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YAKINIKU PREMARATION RECOMMENOATIONS STEAK
Maximize vmami by grilling directly from chilled Aim for rare to medium rare, to savor
—not room temperoture —to preserve the delicate marbling. the unique juicy quality and tendernass tendernass. Aveid avercoscking.
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WORLD'S FINEST MIYAZAKI WAGYU: UNMATCHED FLAVOR, ULTIMATE PRESTIGE

PERFECT FOR CHEFS
4 ) ) N _.__ufch#..:f : P Ready to Use:
Why Miyazaki Wagyu? i L g Pre-portioned for easy handling
» Fine=grained lexdure and exqguisite morbling S Prep:
» Delivers a luxurious, mellin.your-mouth experience | e el e e el
» Higgh level of oleic acid in its marbling b Valus:

ereales an unparalleled lenderness
Compatitive pricing

P A Variety of Cuts:
Far various dishes

» Rich uvmami and velvety finish that lingers
on the palate.
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Sake conbains ne tanins 1o offsel Revars.
Tanins in red wine clash with Wagyu's buttery feste.

Meourthfeel Match
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' Red wine countars by “cleansing”.
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Mission of Japanese
Restaurant News

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

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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Take in the big picture

rom the beginning, the successful

foreign alcoholic beverage in the
U.S. is of course wine. Not limited
to French or Italian restaurants, wine
selections are also offered in Japanese,
Chinese and Mexican restaurants as
well. Moreover, supermarkets carry
hundreds of wine selections, while
there are no stores that don’t carry
wine. While it’s difficult to compare
sake to wine without considering
cultural background and history, it’s
important to reference both if the goal
is to become the world’s next alcoholic

beverage to be consumed with meals.
There is still much to learn in setting
the profitability, sales & distribution
routes and marketing methods. Also,
another hard liquor that is not origi-
nally found in the U.S. and has proven
successful in the market is tequila.
Tequila is also a product that’s sure
to be found almost 100 percent in any
restaurant that serves distilled liquor.
Here is another area that leaves
much to be learned for the shochu and
sake industries. This is only in refer-
ence to California (where restaurants

offer Soju and Shochu), where some
places debate whether to import Soju or
not: it’s best to develop a larger market.
Also, it’s important to ask why tequila
gained such a huge market share. The
development of representative cocktails
like margaritas and advertisements
along with efforts by both the industry
and nation has proven effective.

Since the Japanese sake and shochu
industry cannot complete a simple
task like the standardization of labels,
proposing global strategies is surely a
goal for the distant future.m
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wrote in my previous report

that I was blessed with a fateful

encounter in Kochi prefecture,
where the prefectural fish is bonito,
one of my favorite foods. Finding high-
quality bonito is difficult where I live in
Iwate prefecture.

My trip to Kochi prefecture blessed
me with the opportunity to savor bonito
of the highest quality. The bonito I
tasted was so savory, it literally “melted
in my mouth.” Just when I was on
cloud nine, a colleague pointed out,
“Kuji-san, you’re eating frozen bonito.”
I was taken aback. What do you mean?
There’s no way this delicious bonito

by Kosuke Kuji

209

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 4
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was frozen. I was further confused
when he asked, “Would you like to try
fresh bonito?”

Of course I tried the fresh bonito.
If frozen bonito is this delicious,
how much better could fresh bonito
taste? What if the fresh bonito was so
delicious that I end up suffering a heart
attack...? I had grand expectations as
I tasted the fresh bonito. “Wait, what?
The fresh bonito tastes the same as the
frozen bonito...”

I thought maybe my sense of taste
was off. I tasted all the local sake
brewed in Kochi prefecture on site and
was able to differentiate the unique
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Japanese Restaurant News -

flavors of each sake. My tastebuds
are fine.

“So, what does this mean?” I
asked. My colleague replied, “The
frozen bonito you tried was not frozen
normally, it was flash-frozen.”

I'was then shown the flash-freezing
machine, “TOMIN FROZEN.”

Nevertheless, why does the
“normal freezing method” degrade the
flavor while “flash-freezing” produces
“no difference” in flavor before nor
after flash-freezing? The Executive
Director of Technician Co., Ltd., devel-
oper of TOMIN FROZEN, answered
my question.m
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pproximately eighty-percent
Aof Japanese sake ingredients

consist of water. Therefore,
the quality of water greatly influences
the quality of Japanese sake.

Water used to produce sake is
generally referred to as sake brewing
water, broadly divided into brewing
water and bottling water. Also, brewing

L 0
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’ aINTEF:‘NATIDNAL INC
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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

Influence to Japanese sake determined by
the quality of water KEN5ZZBERBEANDZE

water is further divided into washing
water, soaking water, brewing water,
and miscellaneous water; while bottling
water is further divided into wash bottle
water, addition water, and miscella-
neous water. Among these waters, the
brewing water - the direct ingredient of
sake - is no doubt the most important
quality of sake.

However, sake rice will absorb
components dissolved in the water used
while washing and soaking the rice
in water, thus water used for soaking
the rice must not contain components
harmful to sake production. Also, addi-
tion water refers to water that adjusts
the alcohol concentration of unpro-
cessed sake, so of course, the water
quality must be equivalent to the water
quality of the brewing water. The con-
tainers and tools used, miscellaneous
water used to wash the bottles, and any-
thing that comes in direct contact with
sake also requires high quality water.

Generally, water is categorized as
hard and soft water. Hard water refers
to water containing significant mounts
of alkaline earth metals (calcium ion
and magnesium ion), while soft water
contains minimal amounts of these
metals. Soft water is more suitable for
producing Japanese sake, for the sake
quality produced using soft water gen-
erally makes the sake quality light
and clean. However, when using the
expressions soft vs. hard water, it must
be taken into consideration that most
of Japan’s natural waters mostly fall
under the “soft water” category com-
pared to foreign waters. For example,
the most renowned Japanese sake
brewing water “Miyamizu” (Nada
spring water) is categorized as having
the highest hardness of Japan’s brewing
water, yet still incomparably low in
hardness compared to renowned waters

©SMV:N/A

in Europe, etc.

According to general water hard-
ness and softness standards, hard water
is defined as above 20 degrees, medium-
hard water is defined as between 20 ~
10 degrees, while soft water is defined
as below 10 degrees. According to the
National Tax Agency’s analysis method
of categorizing sake brewing water by
hardness, high hard water is defined
as above 20 degrees, hard water is
20 ~ 14 degrees, medium hard water
is 14 ~8 degrees, light hard water is 8
~ 6 degrees, and medium hard water
is defined as between 6 ~ 3 degrees,
and soft water is defined as below 3
degrees. The hardness of “Miyamizu”
(Nada spring water) is defined as
between 9 ~ 11 degrees, yet catego-
rized as medium hard water according
to the later classification standards, yet
still fall under “soft water”” according to
global standards.

The suitability of the water quality
as brewing water depends not only on
the water hardness and existence of
harmful components, but the degree
of contained components effective for
koji mold and yeast to function are
also a major condition, for which the
“miyamizu” (Nada spring water) is
superior in this regard.m
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Polishing Rate: 70% Polishing Rate: 50% §SMV:+27 L SMV:+14 k& gy
i (Yamadanishiki & (Yamadanishiki & i Polishing Rate: 35% i Rice Variety: 50% i Rice Variety: 55% v i Polishing Rate: 50%
i others) i Nihonbare) - (Yamadanishiki) i (Kyounokagayaki) ¢ (Yamadanishiki) ¢ (Yamadanishiki)
Ozeki Karatanba Hakushika Sennenju Nabeshima Shinsei Kirakucho Kara Mizubasho
Honjozo Junmai Daiginjo Daiginjo Junmai Daiginjo Junmai Ginjo Ginjo

0zeki Corporation (Hyogo) Tatsuuma-Honke (Hyogo) Fukuchiyo Shuzo (Saga) Yamamoto Honke (Kyoto) Kita Shuzo (Shiga) Nagai Shuzo (Gunma)

. CORBRUASAEHEELDRHINTVET, This article was courtesy from Shibata Shoten Co Ltd.
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A 4 v v A4

TOKYO o
Jizake Strolling
SRR A RS

2024 Year-end sake sales event
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ince early December, many busi-
S nesspeople have been excited

about the long winter holiday to
celebrate the New Year. My sake shop
conducted a survey that revealed many
consumers will celebrate a 9-day holi-
day due to the weekday on which the
holidays fall on. Sake to celebrate the
New Year will go on sale on December
28 for four days. This is the make or
break moment. I requested the designer
to create flyers to post and many to be
printed for distribution to each home.
Since we had a large inventory of sake,
we borrowed a table from the shopping
district office to sell sake at the store-
front. Considering the highest volume
of sake was sold on December 29 the
previous year, we arranged part-time
help for this day. We also requested
Umeda Sake Brewery, as we do every
year, to select the sake to be featured on
New Year’s Day.

The sake prepared exclusively
for my shop was “Junmai Daiginjo
Chiyono-Ume.” I had several meet-
ings with the brewery since October
to arrange special packaging for this
sake and had a brand name revived
that was no longer in use by the brew-
ery. Chiyo means a prolonged period,
while ume means to ward off evil, a
perfect brand name for the New Year.
Since it was a busy time during the sake
brewing period, the initial quantity to

be released was decided beforehand.
The annual event seemed to be widely
known as the sake sold out before the
end of the year, which required an addi-
tional rush order. Other high-end sake
also sold out early, which required help
from many vendors to gather a lot of
Daiginjo sake, perhaps due to the long
holiday with many returning home to
celebrate the new year.

Kanemasu Brewery sold sake at
the storefront on December 28 and 29,
while Hakuro Brewery — also based in
Niigata prefecture — sold sake at the
storefront on December 30 and 31.
The same turnout as the previous year
was anticipated with part-time help
arranged. However, the turnout was
much greater than we expected because
not all customers had a 9-day holiday.
Many customers who had days off on
December 28 and 29 still had to work
on December 30.

Many customers visited our shop
on December 31, which required urgent
part-time help. The salesperson from
the brewery who helped on Decem-
ber 31 was extremely helpful due to
his expertise in selling sake at depart-
ment stores and retail stores operated
by local governments. Before I knew
it, the sales figure for the day was the
highest on record. I learned this year
that weekdays affect sales, even at the
end of the year, and that Japanese con-
sumers still enjoy sake to end the year
and celebrate the new year. A soba
noodle shop stands across the street
from our sake shop, where I saw many

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.

customers shivering as they stood in a
long line. Their sight keenly reminded
me the year was ending. I wished for
2025 to be a momentous year as |
glanced up at the chilly winter sky
during the year-end sake sales event.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.

=0,
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Sake Shochu Spirits Institute of America
-Cautionary Notes for Tasting Sake-
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Pay attention to identify “2 different aromas”
during sake tasting

Two types of aromas below must be evaluated during
sake-tasting. Aroma is an essential element that characterizes
the uniqueness of each sake, thus please evaluate thoroughly.

¢ Orthonasal aroma:
Odor detected from the nose when inhaled

Aroma detected when sake is poured into the glass and
brought close to the nose. For example, Ginjo sake releases a
fruity Ginjo aroma and flavor. If oxidized (degraded), a “stale
odor” (“hineka”) may be detected.

¢ Retronasal aroma:
Aroma that reaches the nose through the mouth

Aroma detected after a small quantity of sake is swished
over the tongue and exhaling through the nose, also referred to
as “in-mouth aroma” or “after flavor.” If the retronasal aroma
is comparable to the orthonasal aroma, then the sake aroma is
well-balanced.m
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Total U.S. job

NEWS / TRENDS Text courtesy from National Restaurant Association

Year-Over-Tear Growth in Private Sector Average Hourly Earnings of
Production and Nonsupervisory Workers

-U.S. Job Market Closes the Year
Strong with 256,000 New Jobs =

Added in December-

KEDHERER
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2575 6,000 A\ CHELERE DR Z- >

he U.S. economy added a robust
I 256,000 nonfarm payroll jobs
in December, building on the
212,000 positions created in November
and closing the year on a strong note.
This figure far surpassed the consensus
estimate of 155,000 new jobs for the
month. December’s growth marks the
48th consecutive month of nonfarm
payroll expansion—a remarkable streak
that has added 17.02 million jobs. Total
nonfarm payroll employment has now
climbed to a record 159.54 million,
exceeding the pre-pandemic peak of
February 2020 by 7.23 million jobs,
or 4.7%.

While the labor market remains
resilient, there are signs of a gradual
slowdown in job creation. In 2024, the
economy added 2.23 million net new
jobs—a healthy figure, but a step down
from the 4.53 million jobs added in
2022 and the 3.01 million in 2023.
The unemployment rate continued
its recent fluctuations, edging down
from 4.2% in November to 4.1% in
December. Over the second half of
2024, the unemployment rate averaged
4.2%, up from 3.9% in the first half of
the year, but it remains historically low.
The number of unemployed individ-
uals saw a slight increase, rising from
161.18 million to 161.66 million, while
the labor force participation rate held
steady at 62.5%.

Average hourly earnings for
production and nonsupervisory
workers in the private sector rose by
0.2% in December, marking the slowest
monthly increase since April. Year-
over-year wage growth was 3.8%, the
most modest pace since May 2021.
Wage growth for this group has been
steadily slowing since peaking at 7.0%
in March 2022.

Job growth in December was
widespread, with most sectors posting
solid gains. Leading the charge
were private education and health
services; trade, transportation, and
utilities (notably retail trade); leisure
and hospitality (driven by eating and

#F F f F &
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drinking establish-
ments); and professional
and business services.
However, employment
declined in manufac-
turing and mining and
logging. The private
sector contributed
223,000 new jobs, while
government employment
increased by 33,000.

Below is a detailed
breakdown of sector
employment changes for
December, ranked from
highest to lowest:

*Private education and
health services: +80,000
*Trade, transportation,

and utilities: +49,000

(retail trade: +43,400)
*Leisure and hospi-

tality: +43,000 (eating

and drinking places:
+29,800)

*Professional and

business services:

+28,000

*Local government: +17,000
*Financial activities: +13,000
*Information: +10,000
*State government: +10,000
*Construction: +8,000
*Qther services: +8,000
*Federal government: +6,000
*Mining and logging: -3,000
*Manufacturing: -13,000m
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NEWS / TRENDS

Asahi Shuzo Co., Ltd.,
sake brewery and producer of
“Dassai,” to change its name

to “Dassai, Inc.”

BAE TR OnEEs
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Asahi Shuzo Co., Ltd., Japanese sake brewery and producer of “Dassai”
(based in lwakuni city, Yamaguchi prefecture), will change its name to

“Dassai, Inc.” effective June 1, 2025.

The brewery will change its name to “further popularize Dassai as a global
Japanese sake brand in markets overseas.”

WOBEEMICEEBEL HR, caAshsEmEEkisttiz. 68 1B&h#
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he traditional Japanese sake
T brewer strives to globally

expand the DASSAI brand
worldwide. Asahi Shuzo Co., Ltd. has
a deeper understanding of the market
since their DASSAI BLUE Sake
Brewery in New York started opera-
tions in September 2023.

The producer of “Dassai” hopes
to increase sales from 19.5 billion JPY
in 2024 to 100 billion JPY - consisting
of 30 billion JPY in domestic sales and
70 billion JPY in overseas sales - in the
future and hopes this name change will
accelerate the brand’s expansion into
markets overseas.

The construction of the DASSAI
BLUE Sake Brewery, completed in
New York state in 2023, prepared Asahi
Shuzo Co., Ltd. to start sake production

L

locally in North America. Their first
goal is to expand into the U.S. market
while completing the construction of
a new sake brewery in Japan in spring
2028 to enhance their overall produc-
tion capabilities. Kazuhiro Sakurai,
President of Asahi Shuzo Co., Ltd.,
stated his goal is to “delve deep into the
global market as a premium Japanese
sake brand.”

Hiroshi Sakurai, Chairman of
Asahi Shuzo Co., Ltd., reflected on
the history of the sake brewery as he
explained the “Dassai” brand brewed
100% of their sake in-house during the
early 2000s, and “sensed the neces-
sity to change the company name to
‘Dassai’ as well.” President Sakurai
further continued, “Although the
fourth-generation brewery was slow

G |

Hiroshi Sakurai, Chairman, Asahi Shuzo Co., Ltd.

to expand at first, we saw a clear path
to expand into the global market when
the U.S. brewery (Dassai USA, Inc.)
started operations and realized the time
to take the leap is now.”

To boost demand in Japan, the
brewery plans to organize 1,000 events
year-round, a significant increase
compared to the usual 100~150
events. President Sakurai explained,
“Consumers know of the Dassai brand,
yet more consumers today say they’ve
‘never tried it before,” or ‘haven’t
had it in a while.” In other words,
this is an opportunity to develop new
consumers.” The plan is to gain cooper-
ation from sake shops and restaurants in
organizing various events to develop a
new market.

President Sakurai further

Kazuhiro Sakurai, President, Asahi Shuzo Co., Ltd.

12 March 2025 - www.alljapannews.com

continued, “Our domestic market
in Japan is particularly important to
Dassai as our sake originated from
Japanese culture, history, and spiri-
tuality. Although globalization could
unite the global market as one, Japan
would become an even more symboli-
cally important market.”

Asahi Shuzo Co., Ltd. plans to
complete the construction of their third
sake brewery near their main brewery
in Japan in spring 2028 with an antic-
ipated production volume of nearly
900,000 liters per year. The plan for the
third brewery is to brew only high-end
sake of even greater prestige than the
“DASSAI Beyond,” considered the
crown jewel of the Dassai brand.

Dassai served during the
Academy Awards ceremony

Efforts to promote Dassai this year
in markets overseas includes a collab-
oration with Yannick Alléno, a French
chef based in Paris with two three-star
Michelin ratings, to open an izakaya
restaurant “L’IZAKAYA DASSAL”
In March, Dassai will be served at the
“Dassai Bar” for one night only as the
first sake served during the Academy
Awards ceremony in North America.
Dassai, fermented while “Waterfront
Waltz” played in the Austrian Pavilion -
reminiscent of the Vienna Philharmonic
in Austria - will also be sold, along with
various other events underway.

In addition to Japanese exports,
Asahi Shuzo Co., Ltd. plans to expand
“DASSAI BLUE” as a locally brewed
sake brand from their brewery in the
suburbs of New York state to accelerate



exploitation in the global market. Sales
for 2024 reached 4.24 million USD
(approximately 6.6 billion JPY) with
approximately 110,000 liters sold.
President Sakurai said the New York
brewery is “a front-line base to connect
with new consumers. However, sake
is still a niche product in the current
market with only 0.2% of the market
share in the U.S. alcohol industry. We
need to take various approaches to
overcome this hurdle.”

President Sakurai further explained
that although sales are declining in the
U.S. and China, “the market for sake
can still grow in an upward trend
long-term” as he further explained
his aspirations eagerly. “First, we’ll
continue efforts to strengthen our U.S.
brewery for three to five years until it’s
successful, then take on the challenge to
develop a new market. We’ll thoroughly
promote the importance of controlling
temperatures during distribution and
storage of sake to distributors and aim
to achieve a respectable sales volume
of our premium Japanese brand that we
can proudly report to the world.”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.
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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

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.

SUSHI CHEF, HELP WANTED
HIRING PEOPLE, RENT A ROOM

Founded in 1662

Al ¥ 16624
HIZ, Bl X etz
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! SHINSYU-ICHI MISO

No1 Classitied AD

as Japanese paper

" Please visit www.nikkansan.com -
Minimum (4 lines, 2 weeks) is $40. %

=E7] ~ 4 NIKKAN SAN (the japanese sun)
The Japoness Soan

16907 S Western Ave., Suite 102 Gardena, CA0247
TEL:310-516-0343

Office 310-294-7026
| Cell 310-344-4692

e-mail hfukazawa@miyasaka-usa.com
HP https://miko-brand.com/
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stutmtm The Challenge to Create

a New Japanese Food Culture
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By Atsushi Ashizawa
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Atsushi Ashizawa

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

Future developments and trends observed in the ramen industry

Ekﬂéii—_J(:/EEE?Jb\E5$g£R\

oodles are extremely popular
N among food products exported
from Japan to markets
overseas. Nissin Food Products Co.,
Ltd. first commercialized Cup Noodles
in the 1950s. The greatest secrets
behind the popularity of Cup Noodles
are its long shelf life, palatable flavor
to consumers worldwide, and afford-
able price. Cup Noodles are said to be
familiar to consumers in nations where
Japanese food ingredients are difficult
to find because of its easy portability in
any nation where purchased. Japanese
noodle dishes became globally popular
in this manner, of which ramen is
most popular.
Although Japanese cuisine offers
a wide variety, “delicious” flavor is a
must for foreign consumers. Ramen
was first introduced overseas when the
first ramen specialty shop, “Sapporo
Ramen,” opened during the 1970s.
Sapporo Ichiban ramen was produced
as cup noodles around the same time,
celebrating 55 years this year since its
release. The ramen industry has since
grown with many ramen shops contin-
uously opening to date. Ramen shops
recently expanding into the U.S. market
commonly offer a unique flavor and
are located away from the Little Tokyo
district and the Japanese community in
Sawtelle Japantown in a new market
to avoid local competitors. This is the
correct approach. My next interest was
pricing. The hourly wage of consumers
at the time is the guideline for consumer
spending on lunch in the U.S. market.

[STLLE I'I'.Jll|ll“
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©Nissin Food Products

Therefore, the current average cost of
a serving of ramen would be approxi-
mately $15~20.

The three most popular ramen
types in Japan are Sapporo Ramen,
Kitakata Ramen, and Hakata Ramen.
Major Kitakata Ramen manufacturer
“Kawakyo Corporation” (Chairman:
Tomijiro Sato), a major seller of
fresh ramen noodles, exceeded 190
million servings in sales, renowned
as one of the biggest Kitakata Ramen
manufacturers in Japan. I paid a visit
to Kawakyo Corporation. Kawakyo’s
sales network consists mainly of
online sales, company-operated ramen
shops, Ramen Museum that sells local
sake, souvenirs, and gifts; and shops
at Japanese Railway stations. Also,
Kitakata city is near Bandai-Asahi
National Park, where Kawakyo Corpo-
ration offers a tour through the park
to the Ramen Museum. The spacious
parking lot of the Ramen Museum is
in the center of Kitakata city, bustling
with tour buses.

In addition, Kawakyo seems to
offer a unique value that is different
from other souvenir shops. I wondered
what that could be and decided to ask
Vice President Junko Kobayashi. Her
polite responses mentioned nothing
about their business, which surprised
me. Employees of Ina Food Industry
Co., Ltd. (Nagano prefecture),
renowned for their product “Kanten-
papa” that I’'m also quite familiar with
(freeze-dried agar seaweed), have a
daily routine — they write letters or

©Kawakyo Entertainment Co., Ltd
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emails of appreciation to their clients.
Like Kawakyo, Ina Food Industry
also refrained from discussing their
business. Why? There is a hidden
commonality between Kawakyo,
striving to sell 200 million servings of
Kitakata Ramen noodles; and Ina Food
Industry. This mystery was going to
take some time to unravel, I thought to
myself as I left the Ramen Museum.
To be continued in the next issue.
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Food Safety Assurance Starts
With Highly Qualified Suppliers

BmDEEHERIT
EREDOETZIV TSIV —m5I1aES

n recent years, natural disasters have @~ WHY FOOD SAFETY STARTS
I significantly impacted the United WITHTHE SUPPLIER

States, from the 2023 wildfires in Maui  Suppliers play a key role in the maintenance
to Hurricane Milton in 2024, and most of food safety throughout the supply
recently, the Palisades and Eaton fires in  chain, where product quality depends on
Los Angeles. These events, coupled with  cautious handling, storage, and distribution
an increase in food recalls and potential  practices. Partnering with suppliers with
norovirus outbreaks at well-known events, high ratings on official governmental and
underscore the critical importance of industry audits elevates the delivery of
crisis management and safety readiness. ingredients that meet high safety and

reliability standards. These audit reports

For the restaurant industry, these priorities ~ can provide an accurate snapshot of
extend beyond emergency preparedness the suppliers’ routine operations and
to encompass food safety practices. reinforce product quality delivered to the
Ensuring  stringent safety standards, commercial kitchens.
from sourcing to service, is essential for
protecting customers and for navigating
challenges effectively to maintain business
integrity. Prioritizing reliable suppliers and
implementing best practices at professional
kitchens can create a safer and more
resilient operation.

KEY TIPS FOR AN AUDIT-READY PROFESSIONAL KITCHEN
Whether preparing for a health inspection or striving for internal consistency, maintaining
readiness is crucial for restaurant owners. Here are some practical steps to enhance food
safety in the kitchen:

I. Organize Storage for Efficiency and Safety

* Follow the “first in, first out” (FIFO) method to prevent older ingredients from
beingoverlooked.

» Separate raw and cooked foods in storage to minimize cross-contamination risks.

2. Monitor Temperature Controls

* Regularly check and document refrigeration and freezer temperatures to ensure they
remain within safe ranges.

* Use digital thermometers for accurate readings and invest in alarms to notify staff of
temperature fluctuations.

3. Train and Empower Your Staff

* Provide ongoing food safety training that covers proper hygiene, handling, and cleaning
techniques.

* Implement clear labeling systems for expiration dates, allergens, and preparation
instructions to reduce errors.

4. Establish and Enforce Cleaning Protocols

» Sanitize work surfaces, utensils, and equipment regularly, especially after handling raw
ingredients.

* Use color-coded cutting boards and cleaning tools to prevent cross-contamination.

5. Conduct Internal Audits

» Simulate unannounced inspections with team members to identify potential
vulnerabilities.

* Review and update processes based on findings to ensure continuous improvement.
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NAVIGATING NEW HEALTH REGULATIONS IN 2025

Keeping up with regulatory changes is
essential for maintaining compliance and
customer trust. In 2025, several updates
are expected to impact the foodservice
industry:

* Enhanced Allergen Labeling:
New regulations will require clearer
labeling of common allergens in menu
items and packaged foods.

* Digital Record-Keeping:
Many jurisdictions are shifting toward
electronic tracking of food safety data,
such as temperature logs and supplier
certifications.

* Sustainability in Safety: Emphasis on

Adopting these changes early can help
restaurants remain compliant and avoid
disruptions during inspections.

Creating a culture of food safety starts
with strong leadership and consistent
communication. By emphasizing the
importance  of  cleanliness, proper
handling, and readiness, restaurants can
foster an environment where food safety
becomes second nature for the working
team. Regularly reviewing practices,
staying informed about regulations, and
working closely with trusted suppliers
can help ensure safe and efficient business
operation. Together, these efforts protect
customers, elevate reputation, and set the
foundation for long-term success.
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eco-friendly practices, including
sustainable packaging and waste reduction,
is expected to grow without
compromising sanitation standards.

At the most recent Good Manufacturing
Practices(GMP)/Good Distribution
Practices(GDP) food safety audit, Mutual
Trading earned an exceptionally high
99% rating. For AIB Int'l which conducts
these unannounced inspections, this
was an unprecedented highest score
in the organization’s history. Mutual
Trading’s achievement underscores the
company’s readiness in meeting the most
rigorous of safety requirements, including
those set forth by the FDA Food Safely
Modernization Act, with transparency and
reliability. Strict mechanisms are in place
to follow regulations under city and state
agencies as well as the USDA and NOAA.

Mutual Trading continues to take pride
in setting the gold standard for product
quality and safety in the food distribution
business. Every ingredient delivered meets
stringent safety benchmarks, reflecting
the corporation’s core commitment to
excellence and service to the customers.
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NEWS / TRENDS

Introducing the appeal of Japanese food products worldwide
-Japanese agricultural, forestry, fishery and food exports hit a record high for
the 12th consecutive year-

AAERM OB Z HEA
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Transition in the Export Value of +3.7%

apanese agricultural, forestry,
fishery and food exports last

po (Japanese) Agricultural Forestry (RIEERIEALE) 15,073

year surpassed 1.5 trillion JPY Fish d Food Product (omrelaor:]st?lrktlgttheeasrame 14,541
for the first time, in part due to the Ishery and rood Froducts ) 14,140 ! 979
global popularity of Japanese cuisine. %**7](&% o ﬁﬁ:iﬁj tﬂﬁ@]ﬁfg 7’67 961
According to the “2024 Japanese Worey it ol BAKER
Agricultural, Forestry, Fishery and (efer :f5P) !?H.‘.-EI%E 12,382
Food Export Record,” published by DEEEY) Small value cargo 756 3,609
the Ministry of Agriculture, Forestry JKEEY) Fishery products 3’901
and Fisheries; Japanese agricultural, 3,873
forestry, fishery and food exports AR Forestry products 9 860 067
reached a record-breaking 1.51 trillion BEEYD Agricultural produce 9121 ! A 3,015
JPY in 2024, an increase of 53.3 billion 91068 ! 60 638 621
JPY from 2023. The record hit for the 8,071 570
twelfth consecutive year surpassed 1.5 7451 7,502 2,276
trillion JPY and doubled the export ! 3,031 2,873
value for 2016.

6,117 2,749 429
The breakdown of Japanese agricul- 5'505 2'757 2’640 376 370 0818
tural, forestry and fishery products and 4,497 7337 355 !
low-value shipments are as follows: 2,216 263 268 8862 9059
Agricultural produce: 981.8 billion JPY 1.698 8:041 ! !
) ' 211

(+8.4% compared to the previous year) 152 6,552
Forest products: 66.7 billion JPY 118 51661 5:878
(+7.5% compared to the previous year) 4/431 41593 41966
Fishery products: 360.9 billion JPY 2:680 3/136 3/569

(A7.5% compared to the previous
year)

Low-value shipments: 97.9 billion JPY
(+1.9% compared to the previous year)

Exports to China decreased
significantly due to China’s ban on
Japanese seafood imports since radio-
active water treated by the Advanced
Liquid Processing System (ALPS) was
discharged into the Pacific Ocean. On
the other hand, exports to the U.S.,
Europe, and Southeast Asia increased
due to the increased popularity of
Japanese cuisine worldwide. North
America was the top destination for
the highest export value for the first
time in twenty years, thought to be due
to a change in export destination for
‘scallops’ since China enacted the ban.

Exports by nation and region
revealed North America as the
top destination market for 2024 at
242.9 billion JPY (a 17.8% increase
compared to the previous year). The
second largest export destination
was Hong Kong at 221 billion JPY
(a 6.6% decrease compared to the
previous year), followed by Taiwan at
170.3 billion JPY (a 11.2% increase

2012 2013 2014

compared to the previous year), China
at 168.1 billion JPY (a 29.1% decrease
compared to the previous year), South
Korea at 91.1 billion JPY (a 19.8%
increase compared to the previous
year), Vietnam at 86.2 billion JPY
(a 23.7% increase compared to the
previous year), and the European Union
(EU) at 85.8 billion JPY (an 18.5%
increase compared to the previous
year), in this order. Exports to China
were 168.1 billion JPY, a significant
decrease of 68.9 billion JPY, or 29.1%.
Similarly, exports to Hong Kong also
decreased to 221 billion JPY, a decrease
of 15.5 billion JPY, or 6.6%. However,
the total export value to other nations
excluding China and Hong Kong
increased to 1.2 trillion JPY and 135.8
billion JPY respectively, a significant
increase of 15.4% that increased the
total export value.

By item, the highest export value
was “processed food products” at 534.2
billion JPY (a 4.8% increase compared
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to the previous year), followed by
“seafood (excluding processed foods)”
at 282 billion JPY (a 6.3% decrease
compared to the previous year), “stock
farm products” at 140 billion JPY (a
5.6% increase compared to the previous
year), green tea and “other agricul-
tural products” at 156 billion JPY
(a 19.8% increase compared to the
previous year), and “processed seafood
products” at 79 billion JPY (a 11.6%
decrease compared to the previous
year), in this order.

“Green tea” exports increased
by 24.6%, as the demand for mainly
green tea powders (including matcha)
increased as food ingredients used in
latte, sweets, etc., due to the increased
popularity of Japanese cuisine and
health-conscious food products in
Europe and other nations. As Japanese
restaurants such as onigiri (rice ball)
shops and sushi restaurants increased
in North America and Hong Kong, etc.,
the demand for “rice” also increased

among restaurants by 28%. In addition,
popular exports such as “beef,” “sake,”
and “sauce mix and seasonings” also
increased significantly.

One reason behind the increased
exports of these products is the growing
popularity of Japanese cuisine due to an
increasing number of Japanese restau-
rants opening, inbound tourism, sales
channels expanded by entrepreneurs,
etc. Rising interest in health-conscious
foods and Japanese cuisine are
especially notable in North America
and Europe, analyzed to be due to
increased demand for foods using
Japanese-style curry and matcha.

On the other hand, “sea cucumber”
tops the list of five products with the
steepest decline in export value at 38%
due to China’s ban on Japanese seafood
imports since the discharge of ALPS
treated water. The second highest drop
in export value was Japanese “whiskey”
at 13%. Many entrepreneurs withdrew
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from the market after stricter standards
were established to label authentic
Japanese whiskey, insufficient supply
of unblended malt whiskey, and
decreased exports to China due to
China’s stagnant economy. In Hong
Kong, China’s economic slump
decreased the demand for processed
“pearls” for export to China by 10%,
while “scallops” decreased in export
value by 16% due to China’s ban on
Japanese seafood imports since the
discharge of ALPS treated water. “Fish
0il” also decreased in export value by
27% since the demand for Japanese fish
oil in Chile decreased after the fishing
ban was lifted off the coast of Peru,
where Japanese anchovy is caught as
an ingredient for fish oil.

The overall takeaway from 2024

1, Exports to China and Hong Kong
were significantly impacted by China’s
ban on Japanese seafood imports,
while exports increased significantly
to nations and regions other than
China and Hong Kong. As a result,
overall exports increased by 3.7% and
exceeded the previous year.

2, Export value by nation and region
revealed North America, Taiwan, and
South Korea as the top export desti-
nations with double-digit percentage
increases in many nations and regions.
3, Export value by item revealed
double-digit percentage increases
for sauce mix and seasonings, green
tea, beef and rice. On the other hand,
China’s ban on Japanese seafood
imports decreased the export value of
many seafood products compared to
the previous year.

4, Feedback from related parties
revealed relatively high demand
for restaurants, mainly due to an

increasing number of Japanese restau-
rants opening, increased popularity of
Japanese cuisine from inbound tourism,
and entrepreneurs expanding their sales
channels, etc.

Challenges to achieve 2 trillion
JPY in Japanese agricultural,
forestry, fishery and food exports

Japanese agricultural, forestry,
fishery and food exports hit a record
high for the 12th consecutive year.
China banned Japanese seafood imports
in retaliation to ALPS treated water
discharged by TEPCO Fukushima
Daiichi Nuclear Power Station. Exports
redirected from China to the U.S. made
up for the reduced exports. However,
the Japanese government had set
targets to increase Japanese agricul-
tural, forestry, fishery and food exports
to 2 trillion JPY by 2025, and 5 trillion
JPY by 2030. Developing new markets
is an urgent priority to meet these
targets as exports to China decreases,
a market that constitutes 20 percent
of export destinations with no sign of
lifting the ban against Japanese seafood

imports anytime soon. Current exports
must increase by more than 30 percent
to achieve the target of 5 trillion JPY
by 2030.

Hiroshi Moriyama, Secretary-
General of the Liberal Democratic
Party of Japan; and Taku Eto, Ministry
of Agriculture, Forestry and Fisheries;
visited Beijing, China several times to
request the Chinese government lift the
ban against Japanese seafood imports
and resume the import of Japanese
beef. Eto commented during a press
conference after the cabinet meeting
on February 4: “We can’t get excited
about the figures considering the
Japanese Yen is weak. We will continue
to request the Chinese government to
resume the import of Japanese beef.
I also believe 2 trillion JPY in export
value can be achieved by developing
new markets and creating produc-
tion regions suitable to each nation.”
However, compensating for the differ-
ence of 500 billion JPY to meet the set
target for this year is not easy. New
markets must be developed urgently as
we continue to negotiate with China to
lift the ban and resume imports.m
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Major countries/regions with large increases in export value (Jan-Dec)
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Kochi prefecture held a sake
sampling and negotiation event
in Los Angeles

SHENOY VLR T 2 P
HARBEOS NG X =R 1 3

SRREEY wran
ochi prefecture held a sake
sampling and negotiation
event at the Japan House

et | P‘l‘. STy
Dr. Haruhiko Uehigashi,
Los Angeles on Hollywood Blvd. on

Researcher at the Kochi Prefectural
Industry Technology Center and
Technical Advisor to the Kochi
Brewery Association (left)

Kenko Sone, Consul General of
Japan in Los Angeles

January 27 to introduce the appealing
flavors of Tosa sake and expand sales
channels. Los Angeles restaurant
industry professionals attended the
sampling event as guests, along with
Mutual Trading Co., Inc., importer,
exporter, and distributor for seven
sake breweries in Kochi prefecture;
Wismettac Asian Foods, Inc., and six
other wholesalers. Sake exports from
Kochi prefecture reached nearly 600
million JPY in 2023, the highest export
value to North America.

Other renowned sake produc-
tion regions are Kobe city, Hyogo
prefecture; Kyoto prefecture, Niigata
prefecture, Fukushima prefecture,
Yamagata prefecture, and Akita
prefecture, among others. Familiar
sake brands from Kochi prefecture are
“Suigei” and “Tsukasabotan.” The first
sake sampling and negotiation event
in the West Coast was organized in
Los Angeles, home to many Japanese
companies and restaurants, to intro-
duce less familiar sake brands from
Kochi prefecture.

Dr. Haruhiko Uehigashi,
Researcher at the Kochi Prefec-
tural Industry Technology Center
and Technical Advisor to the Kochi
Brewery Association, organized the
Tosa sake seminar, “From Sake Rice,

Yeast to Space/Deep Sea Sake in
Kochi.” His seminar introduced the
characteristics of Tosa sake, how to
analyze the sake flavors, and named
past awards won in sake competitions.

Last year, nine breweries from
Kochi prefecture submitted 27 entries
to the “U.S. National Sake Appraisal
2024” held in October, of which 19
entries garnered the Gold Award,
and seven entries garnered the Silver
Award. The refined sake-brewing
techniques of Kochi prefecture are
recognized with a Gold Award rate of
70.4%, awarded the most Gold Awards
for the third time since 2019 and 2023.

Kochi prefecture is also unprec-
edented in successfully brewing Tosa
sake from yeast cultivated by the
prefecture that traveled through space
and the deep sea to attract interest in
Tosa sake. “Space Yeast” was culti-
vated in space at an altitude of 400 km,
while “Deep Sea Yeast” was preserved
long-term in the harsh deep sea at 6,200
meters and water pressure of 600 psi.
“Space/Deep Sea Yeast” survived these
conditions and created a new era that
boosted the consumption of Tosa sake,
a limited edition sake commercialized
from these unprecedented efforts with
infinite possibilities.

Although many participants
seemed to not know Tosa sake is highly
rated in sake contests both domestically
and abroad, perhaps, the event served
as a fantastic opportunity to experience
the artistry and traditions of sake while
exploring its pairing with authentic
cuisine from Kochi prefecture? Kochi
prefecture set the target export value for
Tosa sake at 1.2 billion JPY by 2027.m
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Gorgeous and delicious seasonal cuisine
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The Association for the Advancement of the
Japanese Culinary Art run the world's first
professional recipe portal for professional
chefs, based on the philosophy of “further
enhancing the value of cuisine and providing
customers with a better dining experience.
Japanese Restaurant News introduces a
different recipe from the site in each issue.

Salted yellowtail and radish, simmered

abalonein oil

IR, SRER

(maple carrots, fallen leaf mushrooms, green onions,
kamoji ginger, matsuba yuzu, and common bean paste)

(FLEAS. BEEEH. F%. »dLEE

TN, Hihfn)

Ingredients #1%

Cooking time: 5 hours Number of cooks: 1Person

ISR : SBFRE. FHEEAKL - — AR

<Amount><5 2>
= Yellowtail i (fillet €1 9 & 359)...ccccverrriieen 2 sheets (#&
= Daikon AR ..o Appropriate amount (iE£
= Ezo Abalone #3248 (2009)...ccovvn. 16 cup (H1 v 7
= Carrot AZ i Appropriate amount (iE£
= Maitake mushroom £ %..... Appropriate amount (& &
= Mizuna JKE o Appropriate amount (iE£
= Old root ginger R4 2 .... Appropriate amount (£
= Yuzu citrus HF i Appropriate amount (iE£

How to cook SR 4%

—_— — — — — 2 — O

-

COMMENT >{;< SXAY R

To make salted yellowtail radish, the yellowtail is heavily salted and left to sit overnight,
which draws out excess moisture from the flesh, removes any unpleasant odor, and gives
the dish just the right amount of saltiness. | often use grilled fish stock made from fish
bones, and grilling the bones adds a fragrant flavor to the stock, giving it a punchy taste.

BEIAARIE. BIICEIEL T—B®EIE 2L THDLSRDAKSMNET, BREDHED

ECEREAERAAD £ T AOT S EH TR B E B, 5 & CBUL ET A
\75%¢%< SETEELEAWAICHDD . AL FOBEEDVIED FT

For the salted yellowtail radish, after preparing the

yellowtail, cut it into three pieces, salt it heavily and let it
sit overnight. The next day, rinse off the salt, soak it in 1:1

ratio sake and water and add kelp soy sauce to taste.

BEIAARIT, #he TAIBL 2R, =MUCEIL. 1L T—
BE,E D, BH. BEEVRL. FETHEL, REM

ke, RERHA D,

The daikon radish is peeled into the shape of a chrysan-

themum and parboiled, then combined with the stock
made from grilled yellowtail bones and the broth used
to cook salted yellowtail, and the mixture is simmered
until flavorful.

KARIX, OFICRIWT
TaTL=%. #7o%
W TER - =B, 18
AN E S b,
KAEFHATEDEET 20 I
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For the abalone stew, prepare the abalone, needle it, then
salt it lightly and let it sit overnight. The next day, rinse off
the salt, put the sesame oil and abalone in a pot, heat it,
and when the temperature rises to 80°C, maintain the
temperature and cook for about 4 hours.

fmARIL. BETREL, SHTE LR DL niE%
LT—BELIE 3, BBEZRVIRL. SIS, 8%
ANTKIZDTF, 80 CETREN LA -=5REERS.
#9 4 Bk <o

Teruaki Mochizuki 2 BB K

For maple leaf carrots, carrots are peeled into the shape
of maple leaves and parboiled, then seasoned with salted
yellowtail broth and diluted roasted stock, and simmered.

HMEAZR ASERLEOFICH W TTHTLAR. 18
i, BEHTEE SO EFA. EDELT D,

® The New Okura, Yokohama

* Head Chef and Master AAJ (The
Association for the Advancement of
the Japanese Culinary Art)
E-Yma—F—27F
. = FHER - AREIEA B ARIERR
For the fallen leaf mushrooms, use maitake mushrooms, cut o S
them into a neat shape with a knife, grill them to resemble
fallen leaves, and then season them with salted yellowtail

broth and diluted grilled stock, and let them soak.

FLEHEIE. BEEZEVY. BEI(BETL RS, BHEIC
RIT. B, Rt 2E-7=Y0O%RzHA. BT 5,

|

Kamoji ginger is made by cutting old ginger root into
needle ginger, which is then deep-fried.

b LAEZERL SREZEZFEVEEERICLR RHLET D,

Explanations for Matsuba Yuzu and Ao-mi are omitted.

WMEEMF. FRIE, SREAZEKT,

N |

If you wish to view “This professional technique” in English, you must register as a member from the English site.
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Rose scattered sushi
NSELFET]

(lily root, shrimp, boiled conger eel, pods, leaf buds,
dried gourd, simmered winter mushrooms, lotus
rootinvinegar, salmon roe)

(fEEER, BE. ENF. T, KD3F,
FH. FFI. EEER, 125)

Ingredients #1#} /

<Amount> <9 2>

= rolled omelet FEEEE ..o
= shrimp B .
= Boiled conger eel HAF
= Scabbard T ..
= Dried gourd AT & 5 ..
= Simmered winter mushrooms XZEE & .........ovvoeoe. 29

® Vinegared lotus root BEEAR .......ccccoeevrvesssciinrvrrnneens 29 \

How to cook SRR 5%

COMMENT axyh \

You can put anything on top of the chirashi sushi, but from a hygienic standpoint,
itis better to put something cooked on top. This is a chirashi sushi with various
ingredients scattered on top, which makes it stand out for its beautiful colors.
Since itis spring, we have served it in a young bamboo bowl.

BLETIDLEICOEIYIFATHLIVWTTA, HEEAH,»SEAT. ADBA-T=Y
EDEEIZANEIVTLELEY), TETERBMAEBHEDTEY DL EIHEILIOAN
SHLETTT, ZOEHLOT, FA TV 2BMEIEMEE L E L

Without rolling up the baked Datemaki, cut it into roughly thin strips.
BEWPESEENTIC. HMUEIT LT 2,

Remove the edges of the lily root with a knite, grill it,
and simmer it in honey.
TEEEIRIE. BT THERY LTUgRS[IFL. BELET 5,

Place the finely wrapped Datemaki on top of the sushi rice,
then top with the other ingredients.

WL L=PESEFTRDLICEN M. OBEMERD 1T 2,

IsamuMiyata EHE K

®= Koshuya Cooking Association/
Kioicho + Hotel New Otani Senbazuru
* Head Chef and Master AAJ
(The Association for the Advancement
of the Japanese Culinary Art)
s FNEEER R - kT
—a—F—&= TP
= BHER - ARHEEABAEIEN

K= TEhEE,

The Association for the Advancement of the Japanese Culinary Art

world was strongly united by chefs' associations, and the transmission of techniques was carried out
only within these associations. In July, the society held the “Japanese Cooking Summer Festival” with
young chefs as the main participants. In July, we hold a grand “Japanese Culinary Summer Festival”
featuring young chefs. In addition, by publishing the “Monthly Japanese Cuisine” magazine, which
also includes these activities, the association aims to play a role as a source of information within

the industry and to contribute to the improvement of the Japanese diet by conducting research on
Japanese cuisine and preserving, passing on, and studying traditional culinary techniques.

“TODIDE” ERETRIGEEREY A P SREBERTIDENDH D £7,

AWHEEN BAHERESR

The Society was established in 1930, making it the oldest of its kind. At that time, the Japanese culinary BZARHIRHE S IXBEF0 5 FICHIL S MEBOBEOF TIEREOMKE, LiF0BAFHER(LHE

ez B s 2RPIDEEIE . BMOEEITZOFEFTITbh TV, BARRIBHES
T2 B OBARRBIBEAARE - @ Lo, SHEBESH,» SHETMEES 126 (BAR
EERENE) 1252 TAARHERTR) . T ACINIERES S 2 BAME ST 2. i %28HS &
EAAREEDI I —IL) 2, BETRCEEFREMEZERL TS TBRAHEBEEORH | %
BARICEEL TV 3, IIAT. ShEORBEHEDIAALKESE TATIBAREE 2T)T9352&
TERAOBRORERE L TOREEE ) L&4IC. BAREBICET 2A/ABME. EHHEER
MORTF. BARVHEICEDZLICL). BEERLEICHFST 22 L2B0EL TV,
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Miyazaki Wagyu
Menu Addition Ideas

Connect wrth Mufual‘ Trading '-‘iﬁ"': ..

- tgles rep Iadm -,

YAKINIKU PREMARATION RECOMMENOATIONS STEAK
Maximize vmami by grilling directly from chilled Aim for rare to medium rare, to savor
—not room temperoture —to preserve the delicate marbling. the unique juicy quality and tendernass tendernass. Aveid avercoscking.

1’1

4-TIME
CHAMPION
‘lﬁ AE Jegan
=8, Wogry |:I'I1PI||I:"'
1-5..\-
3 :ﬁ‘

=4 My 2

WORLD'S FINEST MIYAZAKI WAGYU: UNMATCHED FLAVOR, ULTIMATE PRESTIGE

PERFECT FOR CHEFS
4 ) ) N _.__ufch#..:f : P Ready to Use:
Why Miyazaki Wagyu? i L g Pre-portioned for easy handling
» Fine=grained lexdure and exqguisite morbling S Prep:
» Delivers a luxurious, mellin.your-mouth experience | e el e e el
» Higgh level of oleic acid in its marbling b Valus:

ereales an unparalleled lenderness
Compatitive pricing

P A Variety of Cuts:
Far various dishes

» Rich uvmami and velvety finish that lingers
on the palate.

LN - Ak
BEST SELLER
A5 Ribeye Cap OFf MiyazokiWagyy () SV FD [ﬁl

#4309.3 MIYACHIKW CO_LTDO.

1%;' TC MUTUAL TRADING .cu.ciavailability may vary by regions
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Meetup

OZEKT
SAKE

GEKKEIKAN SAKE
KYOTO SINCE 1637

Honorary Sake Sommelier

Ku(lSéKE-SHI
I i
SAKE

SOMMELIER
CLUB

-
Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Bon Yagi
Hanorary Sake S ommeher

TICGROUP

Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho

Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho

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.

S

Take in the big picture

rom the beginning, the
F successful foreign alcoholic

beverage in the U.S. is of
course wine. Not limited to French or
Italian restaurants, wine selections are
also offered in Japanese, Chinese and
Mexican restaurants as well. Moreover,
supermarkets carry hundreds of wine
selections, while there are no stores
that don’t carry wine. While it’s diffi-
cult to compare sake to wine without
considering cultural background and
history, it’s important to reference both
if the goal is to become the world’s next

alcoholic beverage to be consumed
with meals. There is still much to
learn in setting the profitability, sales
& distribution routes and marketing
methods. Also, another hard liquor
that is not originally found in the U.S.
and has proven successful in the market
is tequila. Tequila is also a product
that’s sure to be found almost 100
percent in any restaurant that serves
distilled liquor.

Here is another area that leaves
much to be learned for the shochu and
sake industries. This is only in reference

to California (where restaurants offer
Soju and Shochu), where some places
debate whether to import Soju or not:
it’s best to develop a larger market.
Also, it’s important to ask why tequila
gained such a huge market share. The
development of representative cocktails
like margaritas and advertisements
along with efforts by both the industry
and nation has proven effective.

Since the Japanese sake and shochu
industry cannot complete a simple
task like the standardization of labels,
proposing global strategies is surely a
goal for the distant future.m

WARRFPRE

= nezmnsgunns=R

FEEAREEE B E

REMEEBMEANEE
HeE, TAA.FE MERTERE
th—E S HEN, Tt BBEEE L
EBEG, REEEBENBERERG
EWN.EREBISULNELE 2,
ARBERTEEEEELET L,
BINR U RNEEL B, B fEXR
EBBE , B ATEFE LR 2B 0

“Creative Sushi & Sake” [lwstraves the technigues of the
fimest sushi cheds throughowt the world, concentraring on
the artistic présentations, unigue ingredients and advanced
methads of preparation. The writers were all top [apanese
professional chels with many years of experience,

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

WREFMER BROHE. HIHEH
AAF W EEHEE —ERINN
PIME, RV RBEXBE L%
RER—RUUKBIENEE, 7
NERFRMRNERNETHER
1000/0570L¥£E1E = ﬁ/ﬁ*ﬂ EZ'K/E
TEREBBRN HATEMMNBIREF (
BRAI LIS EMBERE), BR%
FREABE, XETBA, ELEHHR
BREEEN, RAEXEZRNAHR

« 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

BARNTH. KRFIEZE B A ERE
EHBIBIN T EESHIH. UIEKE
BEAAKRNERBENFAENKES
RITEMBERNE A, FIEEER
87 .

AR B A B BB 1T R A
M- EREHENES, Atk e
REBRE BER A REEIER,

28 March 2025 - www.alljapannews.com
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Scan and Learn  Umami Boost IJ:LU:II;‘II
mors about Abundent in amino acids, sake emplifies Wagyu's deap umami. BUINLAR BTN

Crrerem Fra'ecbarn
Prefaet Balanes
Sake conbains ne tanins 1o offsel Revars.
Tanins in red wine clash with Wagyu's buttery feste.

Meourthfeel Match
Sake provides o harmonious “malt in the mouth™ mouthfesl.
' Red wine countars by “cleansing”.

.
k e = Hughly Rmcommendad For Wgye Poirng NANBU BUIN SHINPAKU &
N ot ey s ey v by Kuji Kasuke, Rfth gensration cwner & president  JUNMAI DAIGINIO msuy 'i-rl-l
e MUTUAL TRADING Manby Biin, bwats Prafacure 20 Conbened' O Woaeld Wikrn Awwrard = Bt of Scake

Refreshing Flaver and
Umami from

For Sushi Rolls, Fish, and Meat Dishes

GLUTEM
FREE

ChiCkan with

wWiali misd Rlals

dlarie oy
MITAKD ORIEMNTAL FOODS INC.

| Duddbwirs Park, TA 917060 USA Tel 626-P62-743
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MUTUAL TRADING
Restaurant Trend Report

Food Safety Assurance Starts

With Highly Qualified Suppliers

SRR RBIER

SRERHEE

n recent years, natural disasters have

significantly impacted the United

States, from the 2023 wildfires in Maui
to Hurricane Milton in 2024, and most
recently, the Palisades and Eaton fires in
Los Angeles. These events, coupled with
an increase in food recalls and potential
norovirus outbreaks at well-known events,
underscore the critical importance of
crisis management and safety readiness.

For the restaurant industry, these priorities
extend beyond emergency preparedness

=
WHY FOOD SAFETY STARTS
WITH THE SUPPLIER

Suppliers play a key role in the maintenance
of food safety throughout the supply
chain, where product quality depends on
cautious handling, storage, and distribution
practices. Partnering with suppliers with
high ratings on official governmental and
industry audits elevates the delivery of
ingredients that meet high safety and
reliability standards. These audit reports
can provide an accurate snapshot of
the suppliers’ routine operations and

‘ffﬁﬁh 3 [ 4E Ol 7 H R K
| EME T, H2023E K HH

(Maui) 1k, 2024%EMiltoniE
Ji, BT s A2 Palisades Bl Eaton
Koko BEAh, Fn42iEEh b f L A Bl 5
PESEIN,  DLRTBAE G WO 85 5%, F
M — 20 ER T FE AR FE A e TR
) EE B

BARUCET =, BT BHRER, &
i A R A L ECRTESRIE 21
IG5 ) 18] B 6 S SBLF R 19 22 A2 A
e, EPARERT . BN MY

AT EE N 2 IIE, HEGRAE
TR A AR FR A AT AT

~tERmRERIAER

A7 3 o 9 A
SRR, 7 BB A
R R R AE B SR I
BRAE BN 36 S 4 5 1 6
B, BEMEGRIT AT 00 PR 2 e
[ 4 B TR S A e 40
A RBLILIE R B # Bk, TR
TS 5 10 7 o Bl — B0 2 4t

SRATRERE, D iR R SIS AR

to encompass food safety practices. reinforce product quality delivered to the  [HERN(E £ E L, EERESEBEOM .
Ensuring  stringent safety standards, commercial kitchens. JEE T N AE BLSE R D5 N TR AL Y, AR

from sourcing to service, is essential for
protecting customers and for navigating
challenges effectively to maintain business
integrity. Prioritizing reliable suppliers and
implementing best practices at professional
kitchens can create a safer and more
resilient operation.

KEY TIPS FOR AN AUDIT-READY PROFESSIONAL KITCHEN
Whether preparing for a health inspection or striving for internal consistency, maintaining
readiness is crucial for restaurant owners. Here are some practical steps to enhance food
safety in the kitchen:

I. Organize Storage for Efficiency and Safety

* Follow the “first in, first out” (FIFO) method to prevent older ingredients from
beingoverlooked.

e Separate raw and cooked foods in storage to minimize cross-contamination risks.

SXREREEZRERNREE T
SRR 2 T T AR (R N Ok, BB D 0 T A (A R
. DL L3R THB 5 £ 2 A B

2. Monitor Temperature Controls

* Regularly check and document refrigeration and freezer temperatures to ensure they 1.
remain within safe ranges. .

* Use digital thermometers for accurate readings and invest in alarms to notify staff of .
temperature fluctuations.

TR AT 2 ) DA OR R R B 2 4
WG [Jeitesei ] (FIFO) J7ik, RECRIE A B SE (] .
e 2E R BN W o BAAEAE DA A8 3G B JE g -

2. BRPR AR

3. Train and Empower Your Staff o EMIRREERT SRS R TR, DATECR AR AR 2 e F N

* Provide ongoing food safety training that covers proper hygiene, handling, and cleaning = i ¥ T DU HCEREREYL, W08 8 BIR ARG, & B K EIRGE
techniques. R HRF 38 0 B CERIAT 8

e Implement clear labeling systems for expiration dates, allergens, and preparation
instructions to reduce errors. 3. BRI MR B T

o ROLRREER A e, WL RPRIEREG .

4. Establish and Enforce Cleaning Protocols o HIEEWEE RS, SWHARCHR., W ARERR, DR REA .
» Sanitize work surfaces, utensils, and equipment regularly, especially after handling raw

ingredients. 4. BHATIB BT ek
 Use color-coded cutting boards and cleaning tools to prevent cross-contamination. o EMNHELIEGI. 8 HLGRAM, UHRAREAEEM IR,

o fEFHBGE USRS R TH, CABG A2 X5 YL,
5. Conduct Internal Audits

* Simulate unannounced inspections with team members to identify potential 5. HEAT NI # 1%
vulnerabilities. o TEBBR VBT B A A, DA A R R A
* Review and update processes based on findings to ensure continuous improvement. o FRBES A AL ARG AR, FEIRANECGE .

Phoenix * Dallas * New York <+ Boston ° Miami

Los Angeles HQ »

San Diego <+ Las Vegas ° Washington DC

The Premier Japanese Food, Alcoholic Beverages,
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NAVIGATING NEW HEALTH REGULATIONS IN 2025

Keeping up with regulatory changes is
essential for maintaining compliance and
customer trust. In 2025, several updates
are expected to impact the foodservice
industry:

* Enhanced Allergen Labeling:
New regulations will require clearer
labeling of common allergens in menu
items and packaged foods.

* Digital Record-Keeping:
Many jurisdictions are shifting toward
electronic tracking of food safety data,
such as temperature logs and supplier
certifications.

* Sustainability in Safety: Emphasis on

Adopting these changes early can help
restaurants remain compliant and avoid
disruptions during inspections.

Creating a culture of food safety starts
with strong leadership and consistent
communication. By emphasizing the
importance  of  cleanliness, proper
handling, and readiness, restaurants can
foster an environment where food safety
becomes second nature for the working
team. Regularly reviewing practices,
staying informed about regulations, and
working closely with trusted suppliers
can help ensure safe and efficient business
operation. Together, these efforts protect
customers, elevate reputation, and set the
foundation for long-term success.

eco-friendly practices, including
sustainable packaging and waste reduction,
is expected to grow without
compromising sanitation standards.

2025F BRZER SR
MBI, H B & AL 1

HEHMEAE. fE20254F, THRHA BUH
SRR S B AR OIS 36

© MRS RUR R
WA IR BRI B AN 46 £ i vh
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MUTUAL TRADING’S COMMITMENT TO EXCELLENCE: 99% GMP SCORE
H[EE 5 (MUTUAL TRADING) B i85 - 58 7€99% GMP5ES

At the most recent Good Manufacturing
Practices(GMP)/Good Distribution
Practices(GDP) food safety audit, Mutual
Trading earned an exceptionally high
99% rating. For AIB Int'l which conducts
these unannounced inspections, this
was an unprecedented highest score
in the organization’s history. Mutual
Trading’s achievement underscores the
company’s readiness in meeting the most
rigorous of safety requirements, including
those set forth by the FDA Food Safely
Modernization Act, with transparency and
reliability. Strict mechanisms are in place
to follow regulations under city and state
agencies as well as the USDA and NOAA.

Mutual Trading continues to take pride
in setting the gold standard for product
quality and safety in the food distribution
business. Every ingredient delivered meets
stringent safety benchmarks, reflecting
the corporation’s core commitment to
excellence and service to the customers.

TEIRIAR) 18 R BUERI# (GMP) /
B RIEH B (GDP) B 8K EHF
e, JL[EE S (Mutual Tradlng) g

T99% M B EFTAL, & — Rt A S
REMTN  AB Internatlonaliﬁ‘ﬁ
WAEE SRS, BEAMERI T A

K B BB AT S, 5 e 36
FDA (£ i ;”iéfﬁ1t1£/2§§‘>> (FSMA)
H A A AE . thah, HEFEIE S (Mutual
Trading) E@iﬁ*@ﬂﬁﬁq*ﬁ%fﬁh LAt

DR 42 TH ¥ 57 T BUR - MHBURF . 2B R
SEHR (USDA) B B8] 5 it o A K SRV 2L R
(NOAA) HIAHRA HLHE, HEOR & dh 2 4 B
BRI R SE S R AR

2 £ it 0 81 SE O BB 3 /\I_J%%
(Mutual Trading) SR#ASEUIASE AL
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RO EAE . BT BB S B i 22 4 B
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MIYAKO SUSHI

& WASHOKU SCHOOL

oerreoelem by

Master Sushi Chef KATSUYA UECHI
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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

Super Frozen Sake: Part 4

BZEREBRS:

wrote in my previous report

that I was blessed with a fateful

encounter in Kochi prefecture,
where the prefectural fish is bonito,
one of my favorite foods. Finding high-
quality bonito is difficult where I live in
Iwate prefecture.

My trip to Kochi prefecture blessed
me with the opportunity to savor bonito
of the highest quality. The bonito I
tasted was so savory, it literally “melted
in my mouth.” Just when I was on
cloud nine, a colleague pointed out,
“Kuji-san, you’re eating frozen bonito.”
I was taken aback. What do you mean?
There’s no way this delicious bonito
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was frozen. I was further confused
when he asked, “Would you like to try
fresh bonito?”

Of course I tried the fresh bonito.
If frozen bonito is this delicious,
how much better could fresh bonito
taste? What if the fresh bonito was so
delicious that I end up suffering a heart
attack...? I had grand expectations as
I tasted the fresh bonito. “Wait, what?
The fresh bonito tastes the same as the
frozen bonito...”

I thought maybe my sense of taste
was off. I tasted all the local sake
brewed in Kochi prefecture on site and
was able to differentiate the unique
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B? EMXEK: "BAEEERS
RBNER? ERHRMEF—A
AL e
ERAREERRBINEE O
HEERALRBEBNELEE T
TOMEMREZIRZESRBNE
Bz aE NESEE O RS LB
oM RREHF AEERET
RESRIERE
©®R?? RREBNEENKE
BT EEE.....
HARERRECHERRAR

flavors of each sake. My tastebuds
are fine.

“So, what does this mean?” I
asked. My colleague replied, “The
frozen bonito you tried was not frozen
normally, it was flash-frozen.”

I'was then shown the flash-freezing
machine, “TOMIN FROZEN.”

Nevertheless, why does the
“normal freezing method” degrade the
flavor while “flash-freezing” produces
“no difference” in flavor before nor
after flash-freezing? The Executive
Director of Technician Co., Ltd., devel-
oper of TOMIN FROZEN, answered
my question.m
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pproximately eighty-percent

Aof Japanese sake ingredients

consist of water. Therefore,

the quality of water greatly influences
the quality of Japanese sake.

Water used to produce sake is

generally referred to as sake brewing

water, broadly divided into brewing

150/ =5
®BEA2EED
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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)

E Polishing Rate: 70%
(Yamadanishiki &

Ozeki Karatanba
Honjozo
0zeki Corporation (Hyogo)

JE INTERNATIONAL INC

www.jfc.com

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke (Hyogo)

Influence to Japanese sake determined by

the quality of water

water and bottling water. Also, brewing
water is further divided into washing
water, soaking water, brewing water,
and miscellaneous water; while bottling
water is further divided into wash bottle
water, addition water, and miscella-
neous water. Among these waters, the
brewing water - the direct ingredient of
sake - is no doubt the most important
quality of sake.

However, sake rice will absorb
components dissolved in the water used
while washing and soaking the rice
in water, thus water used for soaking
the rice must not contain components
harmful to sake production. Also, addi-
tion water refers to water that adjusts
the alcohol concentration of unpro-
cessed sake, so of course, the water
quality must be equivalent to the water
quality of the brewing water. The con-
tainers and tools used, miscellaneous
water used to wash the bottles, and any-
thing that comes in direct contact with
sake also requires high quality water.

Generally, water is categorized as
hard and soft water. Hard water refers
to water containing significant mounts
of alkaline earth metals (calcium ion
and magnesium ion), while soft water
contains minimal amounts of these
metals. Soft water is more suitable for
producing Japanese sake, for the sake
quality produced using soft water gen-
erally makes the sake quality light
and clean. However, when using the
expressions soft vs. hard water, it must
be taken into consideration that most
of Japan’s natural waters mostly fall
under the “soft water” category com-
pared to foreign waters. For example,
the most renowned Japanese sake
brewing water “Miyamizu” (Nada
spring water) is categorized as having
the highest hardness of Japan’s brewing

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

& £ SMV:+2
Nabeshlma
Daiginjo
Fukuchiyo Shuzo (Saga)

(Yamadanishiki)

This article was courtesy from Shibata Shoten Co Ltd.

Pollshmg Rate: 35%

water, yet still incomparably low in
hardness compared to renowned waters
in Europe, etc.

According to general water hard-
ness and softness standards, hard water
is defined as above 20 degrees, medium-
hard water is defined as between 20 ~
10 degrees, while soft water is defined
as below 10 degrees. According to the
National Tax Agency’s analysis method
of categorizing sake brewing water by
hardness, high hard water is defined
as above 20 degrees, hard water is
20 ~ 14 degrees, medium hard water
is 14 ~8 degrees, light hard water is 8
~ 6 degrees, and medium hard water
is defined as between 6 ~ 3 degrees,
and soft water is defined as below 3
degrees. The hardness of “Miyamizu”
(Nada spring water) is defined as
between 9 ~ 11 degrees, yet catego-
rized as medium hard water according
to the later classification standards, yet
still fall under “soft water”” according to
global standards.

The suitability of the water quality
as brewing water depends not only on
the water hardness and existence of
harmful components, but the degree
of contained components effective for
koji mold and yeast to function are
also a major condition, for which the
“miyamizu” (Nada spring water) is
superior in this regard.m
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¢ Rice Variety: 50% ki : Polishing Rate: 50%
i (Kyounokagayaki) i (Yamadanishiki) '- i (Yamadanishiki)
Shinsei Kirakucho Kara Mizubasho
Junmai Daiginjo Junmai Ginjo Ginjo

Yamamoto Honke (Kyoto)

Kita Shuzo (Shiga)

Nagai Shuzo (Gunma)
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2024 Year-end sake sales event
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ince early December, many busi-
S nesspeople have been excited

about the long winter holiday to
celebrate the New Year. My sake shop
conducted a survey that revealed many
consumers will celebrate a 9-day holi-
day due to the weekday on which the
holidays fall on. Sake to celebrate the
New Year will go on sale on December
28 for four days. This is the make or
break moment. I requested the designer
to create flyers to post and many to be
printed for distribution to each home.
Since we had a large inventory of sake,
we borrowed a table from the shopping
district office to sell sake at the store-
front. Considering the highest volume
of sake was sold on December 29 the
previous year, we arranged part-time
help for this day. We also requested
Umeda Sake Brewery, as we do every
year, to select the sake to be featured on
New Year’s Day.

The sake prepared exclusively
for my shop was “Junmai Daiginjo
Chiyono-Ume.” I had several meet-
ings with the brewery since October
to arrange special packaging for this
sake and had a brand name revived
that was no longer in use by the brew-
ery. Chiyo means a prolonged period,
while ume means to ward off evil, a
perfect brand name for the New Year.
Since it was a busy time during the sake
brewing period, the initial quantity to

be released was decided beforehand.
The annual event seemed to be widely
known as the sake sold out before the
end of the year, which required an addi-
tional rush order. Other high-end sake
also sold out early, which required help
from many vendors to gather a lot of
Daiginjo sake, perhaps due to the long
holiday with many returning home to
celebrate the new year.

Kanemasu Brewery sold sake at
the storefront on December 28 and 29,
while Hakuro Brewery — also based in
Niigata prefecture — sold sake at the
storefront on December 30 and 31.
The same turnout as the previous year
was anticipated with part-time help
arranged. However, the turnout was
much greater than we expected because
not all customers had a 9-day holiday.
Many customers who had days off on
December 28 and 29 still had to work
on December 30.

Many customers visited our shop
on December 31, which required urgent
part-time help. The salesperson from
the brewery who helped on December
31 was extremely helpful due to his
expertise in selling sake at department
stores and retail stores operated by local
governments. Before I knew it, the
sales figure for the day was the high-
est on record. I learned this year that
weekdays affect sales, even at the end
of the year, and that Japanese consum-
ers still enjoy sake to end the year and
celebrate the new year. A soba noodle
shop stands across the street from our

34 March 2025 - www.alljapannews.com

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.

sake shop, where I saw many custom-
ers shivering as they stood in a long
line. Their sight keenly reminded me
the year was ending. I wished for 2025
to be a momentous year as I glanced up
at the chilly winter sky during the year-
end sake sales event.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-

mERKEEFEER

Pay attention to identify “2 different aromas”
during sake tasting

Two types of aromas below must be evaluated during
sake-tasting. Aroma is an essential element that characterizes
the uniqueness of each sake, thus please evaluate thoroughly.

¢ Orthonasal aroma:
Odor detected from the nose when inhaled

Aroma detected when sake is poured into the glass and
brought close to the nose. For example, Ginjo sake releases a
fruity Ginjo aroma and flavor. If oxidized (degraded), a “stale
odor” (“hineka”) may be detected.

¢ Retronasal aroma:
Aroma that reaches the nose through the mouth

Aroma detected after a small quantity of sake is swished
over the tongue and exhaling through the nose, also referred to
as “in-mouth aroma” or “after flavor.” If the retronasal aroma
is comparable to the orthonasal aroma, then the sake aroma is
well-balanced.m
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Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho
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Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier
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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- L
utive Officer of the
Japanese Food Trend News founded
in 1991, when the predecessor was
assigned back to Japan. Currently
distributed as Japan Restaurant News
(20,000 issues published electroni-
cally) in North America, Japan, and
Southeast Asia.

T

Take in the big picture

rom the beginning, the
F successful foreign alcoholic

beverage in the U.S. is of
course wine. Not limited to French or
Italian restaurants, wine selections are
also offered in Japanese, Chinese and
Mexican restaurants as well. Moreover,
supermarkets carry hundreds of wine
selections, while there are no stores
that don’t carry wine. While it’s diffi-
cult to compare sake to wine without
considering cultural background and
history, it’s important to reference both
if the goal is to become the world’s next

alcoholic beverage to be consumed
with meals. There is still much to
learn in setting the profitability, sales
& distribution routes and marketing
methods. Also, another hard liquor
that is not originally found in the U.S.
and has proven successful in the market
is tequila. Tequila is also a product
that’s sure to be found almost 100
percent in any restaurant that serves
distilled liquor.

Here is another area that leaves
much to be learned for the shochu and
sake industries. This is only in reference

to California (where restaurants offer
Soju and Shochu), where some places
debate whether to import Soju or not:
it’s best to develop a larger market.
Also, it’s important to ask why tequila
gained such a huge market share. The
development of representative cocktails
like margaritas and advertisements
along with efforts by both the industry
and nation has proven effective.

Since the Japanese sake and shochu
industry cannot complete a simple
task like the standardization of labels,
proposing global strategies is surely a
goal for the distant future.m
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“Creative Sushi & Sake” ilwstrares the technigues of the
fimest sushi chefs throughowt the world, conceniraing on
the artistic présentations, unigue ingredients and advanced
methads 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
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» Mew Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
sushi

« Mastering Technigques

= Sushi in the USA and Europe

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

Super Frozen Sake: Part 4
UEFO 0 T2 ZE 4T

wrote in my previous report

that I was blessed with a fateful

encounter in Kochi prefecture,
where the prefectural fish is bonito,
one of my favorite foods. Finding high-
quality bonito is difficult where I live in
Iwate prefecture.

My trip to Kochi prefecture blessed
me with the opportunity to savor bonito
of the highest quality. The bonito I
tasted was so savory, it literally “melted
in my mouth.” Just when I was on
cloud nine, a colleague pointed out,
“Kuji-san, you’re eating frozen bonito.”
I was taken aback. What do you mean?
There’s no way this delicious bonito
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was frozen. I was further confused
when he asked, “Would you like to try
fresh bonito?”

Of course I tried the fresh bonito.
If frozen bonito is this delicious,
how much better could fresh bonito
taste? What if the fresh bonito was so
delicious that I end up suffering a heart
attack...? I had grand expectations as
I tasted the fresh bonito. “Wait, what?
The fresh bonito tastes the same as the
frozen bonito...”

I thought maybe my sense of taste
was off. I tasted all the local sake
brewed in Kochi prefecture on site and
was able to differentiate the unique
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flavors of each sake. My tastebuds
are fine.

“So, what does this mean?” I
asked. My colleague replied, “The
frozen bonito you tried was not frozen
normally, it was flash-frozen.”

I'was then shown the flash-freezing
machine, “TOMIN FROZEN.”

Nevertheless, why does the
“normal freezing method” degrade the
flavor while “flash-freezing” produces
“no difference” in flavor before nor
after flash-freezing? The Executive
Director of Technician Co., Ltd., devel-
oper of TOMIN FROZEN, answered
my question.m
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.m the quality of water

Influence to Japanese sake determined by

+H0| 230 0jX|= S

pproximately eighty-percent

of Japanese sake ingredients

consist of water. Therefore,

the quality of water greatly influences
the quality of Japanese sake.

Water used to produce sake is

generally referred to as sake brewing

water, broadly divided into brewing
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
JFC International Inc.
© l’ NTERNATIONAL INC »
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(800) 633-1004, (323) 721-6100
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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)

water and bottling water. Also, brewing
water is further divided into washing
water, soaking water, brewing water,
and miscellaneous water; while bottling
water is further divided into wash bottle
water, addition water, and miscella-
neous water. Among these waters, the
brewing water - the direct ingredient of
sake - is no doubt the most important
quality of sake.

However, sake rice will absorb
components dissolved in the water used
while washing and soaking the rice
in water, thus water used for soaking
the rice must not contain components
harmful to sake production. Also, addi-
tion water refers to water that adjusts
the alcohol concentration of unpro-
cessed sake, so of course, the water
quality must be equivalent to the water
quality of the brewing water. The con-
tainers and tools used, miscellaneous
water used to wash the bottles, and any-
thing that comes in direct contact with
sake also requires high quality water.

Generally, water is categorized as
hard and soft water. Hard water refers
to water containing significant mounts
of alkaline earth metals (calcium ion
and magnesium ion), while soft water
contains minimal amounts of these
metals. Soft water is more suitable for
producing Japanese sake, for the sake
quality produced using soft water gen-
erally makes the sake quality light
and clean. However, when using the
expressions soft vs. hard water, it must
be taken into consideration that most
of Japan’s natural waters mostly fall
under the “soft water” category com-
pared to foreign waters. For example,
the most renowned Japanese sake
brewing water “Miyamizu” (Nada
spring water) is categorized as having
the highest hardness of Japan’s brewing
water, yet still incomparably low in

©SMV:N/A

hardness compared to renowned waters
in Europe, etc.

According to general water hard-
ness and softness standards, hard water
is defined as above 20 degrees, medium-
hard water is defined as between 20 ~
10 degrees, while soft water is defined
as below 10 degrees. According to the
National Tax Agency’s analysis method
of categorizing sake brewing water by
hardness, high hard water is defined
as above 20 degrees, hard water is
20 ~ 14 degrees, medium hard water
is 14 ~8 degrees, light hard water is 8
~ 6 degrees, and medium hard water
is defined as between 6 ~ 3 degrees,
and soft water is defined as below 3
degrees. The hardness of “Miyamizu”
(Nada spring water) is defined as
between 9 ~ 11 degrees, yet catego-
rized as medium hard water according
to the later classification standards, yet
still fall under “soft water”” according to
global standards.

The suitability of the water quality
as brewing water depends not only on
the water hardness and existence of
harmful components, but the degree
of contained components effective for
koji mold and yeast to function are
also a major condition, for which the
“miyamizu” (Nada spring water) is
superior in this regard.m
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 Polishing Rate: 50%
¢ (Yamadanishiki &
i Nihonbare)

CSMV:42
i Polishing Rate: 35%
i (Yamadanishiki)

{SMV:42.7
i Rice Variety: 50%
i (Kyounokagayaki)

£ SMV:+14
i Rice Variety: 55%
i (Yamadanishiki)

£ SMV:+4
i Polishing Rate: 50%
i (Yamadanishiki)

Kirakucho Kara Mizubasho
Junmai Ginjo Ginjo
Kita Shuzo (Shiga) Nagai Shuzo (Gunma)

Shinsei
Junmai Daiginjo
Yamamoto Honke (Kyoto)

Nabeshima
Daiginjo
Fukuchiyo Shuzo (Saga)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke (Hyogo)

Ozeki Karatanba
Honjozo
0zeki Corporation (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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ince early December, many busi-

nesspeople have been excited

about the long winter holiday to
celebrate the New Year. My sake shop
conducted a survey that revealed many
consumers will celebrate a 9-day holi-
day due to the weekday on which the
holidays fall on. Sake to celebrate the
New Year will go on sale on December
28 for four days. This is the make or
break moment. I requested the designer
to create flyers to post and many to be
printed for distribution to each home.
Since we had a large inventory of sake,
we borrowed a table from the shopping
district office to sell sake at the store-
front. Considering the highest volume
of sake was sold on December 29 the
previous year, we arranged part-time
help for this day. We also requested
Umeda Sake Brewery, as we do every
year, to select the sake to be featured on
New Year’s Day.

The sake prepared exclusively
for my shop was “Junmai Daiginjo
Chiyono-Ume.” I had several meet-
ings with the brewery since October
to arrange special packaging for this
sake and had a brand name revived
that was no longer in use by the brew-
ery. Chiyo means a prolonged period,
while ume means to ward off evil, a
perfect brand name for the New Year.
Since it was a busy time during the sake
brewing period, the initial quantity to

be released was decided beforehand.
The annual event seemed to be widely
known as the sake sold out before the
end of the year, which required an addi-
tional rush order. Other high-end sake
also sold out early, which required help
from many vendors to gather a lot of
Daiginjo sake, perhaps due to the long
holiday with many returning home to
celebrate the new year.

Kanemasu Brewery sold sake at
the storefront on December 28 and 29,
while Hakuro Brewery — also based in
Niigata prefecture — sold sake at the
storefront on December 30 and 31.
The same turnout as the previous year
was anticipated with part-time help
arranged. However, the turnout was
much greater than we expected because
not all customers had a 9-day holiday.
Many customers who had days off on
December 28 and 29 still had to work
on December 30.

Many customers visited our shop
on December 31, which required urgent
part-time help. The salesperson from
the brewery who helped on December
31 was extremely helpful due to his
expertise in selling sake at department
stores and retail stores operated by local
governments. Before I knew it, the
sales figure for the day was the high-
est on record. I learned this year that
weekdays affect sales, even at the end
of the year, and that Japanese consum-
ers still enjoy sake to end the year and
celebrate the new year. A soba noodle
shop stands across the street from our
sake shop, where I saw many custom-
ers shivering as they stood in a long
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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.

line. Their sight keenly reminded me
the year was ending. I wished for 2025
to be a momentous year as I glanced up
at the chilly winter sky during the year-
end sake sales event.m
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America
was founded with the purpose to promote
further understanding of Japanese sake,
shochu and beer in a shared where 500
million people enjoy wine in North America.
We strive to increase Japanophiles by
furthering understanding of the sake
culture through online Japanese sake

and shochu colleges and books related

to Japanese sake, shochu and beer,

etc. Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.

Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies, etc.,
to introduce Japanese sake, shochu and
beer to American consumers in a way that’s
easy-to-understand.
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Sake Shochu Spirits Institute of America
-Cautionary Notes for Tasting Sake-

HIO|AE Fo|H

Pay attention to identify “2 different aromas”
during sake tasting

Two types of aromas below must be evaluated during
sake-tasting. Aroma is an essential element that characterizes
the uniqueness of each sake, thus please evaluate thoroughly.

¢ Orthonasal aroma:
Odor detected from the nose when inhaled

Aroma detected when sake is poured into the glass and
brought close to the nose. For example, Ginjo sake releases a
fruity Ginjo aroma and flavor. If oxidized (degraded), a “stale
odor” (“hineka”) may be detected.

¢ Retronasal aroma:
Aroma that reaches the nose through the mouth

Aroma detected after a small quantity of sake is swished
over the tongue and exhaling through the nose, also referred to
as “in-mouth aroma” or “after flavor.” If the retronasal aroma
is comparable to the orthonasal aroma, then the sake aroma is
well-balanced.m
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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

Sake supercongelado: Parte 4

ultima vez escribi sobre un
La encuentro milagroso que tuve

en la prefectura de Kochi.
Cuando piensas en la prefectura de Kochi,
piensas en el pescado bonito. Me encanta
el bonito. Sin embargo, donde vivo en la
prefectura de lwate, es dificil encontrar
bonito de la mejor calidad.

En medio de todo esto, me encon-
traba en la prefectura de Kochi, donde tuve
la oportunidad de probar uno de los mejo-
res bonitos de la zona. El bonito que nos
sirvieron estaba absolutamente delicioso
y realmente senti que "se derritia en mi
boca". Mientras lo comia con sumo placer,
mi amigo dijo: "Kuji, ese bonito esta conge-
lado”. Me sorprendiy pensé lo que decia,
ya que no habia forma de que un bonito tan
delicioso pudiera estar congelado, pero
cuando me pregunt6: " Quieres comerlo
crudo y no congelado?”, me quedé comple-
tamente confundido.

Por supuesto, lo comi crudo, pero
como estaba tan delicioso incluso conge-
lado, estaba tan emocionado de probar

el increible bonito crudo que temi que mi
corazon se detuviera si lo probaba crudo, no
congelado.

"¢ Eh? Sabe igual que el bonito congelado...”

Pensando que algo andaba mal con mi
paladar, probé todos los sakes locales de
Kochi alli, pero pude notar la diferencia de
sabor entre todos ellos. La lengua no esta
estropeada.

Entonces, ¢qué significa eso? Cuando le
pregunté me dijo: "Ese bonito congelado no
esta congelado normalmente, esta congelado
rapidamente”.

Luego nos mostraron la maquina "Tomin",
que congela los alimentos instantaneamente.

Aun asi, ¢por qué el sabor se echa a
perder cuando esta “normalmente conge-
lado” pero “no hay diferencia en el sabor”
entre antes y después de la “congelacion
rapida”? El director ejecutivo de Technician
Co., Ltd., desarrollador de “Tomin” congela-
dor, respondi6 a mi pregunta.
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150 tipos de sake delicioso
Importado de todo Japoén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« IIL‘m INTERNATIONAL INC

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

4

i SMV:+7
i Polishing Rate: 70%
i (Yamadanishiki &

i others)

Ozeki Karatanba
Honjozo
0zeki Corporation (Hyogo)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke (Hyogo)

@l’ ™ INTERNATIONAL INC Www_jfc,com

La influencia del sake japonés esta
determinada por la calidad del agua

proximadamente el

ochenta por ciento de

los ingredientes del sake
japonés estan compuestos de
agua, por lo que su condicion
influye en gran medida en la cali-
dad del sake japonés.

El agua que se utiliza para
producir sake se conoce gen-
eralmente como agua de
elaboracion, que se divide en
agua de elaboracion y agua
embotellada. Ademas, el agua
de elaboracion se divide en agua
de lavado, agua de remojo, agua
de elaboracion y agua misce-
lanea; mientras que el agua de
embotellado se divide en agua
de lavado de botellas, agua de
adicion y agua miscelanea. Entre
estas aguas, el agua de elabo-
racion, el ingrediente directo del
sake, es sin duda la cualidad
mas importante del sake.

Sin embargo, el arroz para
sake absorbera los componen-
tes disueltos en el agua utilizada
durante el lavado y remojo, por
lo que el agua utilizada para
remojar el arroz no debe con-
tener componentes nocivos
para la produccion de sake.
Ademas, el agua anadida, se
refiere al agua que ajusta la con-
centracion de alcohol del sake
sin procesar, por lo que, por
supuesto, la calidad del agua
debe ser equivalente a la cali-
dad del agua de elaboracion.

©SMV:N/A
- Polishing Rate: 50%
i (Yamadanishiki &
i Nihonbare)

olishing Rate: 3
(Yamadanishiki)

Nabeshima
Daiginjo
Fukuchiyo Shuzo (Saga)
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Los recipientes, herramientas, el
agua diversa utilizada para lavar
las botellas y cualquier cosa que
entre en contacto directo con el
sake también requieren agua de
alta calidad.

En general, el agua se cla-
sifica en dura y blanda. El agua
dura se refiere al que contiene
cantidades significativas de met-
ales alcalinotérreos (iones de
calcio y de magnesio), mien-
tras que el agua blanda contiene
cantidades minimas de estos
metales. El agua blanda es mas
adecuada para producir sake
japonés, ya que generalmente
hace que la calidad del sake sea
ligeray limpia. Sin embargo,
al usar las expresiones agua
blanda vs. agua dura, se debe
tener en cuenta que en general
las aguas naturales de Japon
caen en su mayoria dentro de
la categoria de "agua blanda”
en comparacion con las aguas
extranjeras. Por ejemplo, el agua
para elaborar el sake japonés
mas famoso, "Miyamizu" (agua
del manantial de Nada), se
clasifica como la que tiene la
dureza mas alta de todas las
aguas para elaborarlo, pero aun
asi es incomparablemente mas
baja que las aguas reconocidas
en Europa, etc.

Segun los estandares gene-
rales de durezay suavidad del
agua, el agua dura se define

== =1 Rice Variety: 50%
i (Kyounokagayaki)

Shinsei
Junmai Daiginjo
Yamamoto Honke (Kyoto)

{SMV:+14 i gl
© Rice Variety: 55% i © Polishing Rate: 50%
i (Yamadanishiki)

Kirakucho Kara
Junmai Ginjo
Kita Shuzo (Shiga)

como superior a 20 grados, el
agua de dureza media se define
como entre 20y 10 grados,
mientras que el agua blanda se
define como inferior a 10 grados.
Segun el método de analisis de
la Agencia Tributaria Nacional
para categorizar el agua para
elaborar sake por dureza, el
agua de dureza alta se define
como superior a 20 grados, el
agua dura es de 20 a 14 grados,
el agua de dureza media es de
14 a 8 grados, el agua de dureza
ligera es de 8 a 6 grados, el agua
de dureza media se define como
entre 6y 3 grados, y el agua
blanda se define como infe-
rior a 3 grados. La dureza de
“Miyamizu” (agua del manantial
de Nada) se define como entre 9
y 11 grados, aunque se clasifica
como agua de dureza media
segun los estandares de clasifi-
cacion posteriores, aun asi se
incluye en la categoria de “agua
blanda” segun los estandares
globales.

La idoneidad del agua
para la elaboracion de sake
depende no solo de su dureza 'y
de la presencia de componen-
tes nocivos, sino también de la
cantidad de componentes que
contiene que son eficaces para
el funcionamiento del moho koji
y de la levadura, siendo superior
en este aspecto el “miyamizu”
(agua del manantial de Nada).

L SMV:+4

i (Yamadanishiki)
Mizubasho
Ginjo
Nagai Shuzo (Gunma)

This article was courtesy from Shibata Shoten Co Ltd.
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Feria de venta de sake de fin de ano del 2024
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esde principios de diciem-
D bre, muchos empresarios

han estado entusiasma-
dos con las largas vacaciones
de invierno para celebrar el Aho
Nuevo. Mi tienda de sake real-
izO0 una encuesta que revelo
que muchos consumidores cel-
ebraran un feriado de 9 dias
debido al dia de la semana en
el que caen las vacaciones.
El sake para celebrar el Aho
Nuevo saldra a la venta el 28
de diciembre durante cuatro
dias. Este es el momento deci-
sivo. Le pedi al disefiador que
creara volantes para enviar por
correo y muchos para imprimir
para distribuir en cada hogar.
Como teniamos un gran inven-

tario de sake, tomamos prestada

una mesa de la oficina del dis-
trito comercial para vender en

la tienda. Teniendo en cuenta
que el mayor volumen de sake
se vendio el 29 de diciembre del
ano anterior, solicitamos ayuda
a tiempo parcial para este dia.
También le pedimos a la des-
tileria de sake Umeda, como
hacemos todos los anos, que
seleccionara el sake que se pre-
sentaria el dia de Aho Nuevo.
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Jizake Strolling
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El sake preparado exclu-
sivamente para mi tienda fue

"Junmai Daiginjo Chiyono-Ume".

Tuve varias reuniones con la
destileria desde octubre para
organizar un empaque especial
para este y logré que se recu-
perara una marca que ya no se
usaba en la destileria. Chiyo sig-
nifica un periodo prolongado,

mientras que ume significa alejar

el mal, una marca perfecta para
el Ano Nuevo. Como era una

época de mucho trabajo durante

el periodo de elaboracion del
sake, la cantidad inicial que se

lanzaria se decidi6é de antemano.

El evento anual parecia ser
ampliamente conocido, ya que
el sake se agoto antes de fin de
ano, por lo que se necesitd un
pedido urgente adicional. Otros
sakes de alta gama también se

agotaron temprano, ésto requirio

la ayuda de muchos vendedores
para reunir una gran cantidad
de sake Daiginjo, tal vez debido
alas largas vacaciones y a que
muchos regresaban a casa para
celebrar el ano nuevo.

La destileria Kanemasu
vendio sake en la tienda el 28
y 29 de diciembre, mientras
que la destileria Hakuro, tam-
bién con sede en la prefectura

Ryuji Takahashi

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

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-
anese sake and cuisine, unaffected by the latest

trends, while managing a jizake retail store.

de Niigata, vendio el 30 y 31

de diciembre. Se esperaba la
misma participacion que el ano
anterior con ayuda a tiempo
parcial. Sin embargo, la asisten-
cia fue mucho mayor de lo que
esperabamos porque no todos
los clientes tuvieron nueve dias
de vacaciones. Muchos clien-
tes que tuvieron dias libres el 28
y 29 de diciembre tuvieron que
trabajar el 30 de diciembre.

Muchos clientes visi-
taron nuestra tienda el 31 de
diciembre, lo que requirid
ayuda urgente a tiempo par-
cial. El vendedor de la destileria
que ayudo el 31 de diciembre
fue extremadamente servi-
cial, debido a su experiencia
en la venta de sake en grandes
almacenes y tiendas minoris-
tas operadas por los gobiernos
locales. Antes de que me diera
cuenta, la cifra de ventas del
dia era la mas alta registrada.
Este ano aprendi que los dias
de semana afectan las ventas,
incluso a fin de ano, y que los
consumidores japoneses todavia
disfrutan del sake para ter-
minar el ano y celebrar el ano
nuevo. Una tienda de fideos
soba se encuentra al otro lado
de la calle de nuestra tienda,
donde vi a muchos clientes tem-
blando mientras formaban una
larga fila. Su vista me recordo
profundamente que el ano
estaba terminando. Deseé que
2025 fuera un ano trascenden-
tal mientras miraba el cielo frio
de invierno durante la feria de
ventas de sake de fin de ano.
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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.
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Preste atencion para identificar “2
aromas diferentes” durante la cata de
sake

A continuacion, se deben evaluar los dos
tipos de aromas durante la cata de sake. El
aroma es un elemento esencial que caracter-
iza la singularidad de cada sake, por lo que se
debe valorar detenidamente.

*Aroma ortonasal: olor que se detecta

desde la nariz cuando se inhala.
Aroma que se detecta cuando el sake

se vierte en el vaso y se acerca a la nariz.

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

Por ejemplo, el sake Ginjo libera un aroma
y un sabor afrutados a Ginjo. Si se oxida
(degrada), se puede detectar un “olor
rancio” (“hineka”).

*Aroma retronasal: aroma que llegaala
nariz a través de la boca.

Aroma que se detecta después de pasar
una pequena cantidad de sake por la lengua
y exhalar por la nariz, también conocido
como “aroma en la boca” o “sabor poste-
rior”. Si el aroma retronasal es comparable
al aroma ortonasal, entonces el aroma del
sake esta bien equilibrado.

ONLINE

SAKE Class



