki Watabe of Japan
External Trade Organization (JETRO)
Los Angeles.

MIYAKO

HYBRID

 FORRANCE, CALFCRMA,

Wanami’s report on JETRO’s
business description and the status of
their latest activities was followed by
Kimura’s report on efforts to increase
the consumption of Japanese food
products in the U.S. and exports to the
U.S. market, the status of the Export
Support Platform for agricultural
products, the export quantity and value
of Japanese fish cakes (kamaboko)
to the U.S., etc. The “Export Support
Platform” provides ongoing expertise
and support to exporters as a strategy
to increase Japanese agricultural,
forestry, fishery and food products,
launched by Japan’s Export and Inter-
national Affairs Bureau, the Ministry of
Agriculture, Forestry and Fisheries; and
JETRO closely coordinating with the
U.S. Export Support Platform Office,
utilizing experts and local staff well

12 February 2025 - www.alljapannews.com

versed in the local business climate to
support exporters, etc.

The Export Support Platform
is currently set-up in North America
(Los Angeles, New York), Thailand
(Bangkok), Singapore, European
Union (Paris), Vietnam (Ho Chi
Minh), Hong Kong, China (Beijing,
Shanghai, Guangzhou, Chengdu), and
Taiwan (Taipei). Efforts are underway
to increase Japanese agricultural,
forestry, fishery and food exports in
an “All-Japan” effort to reach 5 trillion
JPY in export value by 2030.

Watabe explained the business
overview of The Japan Food
Product Overseas Promotion Center
(JFOODO), founded within JETRO,
on April 1, 2017. JFOODO is a new
promotional organization targeting
consumers in an “All-Japan” effort to

brand Japanese agricultural, forestry,
fishery and food products. To sell
Japanese food products overseas,
JFOODO must engage in various activ-
ities from the consumer’s perspective to
create a market overseas for Japanese
food products. Therefore, JFOODO
developed a marketing strategy based
on local needs analyzed beforehand
and launched local promotional activ-
ities that target consumers based on
this marketing strategy. JFOODO also
provides various support to exporters
by creating and distributing marketing
collateral necessary for each exporter
to conduct business negotiations and
promote their products and services to
help exporters increase sales.

The general meeting was held after
the seminar, followed by a break. The
2024 Recreation Department presented




a report, followed by reports on the
general meeting, seminar and activi-
ties, the treasurer’s report, and general
affairs reported by each chairperson.
Since the board members ended their
terms, a new secretary and board of
trustees were elected and approved.
Therefore, Hichimikai’s President Kei
Noguchi retired, and was succeeded
by Tomofumi Suzuki of Yamaki USA,
Inc., as the association’s new President.

With cooperation between the
public and private sectors, the Japanese
government set the target to increase the
export value of Japanese agricultural,
forestry, fishery and food products to 5
trillion JPY by 2030. As the domestic
food market is shrinking in Japan,
Japanese agricultural, forestry, fishery
and food products must expand into
foreign markets to increase their market
share overseas. Japanese agricultural,
forestry, fishery and food products
exceeded the annual export value of 1
trillion JPY for the first time in 2021
and reached a record-breaking export
value of 1.45 trillion JPY in 2023, a
2.9% increase of 40.7 billion JPY from
2022. To accelerate the increase in
export value of Japanese agricultural,
forestry, fishery and food products,
the activities of Hichimikai will no
doubt become increasingly important
to support Japanese food exports to the
U.S. market.

Shunichiro Kitagawa, Consulate-
General of Japan in Los Angeles,
expressed gratitude for Hichimikai’s

year-round activities in his speech at
the mixer, followed by a toast where
members mingled.

Hichimikai’s newly appointed
President Tomofumi Suzuki expressed
his aspirations for the association.
“Hichimikai is a social gathering of
Japanese food manufacturers working
together to further develop the Japanese
food culture. We look forward to
coordinating closely in public-private
partnerships to understand the latest
food safety regulatory trends, promptly
share the latest information, enhance
the quality of our food products, and
provide a stable supply of food products
to the market.”m
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2025 FOOD EVENT

CALENDAR

Natural Products Expo West

3/4-7

Anaheim, CA Anaheim Convention Center
www.expowest.com

Natural Products Expo West continues to be the
leading trade show in the natural, organic and
healthy products industry, attracting over 60,000
industry professionals and 3,000 exhibits to the
Anaheim Convention Center. Rated as one of the
top 200 trade shows in the US by Tradeshow Week,
Natural Products Expo West continues to help
attendees reach their business goals. Co-located
with Engredea, NEXT Innovation Summit and Fresh
Ideas Organic Marketplace, Natural Products Expo
West showcases the entire value chain of healthy
products from start to finish, identifying the best-
sellers of today and the trends of tomorrow.

Sea Food North America
3/16-18
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: Boston Convention & Exhibition Center

I Boston, MA

1 www.seafoodexpo.com

: Seafood Expo North America/Seafood Processing
1 North America is the largest seafood trade event
! in North America. The event attracts over 19,000
: buyers and suppliers of fresh, frozen, packaged
i and value-added seafood products, equipment,
| and services. Attendees travel from more than

' 100 countries to do business at the exposition. No
: other event in North America provides seafood
| professionals with direct access to qualified

1 buyers and suppliers representing all areas of the
: seafood industry.

1

1

1

1

1

|

|

|

|

|

1

|

1

|

|

|

The International Restaurant
& Foodservice Show

3/23-25

New York, NY Javits Center
www.internationalrestaurantny.com

The International Restaurant & Foodservice Show
of New York is a newly reinvented event serving
arefocused foodservice industry in the North-
east. It offers its attendees the opportunity to see
the best in the restaurant and food service trade

industry. From the newest food trends to the best in tech-
nology to fit your restaurant and everything in between.
This is your best opportunity of the year to find the latest
and greatest for your operation in your own backyard.
Your fascination with food. Your creativity. Your love of
people. Your talent for nourishing their bodies and their
souls. Imagine 3 days in the heart of New York — the
world’s most exciting city — where you can focus on all
the magic and mystery that attracted you to food in the
first place. Give yourself the gift of learning! Spark your
creative appetite and turn your passion for the industry
into a sustainable business. Watch live culinary demon-
strations, awards ceremonies, and our food & beverage
competitions. Energize your business at one of our edu-
cation sessions in Education Alley! Emerging trends
abound on the show floor with hundreds of exhibitors
and activations on the show floor. Please note that this is
an industry-only event, must be over 18 to enter the show
floor, no children or strollers will be allowed in. Inter-
ested in bringing a group? Groups bringing 6 or more
attendees can participate in our TEAM BUNDLE registra-
tion package, which offers SIGNIFICANT savings.

Bar & Restaurant Expo 2025
3/24-26

Las Vegas, Nevada Las Vegas Convention Center
www.barandrestaurantexpo.com

This is where innovation is born. Meet with big brands,
discover cutting-edge products, test new technology
solutions and be the first to discover the latest trends

and products to hit the market on the Expo Floor! Con-
sider Bar & Restaurant Expo, formerly known as Nightclub
& Bar Show, your one-stop shop to test, taste and get
educated on new ideas for your bar or restaurant. Join

us for an empowering conference program designed
exclusively for professionals who are eager to take their
profitability to new heights. Discover the strategies,
insights, and cutting-edge techniques that will unlock the
hidden potential within your business and drive sustain-
able financial success. Over the course of this dynamic
program, industry experts and successful entrepre-

neurs will share their invaluable knowledge, guiding you
through proven methods to optimize revenue, streamline
operations, and boost profitability. From innovative mar-
keting strategies and menu engineering to cost control
tactics and staff management techniques, you'll gain a
comprehensive toolkit tailored specifically to the chal-
lenges faced by bar and restaurant owners.

Exclusive to World Tea Expo
3/24-26

Las Vegas, Nevada Las Vegas Convention Center

Questex’s World Tea Conference + Expo, North Ameri-
ca’s leading tea event focused on the business of tea, will

SUSHI CHEF, HELP WANTED

take place March 24-26, 2025 in Las Vegas at the Las
Vegas Convention Center, co-located with Bar & Res-
taurant Expo. The yearly event attracts businesses
and professionals from the national and interna-
tional tea community, including buyers and decision
makers from retailers, grocery, hotels, distributors,
foodservice, tea shops, cafes and gift shops, among
many others. The expo offers unique opportunities
to experience and taste the latest tea and tea-related
products, and the conference program offers in-
depth education on tea trends and issues, as well as
insights on how to profit from tea.

April

NRA Public Affairs Conference
4/1-3

Washington DC www.restaurant.org

Make a difference on policy that affects your busi-
ness. Join us April 1-3, 2025, in Washington, D.C.
for our Public Affairs Conference and be part of
the industry’s largest grassroots lobbying event.
The National Restaurant Association’s annual
Public Affairs Conference is your chance to make
a difference as we head into the midterm elec-
tions. In additional to meeting with lawmakers on
Capitol Hill, conference attendees will hear from
top political speakers and celebrate the industry at
networking events.

WAMP Convention and
Meat Product Competition
4/9-13

Middleton, Wisconsin

The objective of the Wisconsin Association of Meat
Processors is to work for the advancement and
improvement of the Meat Processing industry by
encouraging and fostering high ethical standards
of good business practices in the industry and the
cooperation of all engaged in the industry by the
interchange of ideas and business methods as a
means of increasing efficiency and usefulness of the
industry to the general public. The organizations
main purpose is working for the benefit and pro-
tection of small and medium sized meat firms. This
Association, with its enviable record of accomplish-
ments, speaks effectively for the independent meat
plant operators in the regulatory agencies and the
state legislature. The only requirement for member-
ship is an active involvement in the meat industry.
There is no need to stand alone in a ever changing
industry. Join the Wisconsin Association of Meat Pro-
cessors, the team that is working for you.
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New development for Japanese sake with rapid increase
in demand among foreign tourists visiting Japan

HEED

ccording to the trade statis-
Atics published by the Ministry

of Finance, the export value
of Japanese sake shipped to the U.S.
market from January to June 2024
reached 5.67 billion JPY, a 37.3%
increase compared to the corresponding
period of the previous year. The export
value for the entire first half of the year
2024 increased by 1.9% compared
to the corresponding period of the
previous year to 20.41 billion JPY,
while the export quantity increased by
3.3% to 15.07 million liters. Exports to
China and Hong Kong remain stagnant
with a 17% decrease, while the differ-
ence in recovery is apparent depending
on the export destination.

On the other hand, a near record-
breaking number of foreign tourists
are visiting Japan, and tax-free sales
of high-end Japanese sake is also
increasing rapidly. Sales doubled since
before the coronavirus pandemic,
and sales of high-end sake with
price tags exceeding 10,000 JPY is
also increasing. Kensaku Matsuda,
Director managing tax-free sales at
the Japan Airport Terminal Co., Ltd.
that manages Haneda International
Airport, expressed confidence in his
sales figures. “Sake is selling well.
Sake priced between 3,000 to 5,000
JPY used to sell well, but recently, sake
with price tags exceeding 10,000 JPY is
also selling well with occasional sales
of sake with prices exceeding 100,000
JPY. As sake gains awareness overseas,
more foreign tourists are purchasing
quality sake. I feel foreign interest
in sake is increasing, thanks to sake

DRABTHAFEN T ERH

brewers focusing on foreign markets
to promote their sake brands. I believe
the continuous introduction of sake
products with high additional value
is increasing the overall visibility of
sake products.”

NAA Retailing Corporation,
a company operating a store at a
passenger terminal of Narita Interna-
tional Airport, commented: “We used
to see mostly Japanese business profes-
sionals on business trips overseas.
Recently, we’re seeing a clear increase
in purchases by foreign nationals asking
for specific brand names to purchase.
Sales have doubled since before the
coronavirus pandemic.”

Sales unit prices have increased
at both airports. It’s no longer rare
to see high-end sake with price tags
of 100,000 JPY sold. In addition to
sake brands “Dassai,” “Kubota,” and
“Hakkaisan,” renowned both domesti-
cally and abroad, sake products brewed
from fastidious selections of sake rice
and brewing methods with a unique
storyline are also popular.

Export value of sake in 2023
decreased from the previous year for
the first time in 14 years. Whether
the export value of sake can get back
onto a path of sustained growth this
year is garnering attention. Although
the circumstances are different in each
nation, the U.S. consumed excess
inventory last year and sales figures
are showing improvement. Despite the
impact from inflation, local demand
is deemed steady. As for China, a
representative from the Ministry of
Agriculture, Forestry and Fisheries

commented: “Change is slow to come
due to the economic downturn since last
year, the discharge of treated water and
associated delays in clearing customs.”

For foreign tourists, duty-free
shops are the last place to make
purchases before their flight home, to
find and purchase the sake they like to
enjoy at home.

Since Japan’s “Traditional knowl-
edge and skills of sake-making” was
registered by UNESCO as an Intan-
gible Cultural Heritage, the outlook
for the popularization of sake overseas
seems promising.m

~6H) DXKE~DHARWGH

KX 56456878 T & &b, i
R 37.3% 8 2 72, B0
i H A AR R EE 1.9% 35 o0 204 55
1165 J7 [ -cliii i #t 1% 3.3% 3 o 1506
J77235Y v FVE o T2, HREDRE B
FIRARELHA L7 F ETI7%H &%
DML Z i eI & o THE S DE 23
HHRE & 72 o 72,

—Ji. B HEBERS R— A THERE
T3, B HARTEO BE LSS
LTw3,

WFEdERE 1 a v FHET o 24504 1 LA
T, T 1 HMAEBZ 2 ERED
Wizeh b5t SHHZREZ 5 2 HAR%E
PELT 4 v 7O RBUMIGEE BT %
PAFHARVE AT H AT 12 S 1 473,
DUET 133000922 5 50009 £ & 2358
N7 o705, altid 1 AL Lo sl
b ke, 10 M % 2 2 Sl s

Zr%%%%%ﬁt;ék\k%(l
/N

Japanese Restaurant News

ENDIELDHY ., WICHA DA
BEED, XD RVEBEERD 2/HEA
PHIZTW S, HAEICHNT 2005
T REC B, WicENT s A =0 —
MRt oE—y a3y LT ELBE
7229 . Ao B 2 T
ALBEF7- 2 &, HAREOZR AR Eo3
HEATVWZDTIE EFIBZZET,

R EBR 2 sk 5 — 2 LN TRl
HEETZNAAY 74U v 7 THEkRIZ
HAD SR T 2O Y 2 A2 —
ADIHIL - 72, EEIFIE AN DA DY
O 2, $HOBAE VLS,
R7EFEAEA 2 v F o 26500 1 &4
o1 EEET,

iZedsc HE T 2 DIF, fERICHEUK
FEHALIAS Eso T2k, 102 52
DEHNTEN D Z LB %L T
TR T\ 2 EEINS TR
AVEDE BT T2 <L BURRR 3L
RIS Ebol A= —1DdH 27
mb AR E VT,

HA o483 2023 48, 14450
ICHIEEIN E 2 0 . SHIEFH O EE
WIRN B HEHEINT w5, FEOIRD
13REA 7205, 7 AU A IZEREITEE DAL
2T 7= WEAE D> & RIS R, A >
7V DEELZ T OO, BlHioEE L
ERE & D L5035 o hEIC D LT TIE
ER D BLRER IR, 23Uk
BB T X 0N E A D B X D36
W,y EESFIREES,

W DBDEEI & - THRBFRIE I3 hrE
HIDIRBDE I E D, HRTE WL
Wil BEOHKE RO TEA
L. HETHHELATHLLAZZLIE)
nLwze,

AR D 2312 HIic 2% 2 afE
LA I NI LD H D, &
SICHEIMEBIC A D 2 L 2 WIFF L
72\,

- Vol.34- No.315 15



” N
A
.r

i1
JL

_
\ 4/
N

SAKE, SHOCHU, & AWAMORI:
Resonating the True ESSENCE of WA

MOV REENEHERE - FEH -

MUTUAL TRADING
Restaurant Trend Report

33rd

JERE JAPANESE FOOD & RESTAURANT

Report 4

ke

ake, Shochu, and Awamori brewing is

as traditional a Japanese art form as

they come, and at the 2024 Mutual
Trading Japanese Food & Restaurant
Expo (JFRE), the 45+ exhibiting breweries
brought forth an array of traditional
brews as well as those advancing into new
directions.

Among the US wine industry, the current
overall consumption continues to decline
due to the aging of their base consumers
and the inability to recruit younger
drinkers. Seemingly being put off by the
elitist image of wine, youths are gravitating
to lower alcohol hard seltzers, RTD
products, and craft brews. Further, from
their ecological concerns, the younger
set is preferring domestic brews versus
the imports to reduce carbon footprint,
and reach for canned and Tetra-packed
containers instead of glass bottles.

Despite the declining trend in overall
wine consumption of -2.1% in 2023 versus
2022, two subsets within the category
actually showed growth: |.) specialty wines
including canned, sweet, blended, and RTD
wines, up by 9%, and 2.) sparkling wines,
up by 2.5%. So, how does this all relate to
trends in Sake?

MIC SAKE

Los Angeles HO

MUTUAL TRADING

San Diego

Although Sake belongs to the wine
classification for taxation purposes, it’s
a completely unique alcoholic beverage.
Interestingly, Sake is recently doing a
reversal versus wine, gaining ground and
growing consumption despite the negative
attributes that youths have on wine: high
ABYV, traveling far to arrive from Japan,
and largely in glass bottles. Perhaps it’s the
distinctive Essence of WA ingrained in the
Japanese culinary culture that’s captivating
young consumers.

Along with their ages-old traditional
types, Sake breweries are applying new
techniques, in launching new products —
low alcohol, sparkling, aged, flavored-, with
specialty methods, and reviving heirloom
ingredients once thought lost. JFRE 24
served as the showcase where breweries
brought forth their newest.

Advancements continue in the Sake world,
looking far to reach worldwide consumers.
Mutual Trading shares that quest, alongside
with the theme of JFRE '24 — Washin
Denshin or the ESSENCE of WA, Bridging
People, Regions, and the Future Through
Japanese Cuisine.

Visit our website, see our
complete liquor lineup!

mtcsake.com

Las Vegas ¢ Phoenix °
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MUWA  Bourbon Barrel Aged Junmai
melds the exquisite nuances of fruit and
savoriness.
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FROZEN SAKE ICE SORBET

6/2 liter 3% ABV, #76292

A truly Shizuoka original:

Homare Fuji rice grown exclusively at
the foot of Mt. Fuji, light Shizuoka yeast,
and clear waters of Shizuoka.A smooth,
rich, and flavorful Sake sorbet, at 3%
ABV.
F—ILEEA Y O FIILEM. TLa—L
EH3%ODBEABES v—~vy b

Washington DC * Miami

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



LIQUOR PAVILION: ESSENCE OF WA HIGHLIGHTS

T SEISHU A

Akagisan Kurobi
Junmai Daiginjo
Gunma Prefecture
#56383 720 ml Junmai

Centrifugal Extraction Toyama Prefecture

wID oY EEE Y #75042 720 ml, #82468 360 ml

Subtle minerality, refreshing mouthfeel,
and rich aroma.

FEONEI XTI ShoertEOHY,
EmhnEFY

Haneya Sparkling Sake

Kubota Manjyu Original Yeast
Junmai Daiginjo

Niigata Prefecture

#10737 720 ml

Uses original, brewery-developed
"YX" yeast cultivated over many years.

BrmE o YXER) 6

Tatsuriki Kome no Sasayaki YK-35 MIO Crisp Sparkling Sake

Daiginjo Hyogo Prefecture

Hyogo Prefecture #|4§3| 750 mI. .
Tatenokawa Soube Wase #12225 720 ml A crlsp-dr).' version Fo the orvlglnal MIO,
Jumai Daiginjo Best Yamadanishiki Sake rice grown, the #1 selling sparkling Sake in Japan.
Yamagata Prefecture cultivated in the premier Toku A district i HATI:ENo. 1D

R i AL x—H Y TAKE IMIO] @

#74604 720 ml in Hyogo. N g . SR
Uses Soube Wase heirloom EEEMAMKX THIE SN EEREX A IToTYEFEOAN—U 3
rice, revived from 150 years ago. MUERSR] A "

L DFEH
RAE TREHERE) #H

Niwano Uguisu Doburoku Pink

Doburoku Kizakura

Lucky Snake Pale Ale
Fukuoka Prefecture -
#10610 720 ml yoto Prefecture

#65186 350 ml can

Year of Snake 2025. Pale Ale beer
brewed with selected sake rice.
BERER ML, BikSNh=H%
THELNZR—ILIT—I

A genuine unfiltered Sake,
with natural pink hue from red yeast.
HOEIEEBAE

Muwa Bourbon Barrel Aged
Junmai  18% ABV
Berkeley, CA

Mg #47100 720 mi

i N

A new expression of Junmai Sake:

Amabuki Sakura Fubuki
Nigori Junmai

#10744 720 ml

#10743 180 ml cup

Orion
Shokunin Wheat Beer
Okinawa Prefecture

=

b neat, on the rocks, or serve warm. F Eamu . . . #21683 350 ml can
o i s T Fuswki | Definitely unique: a vibrant colored brew, made .
N=7R U BET R DMAE gt ) : i Okinawa-grown wheat
: [E— with purple Forbidden Rice, yeast from cherry . . .
) ingredient, Belgian style.

F D and strawberry blossoms.

d Forbidden Rice, #& 4 F I DEDERFER e Al

f international
competition

|| winner

Zampa Shequwasar Spirits
Awamori, 24% ABV
Okinawa Prefecture

-
e

Mitsutake Hokuto Kenshiro #36279 720 ml ( 1
Imo Shochu, 25% ABV  Fine Awamori with the Shikuwasa citrus, s#zes | Nanbu Bijin Craft Vodka
Saga Prefecture w indigenous to Okinawa. 80 proof
#19684 900 ml V=40 —v—ak ‘ Iwate Prefecture
Rough filtration method amplifies B #10645 700 ml
aroma of the Kogane Sengan sweet potatoes.
GEEREORE. HEESE Seifuku Coffee Liqueur | L= _
12% ABV -~ ' f international
Okinawa Prefecture | | competition
Mitsutake Hokuto Raoh #14562 720 ml p ~., || winner
Imo Shochu, 25% ABV Awamori luxurious liqueur with the finest .1 Hakkaisan Ohoro Gin
Saga Prefecture coffee beans, brown sugar, and cocoa powder. f O s
#51054 900 ml Versatile: mix with milk, beer, or lemon soda. -y Niigata Prefecture
Made with honey-sweet Drizzle over ice cream. #10648 720 ml
Beniharuka sweet potatoes. | ABRCEEHKOI-—E—=. ¥
BHREOEF THEoh] EA AT NI —EMAEERAE Y Fa—L |

Chicago - Yamasho * Atlanta - Yamasho Atlanta * Austin - Minamoto * Honolulu - The Cherry Co. * Lima - Super Nikkei ¢ Tokyo

BARDKZHADARIZ Bringing the Flavors of Japan @mutualtrading
to the People of the World



NEWS / TRENDS

Expansion of Japanese restaurants overseas
BABL X 5> 0ENER

The Ministry of Agriculture, Forestry and Fisheries announced the survey
results of the number of Japanese restaurants operating overseas as of
October 2023. This survey by the Ministry of Agriculture, Forestry and
Fisheries was conducted jointly with the Ministry of Foreign Affairs of Japan.
Japanese restaurants expanding overseas not only contributes to the
popularization of the Japanese food culture, but also increases Japanese
food exports. This report introduces the status of Japanese restaurants

expanding overseas.

EMKEZIE. 2023F10BICBNMCEITZ2HABL AN VHOBAEFRREZH
FLUTWDE, CORBERNBEEEHBALTEEBLILEDT, HABLANZ VD
BAERIE. BROBXtOERE T TR BREBMOBEIEKICHEES LT
W2, HRBL AN ZYOBABRREDOIRICOWVWTIBNLIEW,

he previous survey was

I conducted in 2021. The
latest survey results showed

the number of Japanese restau-
rants operating overseas increased
by approximately 20% from 159,000
to 187,000. In Asia and Europe,
the number of Japanese restaurants

operating increased due to corpora-
tions expanding as chain restaurants. In
North America, the number of Japanese
restaurants decreased by approximately
10% due to the coronavirus pandemic.
In Central and South America, demand
for Japanese cuisine increased due to
the popularity of Japanese animation,

BACEITHEEREBLR SV OB
Number of Japanese restaurants operating overseas

etc., and due to changes in how the
survey was conducted, the number of
Japanese restaurants operating approxi-
mately doubled. By nation and region,
the highest number of Japanese restau-
rants in operation were reported in
China, North America, South Korea,
Taiwan, and Mexico.

The number of Japanese restau-
rants surveyed by nation and region
were counted with the cooperation
of the Ministry of Foreign Affairs of
Japan by targeting restaurants intro-
duced as “Japanese restaurants” in local
websites, phonebooks, guidebooks,
etc., restaurants identified as “Japanese
restaurants” by local Japanese associ-
ations and the Japan Chamber of
Commerce and Industry (JCCI), and
restaurants recognized as “Japanese
restaurants” by government establish-
ments overseas, etc.

By region, the highest number of
Japanese restaurants were reported

in Asia with approximately 122,000
restaurants (10,900 restaurants when
surveyed in 2021), followed by
North America with 28,600 restau-
rants (31,200 restaurants in 2021),
then Europe with 16,400 restaurants
(13,300 restaurants in 2021), Central/
South America with 12,900 restaurants
(6,100 restaurants in 2021).

By nation and region, China
(78,760), North America (26,040),
and South Korea (18,210) exceeded
10,000 Japanese restaurants in opera-
tion, followed by various nations with
over 1,000 Japanese restaurants in
operation reported in Taiwan (7,440),
Mexico (7,120), Thailand (5,330),
France (4,860), Indonesia (4,000),
Russia (3,190), Brazil (2,850), Canada
(2,610), Italy (2,460), Australia (2,000),
Malaysia (1,890), Vietnam (1,620),
Hong Kong (1,400), England (1,390),
Germany (1,220), Singapore (1,210),
and Holland (1,180).

Nov 21, 2023

W2023FDNBNMCBITZEEBLRA LS IE. 2021F015.9F8EH SHK2EIEDK18. 745,
Approximately 187,000 Japanese restaurants operated overseas in 2023, an approximately 20% increase from
approximately 159,000 restaurants in 2021.

%2013F128 THIR : BAADGHRNGEXIE] AR AIERULEEICE R,

“Washoku: Traditional Japanese food culture” was registered by UNESCO as an Intangible Cultural Heritage in December 2013.
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Top nations and regions with the highest number of Japanese restaurants operating overs

eas are China, North

America, South Korea, Taiwan, and Mexico.
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The survey methodology in each country/region is based on the following (1) through (4).

survey on the number of Japanese restaurants.

1, The restaurant is introduced as a “Japanese restaurant” in local websites, telephone directories, and guidebooks.

2, Organizations such as the “Japanese Restaurant Association” have been organized locally, and they are participating in this organization.

3, The restaurant is treated as a “Japanese restaurant” by the local Japanese Association, Japanese Chamber of Commerce and Industry, etc.

4, In addition to the above, recognized as “Japanese restaurants” in various foreign embassies and consulates. For example, the results of JETRO's
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Japanese Food Trending Overseas

The number of Japanese restau-
rants operating overseas increased from
24,000 restaurants in 2006 to 55,000
restaurants in 2013, 89,000 restaurants
in 2015, 118,000 restaurants in 2017,
156,000 restaurants in 2019, 159,000
restaurants in 2021, to 187,000 restau-
rants in 2023.

Japanese cuisine is highly regarded
overseas as “healthy,” “visually
appealing,” “safe and reliable,” “high
end and high quality.” In December
2013, “Washoku: Traditional Japanese
food culture” was registered by
UNESCO as an Intangible Cultural
Heritage, another factor that further
enhanced the international reputa-
tion and popularity of Japanese
cuisine as speculated from the number
of Japanese restaurants operating
overseas. Perhaps, the number of
Japanese restaurants operating overseas
could be an important indicator to
understand the popularity of Japanese
cuisine and food culture overseas
at a time when the Japanese govern-
ment is supporting efforts to increase

Japanese agricultural, forestry, fishery
and food exports. Coupled with the
depreciating value of the Japanese
Yen since the coronavirus (COVID-
19) pandemic, an increase in inbound
tourism is reigniting the Japanese food
craze. The number of foreign tourists
visiting Japan is increasing rapidly as
the vaccination rate has improved and
immigration regulations relaxed in each
nation since late 2023.

According to the Japan National
Tourism Organization (JNTO), the
number of foreign tourists who visited
Japan in October 2024 increased by
32.7% since 2019 to 33.12 million
foreign tourists, a record-breaking
number of foreign tourists in a single
month. The cumulative total number
of foreign tourists from January
to October 2024 showed a 12.2%
increase since 2019 to approximately
30.19 million foreign tourists, which
exceeded the cumulative year-to-date
total of 30 million foreign tourists as
the fastest growth on record since the
statistical records began in 1964. The
highest number of foreign tourists in a
year on record is 31.88 million foreign

BMMCBITEHEERRBLA NS OB (H%)

tourists in 2019. Just short of this figure
by approximately 1.7 million foreign
tourists, the cumulative total number
of foreign tourists to Japan in 2024
is expected to break this record. This
revived demand for inbound tourism
is reigniting the Japanese food craze.
As Japanese cuisine becomes more
familiar to foreign tourists who visit
Japan, an increasing number of these
foreign tourists are visiting their local
Japanese restaurants after their return
from Japan.
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Number of Japanese restaurants operating overseas 187.0 __
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0.0
2013 2015 2017 2019 2021 2023 (884 : FE unit: restaurant)
Asian North America Europe Central/South America ~ Russian Federation Oceania Middle East Africa Total
2013 27,000 17,000 5,500 2,900 1,200 700 250 150 55,000
2015 45,300 25,100 10,550 3,100 1,850 1,850 600 300 89,000
2017 69,300 25,300 12,200 4,600 2,400 2,400 950 350 118,000
2019 101,000 29,400 12,200 6,100 2,600 3,400 1,000 500 156,000
2021 100,900 31,200 13,300 6,100 3,100 2,500 1,300 700 159,000
2023 122,000 28,600 16,200 12,900 3,200 2,500 1,300 690 187,000
(HPm) TBNCHITZEEABLRA NS VIAE (ER25%FE. 27FE. 29F., ST E. 3E. 55) ABEANICEDE EMKERICBUVTER,

(Source) Survey of Japanese Restaurants Overseas (2013, 2015, 2017, 2019, 2021, 2023) Compiled by the Ministry of Agriculture, Forestry and Fisheries based

on data from the Ministry of Foreign Affairs of Japan.

20 February 2025 - www.alljapannews.com

BIOKER & - EPEE  Export and International Affairs Bureau.

Ministry of Agriculture, Forestry and Fisheries.



Certification of Cooking Skills
for Japanese Cuisine in Foreign
Countries

Foreign tourists who consumed
Japanese cuisine while visiting Japan
are creating local demand for “quality”
Japanese cuisine overseas. Fusion
Japanese cuisine such as California Roll
are popular, while nigiri sushi is also
rapidly gaining popularity. As locally
funded Japanese restaurants increase
in numbers, many Japanese restaurants
do not use Japanese food ingredients
and hire chefs with subpar culinary
skills to prepare Japanese cuisine. To
enhance efforts to introduce Japanese
cuisine and food culture overseas and
to resolve the lack of culinary skills
overseas to prepare Japanese cuisine,
the Ministry of Agriculture, Forestry
and Fisheries established “Guidelines
for Certification of Cooking Skills for
Japanese Cuisine in Foreign Countries”
in 2016 to allow private organizations
to voluntarily certify foreign chefs who
possess a certain level of knowledge
and culinary skills in the preparation
of Japanese cuisine.

Three categories of certifica-
tion are stipulated as Gold, Silver,
and Bronze, according to the knowl-
edge and culinary skills required for
each category. As of March 31, 2024,
23 foreign chefs in Japanese cuisine
earned the Gold certification, 1,079
foreign chefs earned the Silver certifi-
cation, and 1,842 foreign chefs earned
the Bronze certification, totaling
2,944 foreign chefs certified in the
preparation of Japanese cuisine world-
wide. The total number of foreign
chefs certified in the preparation of
Japanese cuisine in the U.S. is 196,
ranking fourth following China, South
Korea, and Taiwan. The accreditation
entity in the U.S. is The Association
for the Advancement of the Japanese
Culinary Arts.

Knowledge required to attain
Certification of Cooking Skills for
Japanese Cuisine

1, Knowledge of Japanese food culture
2, Knolwedge of food sanitation

How to prevent food poisoning,
manage clothing and food ingredients,
cooking utensils and equipment, food
ingredients, washing and sanitation of
food ingredients that require heating.
3, Culinary skills

How to use cooking utensils to prepare
Japanese cuisine, how to select food
ingredients, cut the food ingredients,
peel the food ingredients, mixing ratio
of seasonings, cooking procedure and
preparation time, plating, and preser-
vation method.

4, Customer service
Presentation method

(Furthermore, Silver certification is
required to apply for the Gold certi-
fication, and the Bronze certification
is required to apply for the Silver
certification. However, graduates
of a culinary school in Japan are not
required to earn the Bronze certification
to apply for the Silver certification.)

Anticipation for the further
expansion of Japanese
restaurants

As Japanese cuisine becomes
more popular worldwide, the number
of Japanese restaurants is expected
to increase overseas as a promising
business opportunity. By region, the
increase in the number of Japanese
restaurants is especially notable in Asia
and Europe, with both regions seeing
a 20% increase since 2021. Further,
the demand for Japanese cuisine is
continuing to increase in North America
and China as well. Japanese restau-
rants serving sushi, ramen, yakiniku,
okonomiyaki, and gyudon are opening
in cities worldwide. However, the
food culture is different in each nation
and region, thus the popular Japanese
cuisines are different in each region.
Some food ingredients are banned in
some regions due to religious reasons,
thus understanding the cultural differ-
ences is particularly important. Halal
certification and Kosher certification
are required for these reasons.

Also, Japanese cuisine is expected
to enjoy greater popularity since
“Traditional knowledge and skills of
sake making” was also registered by
UNESCO as an Intangible Cultural
Heritage in December 2024.

The Three Grand Cuisines of the
world are said to be “Chinese cuisine,”
“French cuisine,” and “Turkish
cuisine.” These cuisines that originated
in nations where food ingredients and
culinary methods were abundant since
ancient times influenced food cultures
worldwide and are consumed by many
people today. These food cultures
were originally thought to have devel-
oped in the royal courts and impacted
other nations.

Recently however, Japanese
cuisine is arguably comparable to the
Three Grand Cuisines in popularity and
influence. Perhaps, Japanese cuisine
may soon become the Fourth Grand
Cuisine of the world.m
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Number of foreign chefs awarded the
Certification of Cooking Skills for Japanese
Cuisine in Foreign Countries
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2,944 23

1,079 1,842
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NEWS / TRENDS

“Oshogatsu (New Year’s Day Celebration) in Little Tokyo”

heralds the beginning of the New Year

-Many guests attended the annual New Year’s Day event that introduces
traditional Japanese New Year celebrations -

MEDORAITZEITS TEEATY - URLRR)
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he Japanese Chamber of
I Commerce of Southern
California (JCCSC) and the
Japanese Chamber of Commerce
Foundation (JCCF) jointly organized
“Oshogatsu in Little Tokyo” — a
celebratory event held on New Year’s
Day to introduce traditional Japanese
New Year celebrations — at the Weller
Court and the Japanese Village Plaza in
the Little Tokyo district of Los Angeles.
This seasonal traditional event held for
the 26th time this year on January 1,
2025, is attended by over 10,000 guests
every year, many who travel from afar.
This annual New Year’s Day
event was organized to revitalize areas
surrounding the Little Tokyo district
and to introduce traditional Japanese
New Year celebrations to younger
generations of Japanese Americans and
Americans not familiar with traditional
Japanese New Year celebrations, now
an important event celebrated in the
Japanese community.
The Taiko Drum Performance
was held before the event started at

11 a.m., followed by the opening
ceremony on the set stage, ceremonial
breaking of the sake barrel, mochi-maki
(scattering of the rice cakes), Minyo
(folk songs) and Odori (dancing),
Kendo Demonstration, Shorinji Kenpo
Demonstration, Aikido Demonstra-
tion, Awa Odori Dance, Calligraphy
Demonstration, the Lion Dance, and
more singing, dancing, and demonstra-
tions held by each traditional, cultural,
and entertainment group active in the
Los Angeles suburbs.

During the Awa Odori Dance,
the performer called out to the event
venue to invite participants to join in
the dance in a ring. Many guests left
their seats and enjoyed the dance.

As the flamboyant stage befitting
for the New Year celebration unfolded,
participants dressed in Kimonos
appeared and adorned the stage with
vivid colors as they participated in
the Kimono Contest & Fashion Show.
The Kimono Contest is an annual New
Year’s Day event organized by the LA
Kimono Club as one of the main events

22 February 2025 . www.alljapannews.com

of “Oshogatsu in Little Tokyo.” The
contest was first organized in 2000 to
increase opportunities to wear kimono
and to pass on traditional Japanese
culture by wearing kimono. LA
Kimono Club members organize and
attend various Japanese events dressed
in kimono year-round.

Haru Takehana, President of
JCCSC, commented on the chamber’s
aspirations for organizing the annual
New Year Day event. “We were blessed
with great weather today. I’'m excited
to welcome many guests to this event
and learn about traditional Japanese
culture and New Year celebrations.
We look forward to continuing this
event to have more people discover
the beauty of Japanese culture, and we
also encourage our guests to visit Japan
if they get the opportunity to.”

The Nisei Week Queen and Court
scattered the rice cakes (mochi-maki).
Children happily jumped up and down
as they tried to catch the red and white
mochi (rice cakes) thrown into the
crowd. Booths sold picture books, folk

crafts, anime characters, sweet red bean
soup with mochi, yakisoba, karaage,
takoyaki, mochi, and sake for tasting.
Also, many children formed lines
in front of booths that demonstrated
origami (paper folding) and how to
make and fly mini kites, where many
guests who attended the event for the
first time were encouraged to join in
and enjoy the traditional Japanese New
Year celebrations.

Kenko Sone, Honorary President
of JCCSC, commented: “The 2024
Noto Peninsula Earthquake caused
massive damage. However, recon-
struction is progressing thanks to the
help received from many, to whom we
are profoundly grateful. Thank you
very much for all your support and I
request your continued support in our
recovery efforts. The Dodgers will have
their opening game in Tokyo in March
2025. Also, the Expo 2025 Osaka,
Kansai, Japan will be held from April to
October. I hope these events will serve
as an opportunity for guests to learn
about traditional Japanese culture. Also,



Haru Takehana, President of the Japanese

Chamber of Commerce of Southern California

I encourage our guests to please visit
Japan when you get the opportunity.”
Also, temples of each Buddhist sect
stand in the suburbs of Little Tokyo.
At the Koyasan Buddhist Temple inside
Little Tokyo, many guests visited as
they do annually to pay their first visit
of the year to the shrine, where worship-
pers bustled to draw their fortune slips
and purchase amulets and talismans.

About Japanese Chamber of
Commerce of Southern California
Founded in 1905, the “Los Angeles
Central Japanese Association” changed
names many times as membership grew
among Southern California members.
Founded 119 years ago, the associa-
tion was renamed Japanese Chamber
of Commerce of Southern California
(JCCSC) after authorization was
obtained from the state of California in
1951 with the objective to fight preju-
dice and discrimination, and serve
as a bridge for businesses to support
each other. The JCCSC celebrates 74
years of active service to the Japanese
American community today.m
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Restaurant Academy  Ser ﬁae HEEATLEF:H?LNT}

SESOTIATIOR

HAETRELEBRIGZ ToNS I 2K T:EA!
£X LA o2 NRA OLRTHS ServSafe HRITTS
B TEFFAlEE -Food Protection Manager Certificate-

ﬁnnﬁli#_l.& Hii%?ii

EFHIRIT A=V ry—r320h R ELALOTED, DTS FHERS
O THL, TATOT7—FH— AR T L6 Food Manager Certificate &
MRl TSR by | FERTSEERER T T2, ERR-~0 ;|
FERBORERN, REROS 2 2v~OWRENEORBI, RE (P

TR RN TR @ EE L3 T, H A ’ .

Gardenaf&2752 Eﬁﬂﬁ ﬁ?’EHEEEﬂ{E

Japanese Restaurant Academy #5— M B165

EEEOZLAT
16001 5. Western Ave. #£102 e :
Gandena, CA 50247 | TERTAnEEEES WEPLELLLSELOR
8:50am 53Rk R L YR $ﬁ’ﬂf 1A EAETT.
0:00am S MR - I0EieET, #MEPEFCLER 1&8:A 3175
' ' HIEME HaWEHBY T,
L00pm~B00pm BT FE | T o wer BT P ———

HEZSX SH Y TN Oz8Llrs)

—E@1EHIY $165 ILEM  BEESTHES R $100, FhLNOBSIEREGUET,
EiAR  EartdERESEEARADER M UET,

https://www.aljapannews.com,/page/food-manager®? # —A L UEHRLAB{IIE L,
Fo2, BEE, A-NTERESE{ R,
HELvEHE : Japanese Restaurant Academy

(213) 680-0011 restaurantacademy@alljapannews.com

w 7 [ =
D xoss, aemsEmTREtOBE: B REY RS L1 R R S THEAE 35,
B ¢toan CREEELCE IZANT? T is -
a) BEWEESrECFEERATEOE f a) ¥*OESOEIFCEEEFFIZMBLALLDS
b TRTOSCERHTOIREEEATIE b) BEPICASFUTARBTE B LALLSS
e) ~FT—xurEHSE o) EEEMFE-CRAO—FEEERSSOG LALLDS

d) HEHICFERSCE d) FEOLGEEREEPOOESESF R IR LRI BLALELES
B 14 Z)b




S &

The Magazirle for Japan€se Food Professionals Worldwide www.alljapannews.com
' | p—) i b,
N LD -~ 7Y
< : / = P ¥ N - | - — r
" P T g —
g g = ” } -
| B A o = J j —

By, -I_l_- ’ __ ______r“‘\.‘.‘,.

sepriary 20
_J}J=’* O Intangl e Gl

¥ o

=3 Expecta ons of non-Japanese‘re%ta\l‘anfé
: = _-‘ .. ‘! £l ‘l‘,. ~ = :: \ v mf ‘:-s /$ _ :..._-,-.- - _,"" " *q%
SAKE SHOCHU & AWAMORI Resonating the True ESSENCE of WA

y=piuNy i 2t Wl C AR 31 - P30

California Sake Challenge 208: Super Frozen Sake Part 3

=

MBS AREE: BASEAIEERE SR B3ED oo, P32

Was sake produced since ancient times as “Kanzukuri?”

B E R ST EN R E B EATIE? ..o seeseeens P33

Tokyo Jizake Strolling 3
Wine-tasting event held at a Japanese sake specialty shop <

REHENT [ BB BASEMERNERET ... o P34

Sake Shochu Spirits Institute of America e s
- Cautionary Notes to Participate in Tasting Events - ; /“”-"“”

BESRLATEEIE Ca i

26 February 2025 . www.alljapannews.com




Frozen Miyako
Gyumori Beefl
with Onion
I6/1LE

HTETS|

Frozen Banral
u—_p.-l-— ﬂ“ﬁ“ﬂﬂf BEEF Ajitsuke Inari
-STUFFED INARI SUSHI-~ s {ee)

] T Matsuri Rice,

Bl 1w Koshihikari

Indonesia vvild | | :nll 40LE l:ll.l'“l,l]-
HT3I557 #0477

Tﬂ.l‘.'ﬂ ﬂﬂfﬂm s

Frozen Atlantic KA .ﬂ'ﬂﬂﬂf
Salmon
withiout Skin hrmu“ l“
2ILB (3/4). Shoyu Tuke
Chile, Trim:E 20/1.ILE. japan

urarTy HTB945

'_r |

SUPER BOWL
{ 'MENU IDEAS

Easy-Frep. Game-Ready Dishes & Drinks!

\'ﬂ .u..

Iﬂiﬂﬂhfﬁ“flﬂilﬁﬂiﬂﬂﬁl HOT-2PICY
with YUZU SAUCE CW GARLIC EDAMAME

O Frozen

o -l Miyako

ot A ™ Edamame
- i‘” fi . 24/14 1oz
T ies 1 ‘e #72503

Yamajirushi
Yuzu Miso
Sauce

| W3 for
Hr3354

from Lucky Snake Pale Ale

left  12/11.150z (330ml) HE5184
Lucky Cat White Ale

24/1 | Boz (350ml) 710386
New! Orion Shokunin Wheat
41601 | Bflaz (350ml) W2 1683
Orion Mugi Shokunin
24/11.Boz (350ml) HBE40

Super Bowl takeour eco-friendly
style: reusable bento boxes!

Ceming roon...! New!

Wood Contalners with Lids
| 4052083 H 4 4mm Large

| 0 | docHddmm Small

HTBD

above, showing serving suggestions

@ MUTUAL TRADING I
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ke Meetup
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SAKE
SOMMELIER
CLUB

sl
124514

L

Bon Yagi
Honorary Sake Sommelier

CTICGROUP
Katsuya Group

GEKKEIKAN SAKE
KYOTO SINCE 1637

-'.I'! g! IF qr

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

Crhari;mranr o

OZEKT
SAKE

1

Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(3¢)

A

Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho
~ Owner "SAKRVAYC'

Owner “True Sake”

Owner of M&M Enterprise

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

S

.-%i-’;,l

e SishisSoke

Expectations of non-Japanese restaurants

was blessed with an opportu-

nity to attend a lecture targeting
salesmen for a wholesaler of Japanese
food products in the U.S. The attendees
handle various Japanese food products
including sake. The theme of the lecture
was not so much about the consum-
er’s question of “Which sake to buy,”
but centered more on how to get chefs /
restaurant owners, not limited to Japanese
cuisine by non-Japanese restaurant
owners / chefs, to purchase sake?

First, it’s important to determine
what type of cuisine is served, targeting

whom. Seafood Steak Italian
Chinese Korean French

The beverage is narrowed down
with the understanding that depending
on the cuisine served, the sake to be
offered will change accordingly.

Secondly, check to see the prices of
popular and top-selling wines for that
restaurant. To start, it’s important to
start with a price set that’s appropriate
for their target audience.

Thirdly, have the staff understand
it’s appropriate to serve sake in wine
glasses. Fourth, the servers discussed

how to explain the characteristics of
each sake brand, and how to determine
the compatibility of each brand with
the cuisine. Unfortunately, sake still has
not become widespread to the point that
shelving them in stores will be enough
to sell the brand on its own. The reality
is, sake is still a product to be sampled
by customers following recommen-
dations by servers. Until now, sake
was mostly consumed in Japanese
restaurants. In the future, we’d like to
anticipate sake sales to non-Japanese
restaurants as well.m

H AR B ERVARR

Alwx pEEEEREAEE
Bl ewaresnumnnes
FES. SNEREEAEOAE
eI TS AR B8 B 38
0 70 75 B 85 401 1 2 3F B A I Y
%3 EME R AR, TR &
S B R A B 08 T
s

E— BNEREERR S

“creative sushi & Sake” illustrares the vechnigues of the
fimest sushi cheds throughowt the world, conoeniracing on
the artistic presentations, unigque ingredients and advanced
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience,

[published in English by All |apan MNews, 0., in 2005)

https://alliapannews.com/page/sushisake-1

BIBYIE SR
-REE -FHNE -ERFA
-REA -BEA -EEA

THREL R RN EIRERN
B IR AT LG/ RSB E . 35—,
BEEERZVGHATERUNE
HETHE FAREERIES
WEZFEFNER

B=, MEHAQTUAERF

Stylish and Fashionable Sushi for a Modern Lifestyle

-

« New Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
sushi

= Mastering Techniques

= Sushi in the USA and Europe

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

BEEE. BN, HIRHBABERH
B iR, AR AR S BE R R 3
Bl

F=NE, BABEFRZRIMUESE
HEmEEHENER. BERLER
—BEERHEETRANER. T2
HHAZEREE, ERBERRER
ERIFEHAER.

28 February 2025 . www.alljapannews.com
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fram top beft: Kikuaum H-Mlurtr’dntﬁlh Sartara Prefecture /
Irurmibarhi Akivenbs Rukufurme, Kenagews Prafecturs | Chw x Rosd Junmis Duipinis, Gunma Prefecturs £

Mt Hasaen Pink Label Gango, Aaman Prefectuns [ Jingu 10N Pasr by 100, Chbss Prefecture £
Nows e Uguisu “Deburoky” Pink, Fulusks Prefecture

from battom left: Chitesu Mecown Momoire Rode, Yemanash & M Prefecturs |

Eaids lwai na Aks Shochy, Kagethima Prefectuns | Kamstiery Geld Daiginga, Hirorhimas Prefecoure /
Aavabuki Saburs Fubul Junme, Sags Prefectune | Aamabuki Gan ne Kurenai Junma, Segs Prefectune |

Bern Yume Wa Massyume Junmas Desginge, Fulon Prefectuce [/ Koishao Shise Shechu, Bumamete Prefectere

MTE S AKE PAGEANT OF DISTINCTION "= mrmimee

Legendary  Finesse  Award Winning f——
mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS %HUTU‘ALTH"‘DIHG

4

FAEDRA
g I,.II

Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes

GLUTEN
FREE

chickan with
\ Wulu mins 3lals

-
| Mm ORIENTAL FOODS INC.

Dacbwien Pk, CA 91704 USA Tl 624-F462-7433
P T S e R e

3
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SAKE, SHOCHU, & AWAMORI:
Resonahng the True ESSENCE of WA

Rl SRR S B SR T2 AR R

ake, Shochu, and Awamori brewing is

as traditional a Japanese art form as

they come, and at the 2024 Mutual
Trading Japanese Food & Restaurant
Expo (JFRE), the 45+ exhibiting breweries
brought forth an array of traditional
brews as well as those advancing into new
directions.

Among the US wine industry, the current
overall consumption continues to decline
due to the aging of their base consumers
and the inability to recruit younger
drinkers. Seemingly being put off by the
elitist image of wine, youths are gravitating
to lower alcohol hard seltzers, RTD
products, and craft brews. Further, from
their ecological concerns, the younger
set is preferring domestic brews versus
the imports to reduce carbon footprint,
and reach for canned and Tetra-packed
containers instead of glass bottles.

Despite the declining trend in overall
wine consumption of -2.1% in 2023 versus
2022, two subsets within the category
actually showed growth: |.) specialty wines
including canned, sweet, blended, and RTD
wines, up by 9%, and 2.) sparkling wines,
up by 2.5%. So, how does this all relate to
trends in Sake?

MIG SAKE

Los Angeles HQ »

MUTUAL TRADING

®

MUTUAL TRADING
Restaurant Trend Report

33rd

JL%RE JAPANESE FOOD & RESTAURANT EXPO

Report 4

Although Sake belongs to the wine
classification for taxation purposes, it’s
a completely unique alcoholic beverage.
Interestingly, Sake is recently doing a
reversal versus wine, gaining ground and
growing consumption despite the negative
attributes that youths have on wine: high
ABYV, traveling far to arrive from Japan,
and largely in glass bottles. Perhaps it’s the
distinctive Essence of WA ingrained in the
Japanese culinary culture that’s captivating
young consumers.

Along with their ages-old traditional
types, Sake breweries are applying new
techniques, in launching new products —
low alcohol, sparkling, aged, flavored-, with
specialty methods, and reviving heirloom
ingredients once thought lost. JFRE '24
served as the showcase where breweries
brought forth their newest.

Advancements continue in the Sake world,
looking far to reach worldwide consumers.
Mutual Trading shares that quest, alongside
with the theme of JFRE '24 — Washin
Denshin or the ESSENCE of WA, Bridging
People, Regions, and the Future Through
Japanese Cuisine.

Visit our website, see our
complete liquor lineup!

mitcsake.com

San Diego

Las Vegas * Phoenix °
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Dallas + New York

GATHIIVIN

Boston
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I, RS AE SRR B IR b e e
A —E P Bl R IR R
B B A DA R e e, (N
BRRRIESI R . EEEFS et RIS Pk
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FROZEN SAKE ICE SORBET

6/2 liter 3% ABYV, #76292

A truly Shizuoka original:

Homare Fuji rice grown exclusively at
the foot of Mt. Fuji, light Shizuoka yeast,
and clear waters of Shizuoka. A smooth,
rich, and flavorful Sake sorbet,at 3% ABV.
FIERIEFR (Shizuoka) JEJR:
PRSI BE3 %0,

Washington DC * Miami

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist
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Kubota Manjyu Original Yeast
Junmai Daiginjo

Niigata Prefecture

#10737 720 ml

Uses original, brewery-developed
"YX" yeast cultivated over many years.
FEFING 5 EWFE . RZEREN

2 [YX] Wbk

Tatenokawa Soube Wase
Jumai Daiginjo

Yamagata Prefecture

#74604 720 ml

Uses Soube Wase heirloom
rice, revived from 150 years ago.
PRAGET 5047 i 15 B 4H 2

FEK i E——Soube Wase.

Muwa Bourbon Barrel Aged
Junmai 18% ABV

Berkeley, CA

#47100 720 ml

A new expression of Junmai Sake:
neat, on the rocks, or serve warm.

- ARG 4o K

Bk EELE
Figwal

Mitsutake Hokuto Kenshiro

Imo Shochu, 25% ABV

Saga Prefecture

#19684 900 ml

Rough filtration method amplifies
aroma of the Kogane Sengan sweet
potatoes.

TR 7 VAR (R T AR T T e T
(Kogane Sengan) 32 {& 5.

Mitsutake Hokuto Raoh
Imo Shochu, 25% ABV

Saga Prefecture

#51054 900 ml

Made with honey-sweet
Beniharuka sweet potatoes.

DLE R A B (Arita) AT AR

Atlanta - Yamasho Atlanta

Chicago - Yamasho °

BARDKZEHEHFDALIZ

#10744 720 ml
I #10743 180 ml cup
Fuswkl | Definitely unique: a vibrant colored brew, made
— with purple Forbidden Rice, yeast from cherry
& W?E and strawberry blossoms.

Akagisan Kurobi
Junmai Daiginjo
Gunma Prefecture
#56383 720 ml
Centrifugal Extraction

i 2SN

Tatsuriki Kome no Sasayaki YK-35
Daiginjo

Hyogo Prefecture

#12225 720 ml

Best Yamadanishiki Sake rice grown,
cultivated in the premier Toku A district
in Hyogo.

Hyogo (Jz i FLRFA X)) . 358 FH 5 18 R 11
LM% (Yamadanishiki) SFFK,

2 [ AR A 5 1) TH AR AR I 4k

Niwano Uguisu Doburoku Pink
Doburoku

Fukuoka Prefecture

#10610 720 ml

A genuine unfiltered Sake,

with natural pink hue from red yeast.
IESR ARG .

Amabuki Sakura Fubuki
Nigori Junmai

S SRR 2R (M B A AR P W B

Haneya Sparkling Sake

Junmai

Toyama Prefecture

#75042 720 ml, #82468 360 ml
Subtle minerality, refreshing mouthfeel,
and rich aroma.

AN T R

TEHT I R DL S JR A 11 2 4

MIO Crisp Sparkling Sake

Hyogo Prefecture

#14631 750 ml

A crisp-dry version to the original MIO,
the #1 selling sparkling Sake in Japan.
JERRMIO Rz 3, & H A& AR — 1
SEIE .

Kizakura

Lucky Snake Pale Ale

Kyoto Prefecture

#65186 350 ml can

Year of Snake 2025. Pale Ale beer
brewed with selected sake rice.
AR IR R, DRI W oK
TETM AR, 5 AR o ST L A
L .

Orion

Shokunin Wheat Beer
Okinawa Prefecture
#21683 350 ml can
Okinawa-grown wheat
ingredient, Belgian style.

Zampa Shequwasar Spirits
Awamori, 24% ABV
Okinawa Prefecture
#36279 720 ml r"
Fine Awamori with the Shikuwasa citrus,

e

E

Seifuku Coffee Liqueur
12% ABV L
Okinawa Prefecture

#14562 720 ml

Awamori luxurious liqueur with the finest
coffee beans, brown sugar, and cocoa powder.
Versatile: mix with milk, beer, or lemon soda.
Drizzle over ice cream.

R R IR SRR AT ] ARy R S RV R
FI36G 2 2 AR 190

Austin - Minamoto * Honolulu - The Cherry Co.

Bringing the Flavors of Japan
to the People of the World

w indigenous to Okinawa. P
BRI RS AR 4E 51 (Shikuwasa) o ‘-

Lima - Super Nikkei

TR (11N 28 SR

B AR JU o

f international
competition

1| winner

Nanbu Bijin Craft Vodka

80 proof
Iwate Prefecture
#10645 700 ml
J international
competition
||  winner

Hakkaisan Ohoro Gin
94 proof

Niigata Prefecture
#10648 720 ml

Tokyo

@mutualtrading



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 Co Itd. Sake Tasting Club”
+ Brewery Owner
I
Pl
g—
. Masato Kato Akira Yuhara
Timothy Sullivan Sake Sommelier Sake Sommelier
Sake Samurai : b -

Miyako Hybrid Hotel

Wlsmettac Asian Foods

' Takao Matsukawa
VSake Sommeller

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

Tamagawa Hand Made
Japanese Sake
Master Sake Brewer

Latin Reglon Speclallst
Mutual Trading

&
o

e T3

=

Mei HO
Sake Sommelier

Keita Akaboshi
 Sake Sommelier J

Miyuki
Yoshida
Sake ;ommelig(

Kuramoto USInc. True Sake

$

Shigeto Terasaka
 Sake Sommelier -

SAKE SOMMELIER CLUBRD

Michael John Mai Segawa Don Lee
,,S,imki,r,l, N Advanced Sake Sake Sommelier
MJS Sake Selection ,50’,"’"?”“ _— Yama Sushi
Owner Tako Grill Owner Chef

Isao Kiyota
International
l(lklsake Shl )

Academla de Sake Mem(o
Founder

Eda Vuong
Sake Sommelier

President Mutual Trading

Japan Hollywood Network

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

New York Mutual Tradlng NewYork Mutual Tradlng New York Mutual Tradlng

Chizuko
Niikawa-Helto
Sake Sommelier

i Sake Samurai

Hirohisa
Kikuchi
mSake ngmelie(”

Sommelier

Eduardo
Dingler
}qke Amrbrqssado(”

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

Young's Market Company

-3

Yoshihiro
Sako
 Sake Sommelier

Yuzuki

.

'Koji Wong Kurtis Wells . Stuart Mqrrls
Owner P Sake Sommelier
' Mixologist T R
Japon Bistro . . Hana Japanese Restaurant
Kaz TOk“halfa 5 a}(i(;f)lm?vg/t:r = Toshiyuki Koizumi
 Sake Sommelier S i Sake Sommelier
Manager avannah gl T
Wismettac Asian Fogds ! Distributing Co. Inc. “ Owner “WASAN”
Q€
Michael Russell
Gary Imada Eiji Mori
== Suke Z isor Sake Sommelier Certified Sake Sommelier

Shino Okita Jonathan Cortez Patsy Lu
Certified Sake Sommelier International intemetional
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

Lora Blackwell
Sake Sommeller -

[Infol

GenpSake

Latln Region Specialist
Mutual Trading

" Pacific International
Liquor Inc

G

Katana Restaurant

Master Sake Sommeher
Mutual Tradmg

Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com

BN
California

SAKE

CHALLENGE

ow can I distribute the
ultimate, fresh, unpasteurized
sake worldwide?

I thought about the answer to this
question for the past 10 years.

Unpasteurized sake is of course
fresh. Since the sake is unpasteurized,
however, enzymes in the sake signifi-
cantly deteriorate the sake flavor. This
stale odor and off-flavor of aged sake
is called “nama-hine (ka).”

This reaction will ‘always’ occur,
even if sake is stored at ultra-low
temperatures such as 23 degrees Fahren-
heit or even 14 degrees Fahrenheit, a
problem that cannot be solved simply
by lowering the storage temperature.

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
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Super Frozen Sake: Part 3
BZsBRVEEERSE E3805

Some sake breweries remove the
“enzymes” acting as a buffer between
the changes generated to delay the
effects of nama-hine (ka). However,
removing the enzymes does not elimi-
nate the problem altogether. Also, the
equipment to remove the enzymes from
sake is quite pricey.

Further, to distribute unpasteur-
ized sake overseas, it must be taken into
consideration that foreign importers
and restaurant refrigerators are not set
to negative temperatures overseas. In
other words, no matter how quickly
sake breweries release freshly squeezed
unpasteurized sake, sustaining the
fresh, unpasteurized sake quality
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year-round would prove difficult.

Although unpasteurized sake
is already distributed in the U.S.,
the flavor has significantly deterio-
rated compared to unpasteurized sake
sold in Japan because of “nama-hine
(ka).” On the other hand, sake pasteur-
ized normally and thoroughly by the
brewery and in fresh rotation usually
tastes better in many cases. Although
slightly less fresh compared to unpas-
teurized sake in the freshest condition
possible, in terms of stability of the sake
flavor, I thought it was impossible to
distribute unpasteurized sake overseas
in the freshest condition possible.

I took a private, non-work related
trip to Kochi prefecture, where I was
blessed with a fateful encounter.m
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(44 anzukuri” is a sake produc-

tion method used during the
coldest time of the year. However, until
the early Edo Period (1603 - 1868),
sake was produced over a long period
around the autumn equinox past the
spring equinox, divided into five dif-
ferent production methods depending
on the season.
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.
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SAN FRANCISCO Branch
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DALLAS Sales Office
BATON ROUGE Sales Office
CHICAGO Branch
TOLEDO Sales Office
NEW YORK Branch
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JFC GROUP OFFICE
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Was sake produced since ancient times as
“Kanzukuri?” BEXSHERESEERIG?

 “Shinshu” —Sake produced around
August of the old lunar calendar (below
is also based on the old lunar calendar),
also known as “Higanzake.”
* “Aishu” —Sake produced during the
period between Shinshu and Kanzake.
Later in the Edo period, sake produc-
tion methods were further divided into
“Hayaaishu,” produced from mid-Sep-
tember; and “Aishu,” sake produced
after mid-October.
* “Kanmaezake” —Sake produced
during the early winter period before
“Kanshu” production begins (around
November to December). During the
Edo period, “Kanmaezake” was the
second most expensive sake following
“Kanshu,” while sake produced around
the winter solstice was especially
known as “Toujimono” (“winter sol-
stice sake”).
» “Kanshu” —Mainly sake produced
during the approximately 30 day-period
from Shokan (early January) to Rissyun
(early February). Sake production
during this period is known as “Kanzu-
kuri.” Due to sake produced under ideal
conditions for sake production, the sake
quality is the highest, and prices were
also the highest accordingly.
» “Haruzake” —Sake produced from
February until around the spring solstice.
Sake production skills from the
medieval period became established
during the Edo period, when production
centered around Ikeda, Itami, and Nada
evolved. However, the greatest tech-
nical characteristic during this period
was that sake production method to
produce “Kanzukuri” was completed.
Nonetheless, the center of sake produc-
tion shifted full-scale to “Kanzukuri”
during the mid-Edo period after 1687.
The most highly regarded technical
manual for sake production during

the Edo period, “Doumoushuzouki”
especially valued the “Kanzukuri”
production method, defining the
“Kanzukuri” sake production period
as “during the 90-day period from
November to February.”

Also, “Bankinsugiwaibukuro”
issued in 1732 stipulated “sake is best
produced by the Kanzukuri method.”
The “Kanzukuri” sake production
skills were completed at Itami, one of
the main sake production regions at the
time, and spread across various regions
with the quality further improving in
Nada that came to the forefront of sake
production later in the Edo period.

The reason why sake production
centered on the “Kanzukuri” pro-
duction method was because it was
discovered from past sake production
during various seasons that production
during the cold winter season allows
easier management of the fermenting-
mash product temperatures, more easily
inhibiting bacteria in the air from prop-
agating. Also, since the Edo shogunate
(under the Tokugawa regime) focused
on the “Kanzukuri” method after 1667
to secure revenue source also prompted
the shift to “Kanzukuri” sake produc-
tion method.m
*“Kanzukuri” — Sake produced during the
coldest time of the year.
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Sakura Beauty 45 Jozen Indigo Denshin Yuki
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Ozeki Corporation (Hyogo) Shirataki Sake Brewery (Niigata) Ippongi Kubohonten (Fukui)
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Harada 80
Junmai Dry-Light
Hatsumomiji (Yamaguchi)
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Hakutsuru Shoune Ken
Junmai Daiginjo

Hakutsuru Sake Brewing (Hyogo)

CSMV:+4
i Polishing Rate: 40%
i (Yamadanishiki)

Rice Variety: 50%

Daiginjo
Suehiro Sake Brewery (Fukushima)

This article was courtesy from Shibata Shoten Co Ltd.
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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.

Tokyo o
Jizake Strolling
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Wine-tasting event held at a Japanese sake specialty shop
HABEZEMENSEEHE

wine-tasting event was held
at a specialty shop for local
sake that sells only sake.

We are now in season for France to
soon release their Beaujolais Nouveau.
The concept of this first wine-tasting
event is Italian wine. The theme of this
event is “Why not try something new?
A night of rendezvous for dedicated
sake fans.”

Inconstancy is implied in a local
sake specialty shop serving wine
to guests. However, sommelier (for
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females also) Miho Nagato’s com-
ments after tasting each wine was not
a description of the unique aroma and
flavor of each wine selection itself,
but rather, each a chic and interest-
ing description of human fickleness
expressed by the sommelier, who is
also a designer, which most adults
could easily relate to.

For example, Nagato described the
“Abruzzo” orange wine as “a childhood
friend who grew into an admirable
person,” “Valle d’Aosta” white wine as
“a superior to whom you feel admira-
tion and developed a crush,” and a red
wine from Sicily as “A gentleman who
looks sexy smoking a cigar,” drawing
inspiration from imaginary scenarios
to describe each wine flavor. A total of
eight wine selections from Northern to
Southern Italy were served bottomless.
Guests seemed to relate to the flirta-
tious comments and selected wine
samples based on the sommelier’s com-
ments, not on the brand name. Since
the event was held the day after Beau-
jolais Nouveau was released, newly
released Italian wine “Vino Novello”
was also served.

Recently, more shops are no longer
limited to Beaujolais Nouveau, selling
newly released California and Japanese
wine brands. However, very few shops
sell newly released renowned Italian
wine brands for some reason, thus these
wine selections were featured for this
event. One reason is because one wine
shop raised the low demand in Japan
for these newly released renowned Ital-
ian wine brands as the reason. There
is still much to learn about Italian
wine brands now available for casual

purchase, it seems the unknown world
of Italian wine is fast broadening.

The most important takeaway from
this wine-tasting event was honestly
listing the ingredients, fermentation
method, and flavors is appreciated only
by a small group of connoisseurs, but
not by the public. What appeals to gen-
eral consumers are engaging keywords
that are easy to understand, interest-
ing, and fuel the imagination for the
consumer to reach for a sample. This
talent will soon become important in
the sake industry as well. Sake fans
seemed a bit nervous in the beginning

34 February 2025 - www.alljapannews.com

of this wine-tasting event, but thanks
to the engaging concept of this event,
guests gradually became more familiar
with wine. As we recently witnessed
the declining trend in alcohol consump-
tion, demand for sake is also declining
as few sake fans fight to purchase
certain sake brands. Perhaps, simple
keywords could be the key to changing
this declining trend.m
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SAKE
SOMMELIER
CLUB

Master Sake Sommelier

Ami Nakanishi

Master Sake Sommelier

Toshio Ueno
Master Sake Sommelier

Info . Yuji Matsumoto
Sake Shochu Spirits Master Sake Sommelier

Atsuko Glick

Master Sake Sommelier

Yoshihide Murakami

Master Sake Sommelier

JAPAN

David Kudo

Master Sake Sommelier

——

Ryuji Takahashi

Master Sake Sommelier

Institute of America Beverage Manager Vice President Vice President Manager
(21 3) 680-0011 Sake School of America New York Mutual Trading Sake School of America

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

Liquor Manager
JFClInternational Inc. Shuto-Meijin

ymurakami@jfc.com

President, All Japan News OwnerJi- sakeya”
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through the nose. The sake aroma that rises from the

sake is also checked when tasting sake. After visually
inspecting the sake, inhale the sake aroma through the nose
without sipping the sake. The impression of sake aroma is
generally described by comparing the sake aroma to the scent
of familiar fruits and milk products. For example, sake aroma is
often compared to the scent of fruits such as apples and bananas,
and milk products such as yogurt.
Sip the sake to sense the “4 flavors”

Finally, check the sake ‘flavor.” Sip a small quantity of

sake and confirm the texture (taste) and sake aroma that passes
through the nose. Be sure to grasp the thickness, smoothness,
and texture of the sake as well. Next, swirl the sake all over
your tongue to check the sweetness, acidity, umami flavor, and
bitterness of the sake flavor. First, grasp the intensity or subtlety
of the sweetness. Then, check the balance between sweetness and
acidity, umami flavor, and bitterness (some sake may hardly have
any bitterness at all), in order to confirm the impression of the
sake flavor. Lastly, check the lingering “after flavor” of the sake.
During sake tastings, professionals generally sip the sake and
spit it out after sampling. When tasting sake at home, it’s ok to
swallow the sake after tasting.m

B efore sipping the sake, first inhale the sake aroma

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.

Sake Shochu Spirits Institute of America
-Cautionary Notes for Tasting Sake-
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KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
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SOMMELIER :

CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato

Hanorary Sake Sommeller Honarary Sake Sommel/er & Saka Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho

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

Katsuya Group

Owner “SAKAVANYC'

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

was blessed with an opportu-

nity to attend a lecture targeting
salesmen for a wholesaler of Japanese
food products in the U.S. The attendees
handle various Japanese food products
including sake. The theme of the lecture
was not so much about the consum-
er’s question of “Which sake to buy,”
but centered more on how to get chefs /
restaurant owners, not limited to Japanese
cuisine by non-Japanese restaurant
owners / chefs, to purchase sake?

First, it’s important to determine
what type of cuisine is served, targeting
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“creative sushi & Sake” illustrares the vechnigues of the
fimest sushi cheds throughowt the world, conoeniracing on
the artistic presentations, unigque ingredients and advanced
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience,

[published in English by All |apan MNews, 0., in 2005)

https://alliapannews.com/page/sushisake-1

whom. Seafood Steak Italian
Chinese Korean French

The beverage is narrowed down
with the understanding that depending
on the cuisine served, the sake to be
offered will change accordingly.

Secondly, check to see the prices of
popular and top-selling wines for that
restaurant. To start, it’s important to
start with a price set that’s appropriate
for their target audience.

Thirdly, have the staff understand
it’s appropriate to serve sake in wine
glasses. Fourth, the servers discussed
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« New Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
sushi

= Mastering Techniques

= Sushi in the USA and Europe

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

how to explain the characteristics of
each sake brand, and how to determine
the compatibility of each brand with
the cuisine. Unfortunately, sake still has
not become widespread to the point that
shelving them in stores will be enough
to sell the brand on its own. The reality
is, sake is still a product to be sampled
by customers following recommen-
dations by servers. Until now, sake
was mostly consumed in Japanese
restaurants. In the future, we’d like to
anticipate sake sales to non-Japanese
restaurants as well.m

A AEA &

IHM
10
= m
kal
mjo
nx
02
>
N
kl
bl

o —
Atete] Fete Egolde AQIX| HR

=0 EHoH =Lt ot A 22

=2 Otz 0|=9| #+HOpZN0)| TE =7
OtotH MER Hel= 4EF2 0L 1
HCh= HAEZO|M =S HHoL OFA|
= &EZ0|2k= "It dAHolCt X
THEl= LA BAEZIOM HO| AH|H
O RtOLt, AC R = HIYA B AEZ0
Chiet THOHE 7|CHSh= HEO|L.

UM HAEY RA 37



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 Co Ltd. Sake Tasting Club”
+ Brewery Owner
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. . Masato Kato Akira Yuhara

Timothy Sullivan Sake Sommelier Sake Sommelier
Sake Samurai i o
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Takao Matsukawa
VSaIV(e Spmmeligr

. Rachel
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Sake and Wine
Sommelier

Philip Harper
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Japanese Sake
Master Sake Brewer
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Mutual Trading
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Keita Akaboshi Mei HO Miyuki
~ Sake Sommelier Sake Sommelier Yoshida
Kuramoto US Inc. True Sake Sake §0mmeli¢(

SAKE SOMMELIER CLUBRD

Mai Segawa Don Lee
Advanced Sake Sake Sommelier
,50’,"’"?”“ _— Yama Sushi
Tako Grill Owner Chef

Michael John
Simkin

K MJS Sake Selection
Owner

Shigeto Terasaka

Isao Kiyota

Sake Sommelier International ’ Eda Vuong

T president Kikisake-Shi § 0 Sake Sommelier
residen . kikisake-Shi (SRS AR !

Japan Hollywood Network Academia de Sake Mexico Mutual Trading

Founder

Masae Kusada
International
Sake Sommelier

Sara Guterbock
International

Sake Sommelier

New York Mutual Trading

Rachel Fiekowsky
International
Sake Sommelier

NewYork Mutual Tfadiﬁé

New York Mutual Tfadiﬁé

Chizuko
Niikawa-Helto
Sake Sommelier
Sake Samurai

KojiWong
Owner
Japon Bistro

Hirohisa Eduardo Yoshihiro
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CHALLENGE

ow can I distribute the
ultimate, fresh, unpasteurized
sake worldwide?

I thought about the answer to this
question for the past 10 years.

Unpasteurized sake is of course
fresh. Since the sake is unpasteurized,
however, enzymes in the sake signifi-
cantly deteriorate the sake flavor. This
stale odor and off-flavor of aged sake
is called “nama-hine (ka).”

This reaction will ‘always’ occur,
even if sake is stored at ultra-low
temperatures such as 23 degrees Fahren-
heit or even 14 degrees Fahrenheit, a
problem that cannot be solved simply

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 lwate Prefecture Young S| MMt MEE MAR &
Distinguished Technician Award. In EANZ QSN X|LH10
2006 was selected to be a member EHAT A2 0|71 Tolsh 9

of the board of trustees of his local

A
alma mater, Fukuoka High School. SLICt

Currently is featured in a number of M= S8 MMSER|TH O 82
mefjia outlets iqc!uding magazines, AR S SHX| AUT| W2, & &9l &
[0, and televisen: ATk LI OHS LHOIS S SHOZ bt
*Positions of Public Service: .
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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 3
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by lowering the storage temperature.

Some sake breweries remove the
“enzymes” acting as a buffer between
the changes generated to delay the
effects of nama-hine (ka). However,
removing the enzymes does not elimi-
nate the problem altogether. Also, the
equipment to remove the enzymes from
sake is quite pricey.

Further, to distribute unpasteur-
ized sake overseas, it must be taken into
consideration that foreign importers
and restaurant refrigerators are not set
to negative temperatures overseas. In
other words, no matter how quickly
sake breweries release freshly squeezed
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unpasteurized sake, sustaining the
fresh, unpasteurized sake quality year-
round would prove difficult.

Although unpasteurized sake
is already distributed in the U.S.,
the flavor has significantly deterio-
rated compared to unpasteurized sake
sold in Japan because of “nama-hine
(ka).” On the other hand, sake pasteur-
ized normally and thoroughly by the
brewery and in fresh rotation usually
tastes better in many cases. Although
slightly less fresh compared to unpas-
teurized sake in the freshest condition
possible, in terms of stability of the sake
flavor, I thought it was impossible to
distribute unpasteurized sake overseas
in the freshest condition possible.

I took a private, non-work related
trip to Kochi prefecture, where I was
blessed with a fateful encounter.m
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anzukuri” is a sake produc-
tion method used during the
coldest time of the year. However, until
the early Edo Period (1603 - 1868),
sake was produced over a long period
around the autumn equinox past the
spring equinox, divided into five dif-
ferent production methods depending
on the season.
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Master Sake Sommelier
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X
—

© l’ NTERNATIONAL INC »
BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
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Was sake produced since ancient times as

“Kanzukuri?”

 “Shinshu” —Sake produced around
August of the old lunar calendar (below
is also based on the old lunar calendar),
also known as “Higanzake.”
* “Aishu” —Sake produced during the
period between Shinshu and Kanzake.
Later in the Edo period, sake produc-
tion methods were further divided into
“Hayaaishu,” produced from mid-Sep-
tember; and “Aishu,” sake produced
after mid-October.
* “Kanmaezake” —Sake produced
during the early winter period before
“Kanshu” production begins (around
November to December). During the
Edo period, “Kanmaezake” was the
second most expensive sake following
“Kanshu,” while sake produced around
the winter solstice was especially
known as “Toujimono” (“winter sol-
stice sake”).
» “Kanshu” —Mainly sake produced
during the approximately 30 day-period
from Shokan (early January) to Rissyun
(early February). Sake production
during this period is known as “Kanzu-
kuri.” Due to sake produced under ideal
conditions for sake production, the sake
quality is the highest, and prices were
also the highest accordingly.
» “Haruzake” —Sake produced from
February until around the spring solstice.
Sake production skills from the
medieval period became established
during the Edo period, when production
centered around Ikeda, Itami, and Nada
evolved. However, the greatest tech-
nical characteristic during this period
was that sake production method to
produce “Kanzukuri” was completed.
Nonetheless, the center of sake produc-
tion shifted full-scale to “Kanzukuri”
during the mid-Edo period after 1687.
The most highly regarded technical
manual for sake production during
the Edo period, “Doumoushuzouki”

especially valued the “Kanzukuri”
production method, defining the
“Kanzukuri” sake production period
as “during the 90-day period from
November to February.”

Also, “Bankinsugiwaibukuro”
issued in 1732 stipulated “sake is best
produced by the Kanzukuri method.”
The “Kanzukuri” sake production
skills were completed at Itami, one of
the main sake production regions at the
time, and spread across various regions
with the quality further improving in
Nada that came to the forefront of sake
production later in the Edo period.

The reason why sake production
centered on the “Kanzukuri” pro-
duction method was because it was
discovered from past sake production
during various seasons that production
during the cold winter season allows
easier management of the fermenting-
mash product temperatures, more easily
inhibiting bacteria in the air from prop-
agating. Also, since the Edo shogunate
(under the Tokugawa regime) focused
on the “Kanzukuri” method after 1667
to secure revenue source also prompted
the shift to “Kanzukuri” sake produc-
tion method.m
*“Kanzukuri” — Sake produced during the
coldest time of the year.

xFz|= AHAZ0||A THEF =

9 2 A7|2 Ze Welx|= 2

L Z7Ioi|, o= AlcH Z7(7}X]
O|&EJ|= 7S MMM HE £ 1
OFX|LEA|ZEX| 2] &7|Zt0]| AKX A O] 2
o{F D, BtE= A F™ofw2tM Lt 5
ZF2 PEE D UL,

-ME—224g2 (of2Hol| = 20| 23)
HMEEE 82 &2 Mmiokx j2luE 8
2ict,

O22E &2 LXIAc|USI?

10

- ZbZE (OLO|45) — Aot SHF F7H
7|0fl Be &, ol =7(0f o|2H
o, 9 EaREE= a8 X7t
(t0FOtOI %), 10€E 20| 0]
S M2 2tn PRt
SHHFE—SHEELT 7|0 E0{747| He
£HS (112€0M 1280 0|2 23
Al7]0fl B2 = o ZA|CHOf| = 3t CF S
OZ HIM 22 M, SXI2F0| &e e
Eds| ISX|Z2 0[2tDERCL
F X2 oE (AN LXK
Holl &2 &. 0] Al7|0fl &2 &
X 2|2t BHCE O|AE QI &
OlA BHEOM JHE EE0| £
| =2, 7tAHS JHEH ML
EF—UZE0| XL 2-EEH F Tmot
FHO EHM B =0z Aol &
MEE| 0|02 &3 (AEXHA) 7|&0]
SH2IE|0f, O|A|C}, O|EtDO|,LICH Sel21
Eo| 2507 |J} YEsH AlCholH|, 7=
HOIM X|CH EF2 ZtXF2E Q[ F
ZHO|2HE|ACH= HO|Ct. SHX|2H =
Bt07| ZA0| B O 7txRE|2
o|dst A2, =ML F7|7} =l O]
SHE YCh A3 44 (1687) 0|2 4
ZOZ, o= AICH X Do|FZT|=Aet
St TS 2FE7| ) (224X =
ZIXFE|E SASIH, 5 5E2H
QXX 0|2= 90Y Tz o| 7HXR 3
2|17t A Shoh o Shot, ot WS 17
(1732) ZEHEI TORZ ALY K]y (BFZIA
10|82 Z) o, T&2 ZtXF27t8
Chi2tm otch ZExR2| 7|2 M, ¢
Al F=MALX|Of SHLIE O|EFO[O]|A] 2t
HE|0 ZX2HIE 1, o == 7|0f CH
FE HF0N S SEO| g4 = UL
2ot Zt=Re|of ¥ BEof 2t A
2 O50to| Cretst AE FZAHHO|A,

= T oo
£9/0] B2 £0I71% BEBICHE XS

E'B'OI'El': =]
LA7| WZ0[C AE F2A17]00| H=
Ho| 220l F2& 2[5t 1,37
SO0l Fot ol HAE & AR|E
Ct. ot SRt MASEE =27
H (1667) Of2H, Xt M 7| SX|E
= o Zt=F2 29| HESHE 2ot
A=A S [ESH 20| £[ULCE.

—

e
o sa
Mo

oo
N

rot
.I

w
(e)
ne
N

N
mjo

41

ro b rir 12
o

>
o

O Im K
4 Ot o

!
t W 1"4!-.
» L]
1 b I'i- . "“"1':"1
" ] ; ! -
J ¥ 5 '_}_.-.. e J-it""- | '\-I‘
u; ! w5 - % i J!.i-'-rl ;
N : y TGP A
T Vg T, i } 1 I'-\.,\_ ; e 1 % .IZ"""-||II .
g iy b, i . S h A
M 1 i tem ¥ A G
o =, : =- 7 > 1 2 g --. Lo | = ; .:.\.T . ;
b} S o 3 5 ; :
L L b W
] " ‘:
L SMV:+2
SMV:-12 SMV: 42 i Polishing Rate: 55% SMV: +1 SMV: +2 SMV: +4
i Polishing Rate: 45% i Polishing Rate: 45% ¢ (Yamadanishiki i Rice Variety: 80% i Rice Variety: 50% i Polishing Rate: 40%
i (Yamadanishiki) i (Yamadanishiki) i Gohyakumangoku) i (Yamadanishiki) i (Yamadanishiki) i (Yamadanishiki)
Sakura Beauty 45 Jozen Indigo Denshin Yuki Harada 80 Hakutsuru Shoune Ken
Junmai Daiginjo Junmai Daiginjo Junmai Ginjo Junmai Dry-Light Junmai Daiginjo Daiginjo
0zeki Corporation (Hyogo) Shirataki Sake Brewery (Niigata) Ippongi Kubohonten (Fukui) Hatsumomiji (Yamaguchi) Hakutsuru Sake Brewing (Hyogo) Suehiro Sake Brewery (Fukushima)

This article was courtesy from Shibata Shoten Co Ltd.
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Tokyo o
Jizake Strolling

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.

Wine-tasting event held at a Japanese sake specialty shop
LYEFHMEHS 21019

wine-tasting event was held

at a specialty shop for local

sake that sells only sake.
We are now in season for France to
soon release their Beaujolais Nouveau.
The concept of this first wine-tasting
event is Italian wine. The theme of this
event is “Why not try something new?
A night of rendezvous for dedicated
sake fans.”

Inconstancy is implied in a local
sake specialty shop serving wine
to guests. However, sommelier (for
females also) Miho Nagato’s com-
ments after tasting each wine was not
a description of the unique aroma and
flavor of each wine selection itself,
but rather, each a chic and interest-
ing description of human fickleness
expressed by the sommelier, who is
also a designer, which most adults
could easily relate to.

For example, Nagato described the
“Abruzzo” orange wine as “a childhood
friend who grew into an admirable
person,” “Valle d’Aosta” white wine as
“a superior to whom you feel admira-
tion and developed a crush,” and a red
wine from Sicily as “A gentleman who
looks sexy smoking a cigar,” drawing
inspiration from imaginary scenarios
to describe each wine flavor. A total of
eight wine selections from Northern to
Southern Italy were served bottomless.
Guests seemed to relate to the flirta-
tious comments and selected wine
samples based on the sommelier’s com-
ments, not on the brand name. Since
the event was held the day after Beau-
jolais Nouveau was released, newly
released Italian wine “Vino Novello”
was also served.

Recently, more shops are no longer
limited to Beaujolais Nouveau, selling
newly released California and Japanese
wine brands. However, very few shops
sell newly released renowned Italian
wine brands for some reason, thus these
wine selections were featured for this
event. One reason is because one wine
shop raised the low demand in Japan
for these newly released renowned Ital-
ian wine brands as the reason. There
is still much to learn about Italian
wine brands now available for casual

purchase, it seems the unknown world
of Italian wine is fast broadening.

The most important takeaway from
this wine-tasting event was honestly
listing the ingredients, fermentation
method, and flavors is appreciated only
by a small group of connoisseurs, but
not by the public. What appeals to gen-
eral consumers are engaging keywords
that are easy to understand, interest-
ing, and fuel the imagination for the
consumer to reach for a sample. This
talent will soon become important in
the sake industry as well. Sake fans
seemed a bit nervous in the beginning
of this wine-tasting event, but thanks
to the engaging concept of this event,

40 February 2025 . www.alljapannews.com

guests gradually became more familiar
with wine. As we recently witnessed
the declining trend in alcohol consump-
tion, demand for sake is also declining
as few sake fans fight to purchase
certain sake brands. Perhaps, simple
keywords could be the key to changing
this declining trend.m
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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-

EHlo|AE Fo|F

efore sipping the sake, first inhale the sake aroma

through the nose. The sake aroma that rises from the

sake is also checked when tasting sake. After visually
inspecting the sake, inhale the sake aroma through the nose
without sipping the sake. The impression of sake aroma is
generally described by comparing the sake aroma to the scent
of familiar fruits and milk products. For example, sake aroma is
often compared to the scent of fruits such as apples and bananas,
and milk products such as yogurt.
Sip the sake to sense the “4 flavors”

Finally, check the sake ‘flavor.” Sip a small quantity of

sake and confirm the texture (taste) and sake aroma that passes
through the nose. Be sure to grasp the thickness, smoothness,
and texture of the sake as well. Next, swirl the sake all over
your tongue to check the sweetness, acidity, umami flavor, and
bitterness of the sake flavor. First, grasp the intensity or subtlety
of the sweetness. Then, check the balance between sweetness and
acidity, umami flavor, and bitterness (some sake may hardly have
any bitterness at all), in order to confirm the impression of the
sake flavor. Lastly, check the lingering “after flavor” of the sake.
During sake tastings, professionals generally sip the sake and
spit it out after sampling. When tasting sake at home, it’s ok to
swallow the sake after tasting.m
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California

SAKE

CHALLENGE . omo puedo distribuir el mejor sake : cuenta que los importadores y los frigorificos
6 fresco y sin pasteurizar en todo el : de los restaurantes no estan configurados para

by Kosuke Kuii 208 mund'o? : _temperaturgs n'egatlvas. En otras palabras, no
Pensé en la respuesta a esta pregunta : importa cuan rapido las fabricas lancen al mer-
durante los ultimos 10 anos. : cado sake sin pasteurizar recién exprimido,

El sake sin pasteurizar es, por supuesto, : mantener la calidad del sake fresco sin pas-
fresco. Sin embargo, como no esta : teurizar durante todo el afno resultaria dificil.
pasteurizado, las enzimas deterioran sig- : En Estados Unidos y otros paises, el sake
nificativamente el sabor. Este olor rancio y : sin pasteurizar esta empezando a estar dis-
sabor desagradable del sake anejo se llama : ponible, pero el sabor es inevitablemente

Kosuke Kuiji “nama-hine (ka)”. : inferior al del que se bebe en Japon. Por
Fifth Generation Brewery Owner Esta reaccion ocurrira “siempre”, : otro lado, el sake se pasteuriza cuidadosa-
Nanbu Bijin, Inc. incluso si el sake se almacena a temperatu- : mente y se hace girar en fresco, por lo que
Born May 11, 1972. Entered ras ultrabajas, como 23 grados Fahrenheit : no es tan sabroso como el sake pasteurizado
Tokyo University of Agriculture’s o incluso 14 grados Fahrenheit, un prob- : normal. En muchos casos, las bebidas alco-
Egr‘;ag::aet?g:flEfc‘;"c')”sgbznc‘ime lema que no se puede resolver simplemente : hélicas saben mejor con alcohol. Aunque la
the youngest person ever to bajando la terppgratura de almgcqnamiento. : fr_escura es menor en cqmparacic’m con el sake
receive the lwate Prefecture Young Algunas fabricas de sake eliminan las : sin pasteurizar en su mejor estado de manera
Distinguished Technician Award. In “enzimas” que actiian como un amortigua- : rutinaria, en términos de estabilidad del sabor
2006 was selected to be a member ; . . . . .

; dor entre los cambios generados para : del sake sentimos que era imposible distri-
of the board of trustees of his local i : X i L 3
alma mater, Fukuoka High School. retrasar los efectos del nama-hine (ka). : buirlo en el extranjero en la condicion mas
Currently is featured in a number of Sin embargo, no descarta el problema por : fresca posible.
mzfila Ousltetls including magazines, completo. Ademas, el equipo que se utiliza : Mientras tanto, estoy visitando la prefec-
radio, ana television. . . ..
*Positions of Public Service: pa_ra _hacerlo es bgstgnt_e caro. . : tura de K.OChI enun ylaje personal separado
Chairperson, Cassiopeia Asimismo, para distribuir sake sin pas- : del trabajo. Fue aqui donde tuvo lugar un
Corporation Youth Conference; teurizar en el extranjero, hay que tener en : encuentro milagroso.
School Board Member, Fukuoka ’
High School, lwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association
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..Se producia sake desde la antigiiedad
como “Kanzukuri”?
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(44 Kanzukuri” es un método
de produccion de
sake utilizado durante
la época mas fria del ano. Sin

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.
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« I’ alNTERNATIONAL INC

BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
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SAN FRANCISCO Branch
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SEATTLE Branch
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HOUSTON Branch
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BATON ROUGE Sales Office
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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)

embargo, hasta principios del
Periodo Edo (1603 - 1868), el
sake se producia durante un
largo periodo alrededor del equi-
noccio de otono y después del
equinoccio de primavera, dividido
en cinco métodos de produccion
diferentes segun la estacion.

“Shinshu”: sake producido
alrededor de agosto del antiguo
calendario lunar (a continuacion,
también denominado calendario
lunar), igualmente conocido
como “Higanzake”.

“Aishu”: sake producido
durante el periodo entre Shinshu
y Kanzake. Mas tarde, en el
Periodo Edo, los métodos de pro-
duccion de sake se dividieron en
“Hayaaishu”, producido a partir
de mediados de septiembre;y
“Aishu”, sake producido después
de mediados de octubre.

“Kanmaezake”: sake pro-
ducido durante el periodo de
principios de invierno antes
de que comience la produc-
cion de “Kanshu” (alrededor
de noviembre a diciembre).
Durante el periodo Edo, el sake
“Kanmaezake” era el segundo
mas caro, después del “Kanshu”,
mientras que el sake producido
alrededor del solsticio de invierno
se conocia especialmente como
“Toujimono” (“sake del solsticio

de invierno”).

“Kanshu”: sake produ-
cido principalmente durante el
periodo de aproximadamente
30 dias desde Shokan (prin-
cipios de enero) hasta Rissyun
(principios de febrero). La
produccion de sake durante
este periodo se conoce como
“Kanzukuri”. Debido a que el
sake se produce en condicio-
nes ideales, la calidad es la mas
alta y los precios también son los
mas altos en consecuencia.

“Haruzake”: sake producido
desde febrero hasta alrededor
del solsticio de primavera.

Las habilidades de pro-
duccion de sake del periodo
medieval se establecieron
durante el periodo Edo, cuando
la produccion centrada en
Ikeda, Itami y Nada evoluciond.
Sin embargo, la mayor carac-
teristica técnica durante este
periodo fue que se completo el
método de elaboracion de sake
para producir “Kanzukuri”. Sin
embargo, el centro de produc-
cion de sake se traslado a gran
escala a “Kanzukuri” durante la
mitad del periodo Edo, después
de 1687. El manual técnico
mas respetado para la produc-
cion de sake durante el periodo
Edo, “Doumoushuzouki”, val-
oraba especialmente el método
de produccion “Kanzukuri”,
definiendo el periodo de pro-
duccion de sake “Kanzukuri”

como “ el periodo de 90 dias de
noviembre a febrero”.

Ademas, el “Bankinsugiwai-
bukuro”, publicado en 1732,
estipulaba que “el sake se
produce mejor mediante el
método Kanzukuri”. Las téc-
nicas de produccion de sake
“Kanzukuri” se completaron
en Itami, una de las princi-
pales regiones de produccion
de sake en ese momento, y se
extendieron a varias regiones,
y la calidad mejord aun mas en
Nada, que lleg6 a la vanguardia
de la produccion de sake mas
tarde en el periodo Edo.

La razon por la que la elab-
oracion de sake comenzo a
concentrarse en invierno fue
porque experiencias anteriores
de preparacion en varias esta-
ciones habian demostrado que
el sake elaborado en los meses
mas frios era el mejor. Preparar
sake durante los meses frios de
invierno facilita el control de la
temperatura del puré y también
permite prevenir el crecimiento
de bacterias que ingresan
desde el aire. Ademas, para
asegurar recursos financieros,
el shogunato emitio repetida-
mente ordenes que prohibian
la elaboracion de sake nuevo
a partir de 1667, fomentando
la concentracion de la produc-
cion en la elaboracion de sake
de invierno, lo que también
fomento el cambio.
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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.

TOk o by Ryuji Takahashi
leake Strolling

Evento de cata de vinos celebrado en una tienda
especializada en sake japonés

e celebrd un evento de

cata de vinos en una

tienda especializada,
que vende solo sake. Ahora
estamos en la temporada en
la que Francia lanzara pronto
su Beaujolais Nouveau. El con-
cepto de este primer evento
de cata de vinos es el vino ital-
iano. Eltema es ";Por qué no
probar algo nuevo? Una noche
de encuentro para los fanaticos
del sake".

La inconstancia esta
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implicita en una tienda espe-
cializada en sake local que

sirve vino a los invitados. Sin
embargo, los comentarios

de la sommelier Miho Nagato
después de probar cada vino,
no fueron una descripcion del
aromay el sabor unicos de cada
seleccion de vino en si, sino mas
bien, cada uno era una descrip-
cion elegante e interesante de la
inconstancia humana expresada
por la sommelier, que también
es disenadora, con la que la
mayoria de los adultos podrian
identificarse facilmente.

Por ejemplo, Nagato
describio el vino naranja
“Abruzzo” como “un amigo de
la infancia que se convirtié en
una persona admirable”, el vino
blanco “Valle d’Aosta” como
“un superior por el que sien-
tes admiracion y desarrollas
un flechazo”, y un vino tinto de
Sicilia como “un caballero que
se ve sexy fumando un cigarro”,
inspirandose en escenarios
imaginarios para describir cada
sabor de vino. Se sirvieron un
total de ocho selecciones de
vinos del norte al sur de ltalia
sin limite de volumen. Los invi-
tados parecieron identificarse
con los comentarios coquetos y
seleccionaron muestras de vino
basandose en la explicacion del
sommelier, no en el nombre de
la marca. Dado que el evento
se celebro el dia después del

lanzamiento del Beaujolais
Nouveau, también se sirvio
el vino italiano recién lanzado
“Vino Novello”.

Recientemente, mas tien-
das ya no se limitan a Beaujolais
Nouveau, sino que venden
marcas de vino californianas
y japonesas recién lanzadas.
Sin embargo, muy pocas de
ellas venden vino italiano de
renombre por alguna razon,
por lo que estas selecciones de
vino se presentaron para este
evento. Una de las razones es
que una tienda de vinos men-
ciono la baja demanda en Japon
de estas nuevas y famosas
bebidas . Todavia queda mucho
por aprender sobre estas,
las que ahora estan disponibles
para la compra casual, parece
que el mundo desconocido del
vino italiano se esta ampliando
rapidamente.

La leccion mas impor-
tante de este evento de cata de
vinos fue que enumerar hon-
estamente los ingredientes,
el método de fermentaciony
los sabores es algo que solo
aprecia un pequeno grupo
de conocedores, pero no el

publico. Lo que atrae a los
consumidores en general son
palabras clave atractivas que
sean faciles de entender, inte-
resantes y que estimulen la
imaginacion para que el con-
sumidor busque una muestra.
Este talento pronto también
sera importante en la industria
del sake. Los fanaticos parecian
un pPoco nerviosos al comienzo
de este evento de cata , pero
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gracias al atractivo concepto, los
invitados gradualmente se famil-
iarizaron mas con el vino. Como
presenciamos recientemente la
tendencia a la baja en el con-
sumo de alcohol, la demanda

de sake también esta disminuy-
endo, ya que pocos fanaticos
luchan por comprar ciertas
marcas. Tal vez, las palabras
simples podrian ser la clave para
cambiar esta tendencia.
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Master Sake Sommelier
Info Yuji Matsumoto
Sake Shochu Spirits
Institute Of America Beverage Manager
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Vice President Vice President Manager
Sake School of America New York Mutual Trading

Sake School of America
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Liquor Manager President, All Japan News OwnerJi- sakeya”
JFClInternational Inc. Shuto-Meijin
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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.
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ntes de beber el sake, inhale prim-

ero el aroma por la nariz. El aroma que

se desprende también se comprueba
al degustarlo. Después de inspeccionarlo
visualmente, inhale el aroma por la nariz sin
beberlo.

La impresion del aroma del sake se
describe generalmente comparandolo con el
aroma de frutas y productos lacteos famili-
ares. Por ejemplo, se compara a menudo con
el aroma de frutas como manzanas y plata-
nos, y productos lacteos como el yogur.

Beba el sake para sentir los "4 sabores™

Por ultimo, compruebe el "sabor” del sake.
Beba una pequena cantidad y confirme la tex-
tura (sabor) y el aroma del sake que pasa por
la nariz.

Instituto de la Espiritu Sake Shochu de América
-Notas de precaucion para degustar sake

Asegurese de captar también el espe-
sor, la suavidad y la textura del sake.

A continuacion, haga girar el sake por
toda la lengua para comprobar el dulzor,
la acidez, el sabor umamiy el amargor del
sabor. En primer lugar, hay que captar la
intensidad o sutileza del dulzor. A continu-
acion, hay que comprobar el equilibrio entre
el dulzory la acidez, el sabor umamiy el
amargor (algunos sakes pueden no tener
casi nada de amargor) para confirmar la
impresion del sabor del sake.

Por ultimo, hay que comprobar el “sabor
residual” del sake.

Durante las catas de sake, los profesio-
nales suelen beberlo a sorbos y escupirlo
después de probarlo. Cuando se cata sake
en casa, esta bien tragarlo después de
probarlo.




