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

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

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

David Kudo

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

specially when it comes to
Epairing Japanese sake with

food, many people likely think,
“What’s with the exaggeration...? It
doesn’t really matter.”

In this issue, I’d like to pass on to
our readers a trick that enhances one’s
abilities to pair sake with food.

First, please select three brands of
sake with very different properties. The
differences in properties are hard to tell
without drinking the sake, but first, let’s
select the sake according to the infor-
mation listed on each label.

For example, please select a
Junmai Daiginjo, Tokubestu Junmai,
and Junmai Kimoto, all produced in
different regions like Akita, Niigata,
and Hyogo prefectures, etc. Sake
produced in the U.S. are reasonably
priced, for including a few of these
brands in the mix may also be fun.
Please be sure to use the same shaped
glass for each of the three sake brands.
It’s best to store the glasses in the
refrigerator for approximately 3 hours
and to maintain their temperature at 55
degrees Fahrenheit. (white wine glasses

are better)

And now, for the cuisine. There’s no
need to stick with Japanese cuisine, for
it’s fun to also pair sake with Chinese
and Italian (please avoid excessively
spicy or strong garlic-flavored dishes)
cuisines. Please be careful to compare
the balance between the sake and the
food upon consumption, the changes
detected in the umami flavors, and any
changes in the aroma particular to that
food, and aftertaste. If these factors in
the pairing are satisfying, then it’s safe
to say the pairing was a “success.”m
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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:

School Board Member, Fukuoka
High School, lwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association

Super Frozen Sake: Part 6

HAED X —/\

he difference is in the principle

behind freezing gas versus

liquid, which can be explained
as “the difference in thermal conduc-
tivity.” For example, the temperature
in a sauna is 194 degrees Fahrenheit.
A person can enter a sauna at 194 F for
only several minutes, even 10 or 20
minutes, but not for an hour.

On the other hand, a person
cannot enter a hot tub at 194 F without
suffering from burns. A hot tub can be
entered up to approximately 41 F above
the human body temperature.

As you can see in this example,
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thermal conductivity is much faster in
liquid than in gas. Therefore, freezing
occurs much faster with liquid at -22 F
than gas at -320 F.

After the kind explanation given
by the technician, I quickly borrowed
a prototype device and flash-froze
unpasteurized sake freshly pressed at
the brewery. This sake was just freshly
pressed on “Day 0,” available only at
the sake brewery.

Of course, I tasted both flash-
frozen sake and unpasteurized sake.
At that moment, I felt the most goose-
bumps I’ve ever felt in my entire life.
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First, the bottle doesn’t crack. No
expansion occurs from freezing since the
liquid surface inside the bottle does not
change. Therefore, there is no need to
use special bottles or caps, which allows
the usual bottles and caps to be used.

There was no noticeable differ-
ence in flavor between flash-frozen
sake versus unpasteurized sake. There
was hardly any difference in flavor. The
flavor of unpasteurized sake freshly
pressed on “Day 0” does not change at
all, with no need to change the bottle
to sell it anywhere in the world where
frozen products can be delivered.m

PO T, O ORANZIZIZED D
FHA, JHUTKD, HPx Yy TR
iz b DIZT 2L 220, B D
HIDOIEDIE & ¥ vy 7T 2 &
brh F L,

bwik, BEmHL b0, L
wé®\a%6%é<%@ﬂ%@o%i

Chairperson, Cassiopeia L2 L. 90D &I =12 13 AL f b 2 v, LIZY 72 TORYDIFH D Fh, ZHRIEFLE TEboKv, OTT,
Corporation Youth Conference; WKANETA, KGLTLFEFVET, A B, Lig->7 TOHH,) omEIc7Lyya

mAEMORbWE ~UIEZ B 2 EkL,
HKambAEZ 52 L, HRPIHHic
ENDGHTR 6 EZICTHIT 2 L]
BRDTT,

. Vol.34- No.318 7



J@ INTERNATIONAL INC

www.jfc.com

2
LS

Fe

—

EkLLVEZ 150185
BA2EDS@WA
2RORYLT—I%BLT
BRICEZES

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’@ INTERNATIONAL INC 4

BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
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What is distilled alcohol?
S 7 )L —)L &l falh

istilled alcohol is alcohol
used as an additive for Japa-
nese sake. Previously referred

to as “alcohol as raw sake ingredient”
was renamed as “distilled alcohol”
according to the “Standards for Man-
ufacturing Methods and Quality
Indication for Sake,” issued in 1990.
Alcohol for consumption - the main
ingredient for Japanese sake - is mostly
starch turned into sugar, and ninety-
five percent ethyl alcohol, or liquid
remaining after molasses from sugar
cane, etc., crystalized and fermented,
then vaporized with no synthetic
alcohol used. Therefore, according to
the label standards, indicating ‘dis-
tilled’ clarifies this beverage was not
prepared using any synthetic alcohol.
Currently, many products often distill
and refine crude alcohol imported from
overseas. Also, alcohol prepared by
distilling shochu and sake lees is also
used. Additives are added to distilled
alcohol approximately one to two days
before squeezing the fermenting-mash.
Leaving for a long time after the addi-
tives are added will degrade the sake
quality. This method is referred to as
“alcohol fortification.” The amount of
additives is different according to the
targeted sake quality, however, the stan-
dard for generic sake is 1t of white rice
with thirty-percent alcohol is approxi-
mately 500 ~ 600 liters. “Specific class
sake,” such as Ginjo and Honjozo, is
limited to below ten percent of the
weight of white rice (weight of alcohol
portion converted at 95 percent).
Distilled alcohol tends to be
frowned upon due to its established
perception as “alcohol-added sake,”
produced using low-quality alcohol

post war when rice was short in supply.
However, this is not always the case.
While it is true that additives are typi-
cally added to alcohol to increase the
volume for regular sake, for certain
sake brands, these additives are used
as a technique to achieve a smooth
sake quality. An appropriate amount of
additives enhances the sake flavor and
aroma, thus these additives are used in
Ginjo sake, known as the crown jewel
of Japanese sake. Adding alcohol is
what draws out the fruity Ginjo aroma,
for without alcohol, the aroma will be
left stronger on the strained sake lees.
In other words, the Ginjo aroma is more
faint in the Junmai-type Ginjo.

By the way, the limit set to the
amount of additives in distilled alcohol
of a specific brand name sake is the
upper limit, with the actual amount
of additives used being less than half
of the limit in most cases. This is
because the additives are not used for
the purpose to increase volume, but to
enhance the sake quality.m
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-  Polishing Rate: 69%
i (Gohyakumangoku)
Daishichi Kimoto

Honjozo
Daishichi Sake Brewery (Fukushima)

Kenbishi Kuromatsu
Honjozo
Kenbishi Shuzo (Hyogo)
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©SMV:+1.0~2.0
cidity: +1.7 l
olishing Rate: 70% H
i (Yamadanishiki, Aiyama)

£ SMV: 436

Mizu No Shirabe
Ginjo
Yamamoto Honke (Kyoto)

i Polishing Rate: 60%
i (Gohyakumanngoku)

i (Yamadanishiki)
Mizubasho
Ginjo
Nagai Shuzo (Gunma)

C V43
i Polishing Rate: 50%
i (Dewasansan)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)

i Polishing Rate: 30%
i (Sakahomare)

Ippongi Kotona Egushi
Daiginjo
Ippongi Kubohonten (Fukui)
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The Fate of Sake
BB DBk

y jizake (local sake) spe-
cialty shop celebrated 9
years in business, thanks

to the support of my customers. Nine
years passed since I met Mr. Eizo
Musya, my mentor in the jizake indus-
try, after working for many years in the
restaurant industry. Mr. Musya shared
his expertise in sake and introduced me
to a sake brewery, where I was initi-
ated into the world of sake brewing. I
opened a sake shop in the town of Hat-
sudai where I knew no one in February
2016. My shop also survived the coro-
navirus pandemic. The first nine years
of business passed quickly.

Children born to customers when
my shop opened are now attending ele-
mentary school. My niece who was in
elementary school at the time is now
in college. Not surprisingly, my hair
is turning increasingly white. Despite
having started my business with no
experience, speaking with sake brew-
eries and senior industry professionals
over the years trained me to converse
like a veteran sake shop owner. Thanks
to the advice I received from the sake
brewery, I never thought about expand-
ing my shop, but remained focused on
steady management. Although I may
not generate significant profit, I can
also avoid significant losses.

How could I establish a base of
regular customers for my shop in a land
where I know no one? It took 9 years
to build my base of core customers. In
February, I was finally able to invite my
regular customers and acquaintances

TOI.(go by Ryuji Takahashi )
Jizake Strolling
SRR A RS

from my previous place of employment
to a client’s izakaya restaurant nearby
as the venue to celebrate this milestone.
Looking back, I was introduced to
a publication that introduces sake, went
on radio and TV shows, conducted
seminars for various corporations and
organizations, wrote a column for sev-
eral publications, and gained various
valuable experiences outside of sell-
ing sake. I never would’ve had these
experiences had I worked as an ordi-
nary businessman. The more one learns
about sake, the more one realizes that
sake is not savored with your brain,
thus less things are said over time.
This is because sake is savored
by your tongue and liver. However,
fads exist among sake fans, which
now change at faster speeds, it’s get-
ting harder to keep up. I’d soon like
to switch to selling sake in a calmer
environment where I am free to drink,
enjoy, and sell sake at my own pace, far
removed from following fleeting fads
in sake brands and types of sake.
Attending events where many sake
breweries exhibit various sake brands
gets tiring. I may appear less motivated
at first glance; however, I was grateful
to welcome so many guests who came
to celebrate my business anniversary.
I feel compelled to express my deep
gratitude to all my clients who appreci-
ate my taste in sake. The next milestone
for my shop will be our 10-year busi-
ness anniversary. Sales are still not
extraordinarily high, but steady. How-
ever, I remain steadfastly committed to

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.

serving the most delicious sake possible
to the residents of Hatsudai.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.

=
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Sake Shochu Spirits Institute of America
-Cautionary Notes for Tasting Sake-

REERBZERRFR/ TA AT 1 2 DEER

How to describe sake during sake tasting
During sake tasting, describe the appearance, aroma, and

flavor of sake. This report reviews how to describe sake flavor.

Sake Flavor

Sake flavor is described in terms of sweetness, acid-
ity, umami, bitterness, and taste. For example, sweetness is
described as “mellow” and “subtle,” while acidity is described
as “sharp” and “fresh.” Umami flavor is described in terms of
how the flavor “spreads” and as “savory,” while bitterness is
described as “herbaceous,” etc. Also, describe the taste of sake
as “smooth,” “gentle,” “round,” etc.

Sake tasting is complex. The more one tastes sake, the
more one wants to learn more about sake. Once you get the
hang of it, I recommend “blind tasting” as well. Brand names
must be hidden during the tasting to eliminate any biases to
better understand your preferences in sake flavor. Why not try
it once for yourself’m
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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.

somtmtm The Challenge to Create s
a New Japanese Food Culture
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By Atsushi Ashizawa
Ramen Business in the New Era

7. 7= AVIEOSE. LOHAR

-Introductory course for beginners-
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his report explains the ramen
craze in the U.S. in simple,
easy to understand terms and

offers step-by-step advice to anyone
thinking of opening a ramen shop.

1. Store location and
geographical conditions

Rent is not cheap in business and
commercial districts with favorable
geographical conditions and high
pedestrian traffic. Aside from
differences in rent depending on the
square footage of the restaurant, a
general reliable rule of thumb is that
rent should be paid off with three days’
worth of sales. Please stand in front of
your prospective location and weigh the
rent against the estimated daily sales to
select your location.

2. Business policies, menu
configuration, and staff allocation

Entrepreneurs opening a restaurant
for the first time must secure skilled
industry professionals and weigh the
number of staff and their allocation
against the number of menu items.
Side menu selections such as fried
rice, California Rolls, and gyoza must
be listed separately if ramen is the main
entrée. In Los Angeles for example,
reference the average hourly wage of
staff and take rent, labor, and rising
costs into consideration to set prices
for the menu. Also, ramen shops can
operate under shorter business hours
than other Japanese restaurants (closing
around 8:30-9 p.m.).

3. Join a major Japanese
restaurant franchise

Major restaurant chains consist
of company-operated restaurants or
franchise restaurants with fastidious
attention to flavor.

The three major ramen styles

representative of Japan are “Sapporo
Ramen” (miso-based), “Kitakata
Ramen” (soy sauce-based), and
“Hakata Ramen” (pork bone); in which
franchise restaurants have extensive
expertise in serving each distinct
flavor. Differences between franchise
restaurants and privately-owned
restaurants are best confirmed by
visiting chain restaurants and verifying
with one’s own eyes. “Kitakata
Ramen Ban Nai” (Yuichiro Soeda,
representative of Mensyoku Co., Ltd.
in North America) expanded into the
U.S. market and succeeded. The key
to their success was their specialty
Char Siu Ramen, a popular selection
of Kitakata Ramen.

4. Taking on the challenge of
opening an original ramen shop
in a new era

In response to increasing demand
for health-conscious menu selections
in the ramen industry, we devised a
concept that does not require expertise
nor skills with low capital investment,
recommended for beginners and female
entrepreneurs. This strategy narrows
down menu selections, requires few
staff to lower labor costs, and sets
prices lowered by an average of 20%
compared to general ramen shops.
However, this strategy requires the
ramen shop to be confident in their
flavor. A ramen shop offering bland
flavor at low prices will not succeed. If
you’re interested in opening your own
original ramen shop, please contact our
publication to gain insightful expertise
and support, free of charge.m
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NEWS / TRENDS Written by Sake School of America

Vinalies Internationales Wine Competition
Akita Seishu “Dewatsuru Ashitae Sparkling
Sake” Clutches Highest Sake Honor
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competition organized by the Union
des (Enologues de France or the French
Association of Enologists (certified
wine experts). It holds ISO 9001 certi-
fication and is accredited by leading
wine organizations, including:

- OIV (International Organization of

Vine and Wine)

- UIOE (International Institute of

Oenologists)

- VINOFED (International

Product information: FmIER Federation of Advanced Wine
Dewazuru Ashitae HRBHEAN Competitions)

Sparkling Japanese Sake %Zm;iuzgﬁlj 7A=Y i

Junmai Ginjo KIS . .

Sake Meter Value: -1.0 AAEE : -1.0 Ninety percent of the judges are

Alcohol content: 13% FZILA—ILE# 1 13% enologists (certified wine experts),

At the 2025 Vinalies Internaio-

nales (Vinalies International
Wine Competition), regarded as one of
the most prestigious of wine competi-
tions in the world, Dewatsuru Ashitae
Sparkling Sake clutched the Best of
Grand Gold, Palme Sake Award, the
highest in the Sake category. This
contest, now in its 31st year and held
in Paris from February 28th to March
4th, just marked the inauguration of the
new Sake category, Mondial du Saké.

The Vinalies Internationales,
established in 1994, is a presti-
gious international wine competition
organized by the Union des (Enologues
de France or French Association of
Enologists (certified wine experts).
This year, 106 judges made primarily
of enologists or expert winemakers,
gathered to assess 2,684 samples from
37 countries to select the best through
the rigorous evaluations that the group
is known for.

Outdoing many other conven-
tional Sake, the sparkling Sake
garnered impressive scores with judges
commenting:

This sparkling sake demonstrates
elegant aromas of both orchard and

tropical fruits with hint of delicate
white flower.

It showcases very fine moose, round-
ness, complexity, depth and lingering
flavors on the palate, and it distin-
guishes itself from others especially
on the texture and depth of flavors.

The brewery founded in 1865 and
hailing from Akita Prefecture, Akita
Seishu follows the labor intensive
champagne making method and racks
each bottle one at a time, to create the
winning Dewatsuru Ashitae Sparkling
Sake. The result is a wonderful display
of bright sparkling Sake with a gentle
aroma of fruits and white florals,
with a full, lush flavor. Rooted in its
Japanese name, “Ashitae” meaning
"towards tomorrow", is the brewer’s
aspiration towards progress into new
and exciting Sake frontier, as validated
with this triumphant sparkling gastro-
nomic Sake.

About the Mondial du Saké
Category Competition

The Mondial du Saké category
competition was established in 2025,
incorporated into the Vinalies Interna-
tionales to highlight the cultural and

12 May 2025 - www.alljapannews.com

technical values of Sake. The organizer
of this wine competition, Union des
(Enologues de France or French Associ-
ation of Enologists (certified wine
experts), aims to promote traditional
Japanese Sake culture globally by
creating this dedicated Sake division.
Similar to the other seven categories,
the Sake competition awards Grand
Gold, Gold, and Silver medals. The
Judging process is conducted through
strict and fair blind tastings by a panel
of Sake experts, categorized by type.

About Vinalies Internationales
Wine Competition:

The Vinalies Internation-
ales (Vinalies International Wine
Competition), established in 1994,
is a prestigious international wine

while the remaining panel consist
of journalists and wine educators.
This competition is recognized for
its rigorous evaluation of wines from
around the world.

Winning an award in any of the
eight categories brings global recogni-
tion to a wine, increasing its reputation
in both French and international
markets. The product that receives the
highest honor becomes the benchmark
representative of its category.

Since its inception, Vinalies
Internationales has become a corner-
stone of the global wine competition
scene, regarded as a key reference for
wine enthusiasts and professionals
worldwide. By bringing together the
expertise of the producers and oenolo-
gists, the competition plays a vital role
in promoting the world’s finest wines
and terroirs.m
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From Ocean to Plate:
The Craft of
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Premium Nori Selection

BHSEBEA
BB DHE—

ori, the delicate yet essential

BZEMCTE—ZERDHT

I I various Japanese dishes, is more

than just an ingredient—it is a defining
element of flavor, texture,and presentation.
As demand for high-quality nori rises,
restaurant owners and chefs must
navigate a shifting market characterized by
fluctuating prices, quality inconsistencies,

Understanding Nori Quality
and Its Market Challenges

Not all nori are created equal. The current
market is saturated with lower-quality
options that often come from old crop
overstock or dead stock from past harvest
seasons, leading to compromised flavor,
texture, and color. These cheaper nori,
typically sourced from overharvested

and sourcing challenges. Choosing the right
supplier ensures consistency, freshness,
and the best possible dining experience for
customers. One brand that stands above
the rest in both reliability and premium

or improperly stored lots, result in dull,
brittle sheets that fail to deliver the
signature melt-in-the-mouth experience
and presentation performance that chefs
seek for their dishes.

quality is Takaokaya USA.

Whene Doesr Norni Come From?
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¢ Shanghai

Scan and Learn more about

WHY TAKAOKAYA NORI STANDS OoUT
* The Takaokaya USA Difference

* Why Source from Takaokaya USA?
lamtc.com/solutions—resources/
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Crisp, umami-rich, and Temaki-ready — Takaokaya Miyabi Nori is a sushi lover’s dream.
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WHERE IS NORI GROWN?
BEOEH

Premium-quality nori is predominantly
grown and harvested in Japan in the well-
known Seto Inland Sea and Ariake Bay
regions. Blessed with optimal geographical
and climatic conditions, rainfalls there
flow downstream rich with nutrients and
into outlets towards the seas where nori
is farmed. Water conditions are suitable
with good currents at ideal temperatures,
and very importantly, high-low tide level
differences.

Nori is also farmed in select coasts of
South Korea and China, where experienced
seaweed growers use advanced harvesting
and processing methods to maintain
freshness and umami depth. While
Japan remains the gold standard, careful
selections at the industry’s annual auction
in South Korea and China can also yield
professional-grade  standards, offering
excellent texture and flavor when sourced
from reputable suppliers.
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RISING COSTS & THE FUTURE OF NORI

The nori industry is facing challenges that are driving up prices and limiting supply:

* Climate Change is disrupting seaweed growth, leading to smaller; unpredictable harvests.

* Rising Labor and Transportation Costs are pushing up prices across the supply chain.
* Strong Global Demand for Japanese cuisine is outpacing current nori production.

With continued pressure on future harvests, chefs and restaurant owners are encouraged
to secure reliable, high-quality supply through trusted partners.

CHOOSING THE RIGHT NORI FOR EACH USE

Nori types vary by texture, thickness, and function:

» Makiyaki Nori (Sushi Rolls): The standard for maki rolls—crisp, elastic, and easy to
handle. Premium versions have a deep black sheen and a clean bite.
Recommended Items: Miyabi Seto (#63005)

» Temaki Nori (Hand Rolls): Thinner than regular nori and specially crafted to stay
crispeven when in contact with sushi rice and fillings—perfect for texture-driven hand
rolls that melt in your mouth.

Recommended Items: Tokkyu Miyabi (#63000, #63001),
Miyabi Kyushu (#63006, #63007)

* Uramaki Nori (Inside-Out Rolls): Flexible yet sturdy sheets that won’t tear when rice
is on the outside.
Recommended Items: Purple (#63026,#63027), Yakinori SP (#62998, #63046)

* Arare Nori (Flake Nori): Also known as kizami or ramen nori, these finely cut flakes
are tailored for dishes like ramen and donburi. Each cut is designed to complement
different textures and flavors, enhancing the main dish with the seaweed’s natural umami
and aroma.

Recommended Items: Yakinori Ramen Yo (#6299 1,#62992),
Tokuyo Kizami Nori (#63893)
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@ GRADE QUALITY

Tokkyu Miyabi
High - Black ( Dark Green) -

Tokusen Miyabi

Miyabi Seto

TEXTURE
Hard, Tough,
Chewy

TEXTURE
Crispy

Aya Kyushu

Takaokaya Tokku Miyabi #63000
Takaokaya Tokusen Miyabi #63003
Takaokaya Miyabi Kyushu #63006
Takaokaya Miyabi Seto #63005
Takaokaya Aya Kyushu #6301 |
Takaoakaya Gold Kyushu #63014

Gold Kyushu

GRADE QUALITY
Low - Light Green

FACTORS THAT DETERMINE GRADE:

* Shape: Are there any tears or holes? How thick is it?

* Texture: Is it crispy? Does it melt in your mouth easily?

* Aroma: Does it have a deep ocean scent?

* Weight: How heavy is it? How many grams per 100 sheets?

Atlanta - Yamasho Atlanta *

Chicago - Yamasho °

BARDKZEHEHFDALIZ

* Color: How deep in the color? How dark is the nori? Does it have a shine to it?

Austin - Minamoto °

Bringing the Flavors of Japan

GRADE QUALITY
High - Black ( Dark Green)

CHINA/
KOREA

Gold SP
Hand Roll-Yo
r — =
Blue Crispy -
TEXTURE __TEXTURE
Hard, Tough, Crispy
Chewy

Takaokaya Gold Special #63017
Takaokaya Blue Crispy #63022
Takaokaya Hand Roll-Yo #63018
Takaokaya Blue #63020
Takaokaya Sakura #62997
Takaoakaya Green #63024
Takaoakaya Purple #63026
GRADE QUALITY
Low - Light Green

Honolulu - The Cherry Co. * Lima - Super Nikkei

@mutualtrading

Tokyo

to the People of the World



NEWS / TRENDS

Demand for Japanese cuisine evolves in Austin, Texas
-Large tech companies expand into Austin, a new frontier for Japanese cuisine-
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rapidly. Large tech companies and young affluent

T he state of Texas in North America continues to grow

professionals are moving to Austin, the capital of
Texas. Residents are suddenly becoming quite familiar with
Japanese cuisine. Many Japanese restaurants and Japanese
grocery stores in Texas operate in large cities like Dallas and
Houston. Austin is now the new frontier of Japanese cuisine,

where demand is expected to increase in the future.
This report summarizes changes in these cities based
on interviews with Japanese food industry professionals

in Austin.
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*This article was referred from
“Overseas Business Information /
Regional & Analytical Reports Jan 23,
2025” published by Japan External
Trade Organization (JETRO)
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Demand for Japanese cuisine
increases among Texans

Texas is a Southern North
American state along the U.S.- Mexico
border, boasting the second largest state
economy second to California. Many
Japanese companies in the energy and
automotive industry are expanding into
Dallas and Houston, both among the
top 10 urban cities with the strongest
economies in the U.S.

The population of Texas is growing
rapidly. In July 2023, Texas was the
second most populous state in the U.S.
with 30.5 million residents. The popula-
tion of Texas has increased by 4.7% or
1.36 million residents since 2020 as
the fastest growing state population in
the nation. In addition to the natural
increase in population, Texas welcomed
migrants from other states. According
to the U.S. Census Bureau, 611,942
residents moved to Texas from another
state between 2022~2023. California
had the highest outbound migration of
93,970 residents to Texas, where no
corporate or income tax and afford-
able cost of living enticed residents
from California.

Local cuisine in the Lone Star State
is strongly associated with country
western foods like steak, BBQ, and
“Tex-Mex,” or local Mexican-style

16 May 2025 . www.alljapannews.com

cuisine, served in many restaurants
statewide. On the other hand, Texas is
seeing a recent surge in Japanese restau-
rants in major cities. According to the
“2022 Survey of Japanese Restaurant
Trends” conducted by Japan External
Trade Organization (JETRO), Texas is
home to 1,197 Japanese restaurants, the
fourth highest number of restaurants by
state, and a 42.3% increase since the
2010 survey results, when Texas ranked
No. 6 in the nation.

Where are Japanese restaurants
in Texas located? According to the
number of Japanese restaurants listed
by city in Yelp (restaurant guide and
review platform), Dallas (Dallas
County) had 240 Japanese restaurants
operating as of January 10, 2023; 229
in Houston (Harris County), and 219 in
Austin (Travis County).

Since Toyota’s U.S. headquar-
ters relocated to Plano (NE Dallas) in
2017, Japanese grocery chain Mitsuwa
Market opened a new restaurant in
Dallas. Many Japanese restaurant
chains are also expanding into the area,
while Japanese companies in the energy
industry are expanding into Houston. It
makes sense that Japanese restaurants
and Japanese grocery stores like Seiwa
Market are increasing.

I'heard from Japanese supermarket
expanding into these cities that many

of their customers are non-Japanese.
I noticed while dining in a Japanese
restaurant that many of the fellow
diners nearby were non-Japanese Asian,
Caucasian, and Hispanic, indicative of
the growing popularity of Japanese
cuisine among residents.

Highly creative Japanese cuisine
captivates Austin residents

The city of Austin, capital of the
state of Texas, is a “frontier” for the
Japanese food market.

The population in the Greater
Austin area (Austin, Round Rock,
and San Marcos) was approximately
2.5 million residents in 2023, only
one-third of the population of Dallas
(approximately 8.1 million residents)
and Houston (approximately 7.5
million residents). However, the growth
rate was 7.5% compared to 2020 and
exceeded both cities (5.7%, 4.8%
respectively). Major global tech giants
from other states such as Dell Technol-
ogies, Inc. and Samsung Electronics
Co., Ltd. moved to Austin, along with
Oracle Corporation and Tesla, Inc.
headquarters in recent years. According
to tech job openings ranked by city by
the U.S. based Computing Technology
Industry Association (CompTIA) in
2022, Austin ranked No. 1 in the U.S.



for the second consecutive year.

A local affiliate of the Japanese
food industry commented that Austin,
driven by the tech industry, is attracting
“highly skilled talent with many
moving to the city from nationwide.”

Tech giants converge in Austin,
home to Texas state government
agencies and high income earners.
The annual median household income
of the Greater Austin area in 2023
reached $98,508, over $10,000 higher
than in Dallas ($86,860) and Houston
($79,463).

According to the data by the
Consulate-General of Japan in Houston,
the Japanese population in Austin was
estimated to be 1,200 residents in 2022,
only one-fourth of the population of
Dallas that exceeds 4,000 Japanese
residents, and Houston. As previously
mentioned, the number of Japanese
restaurants in Austin is comparable to
both cities. It’s safe to say the popularity
of Japanese cuisine is growing among
residents. Austin is home to many
high-end “omakase” sushi restau-
rants, where customers leave all their
menu selections up to the sushi chef,
enjoying sushi and sake in small dining
spaces for small groups named “Tsuke
Edomae,” “Otoko,” “Toshokan,” “Craft
Omakase,” and “Uroko.”

Next, this report introduces the
voices of local affiliates.

Uchi: The pioneering “omakase”
style dining experience

Chef and restaurateur Tyson Cole
renovated his home in Austin to open
restaurant “Uchi” in 2003. Cole is a
past recipient of the James Beard Award
(recognizes excellent chefs and restau-
rants in the U.S.) whose restaurant
Uchi expanded into Dallas, Houston,
and California.

According to the head chef of
Uchi Austin, the restaurant’s customer
base changed greatly due to the novel
Coronavirus pandemic around 2020.
As tech companies expand into the city,
more young high-income earners call
Austin home. Previously, half of the
customer base consisted of tourists to
Austin. Now, most of their customers
are residents.

Uchi does not serve traditional
Japanese cuisine, but rather, fusion-
type Japanese cuisine. For example,
Uchi serves flounder mixed with
quinoa and olive oil, yellowtail dipped
in ponzu (citrus-based soy sauce) with
orange, and other menu selections
thoughtfully created by the head chef.
Communication between customers

Sushi chef at Uchi Restaurant carefully confirms a customer's preferences
UchioFAIBEA. BEICIFHBREZ T ZICHERT 2

allows the sushi chef to be flexible in
the arrangement.

Increased understanding of
Japanese cuisine created new
business opportunities

Kome Sushi Kitchen:

Serving traditional Japanese
home-cooking

In 2005, Owner Kayo Asazu
started selling bento (single-portion
take-out meals) at Farmers Market,
where farm-grown vegetables are sold.
Asazu started to sell sushi rolls out of a
food truck by 2009, and later renovated
an old restaurant, north of downtown,
and opened Kome Sushi Kitchen
in 2011.

When Asazu first started selling
bento at Farmers Market, “Many Austin
residents never heard of bento.” When
Kome Sushi Kitchen first opened,
the customer base was older. Most
customers at the time, including
the Japanese, had been to Japan on
business. Now, hardly any Japanese
customers are seen in the restau-
rant. The customer base on weekdays
consists mostly of Caucasians, while

weekend customers are split evenly
between Caucasians and non-Japanese
Asians. The age groups of customers
are mostly 20s-30s, many enjoy uni
(sea urchin) and “Takowasa” (“Tako-
wasabi,” or octopus marinated in spicy
wasabi sauce).

Customers continue to fill the seats
inside the restaurant past peak lunch
hours. Asazu explained his eatery is
popular due to their extensive menu
and economical price range. Kome
Sushi Kitchen targets the upper middle
class between the middle class and the
upper class. Lunch set selections are
between $16-$20, while the “Kome
Bento” - consisting of chicken karaage,
salad, sashimi, and sushi roll - is $24.
The writer ordered the Kome Bento, a
voluminous selection that seems right
for well-built Texans. The extensive
menu hints at Asazu’s desire to “have
children enjoy the menu selections also,
not just the adults.”

Aburi Restaurants Group:
Features Aburi pressed sushi,
rectangular sushi rice topped
with flame-seared fish

Aburi Restaurants Group

Japanese Restaurant News -

expanded into Vancouver, Canada in
2008. Outside of two restaurants in
Japan (Futako-Tamagawa, Jiyugaoka
areas), restaurant locations have since
expanded mostly in Canada. The group
chose Austin as their first U.S. restau-
rant location in October 2024.

Their restaurant location in
Northern Austin specializes in take-
outs, using a parcel locker area to
prepare and sell “Aburi Oshi,” a combi-
nation of “Aburi” (flame-seared) and
“Oshi” (pressed) sushi.

Why did the restaurant group
choose Austin as their first restau-
rant location in the U.S.? Masayuki
Matsumura, Vice President, Finance &
U.S. Operations, ABURI Restaurants
Canada, Ltd., replied that in Texas
where the economy is growing rapidly,
their reasons were to cater to “many
young high-income earners mainly in
the tech industry” and “many migrants
from the West Coast and East Coast
with a refined palate.”

In Canada today, Aburi pressed
sushi is established in Japanese
restaurants. Aburi Restaurants Group
is a pioneer behind this develop-
ment. Austin is quite sensitive to new
food culture, where Matsumura was
certain that “Aburi Oshi Sushi” would
be accepted.

According to Matsumura, Aburi
Oshi Sushi targets upper middle
class customers in their 30s-40s who
use delivery platforms (although the
restaurant group would normally target
customers in their 40s-50s, many in
this age group do not use the delivery
platform). Their main customer base
is not Japanese, but Caucasian and
non-Japanese Asian consumers.

The products are not cheap. For
example, Combination A (4 types of
sushi with 3 pieces each, 12 pieces
total) is $32.95. Still, the restau-
rant is steadily gaining customers by
increasing brand awareness through
events targeting the media and local
communities, advertising on local TV
and radio programs and marketing on
social media platforms like Instagram
and TikTok.

However, Matsumura also faces
challenges such as not being able to
see consumer reactions from a takeout
restaurant operating in a parcel locker
area. Customers also cannot confirm
the content of their order until they pick
up their order. As the next step, Aburi
Oshi Sushi is considering opening a
restaurant specializing in selling food
in downtown Austin.

Matsumura has various other
ideas with high expectations to
popularize Aburi Oshi Sushi in Austin,
where the “diverse local population
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offers a solid base to popularize
new Japanese cuisine.”

Asahi Imports: Family-run
Japanese supermarket

Asahi Imports opened in Austin
in 1967, currently running two store
locations as the only supermarket
in the city specializing in Japanese
food ingredients.

Asahi Imports also produces and
sells bento, onigiri (rice balls), and
side dishes in addition to Japanese
food ingredients. Some of the orders
are delivered to the suburbs of Austin.

According to Mitsuko Brown, a
longtime worker at Asahi Imports,
more than half of the customers were
Japanese before 2010. Today, 95% of
the customers are residents. As Asian
companies expanded into the city
in recent years, increasingly more
customers are Chinese, Korean, Indian,
and non-Japanese Asians in their
30s-40s. However, many customers
who purchase onigiri and bento are
younger in their 20s-30s.

Popular menu items are onigiri or
bento with salmon or mackerel grilled
with salt or miso paste. Mackerel used
to not sell well. Now, condiments are
popular. Relatively expensive vinegar
and wasabi from Shizuoka prefecture
are also selling. Sashimi also used to not
sell in high volumes. Today however,
supplies cannot seem to keep up with
demand. It appears more residents are
becoming fans of Japanese cuisine.

In this way, consumer preferences
for products are changing in Austin as
residents gain a deeper understanding
of Japanese cuisine. University of
Texas in Austin boasts a diverse student
body including Asian students who
create demand for Japanese cuisine.
Such environments help to gain accep-
tance for Japanese food culture.

Recently, Asian supermarket
chains are expanding into nearby areas
(Korean “H-Mart” and Taiwanese “99
Ranch Market,” etc.).

However, Brown is not really
worried about this latest develop-
ment, but rather, feels their expansion
will further aid the popularization of
Japanese cuisine. This is because food
products at Asahi Imports are imported
based on customer requests not accom-
modated at other supermarkets.

When asked, “Can we continue to
expect the Japanese food market will
grow in Austin?” The reply was, “In
addition to the population increase,
interest in Japanese cuisine is growing
daily among residents. My expectations
are high.”m

©JETRO

Seats inside Kome Sushi are mostly occupied by local customers during lunch hours
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Annual WAFC Convention
5/3-7

JW Marriott Desert Springs Resort
Palm Desert, CA

www.wafc.com

The values of the WAFC are core to our
existence and success. Industry leaders
across all segments — retail, whole-
sale, CPG and third party suppliers

— unite together to focus on educa-
tional opportunities that benefit food
industry associates. Potential students
from all areas of the food industry are
impartially evaluated on their past
educational experience, as well as

job performance and future industry
potential. The WAFC fosters a spirit of
partnership with other industry orga-
nizations that have a dedicated focus
on providing educational opportuni-
ties for the food industry.

The Sweets & Snacks Expo
5/12-15

Indiana Convention Center
Indianapolis, Indiana
www.sweetandsnacks.com

The Sweets & Snacks Expo is the
premier business to business event for
the confectionery and snack indus-
tries. Open only to those in the sweets
and snacks trade, the show is unrivaled
in new product launches, business-
building solutions and innovations in
merchandising. The event features the
biggest, brightest, latest and greatest
the candy and snack industries have
to offer. Nostalgia, innovation, tried-
and-true favorites and cutting-edge
products are all represented at the
Sweets & Snacks Expo. The Sweets

& Snacks Expo’s Featured Products
Showcase allows you to easily browse
the very best the show’s exhibitors
have to offer.

Future Drinks Expo
5/17

San Francisco, CA

One-day action-packed event in San
Francisco designed to help you move
forward, help you save money, and
to help you unlock new channels of
growth. If you are worried about the
changing landscapes of the distribu-
tion system, money being wasted in
operations, storage costs, advertising
costs, or not fully able to adapt to the
D2C and other Omni channels to grow
your sales and distribution, you must
attend FDE.

FDE will have 100 best-in-class com-
panies across all 3 tiers of the drinks
industry. All exhibiting companies
will be showing you a clear problem
they are there to solve and how you
can use them. The most important
takeaway in this new format show

will be discovering how to analyze
your business and creating some new
benchmarks.

National Restaurant
Association Show
2025 American Food Fair

5/17-20
Chicago, IL
www.nationalrestaurantshow.com

The National Restaurant Association
Show is the must-attend event for every
member of the restaurant and food-
service industry. As the world’s most
influential showcase of foodservice
innovation and inspiration, it's where
every trend, solution and category are
represented — connecting you with the
people and products you need to thrive
in today’s business environment.

Join your peers from across the industry
in Chicago on May 17-20, 2025, for a
future-forward experience where you'll
discover everything it takes to stay
revenue-driven and relevant — from
tantalizing tastes for your menu to
actionable solutions for streamlining
service, payments and more. Don’t miss
this opportunity to test innovative new
equipment designed to power automa-
tion and profits, engage with expert-led
education on today’s hottest topics and
build connections with key suppliers
and foodservice professionals from
around the world. Consistent, delicious
products. Unbeatable value. Reliable
service. To earn loyalty from your cus-
tomers, your restaurant must have

all three—and that’s only the begin-
ning. At the 2025 National Restaurant
Association Show, you'll discover the
strategies, products and partners you
need to continue expanding your reach.
Find forward-thinking strategies that
can improve efficiency and your bottom
line in enhanced operator-led educa-
tion sessions focused on marketing,
menu and beverage trends, work-

force management and beyond. Take
advantage of on-floor programming
covering actionable tactics and best
practices, from live culinary demos with
celebrated chefs to supplier-led ses-
sions. Experience next-level innovation
across the legendary Show floor — the
size of nearly 12 football fields — with
future-focused suppliers showcasing
new-to-market products covering over
900 categories.

Taste of Omaha

5/30-6/1
Omaha, NE

“Feature Foods from many of Omaha’s
top restaurants, good entertainment
and family activities for the kids... and
you have the recipe for the TASTE OF
OMAHA,” says Mike Mancuso, Event
Producer. “Omaha has a tremendous
reputation for fantastic restaurants
and food companies”. The “TASTE OF
OMAHA ", now in the 28th year, has
established itself as the Annual Event
for our city bringing together a dazzling
selection of great foods and culinary
delights, for people from throughout

20 May 2025 - www.alljapannews.com

the Midwest area, to TASTE, relax and
enjoy as a family activity.

The 2025 “TASTE OF OMAHA " will again
be located in Omaha’s ElImwood Park
and showcasing outstanding Restau-
rants with exciting live entertainment
daily.

This year the Annual Event will have
entertainment for everyone’s taste on
stages throughout the Festival. All stage
shows during the 3-day extravaganza
are free to attend. Top National Enter-
tainers combined with the best popular
area bands and musicians will again be
continuously performing throughout
the Festival.

LAWineFest 2025

5/31-6/1
Long Beach, CA
www.lawinefest.com

LAWineFest will celebrate it’s 20th anni-
versary in June 2025. This popular event
blazed a trail in LA to bring wine and
wine lovers together in a fun, inviting
and accessible way. Now a local institu-
tion and the largest wine fest in SoCal,
we're known to deliver a sun-kissed
event that balances fun, exploration and
education for over 9,000+ guests each
year. We are also excited to share our
partnership with the OMNI Rancho Las
Palmas Resort & Spa in Rancho Mirage,
CA where in October 2023 we held the
firstDesert WineFest.

LAWineFest was founded in 2005 by Dr.
Joel M. Fisher, PhD after his countless
years of traveling, writing, and edu-
cating the public about wine. In 2020,
Dr. Fisher passed the reigns to Scherr
Lillico, who had served as Fest Director
for over 12 years. Ms. Lillico is a sea-
soned event producer with hundreds
of black tie galas, concerts, golf tourna-
ments and other events to her credit for
over 30 years. She continues to expand
Dr. Fisher’s dream of introducing wines
of the world to the general public - one
taste at a time!

Coffee Fest Chicago
6/13-14

Oregon Convention Center
Portland, OR
www.coffeefest.com

Coffee Fest has been serving the spe-
cialty coffee and gourmet tea industries
since 1992. Viewed by most as the best
trade show in America and around the
world specifically for those involved
with retailing coffee tea and related
products. Coffee Fest continues to
evolve and stay at forefront of emerging
trends.

If it looks like coffee, smells like coffee,
goes well with or is coffee you will find
it at Coffee Fest. Everything under the
sun that would be found in an upscale
coffee shop on either side of the
counter, including the counter would be
found on the exhibition floor at Coffee
Fest. The best coffee retail education,
training and workshops are found at
Coffee Fest.

Atlanta R&B Wine Festival

6/21
Atlanta, GA

Join us for the ATLANTA R&B WINE,
FOOD & MUSIC FESTIVAL as we
welcome live bands, wines and vendors.
Bring an appetite for great music, wine
and food, enjoy the fresh air, and the
amazing sounds of R&B/Neo Soul Music.
This is a 21+ event, Chairs & Blankets
welcomed. No outside food or drinks.

27th Annual 'TAP' New York
Craft Beer & Food Festival
6/28-29

Blackthorne Resort
East Durham, NY
www.tap-ny.com

TAP® New York is one of New York
State's largest and longest running craft
beer festivals.

We celebrate craft beer MADE in New
York! We're not talking about big-cor-
poration beer that comes out of huge
vats in a 300,000 sq. ft. production
plant. We're talking about hand-made
beer.... beer with enough personality
and genuine taste to be called "craft-
brewed". This is beer made with pride
by people who truly enjoy a quality,
flavorful beer. We celebrate those who
make craft beer in New York! TAP® New
York is where brewers from all coun-
ties of the state gather once a year to
connect with beer enthusiasts, catch-up
with friends, and share their beers.
Founded by legendary craft brewers,
TAP® New York started in 1998 as the
Hudson Valley Beer and Food Festival. It
was originally hosted at the prestigious
Culinary Institute of America in Hyde
Park in the Hudson Valley.

Tap New York is moving in 2025 to our
new host location: Blackthorne Resort
in East Durham NY, just 45 miles south
of Albany.

Fancy Food Show
6/29-7/1

The Jacob K. Javits Convention Center,
New York

Why go to a half-dozen trade shows
when you could explore the entire spe-
cialty food landscape at one?

The Summer Fancy Food Show in
NYCis the industry's premier product
discovery event, offering a curated
showcase of high-quality, artisan prod-
ucts in more than 40 categories—and
an invaluable preview of where con-
sumers' needs, wants, and values are
headed. From today's demands for
gluten-free and vegan alternatives to
emerging trends like swicy drinks to
protein-centric snacks, this Show has
itall.

Be there to experience the future of
food with thousands of your peers in
the incredible specialty food com-
munity. Whether you're a retail or
foodservice buyer, distributor, broker,
or manufacturer, you'll build new con-
nections and strengthen existing ones
over three days of delicious discovery,
fruitful networking, and inspiring
opportunities.
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Total restaurant industry jobs
-Restaurants lost 16k jobs in January-
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estaurant employment trended
Rower to start the year, which

interupted a steady upward
trend in staffing levels during the
second half of 2024.

Payrolls at eating and drinking
places shrunk by a net 15,700 jobs in
January on a seasonally-adjusted basis,
according to preliminary data from the
Bureau of Labor Statistics (BLS). That
followed a healthy increase of nearly
46,000 jobs in December.

In total during the second half of
2024, eating and drinking places added
a net 148,000 jobs. That was a solid
improvement from the net decline of
11,000 jobs during the first 6 months
of 2024.

With the release of the January
employment data, BLS incorporated
their annual benchmark revisions. This
process benchmarks the monthly estab-
lishment survey data to the Quarterly
Census of Employment and Wages
(QCEW), which counts jobs covered
by the Unemployment Insurance (UI)
tax system.

In addition to revising the month-
to-month changes, this resulted in a
downward shift in overall eating and
drinking place employment levels for
both 2023 and 2024. The net result
is that the January 2025 employment
reading at eating and drinking places
was somewhat closer to the February
2020 pre-pandemic level.

As of January 2025, eating and
drinking places were 72,000 jobs
(or 0.6%) above their February 2020
employment peak.

Fullservice segment down 233k
jobs from pre-pandemic level

Within the restaurant industry, the
benchmark revisions had the largest
impact on the combined quickser-
vice and fast casual segment. As of
December 2024, employee counts at
quickservice and fast casual restau-
rants were 113,000 jobs (or 2.5%)
above pre-pandemic levels. Before the
revisions, this segment was 163,000
jobs above the February 2020 level.

The fullservice segment also
saw downward revisions in staffing
counts. As of December 2024, fullser-
vice restaurant employment levels

were 233,000 jobs (or 4.1%) below
pre-pandemic readings. Prior to the
revisions, the fullservice segment was
within 212,000 jobs of its February
2020 level.

The coffee and snack segment
continues to be the strongest performer
in terms of job growth. As of December
2024, employment at snack and nonal-
coholic beverage bars — including
coffee, donut and ice cream shops
— was nearly 167,000 jobs (or 21%)
above February 2020 readings.

Staffing levels at bars and taverns
were 3,000 jobs (or 1%) above the
pre-pandemic peak. This repre-
sented a downward revision from
preliminary readings.

Restaurant job growth uneven
across states

Although restaurant employment
trended higher on the national level
in 2024, job growth remained uneven
across the states. As of December
2024, 22 states had fewer eating and
drinking place jobs than they did in
December 2019. This group was led
by Maryland, which had 8% fewer
eating and drinking place jobs in
December 2024 than it did in December
2019. Maine (-7%), Vermont (-6%),
Louisiana (-6%), Oregon (-6%) and
North Dakota (-6%) were also well
below their pre-pandemic restaurant
employment levels.

As of December 2024, eating and
drinking place employment levels in 28
states and the District of Columbia were
above their comparable pre-pandemic
readings in December 2019. This
group was led by Nevada (+13%),
Utah (+11%), Montana (+11%) and
Oklahoma (+11%).m
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Washoku BAE

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.

Jinhua pork simmered in oil
FERLMILE

(with broad beans, vinegared ginger, potato crackers,

burdock root, and black vinegar)

(FEERE. BFRVE£E BHJFABL BFSE.

2E%0)

Ingredients #1%4

<Amount><HE>

Pork shoulder loin ik/§ 0 — 2 &
Potato 552
Burdock 4%
Broad bean &ES.....cccccccccccvvvvrirnnen
New harvested ginger #4%
Rice oil 3 Appropriate amount (E£)
Green onion, garlic leaves, ginger, chili pepper,

sansho pepper RZ. AT £2. EO/. W

a small amount of each (&4 &)
High-grade flour, high-grade flour =F%5. E##

a ppropriate amount (Z#£)

How to cook SR 4%

o
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Scallion oil is made by slowly heating finely chopped aromatic vegetables in rice oil at
low temperature. Fry for about 15 minutes until the oil is well browned and the fragrant
flavor of the aromatic vegetables will be transferred to the oil.
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To make the Jinhua pork in oil, deep fry long green
onions, garlic leaves, ginger, and deseeded chili peppers
in rice oil at low temperature to make the green onion
oil. Cut pork shoulder into bite-sized pieces, sprinkle
with 1.5% salt and ground sansho pepper, vacuum seal
and leave overnight. The next day, pour the green onion
oil over the pork and vacuum seal again. Place ina 67°C
low-temperature cooker and cook for 24 hours.
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To make the broad beans, steam them, strain them,
add fine flour and salt, form them into balls, sandwich
them between raw broad beans, coat them in fine
flour, and fry them.

FEEZIE. BEEZZALTEEBELL., EAK. BENAT
. EOBRI THRATLEIHNZERL. BT 2,
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Chop Newly harvested burdock and boil it in soup stock.
When it becomes soft, puree it. Add a small amount of
milk, reduce it, and season with white miso.
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Lightly boil the ginger and soak it in Amazu (rice vinegar,
caster sugar, salt and kombu kelp extract).

£ H BT HEFSET 2,

Yuji Shimizu JE/KER

= Nishiazabu/Nishiazabu Ichino

® Master

To make potato crackers, peel the potatoes, slice them, fry

them in oil and sprinkle with salt. : ;;?;ﬁﬂﬁ P BRI 5O
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Heat the pork and brown it. Place the burdock
on top and garnish with broad beans, pickled
ginger, and black vinegar tamari as a sauce.
Top with potato crackers.

To make black vinegar tamari,
boil down the black vinegar until
itis reduced to just under 10%,
then add tamari soy sauce.
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[f you wish to view “This professional technique” in English, you must register as a member from the English site.



Sesame milk tofu Kintsuba
AT EEEE

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

(BgeRig. XERDEF BiE. B2, TEFKIE)

Ingredients #1%}

<Amount> <5 2>
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= Kelp Stock AT v 125¢c /
" Arrowroot POWAEr BA% ..ouveeessveesssmssssessssssssseen 20cc

= Potato starch FE#3 .

= Butterbur miso E&LkIE ...
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How to cook SAIE 5%
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When making sesame tofu, soaking the sesame seeds in kelp stock overnight before
blending them in a blender will help the sesame seeds plump up and bring out their
flavor. This will also help the finished product come out beautifully white.
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Soak the sesame seeds overnight in kelp stock, put the stock
in a blender, and strain through a bleached bag. Mix 5 parts of
the strained liquid and 1 part of soaked Arrowroot powder in a
pot, then cool and solidify in a draining can.
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Cut the fish into slices, coat them with potato starch, fry them in
afrying pan, and when they are soft, brush them with butterbur
miso and bake them in the oven.
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Quickly grill the sea urchin and grill the bamboo shoots
over it.

TRHE. Yo eBEE. FERENTRET B,

Boil the green onions, drop them in ice water to
retain their color, drain them and deep fry them.
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Rinse the salted cherry blossoms under
running water to remove the saltiness, then
arrange them on a heat-resistant plate and
place in the microwave to remove the moisture
and peel off the petals.
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The World’s first “Recipe-Searching Engine” for Japanese Cuisine
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Japanese BAKIBHES
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About 6000 recipes provided by prominent Japanese chefs
Top Chef Selection” features recipes from Michelin-starred chets & distinguished chefs
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Instagram (B AEEhR) : .'1: Col
https://www.instagram.com/ ke
nihonryori_kenkyukai/

<English version> [H]
Register to Japanese Chefs Recipes [EE

Instagram (English)

https://www.instagram.com/
japanese_chefs_recipes/

The Association for the Advancement of the Japanese Culinary Art

Established back in 1930, sharing and familiarizing chefs’ tricks of the trades among chefs,
supporting them to exceed customers’ expectations all the time, through this activity we are
aiming to develop and pass down Japanese cuisine.

Publication / Monthly magazine

Online / Recipe searching engine(JP and ENG)

Events / Culinary session for chefs, Exhibition for chefs, Competition

Marketing supports / Promoting products, Promoting ingredients, Supporting maker's R&D
Businesses overseas / Lecture and demo, Certification business, Collaboration event,
Menu-development, Recruitment
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““= RESTAURANT EXPO 2025

Produced by
% THE CHERRY CO

NEW YORK
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10 AM - 4:30 PM

Prince Waikiki Hotel
Pi'inaio Ballroom

Free Admission
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Largest & Longest Running Japanese Food Trade Show Outside of Japan
Principal Meeting Place for Foodservice Professionals & Suppliers
NEW PRODUCTS  SSAVINGS  FREE to ATTEND **
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Meetup

OZEKT
SAKE

GEKKEIKAN SAKE
KYOTO SINCE 1637

Ku(lSéKE-SHI
I i
SAKE

SOMMELIER
CLUB

Honorary Sake Sommelier

e

Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Hanorary Sake Sommeller Honarary Sake Sommel/er & Saka Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
TICGROUP *Chaiman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC'

MASTER

SAKE
SOMMELIER

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

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

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

David Kudo

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

specially when it comes to
Epairing Japanese sake with

food, many people likely think,
“What’s with the exaggeration...? It
doesn’t really matter.”

In this issue, I’d like to pass on to
our readers a trick that enhances one’s
abilities to pair sake with food.

First, please select three brands of
sake with very different properties. The
differences in properties are hard to tell
without drinking the sake, but first, let’s
select the sake according to the infor-
mation listed on each label.

For example, please select a
Junmai Daiginjo, Tokubestu Junmai,
and Junmai Kimoto, all produced in
different regions like Akita, Niigata,
and Hyogo prefectures, etc. Sake
produced in the U.S. are reasonably
priced, for including a few of these
brands in the mix may also be fun.
Please be sure to use the same shaped
glass for each of the three sake brands.
It’s best to store the glasses in the
refrigerator for approximately 3 hours
and to maintain their temperature at 55
degrees Fahrenheit. (white wine glasses
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“Creative Sushi & Sake” [lwstraves 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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« 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

are better)

And now, for the cuisine. There’s no
need to stick with Japanese cuisine, for
it’s fun to also pair sake with Chinese
and Italian (please avoid excessively
spicy or strong garlic-flavored dishes)
cuisines. Please be careful to compare
the balance between the sake and the
food upon consumption, the changes
detected in the umami flavors, and any
changes in the aroma particular to that
food, and aftertaste. If these factors in
the pairing are satisfying, then it’s safe
to say the pairing was a “success.”m
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Refreshing Flaver and
Umami from
For Sushi Rolls, Fish, and Meat Dishes
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From Ocean to Plate:

The Craft of

Premium Nori Selection4

EEFEER.

EREENREELZ

ori, the delicate yet essential
N seaweed used in sushi, onigiri, and

various Japanese dishes, is more
than just an ingredient—it is a defining
element of flavor, texture,and presentation.
As demand for high-quality nori rises,
restaurant owners and chefs must
navigate a shifting market characterized by
fluctuating prices, quality inconsistencies,
and sourcing challenges. Choosing the right
supplier ensures consistency, freshness,
and the best possible dining experience for
customers. One brand that stands above
the rest in both reliability and premium

MUTUAL TRADING
Restaurant Trend Report

o
o

£l

Crisp, umami-rich, and Temaki-ready — Takaokaya Miyabi Nori is a sushi lover’s dream.

BRfE.

Understanding Nori Quality
and Its Market Challenges

Not all nori are created equal. The current
market is saturated with lower-quality
options that often come from old crop
overstock or dead stock from past harvest
seasons, leading to compromised flavor,
texture, and color. These cheaper nori,
typically sourced from overharvested
or improperly stored lots, result in dull,
brittle sheets that fail to deliver the
signature melt-in-the-mouth experience
and presentation performance that chefs
seek for their dishes.

quality is Takaokaya USA.

Whene Does Norni Come From? i 23R

CHINA SOUTH KOREA
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i 1 I " o
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e e ® Fukuoka
'\ :
-
-
Kyushu
Ariake Sea
¢ Shanghai
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'S 2 1Takaokaya USARIBE 4 2 &
AfLEEZEI S EE 1 Takaokaya USA?
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WHERE IS NORI GROWN?

W I E A IR ?

Premium-quality nori is predominantly
grown and harvested in Japan in the well-
known Seto Inland Sea and Ariake Bay
regions. Blessed with optimal geographical
and climatic conditions, rainfalls there
flow downstream rich with nutrients and
into outlets towards the seas where nori
is farmed. Water conditions are suitable
with good currents at ideal temperatures,
and very importantly, high-low tide level
differences.

Nori is also farmed in select coasts of
South Korea and China, where experienced
seaweed growers use advanced harvesting
and processing methods to maintain
freshness and umami depth. While
Japan remains the gold standard, careful
selections at the industry’s annual auction
in South Korea and China can also yield
professional-grade  standards, offering
excellent texture and flavor when sourced
from reputable suppliers.
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RISING COSTS & THE FUTURE OF NORI

The nori industry is facing challenges that are driving up prices and limiting supply:

* Climate Change is disrupting seaweed growth, leading to smaller; unpredictable harvests.
* Rising Labor and Transportation Costs are pushing up prices across the supply chain.

* Strong Global Demand for Japanese cuisine is outpacing current nori production.

With continued pressure on future harvests, chefs and restaurant owners are encouraged
to secure reliable, high-quality supply through trusted partners.

CHOOSING THE RIGHT NORI FOR EACH USE

Nori types vary by texture, thickness, and function:

» Makiyaki Nori (Sushi Rolls): The standard for maki rolls—crisp, elastic, and easy to
handle. Premium versions have a deep black sheen and a clean bite.
Recommended Items: Miyabi Seto (#63005)

» Temaki Nori (Hand Rolls): Thinner than regular nori and specially crafted to stay
crispeven when in contact with sushi rice and fillings—perfect for texture-driven hand
rolls that melt in your mouth.

Recommended Items: Tokkyu Miyabi (#63000, #63001),
Miyabi Kyushu (#63006, #63007)

* Uramaki Nori (Inside-Out Rolls): Flexible yet sturdy sheets that won’t tear when rice
is on the outside.
Recommended Items: Purple (#63026,#63027), Yakinori SP (#62998, #63046)

* Arare Nori (Flake Nori): Also known as kizami or ramen nori, these finely cut flakes
are tailored for dishes like ramen and donburi. Each cut is designed to complement
different textures and flavors, enhancing the main dish with the seaweed’s natural umami
and aroma.

Recommended Items: Yakinori Ramen Yo (#6299 1,#62992),
Tokuyo Kizami Nori (#63893)

Fmmmmmmmmmmmm—m—————- TAKAOKAYA NORI GRADE

GRADE QUALITY
High - Black ( Dark Green)

@ GRADE QUALITY

Tokkyu Miyabi
High - Black ( Dark Green) -

Tokusen Miyabi

Miyabi Seto

TEXTURE
Hard, Tough,
Chewy

TEXTURE
Crispy

Aya Kyushu

Takaokaya Tokku Miyabi #63000
Takaokaya Tokusen Miyabi #63003
Takaokaya Miyabi Kyushu #63006
Takaokaya Miyabi Seto #63005
Takaokaya Aya Kyushu #6301 |
Takaoakaya Gold Kyushu #63014

Gold Kyushu

GRADE QUALITY
Low - Light Green
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TEXTURE
Hard, Tough,
Chewy

Takaokaya Gold Special #63017
Takaokaya Blue Crispy #63022
Takaokaya Hand Roll-Yo #63018
Takaokaya Blue #63020
Takaokaya Sakura #62997
Takaoakaya Green #63024
Takaoakaya Purple #63026

Tokuyo Kizami Nori (63893)

CHINA/
KOREA
Gold SP
ﬁ I:End Roll-Yo
- Blue Crispy -

Blue

Green

Sakura

Crispy

GRADE QUALITY
Low - Light Green

Honolulu - The Cherry Co.

Bringing the Flavors of Japan

to the People of the World

Lima - Super Nikkei

@mutualtrading
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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
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he difference is in the principle

behind freezing gas versus

liquid, which can be explained
as “the difference in thermal conduc-
tivity.” For example, the temperature
in a sauna is 194 degrees Fahrenheit.
A person can enter a sauna at 194 F for
only several minutes, even 10 or 20
minutes, but not for an hour.

On the other hand, a person
cannot enter a hot tub at 194 F without
suffering from burns. A hot tub can be
entered up to approximately 41 F above
the human body temperature.

As you can see in this example,
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Frozen Sake: Part 6
B 6Zpn

thermal conductivity is much faster in
liquid than in gas. Therefore, freezing
occurs much faster with liquid at -22 F
than gas at -320 F.

After the kind explanation given
by the technician, I quickly borrowed
a prototype device and flash-froze
unpasteurized sake freshly pressed at
the brewery. This sake was just freshly
pressed on “Day 0,” available only at
the sake brewery.

Of course, I tasted both flash-
frozen sake and unpasteurized sake.
At that moment, I felt the most goose-
bumps I’ve ever felt in my entire life.
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First, the bottle doesn’t crack. No
expansion occurs from freezing since the
liquid surface inside the bottle does not
change. Therefore, there is no need to
use special bottles or caps, which allows
the usual bottles and caps to be used.

There was no noticeable differ-
ence in flavor between flash-frozen
sake versus unpasteurized sake. There
was hardly any difference in flavor. The
flavor of unpasteurized sake freshly
pressed on “Day 0” does not change at
all, with no need to change the bottle
to sell it anywhere in the world where
frozen products can be delivered.m
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’ aINTER‘NATICUNAL 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)

What is distilled alcohol?

tEREIEHR

istilled alcohol is alcohol
used as an additive for Japa-
nese sake. Previously referred

to as “alcohol as raw sake ingredient”
was renamed as “distilled alcohol”
according to the “Standards for Man-
ufacturing Methods and Quality
Indication for Sake,” issued in 1990.
Alcohol for consumption - the main
ingredient for Japanese sake - is mostly
starch turned into sugar, and ninety-
five percent ethyl alcohol, or liquid
remaining after molasses from sugar
cane, etc., crystalized and fermented,
then vaporized with no synthetic
alcohol used. Therefore, according to
the label standards, indicating ‘dis-
tilled’ clarifies this beverage was not
prepared using any synthetic alcohol.
Currently, many products often distill
and refine crude alcohol imported from
overseas. Also, alcohol prepared by
distilling shochu and sake lees is also
used. Additives are added to distilled
alcohol approximately one to two days
before squeezing the fermenting-mash.
Leaving for a long time after the addi-
tives are added will degrade the sake
quality. This method is referred to as
“alcohol fortification.” The amount of
additives is different according to the
targeted sake quality, however, the stan-
dard for generic sake is 1t of white rice
with thirty-percent alcohol is approxi-
mately 500 ~ 600 liters. “Specific class
sake,” such as Ginjo and Honjozo, is
limited to below ten percent of the
weight of white rice (weight of alcohol
portion converted at 95 percent).
Distilled alcohol tends to be

frowned upon due to its established
perception as “alcohol-added sake,”
produced using low-quality alcohol
post war when rice was short in supply.
However, this is not always the case.
While it is true that additives are typi-
cally added to alcohol to increase the
volume for regular sake, for certain
sake brands, these additives are used
as a technique to achieve a smooth
sake quality. An appropriate amount of
additives enhances the sake flavor and
aroma, thus these additives are used in
Ginjo sake, known as the crown jewel
of Japanese sake. Adding alcohol is
what draws out the fruity Ginjo aroma,
for without alcohol, the aroma will be
left stronger on the strained sake lees.
In other words, the Ginjo aroma is more
faint in the Junmai-type Ginjo.

By the way, the limit set to the
amount of additives in distilled alcohol
of a specific brand name sake is the
upper limit, with the actual amount
of additives used being less than half
of the limit in most cases. This is
because the additives are not used for
the purpose to increase volume, but to
enhance the sake quality.m
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Polishing Rate: 70%
i (Yamadanishiki, Aiyama)

Daishichi Kimoto Kenbishi Kuromatsu Mizu No Shirabe
Honjozo Honjozo Ginjo
Daishichi Sake Brewery (Fukushima) Kenbishi Shuzo (Hyogo) Yamamoto Honke (Kyoto)

i Polishing Rate: 60%
i (Gohyakumanngoku)

FoJF B £ SMV:43
— i Polishing Rate:50% ;
- i (Yamadanishiki) i (Dewasansan)
Mizubasho Gasanryu Kisaragi
Ginjo Daiginjo

Nagai Shuzo (Gunma)

Shindo Shuzo (Yamagata)

olishing Rate: 50% i Polishing Rate: 30%

i (Sakahomare)
Ippongi Kotona Egushi
Daiginjo
Ippongi Kubohonten (Fukui)

This article was courtesy from Shibata Shoten Co Ltd.
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The Fate of Sake
HZs B84 5

y jizake (local sake) spe-
cialty shop celebrated 9
years in business, thanks

to the support of my customers. Nine
years passed since I met Mr. Eizo
Musya, my mentor in the jizake indus-
try, after working for many years in the
restaurant industry. Mr. Musya shared
his expertise in sake and introduced me
to a sake brewery, where I was initi-
ated into the world of sake brewing. I
opened a sake shop in the town of Hat-
sudai where I knew no one in February
2016. My shop also survived the coro-
navirus pandemic. The first nine years
of business passed quickly.

Children born to customers when
my shop opened are now attending ele-
mentary school. My niece who was in
elementary school at the time is now
in college. Not surprisingly, my hair
is turning increasingly white. Despite
having started my business with no
experience, speaking with sake brew-
eries and senior industry professionals
over the years trained me to converse
like a veteran sake shop owner. Thanks
to the advice I received from the sake
brewery, I never thought about expand-
ing my shop, but remained focused on
steady management. Although I may
not generate significant profit, I can
also avoid significant losses.

How could I establish a base of
regular customers for my shop in a land
where I know no one? It took 9 years
to build my base of core customers. In
February, I was finally able to invite my
regular customers and acquaintances

TOI.(go by Ryuji Takahashi )
Jizake Strolling
SRR A RS

from my previous place of employment
to a client’s izakaya restaurant nearby
as the venue to celebrate this milestone.
Looking back, I was introduced to
a publication that introduces sake, went
on radio and TV shows, conducted
seminars for various corporations and
organizations, wrote a column for sev-
eral publications, and gained various
valuable experiences outside of sell-
ing sake. I never would’ve had these
experiences had I worked as an ordi-
nary businessman. The more one learns
about sake, the more one realizes that
sake is not savored with your brain,
thus less things are said over time.
This is because sake is savored
by your tongue and liver. However,
fads exist among sake fans, which
now change at faster speeds, it’s get-
ting harder to keep up. I’d soon like
to switch to selling sake in a calmer
environment where I am free to drink,
enjoy, and sell sake at my own pace, far
removed from following fleeting fads
in sake brands and types of sake.
Attending events where many sake
breweries exhibit various sake brands
gets tiring. I may appear less motivated
at first glance; however, I was grateful
to welcome so many guests who came
to celebrate my business anniversary.
I feel compelled to express my deep
gratitude to all my clients who appreci-
ate my taste in sake. The next milestone
for my shop will be our 10-year busi-
ness anniversary. Sales are still not
extraordinarily high, but steady. How-
ever, I remain steadfastly committed to
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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.

serving the most delicious sake possible
to the residents of Hatsudai.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

How to describe sake during sake tasting
During sake tasting, describe the appearance, aroma, and

flavor of sake. This report reviews how to describe sake flavor.

Sake Flavor

Sake flavor is described in terms of sweetness, acid-
ity, umami, bitterness, and taste. For example, sweetness is
described as “mellow” and “subtle,” while acidity is described
as “sharp” and “fresh.” Umami flavor is described in terms of
how the flavor “spreads” and as “savory,” while bitterness is
described as “herbaceous,” etc. Also, describe the taste of sake
as “smooth,” “gentle,” “round,” etc.

Sake tasting is complex. The more one tastes sake, the
more one wants to learn more about sake. Once you get the
hang of it, I recommend “blind tasting” as well. Brand names
must be hidden during the tasting to eliminate any biases to
better understand your preferences in sake flavor. Why not try
it once for yourself’m
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Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho
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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
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

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

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

David Kudo

Sake Sommelier
Master Sake Sommelier
Born Kita-Akita City,
Akita Prefecture.
Took over as Exec- 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.

Harmony of Sake and Cuisine

specially when it comes to
Epairing Japanese sake with

food, many people likely think,
“What’s with the exaggeration...? It
doesn’t really matter.”

In this issue, I’d like to pass on to
our readers a trick that enhances one’s
abilities to pair sake with food.

First, please select three brands of
sake with very different properties. The
differences in properties are hard to tell
without drinking the sake, but first, let’s
select the sake according to the infor-
mation listed on each label.
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"Creative sushi & Sake” illustrares the rechnigues of the
finest sushi chefs throughowt the world, concentraring on
the artistic presentations, 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 Japan Mews, Inc., in 2005)

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

For example, please select a
Junmai Daiginjo, Tokubestu Junmai,
and Junmai Kimoto, all produced in
different regions like Akita, Niigata,
and Hyogo prefectures, etc. Sake
produced in the U.S. are reasonably
priced, for including a few of these
brands in the mix may also be fun.
Please be sure to use the same shaped
glass for each of the three sake brands.
It’s best to store the glasses in the
refrigerator for approximately 3 hours
and to maintain their temperature at 55
degrees Fahrenheit. (white wine glasses
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« New Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
Sushi

« Mastering Techniques

= Sushi in the USA and Europe

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

are better)

And now, for the cuisine. There’s no
need to stick with Japanese cuisine, for
it’s fun to also pair sake with Chinese
and Italian (please avoid excessively
spicy or strong garlic-flavored dishes)
cuisines. Please be careful to compare
the balance between the sake and the
food upon consumption, the changes
detected in the umami flavors, and any
changes in the aroma particular to that
food, and aftertaste. If these factors in
the pairing are satisfying, then it’s safe
to say the pairing was a “success.”m
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Timothy Sullivan “
) Sake Samural : l
—

Takao Matsukawa

‘ International

r Sake Sommelier i

l[l Latin Region Spe(lallst . __‘

Mutual Tradins =
! -

Keita Akaboshi
 Sake Sommelier

Kuramoto USInc.

Brewery Owner
% Kosuke Kuji
Nanbu Bijin Inc.
. Fifth Generation
L 5 Brewery Owner

O

Michael John
Simkin

WS Sake Selection
Owner

Shigeto Terasaka
B Sake Saknme{ker )

President

Japan Hollywood Network

Sara Guterbock
International
Sake Sommelier

New York Mutual Tradlng

Masato Kato
Sake Sommel/er )

Wlsmettac Asmn Foods

Philip Harper

Tamagawa Hand Made
Japanese Sake
Master Sake Brewer

Sake Sommelier

Isao Kiyota

Academla de Sake Me)a(o )

Rachel Fiekowsky
International
Sake Sommelier

NewYork Mutual Tradlng

Sake Sommelier and Others

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

Akira Yuhara
Sake Sommellerr ]
Mlyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Miyuki
Yoshida
Sake Somavelig(

W

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

Eda Vuong
International
Sake Sommelier |

International
Sake Sommelier

Masae Kusada

New York Mutual Tradlng

Chizuko
Niikawa-Helto
L Sake Sommelier

~ Sake Samurai

Hirohisa Eduardo
Kikuchi Dingler
 Sake Sommelier Sake Ambassador

KojiWong
Owner
Japon Bistro

Kaz Tokuhara
Sake Sommelier  Sake Sommelier
'k/kanagek” Savannah
Wismettac Asian Foods Distributing Co. Inc.

Y

Gary Imada
Sake Advisor

- =

Shino Okita
Certified Sake Sommelier
Shochu Advisor

Hanbai Solutions LLC.

Lora Blackwell
International m
Sake Sommel/er

Sommelier

Kurtis Wells
Mixologist o .

Koji Aoto

= Toshiyuki Koizumi
- . Soke Sommelier
Owner “WASAN”

Eiji Mori
Sake Sommelier
Katana Restaurant

®

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

Jonathan Cortez
International
Sake Sommelier

Latln Region Specialist
Mutual Trading

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

Young's Market Company

Yoshihiro
Sako
B Sake Sarrrrrmeliek )

Yuzuki

.

. Stuart Morris
Sake Sommelier

Michael Russell
Certified Sake Somme//er

“Pacific International
Liquor Inc

Patsy Lu
International
Master Sake Sommeherr

Mutual Trading

BFAE

California
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CHALLENGE

by Kosuke Kuji 211
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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 6
YEFO H ZEE6M

he difference is in the principle
behind freezing gas versus
liquid, which can be explained
s “the difference in thermal conduc-
tivity.” For example, the temperature
in a sauna is 194 degrees Fahrenheit.
A person can enter a sauna at 194 F for
only several minutes, even 10 or 20
minutes, but not for an hour.

On the other hand, a person
cannot enter a hot tub at 194 F without
suffering from burns. A hot tub can be
entered up to approximately 41 F above
the human body temperature.

As you can see in this example,
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thermal conductivity is much faster in
liquid than in gas. Therefore, freezing
occurs much faster with liquid at -22 F
than gas at -320 F.

After the kind explanation given
by the technician, I quickly borrowed
a prototype device and flash-froze
unpasteurized sake freshly pressed at
the brewery. This sake was just freshly
pressed on “Day 0,” available only at
the sake brewery.

Of course, I tasted both flash-
frozen sake and unpasteurized sake.
At that moment, I felt the most goose-
bumps I’ve ever felt in my entire life.
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First, the bottle doesn’t crack. No
expansion occurs from freezing since the
liquid surface inside the bottle does not
change. Therefore, there is no need to
use special bottles or caps, which allows
the usual bottles and caps to be used.

There was no noticeable differ-
ence in flavor between flash-frozen
sake versus unpasteurized sake. There
was hardly any difference in flavor. The
flavor of unpasteurized sake freshly
pressed on “Day 0” does not change at
all, with no need to change the bottle
to sell it anywhere in the world where
frozen products can be delivered.m
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’@ 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)

What is distilled alcohol?
Ax LdIA=Z0|2k RAAQUTL?

istilled alcohol is alcohol
used as an additive for Japa-
nese sake. Previously referred
to as “alcohol as raw sake ingredient”
was renamed as “distilled alcohol”
according to the “Standards for Man-
ufacturing Methods and Quality
Indication for Sake,” issued in 1990.
Alcohol for consumption - the main
ingredient for Japanese sake - is mostly
starch turned into sugar, and ninety-
five percent ethyl alcohol, or liquid
remaining after molasses from sugar
cane, etc., crystalized and fermented,
then vaporized with no synthetic
alcohol used. Therefore, according to
the label standards, indicating ‘dis-
tilled’ clarifies this beverage was not
prepared using any synthetic alcohol.
Currently, many products often distill
and refine crude alcohol imported from
overseas. Also, alcohol prepared by
distilling shochu and sake lees is also
used. Additives are added to distilled
alcohol approximately one to two days
before squeezing the fermenting-mash.
Leaving for a long time after the addi-
tives are added will degrade the sake
quality. This method is referred to as
“alcohol fortification.” The amount of
additives is different according to the
targeted sake quality, however, the stan-
dard for generic sake is 1t of white rice
with thirty-percent alcohol is approxi-
mately 500 ~ 600 liters. “Specific class
sake,” such as Ginjo and Honjozo, is
limited to below ten percent of the
weight of white rice (weight of alcohol
portion converted at 95 percent).
Distilled alcohol tends to be
frowned upon due to its established
perception as “alcohol-added sake,”

produced using low-quality alcohol
post war when rice was short in supply.
However, this is not always the case.
While it is true that additives are typi-
cally added to alcohol to increase the
volume for regular sake, for certain
sake brands, these additives are used
as a technique to achieve a smooth
sake quality. An appropriate amount of
additives enhances the sake flavor and
aroma, thus these additives are used in
Ginjo sake, known as the crown jewel
of Japanese sake. Adding alcohol is
what draws out the fruity Ginjo aroma,
for without alcohol, the aroma will be
left stronger on the strained sake lees.
In other words, the Ginjo aroma is more
faint in the Junmai-type Ginjo.

By the way, the limit set to the
amount of additives in distilled alcohol
of a specific brand name sake is the
upper limit, with the actual amount
of additives used being less than half
of the limit in most cases. This is
because the additives are not used for
the purpose to increase volume, but to
enhance the sake quality.m
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£ SMV:43
i Polishing Rate: 69%
i (Gohyakumangoku)

Daishichi Kimoto
Honjozo
Daishichi Sake Brewery (Fukushima)

Kenbishi Kuromatsu

Kenbishi Shuzo (Hyogo)

©SMV:+1.0~2.0

- Adidity: +1.7

i Polishing Rate: 70%

¢ (Yamadanishiki, Aiyama)

i SMV:+3.6

Mizu No Shirabe
Honjozo Ginjo
Yamamoto Honke (Kyoto)

© Polishing Rate: 60%
i (Gohyakumanngoku)

{OSMV: +4
S ¢ Polishing Rate:50%
- (Yamadanishiki)
Mizubasho

Nagai Shuzo (Gunma)

C V43
i Polishing Rate: 50%
i (Dewasansan)

Gasanryu Kisaragi
Ginjo Daiginjo
Shindo Shuzo (Yamagata)

i Polishing Rate: 30%
i (Sakahomare)

Ippongi Kotona Egushi
Daiginjo
Ippongi Kubohonten (Fukui)

This article was courtesy from Shibata Shoten Co Ltd.
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The Fate of Sake
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y jizake (local sake) spe-

cialty shop celebrated 9

years in business, thanks
to the support of my customers. Nine
years passed since I met Mr. Eizo
Musya, my mentor in the jizake indus-
try, after working for many years in the
restaurant industry. Mr. Musya shared
his expertise in sake and introduced me
to a sake brewery, where I was initi-
ated into the world of sake brewing. I
opened a sake shop in the town of Hat-
sudai where I knew no one in February
2016. My shop also survived the coro-
navirus pandemic. The first nine years
of business passed quickly.

Children born to customers when
my shop opened are now attending ele-
mentary school. My niece who was in
elementary school at the time is now
in college. Not surprisingly, my hair
is turning increasingly white. Despite
having started my business with no
experience, speaking with sake brew-
eries and senior industry professionals
over the years trained me to converse
like a veteran sake shop owner. Thanks
to the advice I received from the sake
brewery, I never thought about expand-
ing my shop, but remained focused on
steady management. Although I may
not generate significant profit, I can
also avoid significant losses.

How could I establish a base of
regular customers for my shop in a land
where I know no one? It took 9 years
to build my base of core customers. In
February, I was finally able to invite my
regular customers and acquaintances

TOI.(go by Ryuji Takahashi )
Jizake Strolling
SRR A RS

from my previous place of employment
to a client’s izakaya restaurant nearby
as the venue to celebrate this milestone.
Looking back, I was introduced to
a publication that introduces sake, went
on radio and TV shows, conducted
seminars for various corporations and
organizations, wrote a column for sev-
eral publications, and gained various
valuable experiences outside of sell-
ing sake. I never would’ve had these
experiences had I worked as an ordi-
nary businessman. The more one learns
about sake, the more one realizes that
sake is not savored with your brain,
thus less things are said over time.
This is because sake is savored
by your tongue and liver. However,
fads exist among sake fans, which
now change at faster speeds, it’s get-
ting harder to keep up. I’d soon like
to switch to selling sake in a calmer
environment where I am free to drink,
enjoy, and sell sake at my own pace, far
removed from following fleeting fads
in sake brands and types of sake.
Attending events where many sake
breweries exhibit various sake brands
gets tiring. I may appear less motivated
at first glance; however, I was grateful
to welcome so many guests who came
to celebrate my business anniversary.
I feel compelled to express my deep
gratitude to all my clients who appreci-
ate my taste in sake. The next milestone
for my shop will be our 10-year busi-
ness anniversary. Sales are still not
extraordinarily high, but steady. How-
ever, I remain steadfastly committed to

40 May 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.

to the residents of Hatsudai.m
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serving the most delicious sake possible
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Master Sake Sommelier . .
Info . Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Murakam1 David Kudo Ryuji Takahashi
Sake Shochu Spl rits Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier
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Sake Shochu Spirits Institute of America

-Cautionary Notes for Tasting Sake-
Hlo|AE! Fo|H

How to describe sake during sake tasting i YUEZFE Ho|AE Emjjo] T

B . . During sake tasting, describe the appearance, aroma, and UEFE HO|AYS miofl= 2a, T, a2 U=
Sake Shochu Spirits Institute of America flavor of sake. This report reviews how to describe sake flavor. @ HE$BICE 0|t = orofl CHBH A
NPOEA :
*Eﬁﬁﬁqg%ﬁﬁﬁﬁﬁﬁ Sake Flavor CY)
Sake Shochu Spirits Institute of America Sake flavor is described in terms of sweetness, acid- EfSke LS ZH A 20K 50| HESS Bt
:J?'tsh?ru::s:r\s’:::dtrnegF:Jl;rj)aorjaen?sz?:;?e ity, umami, bitterness, and taste. For example, sweetness is ¢ LCLOIESH, Hot2 I'aestot) Mt s, st
shochu and beer in a shared where 500 described as “mellow” and “subtle,” while acidity is described i FAFISICH T2l #(stCh) S, Z&H2 TE0|7t
million people enjoy wine in North America. as “sharp” and “fresh.” Umami flavor is described in terms of ~ § % EU FSUSICH S, 28E2 TA[SICH 5122
We strive to increase Japanophiles by how the flavor “spreads” and as “savory,” while bitterness is © 20fo|ChSe HHHO| MQICH ot s{of X2 T
furthering understanding of the sake described as “herbaceous,” etc. Also, describe the taste of sake ’é’ AT TR TSTAES Ozt HEH

culture through online Japanese sake

and shochu colleges and books related as “smooth,” “gentle,” “round,” etc. SASHAY,

to Japanese sake, shochu and beer, :

:;Cbrizpciz? ILﬁZiTnfg?f apna;;isjcl,rue&“y Sake tasting is complex. The more one tastes sake, the U2 FO HO|ARR M6t EHE 58 O
: ot71 Al X olAS =2alo|l= E|

contributes to expanding the market. more one wants to learn more abou.t sake. Once you get the 2t Ao '_“:L :; SHX|H, T22tele F:13| ES O-LJ

Also, our final purpose is to facilitate hang of it, I recommend “blind tasting” as well. Brand names D EFHE.E=Ess PEH01|)K‘| E|O|AEIS AA|st

communication with sake breweries, sake must be hidden during the tasting to eliminate any biases to P H, MYUA glo] XHilo] ZotetE YEFo FTE

producers, and distribution companies, etc., better understand your preferences in sake flavor. Why not try ~ : | ZIC} $HH A =8 HEZ12 o€

to introduce Japanese sake, shochu and .
beer to American consumers in a way that’s it once for yourself’m

easy-to-understand.
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President
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Teruyuki
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Joe Mizuno
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International
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Academla de Sake Mem(o

Founder

Mai Segawa
Advanced Sake
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Rachel Fiekowsky
International
Sake Sommelier

New York Mutual Tradlng

Eda Vuong Shino Okita
International Certified Sake Sommelier
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International
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New York Mutual Tradlng
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Eiji Mori Michael Russell
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International
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Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com

BN
California

SAKE

CHALLENGE
211

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 Super Congelado: Parte 6

diferencia esta en el prin-

cipio, detras de la congelacion

del gas frente al liquido, que
puede explicarse como “la diferencia en
la conductividad térmica”. Por ejemplo, la
temperatura en un sauna es de 194 grados
Fahrenheit. Una persona puede entrar a un
sauna a 194 °F s6lo durante unos minutos,
incluso 10 o 20 minutos, pero no durante
una hora.

Por otro lado, una persona no puede
entrar a un jacuzzi a 194 F sin sufrir que-
maduras. Se puede ingresar a un jacuzzi
hasta aproximadamente 41 °F por encima
de la temperatura del cuerpo humano.

Como puede ver en este ejemplo, la
conductividad térmica es mucho mas rapida
en liquido que en gas. Por lo tanto, la con-
gelacion se produce mucho mas rapido con
un liquido a -22 F que conungasa-320 k.

Después de la amable explicacion del
técnico, rapidamente tomé prestado un pro-
totipo y congelé instantaneamente sake sin
pasteurizar recién prensado en la destileria.

Este sake fue prensado el “Dia 0” y esta
disponible unicamente en la destileria.

Por supuesto, probé tanto el sake
congelado rapidamente como el sake sin
pasteurizar.

En ese momento senti la piel de gal-
lina mas grande que jamas habia sentido
en mivida.

Primero, la botella no se agrieta. No
se produce expansion por congelacion
ya que la superficie del liquido dentro de
la botella no cambia. Por lo tanto, no es
necesario utilizar botellas o tapones espe-
ciales, lo que permite utilizar las botellas y
tapones habituales.

En términos de sabor, es imposible
notar la diferencia entre productos con-
gelados rapidamente y productos que no
lo estan. Sin cambiar el sabor del sake
extremadamente fresco no pasteurizado
en el "dia 0" de prensado, ni cambiar el
envase, se puede enviar a cualquier lugar
del mundo donde sea posible enviarlo
congelado.
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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.

« l’e 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)

@l’ ™ INTERNATIONAL INC www.jfc.com

. Qué es el alcohol destilado?

alcohol destilado se
E I utiliza como aditivo

para el sake japonés.
Anteriormente denominado
"alcohol como ingrediente
crudo del sake", fue renomb-
rado como "alcohol destilado”
segun las "Normas para méto-
dos de fabricacion e indicacion
de calidad para sake", emitidas
en 1990. El alcohol para con-
sumo -el ingrediente principal
del sake japonés- es princi-
palmente almidon convertido
en azucar y noventay cinco
por ciento de alcohol etilico, o
liquido restante después de que
la melaza de la cana de azucar
se cristaliza y fermenta, luego se
vaporiza sin utilizar alcohol sin-
tético. Por lo tanto, de acuerdo
con las normas de la etiqueta,
indicar “destilado” aclara que
esta bebida no fue preparada
utilizando ningun alcohol sinté-
tico. En la actualidad, muchos
productos suelen destilar y refi-
nar alcohol crudo importado del
extranjero. También se utiliza
alcohol preparado mediante la
destilacion de shochu y sake.
Los aditivos se anaden al alcohol

destilado aproximadamente

uno o dos dias antes de expri-
mir el mosto en fermentacion.
Dejarlo reposar durante mucho
tiempo después de agregar los
aditivos degradara la calidad del
sake. Este método se conoce
como “fortificacion con alco-
hol”. La cantidad de aditivos
varia segun la calidad del sake
deseado, sin embargo, el estan-
dar para el sake genérico es
que 1 tonelada de arroz blanco
con treinta por ciento de alco-
hol equivale aproximadamente a
entre 500 y 600 litros. El sake de
“clase especifica”, como Ginjo y
Honjozo, esta limitado a menos
del diez por ciento del peso del
arroz blanco (peso de la porcion
de alcohol convertida al 95 por
ciento).

El alcohol destilado tiende
a ser mal visto, debido a su per-
cepcion establecida como “sake
con alcohol agregado”, pro-
ducido usando alcohol de baja
calidad después de la guerra,
cuando el arroz escaseaba. Sin
embargo, este no siempre es
el caso. Si bien es cierto que

generalmente se agregan aditi-
vos al alcohol para aumentar el
volumen del sake normal, para
ciertas marcas, estos aditivos
se utilizan como una técnica
para lograr una calidad suave.
Una cantidad adecuada mejora
el sabor y el aroma, por lo que
estos aditivos se utilizan en el
sake Ginjo, conocido como

la joya de la corona del sake
japonés. La adicion de alco-
hol es lo que realza el aroma
afrutado del Ginjo, ya que,

sin alcohol, el aroma quedara
mas fuerte en las lias del sake
colado. En otras palabras, el
aroma del Ginjo es mas tenue en
el Ginjo tipo Junmai.

Por cierto, el limite establec-
ido para la cantidad de aditivos
en el alcohol destilado de un
sake de una marca especifica
es el limite superior, y la canti-
dad real de aditivos utilizados
es menos de la mitad del limite
en la mayoria de los casos. Esto
se debe a que los aditivos no
se utilizan con el propésito de
aumentar el volumen, sino para
mejorar la calidad del sake.
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i Polishing Rate: 69% Polishing Rate: 70% i Polishing Rate: 60% S i Polishing Rate:50% i Polishing Rate: 50% i Polishing Rate: 30%
i (Gohyakumangoku) i (Yamadanishiki, Aiyama) i (Gohyakumanngoku) - i (Yamadanishiki) i (Dewasansan) i (Sakahomare)
Daishichi Kimoto Kenbishi Kuromatsu Mizu No Shirabe Mizubasho Gasanryu Kisaragi Ippongi Kotona Egushi
Honjozo Honjozo Ginjo Ginjo Daiginjo Daiginjo
Daishichi Sake Brewery (Fukushima) Kenbishi Shuzo (Hyogo) Yamamoto Honke (Kyoto) Nagai Shuzo (Gunma) Shindo Shuzo (Yamagata) Ippongi Kubohonten (Fukui)

) This article was courtesy from Shibata Shoten Co Ltd.
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tienda especial-
izada en jizake
(sake local) celebro
9 anos en el negocio, gracias

al apoyo de mis clientes. Han
pasado nueve anos desde que
conoci al Sr. Eizo Musya, mi
mentor en la industria del jizake,
después de trabajar durante
muchos anos en la restauracion.
El Sr. Musya compartiod su expe-
riencia en sake y me presento a
una destileria, donde me inicié
en el mundo de la elaboracion.
Abri una tienda en la ciudad de
Hatsudai, donde no conocia a
nadie, en febrero de 2016. Mi
tienda también sobrevivio a la
pandemia del coronavirus. Los
primeros nueve anos de activi-
dad pasaron rapidamente.

Los hijos de nuestros cli-
entes que nacieron cuando
abrimos mi tienda ahora asisten

a la escuela primaria. Mi sobrina,

que en ese momento estaba en
la escuela primaria, ahora esta
en la universidad. No es de sor-
prender que mi cabello se esté
volviendo cada vez mas blanco.
A pesar de haber iniciado mi
negocio sin experiencia, hablar
con destilerias de sake y pro-
fesionales de alto nivel de la
industria a lo largo de los anos
me capacito para conversar
como un veterano propietario
de una tienda de sake. Gracias
a los consejos que recibi, nunca

TOk 0 by Ryuji Takahashi
leake Strolling
= S i S

pensé en ampliar mi tienda,
Sino que me concentré en una
gestion estable. Aunque no
genere ganancias significativas,
también puedo evitar pérdidas
significativas.

¢, Como podria establecer
una base de clientes regula-
res para mi tienda en una tierra
donde no conozco a nadie?
Me tomo 9 anos construir mi
base de clientes principales. En
febrero, finalmente pude invitar
a mis clientes habituales y con-
ocidos de mi anterior lugar de
trabajo al restaurante izakaya de
un cliente cercano para celebrar
este hito.

Mirando hacia atras: me
invitaron a una publicacion que
presentaba el sake, participé en
programas de radio y television,
realicé seminarios para varias

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.

corporaciones y organizacio-
nes, escribi una columna para
varias publicaciones y obtuve
varias experiencias valiosas
fuera de la venta de sake. Nunca
habria tenido estas experien-
cias si hubiera trabajado como
un hombre de negocios normal.
Cuanto mas se aprende sobre
el mundo del sake, mas te das
cuenta de que no es un articulo
de lujo que requiere pensam-
iento, por lo que hay menos de
que hablar.

Esto se debe a que el sake
se saboreaenlalenguayen el
higado. Sin embargo, entre los
aficionados existen modas que
ahora cambian a un ritmo cada
vez mas rapido y resulta cada
vez mas dificil seguirles. Pronto
me gustaria pasar a vender sake
en un entorno mas tranquilo
donde pueda beber, disfrutar

libremente a mi propio ritmo,
lejos de seguir modas pasajeras
en marcas y tipos de sake.

Asistir a eventos donde
muchas destilerias de sake
exhiben varias marcas resulta
agotador. Quizas a primera vista
parezca menos motivado; Sin
embargo, me senti agradecido
de recibir a tantos invitados que
vinieron a celebrar mi aniver-
sario empresarial. Me siento
obligado a expresar mi profundo
agradecimiento a todos mis cli-
entes que aprecian mi gusto por
el sake. El proximo hito para mi
tienda sera nuestro décimo ani-
versario comercial. Las ventas
aun no son extraordinariamente
altas, pero si constantes. Sin
embargo, sigo firmemente com-
prometido a servir el sake mas
delicioso posible a los residen-
tes de Hatsudai.
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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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Como describir el sake durante una cata

Al probar el sake, la apariencia, el aromay
el sabor se describen con palabras. Esta vez se
trata del sabor.

Sabor a sake [Gusto]

Expresa dulzura, acidez, umami, amar-
gor y sabor. Por ejemplo, la dulzura se describe
como "suave” o "gentil”, la acidez como "aguda”
o "fresca”, el umami como "con cuerpo” o
"suave", y la amargura como "refrescante” o
"herbal”. Ademas, describe el sabor utilizando
palabras como "suave”, "ligero" y "meloso”.

La cata de sake es un tema complejoy
cuanto mas lo pruebas, mas quieres saber sobre
él. Una vez que te acostumbres, te recomenda-
mos hacer una cata a ciegas. Al probarlo sin
revelar la marca, puedes tener una idea de los
tipos de sake que te gustan sin ideas preconce-
bidas. ¢ Por qué no intentarlo?

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

= ONLINE
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