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- October 1st World Sake Day

Award Winners Celebrate Wlth

) 2025 TEXSOM Award Winners

/m /m GOLD GOLD GOLD /m /m
m o m
Lo L

from top left: Born Gold Muroka Junmai Daiginjo, Fukui / Suigei Kouiku 54 Junmai Ginjo, Kochi / Amabuki Sakura Fubuki Junmai Nigori, Saga /Nihonsakari SAKARI Junmai Daiginjo, Hyogo
from bottom left: Born Dreams Come True Junmai Daiginjo, Fukui /Nihonsakari SAKARI Yuzu Liqueur, Hyogo / Suigei Harmony Blend Junmai Daiginjo, Kochi / Tengumai Yamahai Junmai, Ishikawa /
Kikusui Junmai Daiginjo, Niigata / Nanbu Bijin Awa Sparkling Junmai Ginjo, lwate

product availability may vary by regions
=225 MUTUAL TRADING
Legendary  Finesse = Award Winning ~

mtcsake.com SAKE SHOCHU WINE CRAFT BEER SPIRITS Please drink responsibly. ©2025 by Mutual Trading Co., Inc.

E JAPAN ESE FOOD & %MUTUALTRADING
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This is not a public event
Food Professionals Only

Alcohol sampling ends at 3:00 PM *

MUTUAL TRADING

THU

SEPT 25°
9am-4pm

Pasadena
Convention Center

Code Required

to Register
contact your MTC rep today!

JFRE is a professional trade show, and is restricted to food and foodservice professionals. * No one under the age of 18 will be allowed. Must be 21 years old for alcohol tastings.
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World Honkaku Shochu
& Awamori Day

Discover Mutual Trading’s exclusive, award-winning spirits.
A perfect balance of flavor, culture, and legacy in one pour.

from left: Tomino Hozan, Sweet Potato Shochu, ABV:24%, Kagoshima / Seifuku Ryukyu Awamori “Jikabi”, Rice Shochu, ABV:30%, Okinawa /Kakushigura Mugi, Barley Shochu, ABV:24%, Kagoshima
Sakura Yamakawa Ryukyu Awamori Koshu, Awamori, ABV:43%, Okinawa / Ohoro Gin, Gin, ABV:47%, Hokkaido / Shirayuri Inui 44 Awamori, Ryukyu Awamori, ABV:44%, Okinawa
Noguchi Sakekasu Shochu, Kasutori, ABV:38%, Ishikawa / Kaido Imo Shochu, Sweet Potato Shochu, ABV:24%, Kagoshima

product availability may vary by regions
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Let's cook with NINBEN,

NINBEN

NINBEN Popular izakaya recipes with  'shirodashi 1.81;

hiro Dashi

"Shirodashi 1L"

Agedashi Tofu ®Zg"

THE INGREDIENTS / 2 SERVINGS e
* 2 thgp: e NINBEN "Shiro Dashi" AN D ——— ICANABEL
150 -ooeeeeeemmriee Water T BOMY ceerrrrrmmmmem 7k
o I[allexelk=sessraacanansescrasssaaapsseasseaasssancs Silk tofu

- Proper amount of potato starch
-Ingredients of your choice[This time, eggplant and cod] <& & -~ $FHDEM(SEE. FaF. 27 DENH)
- Proper amount of grated ginger, grated daikon @& = - BALLEIN  KIRBAL., FERE

raddish, and green onion. B 11958
- Proper amount of vegetable oil

METHOD

1. Drain the tofu and cut it into 6 pieces. Sz, 6% IZH]3,

2. Coat the tofu with potato starch and deep fry until they turn light brown and crispy.
[Deep fry eggplant, and coat the cod with potato starch and deep fry it.]
BRBICHEMEESL, BLEBIFBTYSNEBITB. (IMFIRFHIF. 2T BREESLT. $5153,)

3. Ina pot, mix % and warm it. 8-k £ A b EEDH B,

4. Place the tofu in a serving bowl! and gently pour x .

Garnish with grated ginger, grated daikon, and green onion. Done!
BICEBROEFADEMERE), QT AMRBEBL-BBLLLID - FHEREEHS T, HF L]

e
Dashi Chazuke ikl

L]

THE INGREDIENTS / 2 SERVINGS
.o TSP eeeseeeseesesy NINBEN "Shiro Dashi" e A U ——— ICARABAEL
200 ] oeeeeererree e Water DOOM -rrerrrrrrrrmrrrree K
| 5@ Fecesszssosascacsssesecosazazasasasssnsazazem White cooked rice SRR e E:_”E‘&
-Ingredients of your choice[Salted baked salmon, sashimi, etc] & & -+~ BIFHDEM(SEIL. k)
« Proper amount of topping R e HIFHLDEESY
[Nori[seaweed], shiso[japanese basil], sesame, wasabi, etc.] (FIHDY, KE R heV5E)

METHOD

1. In a pot, mixstand warm it. Bk z &b EEDHS,

2. Place the white cooked rice in a bowl and garnish with your favorite toppings.
BICHTIRER), BIFADEY hyELTEDE B,

3. Gently pour#*on2. Donel @iz k%13, i LHV)

& NINBEN
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Dobin Mushi: traditional Japanese
broth steamed in a teapot, with
matsutake mushrooms, shrimp.

16 17th National Hot Sake Contest held

-The contest selects the most delicious hot sake

in the world-
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18  Agriculture, Forestry and Fisheries Exports in
the First Half of 2025 Exceeded 800 Billion JPY for the
First Time

-Despite the record-high export value, increased tariffs

could influence the export volume to the U.S. for the latter
half of 2025-
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22 SAKE IN THE PARK 2025 held successfully

-Food and sake festival held to celebrate the 45th anniversary
of the establishment of the Little Tokyo Service Center-
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Mission of Japanese
Restaurant News

This magazine spotlights the Japanese
restaurant industry to introduce
the latest trends and successful
restaurants along with their operations
to provide hints on how to survive
the competitive restaurant industry.
Further, this magazine introduces the
latest restaurants garnering attention
and popular products, along with the
prosperity of Japanese restaurants.
Lastly, this magazine also introduces the
latest information on food sanitation
and management to contribute to the
development of the Japanese restaurant
industry as a whole.
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Please visit
https://www.alljapannews.com
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GEKKEIKAN SAKE
KYOTO SINCE 1637
KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
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CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honomry Sake Sommeller Honarary Sake Sommel/er & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
TICGROUP *Chaiman Honoraly Sake Sommelir & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

Owner “SAKAYANYC
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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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First and foremost, get people to sample

any people have never tried

Japanese sake, and even if they
have, the most they’ve tried is hot sake.
Hardly any will remember the brand
name., say “This is a great, try it” and
offer a sample with a smile. And once
a customer appears interested, take
the opportunity to simply explain the
information pertinent to support why
the beverage is delicious. Therefore,
how to create the first opportunity will
be the key to success.

Deciding who to communicate the
information to is important

Is sufficient training being
conducted to servers and bartenders?
Offering samples alone to customers
will not be sufficient to understand the
appeal of Japanese sake to customers.
Why is this sake delicious...? This
point needs to be thoroughly under-
stood by staff members. Also, because
sampling alone will not be suffi-
cient to understand the flavors of the
sake brand, always pair the sake with
food for sampling. It’s important for

customers to taste the drastic change in
the sake flavor with their own palate.
To get the customers to try sake
Find things to say to the custom-
er’s to get them to react, “Oh, really?”
For example, “How about this dry,
refreshing sake brand AAA from
Niigata prefecture, that goes great with
sushi?” Or perhaps, “would you like to
try brand BBB from Akita prefecture,
which goes great with teriyaki because
of it’s full body?” During sales pitches,
explain to customers in simple terms
that entice the customer’s interest.m
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SAKE SOMMELIER CLUBRD

Chizuko Alice Hama Liloa Papa
Niikawa-Helto Certified Wine & Sake Certified Sake Professional
Sake Sommelier Sommelier Leveltt
VSalr(e Sqmqm( o Young's Market Company
Hirohisa Eduardo Yoshihiro
Kikuchi Dingler Sako
Sake Sommelier Sake Ambassador - Sake Sommelier
Yuzuki
Koji Wong Kurtis Wells Stuart Mqrrls
Owner PP Sake Sommelier
' Mixologist I
Japon Bistro - - Hana Japanese Restaurant
Kaz Tokuhara Sa}:’(;f) lm‘:;:;:’ Toshiyuki Koizumi
Sake Sommelier S Sake Sommelier
Manager avannal e A AN
Wismettac Asian Fogds Distributing Co. Inc. Owner “WASAN
. Michael Russell
Gary Imada Eiji Mori . )
Sake Zdw’sa r Sake Sommelier . Ce(t/ﬁed que 5,0”','"8/'9’
e e Katana Restaurant P_aaﬁc International
Liquor Inc
Shino Okita Jonathan Cortez Patsy Lu
Certified Sake Sommelier International I Y "
Shochu Advisor Sake Sommelier internationa
——————— e S Mas{er que Sommreherr

Hanbai Solutions LLC.

Latin Region Specialist
Mutual Trading

Brewery Owner Sake Sommelier and Others
'Kosuke Kuji Teruyuki Joe Mizuno
Nanbu Bijin Inc. Kobayashi Head of the “Regional
Fifth Generation Taruhei Brewing Co Ltd. Sake Tasting Club”
Brewery Owner
Timothy Sulli Masato Kato Akira Yuhara
imothy Sul lvan_ Sake Sommelier Sake Sommelier
Sake Samurai s - - -
e e Wismettac Asian Foods Miyako Hybrid Hotel
Takao Matsukawa
International Philip Harper Rachel
Sake Sommelier ‘Tamagawa Hand Made Macalisang
Latin Region Specialist Japanese Sake Sake and Wine
Mutual Trading Master Sake Brewer Sommelier
Keita Akaboshi Mei HO Miyuki
Sake Sommelier Sake Sommelier Yoshida
Kuramoto US Inc. True Sake Sake Sommelier
Michael John Mai Segawa Don Lee
Sjmkiq B Advanced Sake Sake Sommelier
MJS Sake Selection ,50’,"’"?”9( _— Yama Sushi
Owner Tako Grill Owner Chef
Shigeto Terasaka Isao Kiyota Eda Vuong
Sake Sommelier International International
T edent o Nk SH Sake Sommelier
Japan Hollywood Network Academia de Sake Mexico Mutual Trading
Founder
Sara Guterbock Rachel Fiekowsky Masae Kusada
International International International
Sake Sommelier Sake Sommelier Sake Sommelier

New York Mutual Tfading

New York Mutual Tfading

New York Mutual Tfading

Lora Blackwell
International
VSalr(e Sommeligr )

[Infol

Genji Sake

Mutual Trading

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

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 Party held in a Japanese Pleasure Boat
EFMTOEEDOS

‘ ‘ akatabune” (Japanese
pleasure boat) is a dining
and entertainment

venue unique to Japan. Yakatabune
in Tokyo is especially popular among
foreign tourists.

During the summer firework
season, especially for firework shows
above the Sumida River, yakatabune
is immensely popular to look up and
enjoy the fireworks visible directly
above the river.

Yakatabune can also be rented to
host a sake sampling party.

Although mid-summer was too hot
at first, yakatabune is equipped with

air-conditioning, thus comfortable
despite its traditional appearance.
Three sake breweries were
invited to our sake sampling party in
a yakatabune, where sake was served
from each brewery. The sake sampling
event was attended by approximately
25 guests including the organizer. The
boat traveled from Asakusa district to
Sumida River and returned to Odaiba
district in approximately three hours.
Various foods were served, of
which the usual freshly fried tempura
was delicious. Guests enjoyed the
marvelous view from the boat.
Further, I was surprised to learn the

yakatabune was equipped with karaoke
equipment. Even more surprisingly,
portable Bluetooth? karaoke DAM
was available to sing classic songs to
the latest pop songs. Surrounded by the
river and ocean, guests can sing loudly
without disturbing anyone.

I boarded a yakatabune for the
first time in 15 years and thoroughly
enjoyed the dining experience in a
traditional yakatabune as I sipped sake.

I wish for foreign nationals to try
this unique Japanese dining experi-
ence on a “yakatabune” to savor sake
with tempura and other delicious
Japanese cuisines.m
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edieval Japan is when sake
breweries rapidly expanded
in Kyoto. According to the

mid-Muromachi Era (1336 - 1573)
records from 1425, when Kyoto was
home to 342 sake breweries. The
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Yoshihide Murakami

Master Sake Sommelier
Liquor Manager
JFC International Inc.

™
© I’ 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
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ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JESINC.
Interbranch Distribution Center (IDC)

When Did Sake Brands Become Established?

AARBEDT S

largest brewery with the greatest rep-
utation was the “Yanagi No Sakaya”
(“Willow Liquor Store”), known so
due to the willow planted in front of
the brewery. The “Yanagi No Sakaya”
had a shop curtain with the family crest
printed at a large scale, also depicted on
sake barrels under the “Yanagizake”
brand, said to have marked the begin-
ning of sake branding (trademark).

Afterwards, other sake breweries
in Kyoto imitated Yangaizake for their
fame by having court nobles, Buddhist
monks, and high priests name their sake
brands, often derived from tanka, or
Japanese poetry.

For example, major sake brewery
“Shigehira” located in the center of
Kyoto operated three sake brands
—“Mauzuru,” “Kizareishi,” and “Mita-
rashi” — of which “Maizuru” was
named after the poetry:

“Watching the white crane fly grace-
fully, I can’t help pray this happiness
will continue for eternity.”

(“Maizuru” was taken from the “the
white crane flying.”)

During an era when no trademark
rights existed, many sake breweries
used common names like “Hana-
tachibana,” “Wakamidori,” “Otowa,”
and “Ariake,” etc., with many con-
taining graceful characters like ‘Hana’
(flower), ‘Matsu’ (pine), ‘Tsuru’
(crane), ‘Kame’ (turtle), etc.

By the way, approximately 1,400
sake manufacturers are currently
operating in Japan, with each manu-
facturer holding approximately eight

trademarks, indicating over 10,000
types of sake brands exist in Japan.
Traditionally common sake brand
names are superstitious with a positive
brand image. Among the approximately
5,000 types of sake brands currently
sold, most utilize Chinese charac-
ters, of which each brand name was
deconstructed to list the top ten most
commonly used characters as follows
(in the order of most commonly used):
1. “Yama’ (mountain), 2. ‘Tsuru’
(crane), 3. ‘Masa,’ 4. ‘Mune,’ 5. ‘Kiku’
(chrysanthemum), 6. ‘Dai,” 7. ‘Kin’
(gold), 8. ‘Izumi’ (fountain), 9. ‘No,’
10. ‘Shiro’ (white). Number three and
four combines as “Masamume,” used
in 117 sake brand names. In addition,
“Masamune” is common due to many
theories, such as the pronunciation
of “shoshu” in the Buddhist scrip-
ture “Rinzai-shoshu” being similar to
“seishu” (pure sake), or being derived
from the sword “Masamune,” etc.m
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©SMV: +4
i Polishing Rate: 50%
i (Yamadanishiki & others)
Ozeki Osakaya Chobei
Daiginjo
0zeki Corporation (Hyogo)

Tamade lzumi
Daiginjo
0Ooga Shuzo (Fukuoka)

ESMV:-1 LMV
i Polishing Rate: 38%
i (Yamadanishiki)

Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

i Polishing Rate: 38%
i (Yamadanishiki)

Hakutsuru Tenku Yamada Nishiki

©SMV:+4
 Polishing Rate: 5%
i (Gohyakumangoku)
Jozen White
Junmai Ginjo
Shirataki Sake Brewery (Niigata)

Polishing Rate: 50% SMV:0.5-1.5
i (Yamadanishiki & i Polishing Rate:70%
i Nihonbare) i (Yamadanishiki)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Mizuho Kuromatsu Kenbishi
(Yamahai) Junmai
Kenbishi Shuzo (Hyogo)
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CORERFIKRASHLEREBELDRHESNTLET, This article was courtesy from Shibata Shoten Co Ltd.
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Sugar-free sake

you see major brands

EEEODHE
of carton sake adver-

D O tised as sugar-free

and purine-free sake in store aisles
Although regional sake fans would
never consider purchasing these sake
products, you’ll likely see at least one
brand in every supermarket and sake
discount shop, which means there is a
demand for these products in the market.

As a professional in the Japanese
sake industry, I felt the need to famil-
iarize myself with carton sake brands
in the market. Therefore, I gathered
as many brands as I could and orga-
nized an unprecedented “Sugar-free
Sake Sampling Party” that no Japa-
nese sake industry professional has yet
organized. During my visits to several
nearby supermarkets in search of varied
brands of carton sake, I realized most
stores sell sugar-free, purine-free sake
by Gekkeikan Sake Co., Ltd.

I asked a sales representative from
sake brewery Nihonsakari Co., Ltd.
about my findings, to which he replied
Gekkeikan is the top industry leader in
market share of sugar-free and purine-
free sake, followed by Nihonsakari.

Other similar sugar-free sake
brands were not classified as refined
sake due to a patent-related issue. |
gathered a total of seven sugar-free
carton sake brands: Gekkeikan, Nihon-
sakari, Kikumasamune, Hakutsuru, Sho
Chiku Bai, Ozeki, and Isonosawa.

All sake brands besides Hakut-
suru and Sho Chiku Bai were also
purine-free. I could imagine sugar-free
sake being produced from prolonged

TOKYO o
Jizake Strolling
SRR A RS

fermentation; however, I had no idea
how purine-free sake is produced. I'm
told a special patented filtration tech-
nology is used to adsorb purine.

While eliminating various com-
pounds such as sugar and purine can
reduce the umami flavor in sake, Gek-
keikan and Nihonsakari seem to lead
the sake industry with their patented
technology that retains the umami
flavor in sake. Other sake breweries
add amino acid and other compounds
to supplement their umami flavor, simi-
lar to liquor. However, I can’t deny the
flavor of sugar-free, purine-free sake
is flat and the umami flavor is rather
subtle compared to regular sake brands.
First-time consumers of sugar-free,
purine-free sake might find the flavor
to be amiss.

On the other hand, consumers
who find sake difficult to consume
in the scorching summer heat might
find the subtle flavor of sugar-free,
purine-free sake to be just right. The
subtleness in flavor will gradually
become less noticeable over time with
continued consumption. The alcohol

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.

content is comparable to regular sake,
thus sugar-free, purine-free sake is just
as intoxicating.

Sugar-free, purine-free sake can
also serve as an alternative to continu-
ously distilled shochu, mixed with soda
like chu-hai, and consumed in large
volumes. Gekkeikan was most suitable
to be served as a mixed drink. After
sampling many carton sake brands,
my conclusion was that it is unfortu-
nate for a sake fan to not be familiar
with sugar-free, purine-free sake when
discussing sake.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 beerin a
shared where 500 million people enjoy
wine in North America. We strive to
increase Japanophiles by furthering
understanding of the sake culture
through online Japanese sake and
shochu colleges and books related to
Japanese sake, shochu and beer, etc.
Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies,
etc., to introduce Japanese sake, shochu
and beer to American consumers in a
way that’s easy-to-understand.
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Sake Shochu Spirits Institute of America
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Compatibility of Sake with Cuisine

Aromatic Sake — Highly aromatic and refreshing flavor. Select
cuisine with gentle sweetness for pairing. To match the fruity
aroma of this sake, cuisines presented with citrus fruits, or cuisine
using the fruit itself is recommended. Positioned as an aperitif-type
of sake to be paired with appetizers.

Refreshing Sake — Simple in aroma, Refreshing Sake is charac-
teristic for compatibility with wide range of cuisines. This sake
compliments cuisines with light umami flavors, mild flavors, and
refreshing flavors; also effective in resetting the palate after rich
cuisines with fatty components.

Pure Sake — Compatible with cuisines abundant in umami flavors
and rich flavors with notable salt flavor.

Also compatible with cuisines prepared using cheese and butter, as
well as delicacies such as salted squid guts, dried mullet roe, and
salted sea cucumber guts.

Mellow Sake — Compatible with richly flavored, highly flavorful
cuisines. Also compatible with cuisines with oily components,
flavors highly simmered down, burnt flavor, and spiced cuisines,
as well as aged cheese and desserts with rich, sweet flavors.m
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NEWS / TRENDS

Restaurant labor costs are well above historical averages
-Elevated labor costs continue to pressure the bottom line-

LARSVDODAHEIZ. BEDKEZKMEICE[ED

—AHEDOREDL S| EHi NS ZEBLTVS—

abor costs represented an

I outsized share of restaurant
outlays last year. That’s one

of the observations from the 2025
edition of the National Restaurant
Association’s Restaurant Operations

Data Abstract, which was released
August 20.

The Abstract is based on finan-
cial and operating data provided
by more than 900 restaurant
operators nationwide.

Among fullservice respon-
dents to the survey, salaries and
wages (including benefits) repre-
sented a median of 36.5% of sales in
2024. Salaries and wages (including
benefits) represented a median of
31.7% of sales among limited-service
survey respondents.

These readings were elevated
when compared to previous editions
of this report. On average in the 2010,
2013 and 2016 reports, salaries and
wages (including benefits) repre-
sented approximately 33% of sales
among fullservice respondents and
approximately 28% of sales among
limited-service survey respondents.

In addition to labor costs, the
Abstract contains data for several
other cost categories, such as food,
occupancy, utilities, marketing and

more. Additionally, the data is presented
by various attributes, including average
check size, annual sales volume, size of
community and restaurant location.

This information can help restau-
rant operators sharpen financial
performance and identify cost catego-
ries where data could substantially vary
by type of operation. By analyzing
operating costs, restaurant operators
may detect potential problems, deter-
mine how to manage costs, and become
more efficient.

The 2025 edition of the Restaurant
Operations Data Abstract is available
for purchase on the Association’s.m
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California Restaurant Show 2025 held
HAIITAIL=T - LAMTY « > 3— 2025

he “California Restaurant
I Show,” the largest restau-
rant and food service industry
trade show in the West Coast, was held
at the Anaheim Convention Center
for three days from August 3-5. This
trade show was organized by the
California Restaurant Association and
managed by Restaurant Events, LLC.
According to the Trade Show Executive
Magazine, both the guests and scale
of exhibits are growing rapidly every
year that the trade show was recog-
nized by the “Fastest 50” Awards three
times. Corporate exhibitors exceeded
220 companies, of which 50% are
first-time exhibitors who introduced
various foods, beverages, cookware,
technology, tableware and the latest
industry innovations.
Also, the official podcast, “Walk-In
Talk” by Walk-In Talk Media, was

broadcast live to provide backstage
views of the exhibition halls, interviews
with exhibitors, commentary from
industry professionals, and other exclu-
sive audio and video reports. Special
event “Pizza Tomorrow Summit
Pavilion” displayed the California
Pizza Challenge, organized by U.S.
Pizza Team, and attracted interest for
the second year. Further, the Culinary
Innovation Theater served as the venue
for a live cooking demonstration held
by renowned Los Angeles chefs.
Also, an extensive training
program consisted of various lectures
and seminars that addressed industry
challenges and introduced new oppor-
tunities, practical workshops and
sampling events. Japan Federation of
Soy Sauce Manufactures Cooperative
and Japan Federation of Miso Manufac-
turers Cooperatives also exhibited

12 October 2025 - www.alljapannews.com

in this trade show. Both cooperatives
interested in expanding sales channels
for their Japanese seasonings attended
this trade show to capitalize on an
opportunity to acquire a new market.
Eight to nine corporate members from
booth cooperatives participated in the
trade show.

Japan External Trade Organiza-
tion (JETRO), a Japanese government
organization that helps businesses
invest in Japan and expand operations
globally, collaborated with both cooper-
atives and installed the Japan Pavilion
for this trade show. Soy sauce products
and pamphlets from Japan Federation
of Soy Sauce Manufactures Coopera-
tive were provided at JETRO’s booth
and promoted effectively to guests.
These efforts promoted traditional
Japanese food products directly to local
buyers and food industry professionals

as an opportunity to attract attention to
the products.

These promotional efforts were
especially important to increase famil-
iarity of Japanese food products and
develop distribution channels in the
U.S. market. With JETRO’s support,
these promotional efforts may have
contributed to increase exports of
Japanese soy sauce and miso brands.
The Japan Food Export Platform that
supports efforts to increase agricul-
tural, forestry and fisheries exports
will pay close attention to the latest
trends in tariffs to help Japanese food
companies expand into the U.S. market
and promote further popularization of
Japanese cuisine. Through enhanced
collaboration with organizations of
each item, the goal is to continue to
support the expansion of sales channels
for Japanese food products.m
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21ST
ANNUAL SEAFOOD SHOW

PRESENTED BY OCEAN GROUP, INC.

YOU’RE CORDIALLY INVITED

OCTOBER 5, 2025 | 10:00 AM - 2:00 PM
Palace Station Hotel and Casino
2411 West Sahara Ave., Las Vegas, NV 89102

TRASEERT B2B only : bring restaurant business card
prefiniiy el Bl il | 1) .
'".L'.?-“-';ru,-ﬁmam for a complimentary
.,-... né :....1 |_n| For more information, please contact
|1r~ t: e | '£=F' Ilvsales@oceanfreshinc.com

702.331.3320
or register through the QR code.
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Shochu: A Game-Changer
for Beer & Wine Licensed

Restaurants

B E-ILE912DF1E R %EHD
ARBEICESOTDT —LFI T v—

By Atsuko Glick, SAKE SCHOOL OF AMERICA

orld Shochu Day on Novem-
ber Ist provides the perfect
backdrop for exploring how

this centuries-old Japanese beverage
is shaping the future of beer-and-wine
licensed restaurants in CA and NY.

For many restaurants in CA and
NY, beer-and-wine license has long been
regarded as a modest permit—sufficient
for serving wine lists, craft beers, and
perhaps a few spritzers. Yet within this
license lies untapped opportunity. Shochu,
Japan’s centuries-old distilled bever-
age, is uniquely positioned to transform
beer-and-wine programs into something
distinctive, profitable,and forward-looking.

Revisions to state labeling regula-
tions in New York and California have
enabled the sale of shochu with an
alcohol content of 24% or less, steadily
expanding it's recognition nationwide. In
these major metropolitan markets, where
labeling issues have been resolved and
shochu's legitimacy established, programs
specifically focused on shochu are now
being rolled out. High-profile bartenders,
including Kenta Goto in New York, are
crafting shochu-based cocktails that high-
light its versatility, gradually building both
cultural credibility and consumer demand.

For these programs to succeed,
however, education is essential. Well-in-
formed servers and bartenders act as
natural advocates, guiding guests unfa-
miliar with the category. Institutions such
as the Sake School of America provide
tailored menu ideation, staff training,
tasting events, and pairing strategies.
Empowered staff ensure consistency
in storytelling and service, translating
shochu from a curiosity into a signature
feature—and in doing so, elevate it into
a profitable and defining element of a
restaurant’s identity.
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Shochu

as a Competitive Advantage
R EMut LTokE

Mindful Sips
DEADT-—IF

Shochu aligns seamlessly with
today’s wellness-driven dining culture.
At around 24% ABYV, it offers fewer calo-
ries and carbohydrates than wine, beer,
or most cocktails, yet delivers layered
flavor and sophistication. Unlike many
reduced-alcohol options that feel flat
or overly sweet, shochu retains nuance:
barley brings nutty depth, rice lends
clean minerality, sweet potato offers
bold earthiness, and kokuto (brown
sugar) provides mellow sweetness.
This diversity allows restaurants to
craft cocktails that feel both mindful
and memorable.

BREREIRROBESAOBEXIICR
FICEBLTWET, 7ILa—ILEHKY
24% DFREEHEL, TAUPE—IL, LD
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FILO—ILEREIZH YN BT EF SR
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BEELE, KOT2EYLEIRTILEK,
IOFVLDO KD AR, BHEETELD
MNeH#ZEL6LET, COZESIL.
LARSUNEHMADHNRIZESNY
TILEYZERREICLET

Profitability Beyond Expectations

FHZEXS N
Operationally, shochu deliv-

ers rare efficiency. A 750 ml bottle
purchased wholesale for $20-$35
yields about 16 pours at 1.5 oz each. At
$12-$14 per serving, that bottle gener-
ates over $200 in revenue—even
after factoring in mixers and garnish
costs. Because shochu is still niche in
the U.S,, it avoids the pricing pressure
of vodka, whiskey, or tequila. Positioned
near craft beer in price yet aligned with
the sophistication of cocktails, shochu
offers an attractive middle ground.

BRERISEEECLRALDEREERKIE
LET, HEK20 ~ 35K/L D 750ml A
L BIE, 15482 ($545ml) ¥
THI16FEIRETEE, 12V 12 ~
4RI DEEHRELRS., S¥ Y —F%E
BLTHIART200FILU LD FIEEE
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JVIZEAMT S TR EEMS T B
BETT,
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Broad Food Pairing Potential

MELVWEHE D

Shochu’s adaptability makes it an
exceptional pairing partner. A barley
shochu mule introduces the category
through a familiar cocktail, but with a
smoother profile than vodka. A rice
shochu highball offers crisp refresh-
ment, cutting through fried or spicy
dishes. A yuzu spritz amplifies delicate
seafood and vegetable-driven plates, while
a kokuto shochu cocktail adds tropi-
cal richness that complements barbecue
or braised meats. By bridging familiar
formats with distinctive flavor, shochu
creates cohesion between kitchen and
bar, offering new ways to engage diners.

Presentation Sells
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Details matter, and presentation
often defines perceived value. Premium
ice, such as Kuramoto Ice, transforms
a simple cocktail into a statement. Its
clarity and slow melt preserve flavor
while adding visual elegance, whether
as a sphere in a highball or a cube in a
rocks glass. Typically reserved for luxury
spirits, these touches elevate the guest
experience in beer-and-wine venues,
positioning shochu cocktails as signature
offerings rather than secondary options.

HEBADIEDYIZEETHY., TLE
UF—2avIiFLIELIEEE B DO MBS
FEELET, YS5ENTARDEOIEE
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TIEAC TEHRD ITHLEIFTET,

Zero-Waste Opportunities

BEEYE OO EE

Shochu also supports sustainabil-
ity goals increasingly important to diners
and operators. Kitchen byproducts—
herb stems, citrus peels, fruit ends—can
be repurposed into syrups, infusions, or
garnishes, bringing originality without
additional cost. A cucumber trimmings
syrup or a citrus peel infusion can add
seasonal creativity while reducing waste.
This approach strengthens profitability
and signals environmental responsibility,
building loyalty among modern guests
who value thoughtful practices.

BB X R T REEORYMEAIZE B
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Become a Certified Shochu Adyviser!
BEBRET R NAF—(27055 !

Join online course and explore Japan’s iconic distilled drink. Learn its
history, ingredients, and methods—plus taste premium shochu varieties.

October
15th

SAKE SCHOOL OF AMERICA

approved program provider for WSET, SSI, ]SA
7005 LRMHEE

Washington DC

Bringing the Flavors of Japan

Chicago (Yamasho)

Shochu Certification Advisor Class
BERBETRNAF—IS5R REZ !
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R, BEERU, SHICTLITLABEROTA ATV THRBRTEEY,

sakeschoolofamerica.com

Cocktail Inspiration

Shochu cocktails need not be elaborate to make a strong impact. Priced in the
$10-$14 range, these cocktails connect with guests seeking lighter, health-con-
scious options while maintaining strong profit margins.

BREDITIVIE, BOERESZ5DICBLT LI LD THIMLEFXHYVEE
Ao 10 ~ 4R LEREDMERF T, JUBPHTRESADOERKERDST R
MIEEDD, BURBREMFTHEMNTEET,

Kokuto Bliss

A creamy, island-inspired cocktail
that layers the earthy sweetness
of kokuto (brown sugar) shochu
with tropical fruit and mint.

Ingredients

2 oz (60 ml) Jougo Kokuto Shochu
2 oz (60 ml) Pineapple juice

| oz (30 ml) Coconut milk

4-5 fresh mint leaves

Large ice cubes

Maraschino cherry, for garnish

Combine kokuto shochu, pineapple juice, coconut milk, and
mint leaves in a shaker with ice. Shake until chilled and lightly frothy. Strain
into a glass over large ice cubes and garnish with a maraschino cherry.
Balanced, refreshing, and indulgent, this cocktail pairs especially well with
spicy or grilled dishes.

Summer Breeze

A bright and invigorating cocktail
that highlights the citrus-for-
ward aroma of Zanpa Shequasar
Spirits.

Ingredients

4-5 fresh mint leaves
or thin cucumber slices
2-3 slices of lemon or lime
1.5 oz (45 ml) Zanpa Shequasar Spirits
Club soda, to top
Large ice cubes

For more
Shochu cocktail recipe,
scan QR code.

Lightly muddle mint or cucumber
with citrus slices in a glass.Add Zanpa Shequasar
Spirits and fill with large ice cubes.Top with club
soda and stir gently. Crisp and aromatic, this
delivers an effortless refreshment that appeals to
casual and cocktail-focused guests alike.

Elevate with Education: Shochu Training for Your Team
HETEEZDITB : A2y IDI-HDEER L —=2 Y

SCAN E

Now Accepting Applications!

Ea.

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

Atlanta * Florida <+ Lima (Super Nikkei) °

@mutualtrading

Tokyo

to the People of the World




NEWS / TRENDS

17th National Hot Sake Contest held
The contest selects the most delicious hot sake in the world
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LEMBEI>T X 2025 FEHERE 2025 National Hot Sake Contest Judgment Results
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trat Attt e (ER)
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RISESHR A4 (FIFLUR)

Sawanoizumi Classic
Hokushika Honjozo Kimoto
Hatsumago Mine-no-Sekkei Tokubetsu Honjozo Tohokumeijo (Yamagata)
SASANOKAWA Tennnotsubu Mukashi Junmai
Kome Ichido Yamasanishiki
Takanoi Seishu

Echigo Touji Honjozo
Kanchiku Tokubetsu Junmai
Kimoto Dry

Honjozo Gokumi

Taiheiyo Josen

Value-priced Lukewarm Sake Category Top Gold Award 11 brand
(Number of items: 210 / Percentage of Top Gold Award: 5.2%)

Ishikoshi Jozo Co.,Ltd. (Miyagi)
Hokushika Sake Brewery (Akita)

Oyama Honke Sake Brewery Co., Ltd. (Saitama)
Takanoi Sake Brewery Co., LTD. (Niigata)
Kinshihai Sake Brewery Inc. (Niigata)

Totsuka Shuzo (Nagano)

Kiku-Masamune Sake Brewing Co., Ltd. (Hyogo)
S. Imanishi Co., Ltd. (Nara)

Ozakishuzo CO., LTD. (Wakayama)

Sasanokawa Shuzo Co., Ltd. (Fukushima)

FivEE By

IX& FBiE)

TE D SINAEIEFO]
MBAZ 5L M)
THFRIAERE AIFER )
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I'Gekkeikan Traditionaly

HEITE BT (REL2H] 105
(H@E# 211 RatE0RE : 4.7%)
BRI (HEE)
KAEBEGHASH (HER)
ROMBEEHARH (RER)
FUBILES (fRER)
KFEBEKARHE (FRE
BREMHEESE (KBR
HARHBEARE(ZER)
BERESHASH (EER)
FEBSEHRASH(LER)
KEBEBRIN S CKEMIM)

)
)

Hokushika Kimoto

TENJU Seisen

Kinmon Honjozo

Kaitou Otokoyama Karakuchi
Tokubetsu Honjozo Taiyusakari
Eikan Shiramayumi

Gokujo MIYANOYUKI
Kikumasamune

Seikyo Karakuchi

Gekkeikan Traditional

Value-priced Hot Sake Category Top Gold Award 10 brand
(Number of items: 211 / Percentage of Top Gold Award: 4.7%)

Hokushika Sake Brewery (Akita)

TENJU Brewery (Akita)

Oku no Matsu Shuzou (Fukushima)

Kaitou Otokoyama (Fukushima)

Taiyo Sake Brewery Co., Ltd. (Niigata)

Kaba Shuzojo (Gifu)

Miyazaki Honten (Mie)

Kiku-Masamune Sake Brewing Co., Ltd. (Hyogo)
Nakao Sake Brewery Co., Ltd. (Hiroshima)
Gekkeikan Sake (USA), Inc. (USA)

EBPIBIA E %L Number of prizes by category

#8794 Category wonetns | oot | commmnd | o | prisebomastage
@%gg;?iﬁc? Fﬂﬁgs\?arm Sake Category 210 11 54 65 31.00%
T Sake Category 211 10 53 63 | 29.90%
ge%?u;%ﬁgv%ﬁr%?a ke Category 254 15 64 79 31.10%
e Py tegory 180 10 46 56 | 31.10%
R  m Sake Cateqory 84 4 20 24 | 28.60%
&5t Total 939 50 237 287 30.60%

he results of the “National Hot

I Sake Contest 2025” — organized

to evaluate delicious hot sake —

was announced on August 19, 2025.

A total of 939 entries submitted by

230 sake breweries nationwide were

divided into 5 categories and evalu-

ated blindly by experts. The top 30%

of the entries in each category were

awarded the Gold Award, and the top

5% of the entries were awarded the Top
Gold Award.

16 October 2025 - www.alljapannews.com

“National Hot Sake Contest 2025,”
a competition for sake breweries
nationwide, was held in August. A total
of 939 entries were submitted by 230
sake breweries nationwide to this hot
sake contest, organized this year for the
17th time. The theme of this contest is
“delicious hot sake.” The goal of this
contest is to introduce the depth of
delicious hot sake flavors, as sake tends
to be enjoyed chilled in recent years.

The greatest characteristic of

sake is the flavor profiles vary with
temperature. Historical documents
show sake was consumed hot during
the Heian period (794-1185 AD). After
the Edo period (163-1867 AD), sake
was mainly consumed hot among the
public. Heating sake enhances the
umami flavor, gently enriches the sake
flavor, while washing away oils and
enhances the food flavor. Due to these
characteristics, sake is often referred to
as the “ultimate alcoholic beverage to
enjoy during meals.” Further, tokkuri
(sake carafe), sakazuki (ceremonial
sake cup), and other sake vessels culti-
vated a culture to enjoy hot sake.

On the other hand, a misunder-
standing that “quality sake is not
heated” spread when Ginjo and draft
sake became widely popular after the
1980s. As refreshing and elegant sake
flavors gain popularity, the presence
of hot sake relatively weakened. To
balance this trend, a specialized agency
started to “evaluate the quality of hot
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Bishuranman Tokubetsu Junmai
SASANOKAWA Junmai

Junmai Ginjo Seiun

Kinoene Junmai Yawaraka
Kinoene Junmai Ginjo Hanayaka
Ginjo Hakuryu

Minatoya Tousuke Junmai Daiginjo
Sakae Miyamanishiki Junmai Ginjo
Eikun Junmai Koto Sennen
Shirayuki Edo Genroku Genshu
Hamafukutsuru Junmai Daiginjo
Hakubotan Junmai Daiginjo Yusei
Kamoizumi Junmai Ginjo Shusen
Narutotai Junmai Tomoe

Shusen Eiko Laugh with SAKE

Premium Lukewarm Sake Category Top Gold Award 15 brand
(Number of items: 254 / Percentage of Top Gold Award: 5.9%)

AKITA MEIJYO (Akita)

Sasanokawa Shuzo Co., Ltd. (Fukushima)
Seiun Sake Brewery Co., Ltd. (Saitama)
linume Honeke (Chiba)

linume Honeke (Chiba)

Hakuryu Sake Brewery (Niigata)
Shirataki Co,.Ltd (Niigata)

Gotemba Ishikawa Shuzo (Shizuoka)
Saito Shuzo Co., Ltd (Kyoto)

Konishi Brewing Company (Hyogo)
Koyama Honke Shuzo Co., Ltd. (Hyogo)
Hakubotan Co., Ltd (Hiroshima)
Kamoizumi Shuzo Co., Ltd. (Hiroshima)
Honke Matsuura Shuzo (Tokushima)
Eiko Shuzo Co., Ltd. (Ehime)

THpES T FRDSER PR 4
M BELL—iEK
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BRIESHRAR T (BEANR)
AXBZBBEFRART (ZER)
NEEEKRNET (RER)
BXBEEHNE (BRIR)

Kamitsuru Sen Junmaiginjo Dewasansan
ZAKU YOUZAN-ITTEKISUI

Hakodate Bugyo Junmai Ginjo

Kan Nihonkai Junmai Unfiltered

H e
= — = o . e
7L X7 LEREERFT (BmeE] 10 Premium Hot Sake Category Top Gold Award 10 brand
(HA% - 1808 " EODEIE © 5.6%) (Number of items: 180 / Percentage of Top Gold Award: 5.6%)

7548 fiK &) KASHINRES (BHR) Rokkon Junmai Yuki MATSUMIDORI BREWERY CO., LTD. (Aomori)

TWHITEBE 1) BOMBEKRART (EER) White George Oku no Matsu Shuzou (Fukushima)

T7KE&E% D's Vintage. KHBEGRIST (BEER) Mizubasho D's Vintage Nagai Sake Inc (Gunma)

TRIEFIZRL FFRUREK ) PEXEEMHTNA (A)IIR) Maeda Toshiie Tokubetsu Junmai Yachiya Brewing Co.Ltd. (Ishikawa)

588 R RMIRE KEBESHARH(RFER) Imanishiki Tokubetsu Junmai Yonezawa Sake Brewing (Nagano)

M VeI TH MKIGE, HREE) EE R At (BER) Sakae Hitogogochi Junmai Ginjo Gotemba Ishikawa Shuzo (Shizuoka)

Tsurumi Syuzou Co., Ltd. (Aichi)
imizu Seizaburo Shoten Ltd. (Mie)
Konishi Brewing Company (Hyogo)
Nihonkaishuzo Co., Ltd. (Shimane)

§ 1570 B IHERFT (RELE] 4 Special Lukewarm Sake Category Top Gold Award 4 brand
(HE# 84 m RReEDEE | 4.8%) (Number of items: 84 / Percentage of Top Gold Award: 4.8%)
M EAO—FLIZD ICTDE] XSt (EE) Hokushika Ichiban shibori Nigori Hokushika Sake Brewery (Akita)
E %52 1.< 2002, A)ESEkR At (ERE) Sakewatanoshiku 2002 ISHIKAWA BREWERY Co., Ltd. (Tokyo)
IRl KW HE XAt AHEEE (ZER) Tatsuriki Jukuseikosyu Genmyo Kanmitsu Honda Shoten Co.,LTD. (Hyogo)
TERFE ik ICT DA, A (BEAR) Zuiyo Junmai Nigori ZUIYO Co,, Ltd.
H

sake,” which led to the organization
of this contest. Currently, the National
Hot Sake Contest is the only estab-
lished domestic authentic hot sake
contest in which many sake breweries
compete annually.

Various sake characteristics are
evaluated by experts from multiple
perspectives, such as compatibility with
food and enhanced flavor when heated.
A wide range of sake from Junmai to
Ginjo in various categories were evalu-
ated this year. The sake flavor was
carefully examined in various temper-
ature ranges. The high number of 939
sake submissions show the heightened
interest in hot sake.

The organizer of the National Hot
Sake Contest commented, “Sake is a
rare alcoholic beverage enjoyed chilled
or hot. I invite our guests to redis-
cover the delicious flavor of hot sake.”
Unlike wine and beer, the wide range
of serving temperatures is a primary

appeal of sake that increases the possi-
bility of creating new pairings with
food. This contest offers an opportu-
nity to rediscover the appeal of sake.
Many quality sake brands reveal true
value when heated. Through this
contest, “sake that reveals true value
when heated” may become widely
known and introduce new flavors to
the world of sake.m

¢ ¢
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NEWS / TRENDS

Agriculture, Forestry and Fisheries Exports in the First Half of
2025 Exceeded 800 Billion JPY for the First Time

-Despite the record-high export value, increased tariffs could influence the export
volume to the U.S. for the latter half of 2025-

2025 F EFHRMKEN@L. #1D 8000 {EFIZEHK
—KRERBERED. ERREA THEOTEEEE—

he Ministry of Agricul-

I ture, Forestry and Fisheries
announced on August 4 that the

export value of agriculture, forestry,
fisheries and food products from
January ~ June 2025 exceeded 800
billion JPY in the first half of the year
for the first time. High-quality agricul-
ture, forestry, fisheries, and food
products are popular overseas. This
report explains the background behind
the increased export value and outlook.

The breakdown of agriculture,
forestry and fisheries exports and
low-value cargo for the first half of
2025 are as follows.

Agriculture, forestry, fisheries and
food exports: 809.7 billion JPY
(+ 15.5% year-on-year)

Agricultural produce: 523.1 billion
JPY (+14.4% year-on-year)

Forestry exports: 37.1 billion JPY
(+17.7% year-on-year)

Fisheries products: 199.4 billion
JPY (+20.1% year-on-year)

Low-value cargo: 50.1 billion JPY
(+8.2% year-on-year)

The Ministry of Agriculture,
Forestry and Fisheries announced the
export performance statistics of agricul-
ture, forestry, fishery and food products

for the first half (January ~ June) of

2025. The total export value increased
by 15.5% compared to the same period
the previous year and reached 809.7
billion JPY. The export value for the
first half of the year exceeded a record-
breaking 800 billion JPY for the first
time since statistical data collection
started in 2002. Exports to the U.S.
acted as a trigger, however, new recip-
rocal tariffs imposed since August cast

a shadow onto trends in the latter half :

of the year.

Reasons for the increased export
value are an increasing number
of Japanese restaurants operating

The export value has increased for many items.

g(@lﬁl E ‘C!ﬁi.’:ﬂgﬁb‘ﬁhﬂ L’C L‘% Cor;lamm rt]?hthe
(1~6A Jan - Jun 2025) Item Amount (100 million) last year (up %)
en B £8uem |BIEREAE o)
eyt sy | M9 | 454
yeﬁso‘vﬁa" 257.1 24.6
et points v | 3257|155
H,?f,',? 13.4 28.3
et S"jwferj"es ____________________________ 530 222
i 19.0 20.1
0theragri:émgl)rg1l%oor)nﬁf;ii:?g Grﬁﬁaa 263.0 65.3
A A o8 | 26
oA et 9.6 438
oL HAE 228.2 118

BMIKEE OERPEEIC/ER Based on materials from the Ministry of Agriculture, Forestry and Fisheries

Transition in the Export Value of (Japanese)

overseas, increasing familiarity of
Japanese cuisine associated with
increasing tourists visiting Japan
and rising health-consciousness. The

(f&F9) 100 million

Agricultural Forestry Fishery and Food Products

RibKEY - Ko Wb 0#E

1 trillion 507.1 billion JPY

ministry analyzed “global popularity 16000 13'-:-5971 ‘

of Japanese cuisine boosted exports. 14000 — — — 15,5%
B . . 12000 — - - — — — — igb"

y nation and region, exports to 9860 BI4E

the U.S. increased by 22% compared 10000 —— — — —] (ﬁ;ﬂﬂ:)

to the same period the previous year | || || | —

to 141 billion JPY, the highest export 8000

value that accounts for 18.6% of the 6000 —— ] ] —] [ ]

total export value, and the highest 4000 —— || || | | ||

export value on record for the first half Jan-Jun

of the year. The second export desti- 2000 | | T | N

nation with the highest export value 0

is Hong Kong (106.8 billion JPY, 2020 2021 2022 2023 2024 2025

increased by 3.4%), followed by China EFKEL DB R IC/ER 15.5% increase (comparison

(90.2 billion JPY, increased by 15%),
with all three top export destinations
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Based on materials from the Ministry
of Agriculture, Forestry and Fisheries

to the same month last year)



and regions showing an increase in
import value. China partially lifted the
ban on Japanese fisheries imports in
June, showing signs of improvement.

By item, scallops increased the
most in export value by 10.9 billion
JPY to 34.9 billion JPY. Not only did
demand in the U.S. increase due to
reduced production, but China’s import
ban also increased exports to the U.S.,
Vietnam, and Thailand. Green tea
exports to Europe, the U.S., and south-
east Asia also increased by 10.4 billion
JPY to 26.2 billion JPY due to rising
health-consciousness, increased interest
in Japanese cuisine, and powdered
green tea used in food products such as
latte and sweets.

Export values of many items
broke records. Yellowtail exports to
the U.S. increased by 5.1 billion JPY
to 25.7 billion JPY due to the export
timing from January ~ June 2025
delayed because of slowed growth due
to environmental changes in summer
2024. Beef exports to Taiwan and
Thailand increased by 4.4 billion JPY
to 32.5 billion JPY from developing
new commercial channels consisting
mainly of restaurants and small
retailers. Japanese sake exports to
China and Hong Kong, etc., increased
due to increased number of Japanese
restaurants and improved brand recog-
nition from increased inbound tourism
to Japan, which raised the export value
by 2.4 billion JPY to 22.8 billion JPY.

On the other hand, reciprocal tariffs
were imposed in the U.S. in April based
on an agreement with Japan. Previ-
ously duty-free food exports — scallops,
green tea, and yellowtail, etc. — are now
subject to 15% flat tariffs after August
7. The export performance statistics
announced did not show impact such as
“export surge” or retaliatory reduction
before or after the tariffs were imposed.
However, the Ministry of Agriculture,
Forestry and Fisheries takes a cautious
stance stating, “data shows no specific
influence yet.”

Tariff measures instructed were
to tentatively “add 15% to existing
tariffs.” After a discussion between
Japan and the U.S., additional tariffs
already paid will likely be refunded.
However, it’s unclear whether the
export value can be maintained for the
latter half, with some business opera-
tors taking caution.

Further, the Chinese market holds
the key to increasing exports. The
Chinese government announced it will
resume import of Japanese fisheries
products in June with the application

2025 Export Value of (Japanese) Agricultural Forestry Fishery and Food Products
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Major countries/regions with large increases in export value (Jan-Dec)

Cn{rj}hﬁiggzion _ j;%zggi% : jiféiigﬂﬂﬁ:ﬁﬁ Major Items Increased
FRUhSRE X +254EA @ KETEUEER RY
United States - 25.4billionyen scallops, green tea, yellowtail
mEBARSAE  +118EA A BAE, EAFNEN
China
""""" xmEE | 49380 AYREURO—b— il bbbl
South Korea 9.3billionyen : instant coffee, beer, sardine

BHEADBDI DK ENELE - iz (1-6 A)

Major countries/regions with large decreases in export value (Jan-Dec)

Cotr.y/iR%Egn ZE‘ZC%% : F 52N B Major Items decreased
Av—v AUREAE YV GRATNEL ARRE
Oman 14billionyen  : sauce mixed seasoning, wooden furniture
NI A 8BF  FIIMD FEAZ EREEK
Vietnam - 8billionyen - dairy products, planted trees and others, soft drink
JPL(K) A 6B EF CKEERC R, V-RAESERE
Guam 6billionyen i confectionery (excluding rice crackers), beef, sauce mixed seasoning

X MBEE TBSHE EEICEMKEZVER Compiled by MAFF based on Trade Statistics, Ministry of Finance

process proceeding for all but 10
prefectures. Also, the ban of Japanese
beef imports since 2001 was announced
to be lifted in July, with consumers
looking forward to trade resuming.

The Japanese government set the
target to increase the export value of
Japanese agricultural, forestry, fisheries
and food products to 2 trillion JPY by
2025, and 5 trillion JPY by 2030. Export
performance statistics for the first
half of 2025 were a strong first step.
However, the next steps are to focus on
efforts to suppress the impact from U.S.
tariff policies and to resume full-scale
export to the Chinese market.m
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2025 Jan-Jun Export Value of (Japanese) Agricultural Forestry Fishery and Food Products by Month
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Small value cargoes are based on a survey by the Ministry of Finance and prepared by the MAFF.
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Sushi & Sake
Festival

November 2, 2025, Sunday
[L1:00am - 5:00pm

Big Tuna filleting Show
Koshin Taiko
And more..

Doublelree By Hilton Los Angeles Downtown
120 S. Los Angeles, Los Angeles, CA 90012
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NEWS / TRENDS

SAKE IN THE PARK 2025 held successfully

-Food and sake festival held to celebrate the 45th anniversary of the
establishment of the Little Tokyo Service Center-

SAKE IN THE PARK 2025 B%57 | R {&
—RMLEREY—E R 2—RIT45FESR

MIOBLRORHE—

The Little Tokyo Service Center (LTSC, Executive Director: Erich Nakano) held
their annual sake sampling event, “SAKE IN THE PARK 2025,” on July 18 at the
Gloria Molina Grand Park in downtown Los Angeles to fundraise for various
activities. The annual summer festival this year commemorated the 45th anniver-
sary of the establishment of LTSC. Mutual Trading Co., Inc. and LTC collaborated
to organize this long-established Japanese sake and food festival.

AOY Y EIADY ooy, FAvr7 - EYF - IR )X—=TlcT. YNILE
RY—EXtEv%— (LTSC. iR T—Ywvk -+H/) IF7H18H. EBHEELE
HEBERE ULIBERERT R~ TSAKE IN THE PARK 2025, %#BELT. D
Ul LTSCERII45AFEAEZ T 25AREERD, @Y —DEDEF1 XY~
T, LTSCEHRBZEDATRL—YaVIicLZARBEBOREE UTRVWER%

oo

apanese sake fans and visitors
tho support the cause totaled

1,200 guests, who savored sake
samples from over 50 choice sake
selected from 39 sake breweries across
Japan, along with shochu, craft beer,
spirits, and non-alcoholic beverages.

Restaurants in Little Tokyo and the
local Los Angeles area served izakaya
menu selections that complement
sake such as sushi, yakitori, karaage,
tebasaki, and carpaccio; along with
pizza and dessert. Guests smacked their
lips as they savored sake samples. At
nightfall, the evening program titled
“Sake After Dark” featured live perfor-
mances by a DJ, ceremonial breaking
of the sake barrel, and a live dance
performed by dance team Culture
Shock LA.

The annual shochu cocktail
contest was held on stage. Two teams
consisting of 5 contestants each
competed like the cooking show “Iron

Chef,” using fruits such as oranges
and syrups prepared on stage to create
original cocktails judged on originality,
balanced flavor, and reaction from the
audience. Team A won the tight match.
Guests commented, “I was surprised by
the wide variety of sake selections” and
“I intended to stay only for a short time,
but ended up watching until the end,”
indicating the high degree of satisfac-
tion among guests.

Naoshige Aoshima, Deputy Consul
General, Consulate General of Japan,
commented, “I would like to thank
LTSC for their 45 years of community
outreach to make Little Tokyo a better
place. Late last year, traditional sake
brewing was registered as a UNESCO
Intangible Cultural Heritage. I hope
you enjoy the diversity of sake today.”

Erich Nakano, Executive Director
of LTSC, commented, “This is the
17th sake event organized to celebrate
the 45th anniversary since the LTSC
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was founded. LTSC has long contrib-
uted to sustaining social services and
community revitalization efforts. This
festival celebrates the 45th anniver-
sary of the establishment of LTSC
with the themes, ‘A night to shape
the future of our community,” and ‘a
festival to deepen friendships within
the community.” Interactions between
guests and supporters provide oppor-
tunities to share the mission of LTSC,
along with opportunities to introduce
regional efforts by sake breweries and

communities throughout Japan, and
to savor Japanese sake that reflects
Japanese climate and culture.”
Masatoshi Ohata, President and
CEO of Mutual Trading Co., Inc., also
commented on his aspirations. “This
is the 17th year our company has
collaborated on this festival. We’ve
supported this event over the years to
help revitalize Little Tokyo. I'm happy
to see many guests enjoy the festival
that continues to be successful year
after year. I'm happy to see the growing



Executive Director, Erich Nakano of LTSC

popularity of Japanese food culture. We
look forward to continuing our support
for our community alongside LTSC.”

Following the success of this
festival, LTSC plans to continue
organizing events that fuses Japanese
traditions with innovation to revitalize
the local community. “SAKE IN
THE PARK 2025” ended on a high
note as a memorable, all-in-one
festival that celebrated Japanese food,
sake, and culture to revitalize the
local community.

Profits from this event will fund
LTSC programs such as affordable
housing, multilingual social services,
preservation of Japanese culture,
mental healthcare, aid for the homeless,
and various other activities that support
the community.m
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Little Tokyo Service Center (LTSC)

The Little Tokyo Service Center
was founded in 1979 by a group
of Japanese American activists
to establish a multipurpose social
welfare center that was incorporated
in 1980. Based in Little Tokyo,
LTSC is an important nonprofit
organization founded to support
Asian and Pacific Islander residents
through multilingual and culturally
sensitive social services to the broad
Japanese American community in
Little Tokyo and Southern California.
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BELEDHE : Japanese Restaurant Academy

(213) 680-0011 restaurantacademy@alljapannews.com
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Oh'my Pasta

Let's learn about sake! [ Pour, Dip and Cook. Spice it up!

Sake Spectalor 25

Available on Amazon.com
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MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-962-9633
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- October 1st World Sake Day

Award Winners Celebrate Wlth

) 2025 TEXSOM Award Winners

/m /m GOLD GOLD GOLD /m /m
m o m
Lo L

from top left: Born Gold Muroka Junmai Daiginjo, Fukui / Suigei Kouiku 54 Junmai Ginjo, Kochi / Amabuki Sakura Fubuki Junmai Nigori, Saga /Nihonsakari SAKARI Junmai Daiginjo, Hyogo
from bottom left: Born Dreams Come True Junmai Daiginjo, Fukui /Nihonsakari SAKARI Yuzu Liqueur, Hyogo / Suigei Harmony Blend Junmai Daiginjo, Kochi / Tengumai Yamahai Junmai, Ishikawa /
Kikusui Junmai Daiginjo, Niigata / Nanbu Bijin Awa Sparkling Junmai Ginjo, lwate

product availability may vary by regions
=225 MUTUAL TRADING
Legendary  Finesse = Award Winning ~

mtcsake.com SAKE SHOCHU WINE CRAFT BEER SPIRITS Please drink responsibly. ©2025 by Mutual Trading Co., Inc.

E JAPAN ESE FOOD & %MUTUALTRADING
— RESTAURANT EXPO 2025

This is not a public event
Food Professionals Only

Alcohol sampling ends at 3:00 PM *

MUTUAL TRADING

THU

SEPT 25°
9am-4pm

Pasadena
Convention Center

Code Required

to Register
contact your MTC rep today!

JFRE is a professional trade show, and is restricted to food and foodservice professionals. * No one under the age of 18 will be allowed. Must be 21 years old for alcohol tastings.
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Angeles
?aL‘;)a?nese sake Meetup

Sho Chiku Bai
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GEKKEIKAN SAKE
KYOTO SINCE 1637

VML
SAKE

SOMMELIER
CLUB

Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC

MASTER

SAKE
SOMMELIER

IAR—~

SHYLY L

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.

First and foremost, get people to sample

any people have never
tried Japanese sake, and
even if they have, the

most they’ve tried is hot sake. Hardly
any will remember the brand name.,
say “This is a great, try it” and offer
a sample with a smile. And once a
customer appears interested, take the
opportunity to simply explain the infor-
mation pertinent to support why the
beverage is delicious. Therefore, how
to create the first opportunity will be
the key to success.
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Deciding who to communicate the
information to is important

Is sufficient training being
conducted to servers and bartenders?
Offering samples alone to customers
will not be sufficient to understand the
appeal of Japanese sake to customers.
Why is this sake delicious...? This
point needs to be thoroughly under-
stood by staff members. Also, because
sampling alone will not be suffi-
cient to understand the flavors of the
sake brand, always pair the sake with
food for sampling. It’s important for

HEGEERHA
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customers to taste the drastic change in
the sake flavor with their own palate.
To get the customers to try sake
Find things to say to the custom-
er’s to get them to react, “Oh, really?”
For example, “How about this dry,
refreshing sake brand AAA from
Niigata prefecture, that goes great with
sushi?” Or perhaps, “would you like to
try brand BBB from Akita prefecture,
which goes great with teriyaki because
of it’s full body?” During sales pitches,
explain to customers in simple terms
that entice the customer’s interest.m
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November 1st

World Honkaku Shochu
& Awamori Day

Discover Mutual Trading’s exclusive, award-winning spirits.
A perfect balance of flavor, culture, and legacy in one pour.

from left: Tomino Hozan, Sweet Potato Shochu, ABV:24%, Kagoshima / Seifuku Ryukyu Awamori “Jikabi”, Rice Shochu, ABV:30%, Okinawa /Kakushigura Mugi, Barley Shochu, ABV:24%, Kagoshima
Sakura Yamakawa Ryukyu Awamori Koshu, Awamori, ABV:43%, Okinawa / Ohoro Gin, Gin, ABV:47%, Hokkaido / Shirayuri Inui 44 Awamori, Ryukyu Awamori, ABV:44%, Okinawa
Noguchi Sakekasu Shochu, Kasutori, ABV:38%, Ishikawa / Kaido Imo Shochu, Sweet Potato Shochu, ABV:24%, Kagoshima

product availability may vary by regions
Legendary  Finesse =~ Award Winning (:55 MUTUAL TRADING

mtcsa ke°c°m SAKE SHOCHU WINE CRAFT BEER SPIRITS Please drink responsibly. ©2025 by Mutual Trading Co., Inc.

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

REAL

GLUTEN NO

g‘ﬂj} M Is Ree | mso | Ioz
SAUCE

chicken with
yuzu miso glaze

P IRME ) — 2

Made by

MIYAKO ORIENTAL FOODS INC.
Baldwin Park, CA 91706 USA Tel. 626-962-9633
cus’romerserwce@coldmounta|nm|so com

:.‘.-i% MUTUAL TRADING

5 fl.oz. 32 fl.oz.
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Shochu: A Game-Changer
for Beer & Wine Licensed

Restaurants

e S HRSEENREEGREENEH

By Atsuko Glick, SAKE SCHOOL OF AMERICA

orld Shochu Day on Novem-
ber Ist provides the perfect
backdrop for exploring how

this centuries-old Japanese beverage
is shaping the future of beer-and-wine
licensed restaurants in CA and NY.

For many restaurants in CA and
NY, beer-and-wine license has long been
regarded as a modest permit—sufficient
for serving wine lists, craft beers, and
perhaps a few spritzers. Yet within this
license lies untapped opportunity. Shochu,
Japan’s  centuries-old distilled bever-
age, is uniquely positioned to transform
beer-and-wine programs into something
distinctive, profitable,and forward-looking.

Revisions to state labeling regula-
tions in New York and California have
enabled the sale of shochu with an
alcohol content of 24% or less, steadily
expanding it's recognition nationwide. In
these major metropolitan markets, where
labeling issues have been resolved and
shochu's legitimacy established, programs
specifically focused on shochu are now
being rolled out. High-profile bartenders,
including Kenta Goto in New York, are
crafting shochu-based cocktails that high-
light its versatility, gradually building both
cultural credibility and consumer demand.

For these programs to succeed,
however, education is essential. Well-in-
formed servers and bartenders act as
natural advocates, guiding guests unfa-
miliar with the category. Institutions such
as the Sake School of America provide
tailored menu ideation, staff training,
tasting events, and pairing strategies.
Empowered staff ensure consistency
in storytelling and service, translating
shochu from a curiosity into a signature
feature—and in doing so, elevate it into
a profitable and defining element of a
restaurant’s identity.
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Seattle * Las Vegas

Shochu

as a Competitive Advantage
BEREARBEZNIKREE

Mindful Sips
BERISBRREREZE

Shochu aligns seamlessly with

today’s wellness-driven dining culture.

At around 24% ABYV, it offers fewer calo-

ries and carbohydrates than wine, beer,

or most cocktails, yet delivers layered
flavor and sophistication. Unlike many
reduced-alcohol options that feel flat

or overly sweet, shochu retains nuance:

barley brings nutty depth, rice lends
clean minerality, sweet potato offers
bold earthiness, and kokuto (brown
sugar) provides mellow
This diversity allows restaurants to
craft cocktails that feel both mindful
and memorable.

sweetness.
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Profitability Beyond Expectations

BEEHNENED
Operationally, shochu deliv-

ers rare efficiency. A 750 ml bottle
purchased wholesale for $20-$35
yields about |6 pours at |.5 oz each.At
$12-$14 per serving, that bottle gener-
ates over $200 in revenue—even
after factoring in mixers and garnish
costs. Because shochu is still niche in
the US,, it avoids the pricing pressure
of vodka, whiskey, or tequila. Positioned
near craft beer in price yet aligned with
the sophistication of cocktails, shochu
offers an attractive middle ground.
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The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



Broad Food Pairing Potential

FERECHEN

Shochu’s adaptability makes it an
exceptional pairing partner. A barley
shochu mule introduces the category
through a familiar cocktail, but with a
smoother profile than vodka. A rice
shochu highball offers crisp refresh-
ment, cutting through fried or spicy
dishes. A yuzu spritz amplifies delicate
seafood and vegetable-driven plates, while
a kokuto shochu cocktail adds tropi-
cal richness that complements barbecue
or braised meats. By bridging familiar
formats with distinctive flavor, shochu
creates cohesion between kitchen and
bar, offering new ways to engage diners.

Presentation Sells
REZWRFAEERHM

Details matter, and presentation
often defines perceived value. Premium
ice, such as Kuramoto Ice, transforms
a simple cocktail into a statement. Its
clarity and slow melt preserve flavor
while adding visual elegance, whether
as a sphere in a highball or a cube in a
rocks glass. Typically reserved for luxury
spirits, these touches elevate the guest
experience in beer-and-wine venues,
positioning shochu cocktails as signature
offerings rather than secondary options.

ERNSEBEEE FERABEN
BB URFIEEAUNERRER
F (Shochu  Mule) s tER45INEREIE
B REBBAEBNLCHE BRI M
1 KER SR LUB TR OB MIC R
CHVFEREBRMNIENESR; MFREE
(Yuzu  Spritz) S BE/EEF BIER 52K IR
BB RS B4R T B ER B E R E
ARBREEME BIEEN BN
BRE -EBEREABNEHARERL
NEERBRNRAKISES S BB
EERHAME MEISNES TS
HR AL
15 Bh =
E0AE
B85

40 E
xTREE
BERNS
B mMREERIEREBENRERER.
Sigsk& (@Kuramoto  Ice) BEHE—#F
BENERNBEEBEREA—EREES
= REFNENEREAZISRCAENE,
TETERZRAK BA SR FH K
Ry EFEN S ICEABRRE -2
HERAFEENEBEEIENMEE  ZER
RIREAE TS BERRERE BEZRA
REEE FIEH R BN EEEE
EAEENBRRSEEZFEER

Zero-Waste Opportunities

TEREEEZE

Shochu also supports sustainabil-
ity goals increasingly important to diners
and operators. Kitchen byproducts—
herb stems, citrus peels, fruit ends—can
be repurposed into syrups, infusions, or
garnishes, bringing originality without
additional cost. A cucumber trimmings
syrup or a citrus peel infusion can add
seasonal creativity while reducing waste.
This approach strengthens profitability
and signals environmental responsibility,
building loyalty among modern guests
who value thoughtful practices.

EHERZEERRTREREER
ROXEEZ -BHREEIEY MEER-
MiER K REAL MEEBENBEE
ERBFaER RARNEN TR RE
BI S B R AR o B AR IS KRR
MRS LU R R FIRIRR > A EER
REEMERREKAH EEBREL B
MREB-EREBRTRAZERNE
R RIRHHIRIENEER EMHR
FERITREEENRABEERRHA
B

REBRIS?

Become a Certified Shochu Adviser!
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Kokuto Bliss

Cocktail Inspiration

Y52 B9 5 TX B R 2 X
Shochu cocktails need not be elaborate to make a strong impact. Priced in the
$10-$14 range, these cocktails connect with guests seeking lighter, health-con-
scious options while maintaining strong profit margins.
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A creamy, island-inspired cocktail
that layers the earthy sweetness
of kokuto (brown sugar) shochu
with tropical fruit and mint.

Ingredients

2 oz (60 ml) Jougo Kokuto Shochu
2 oz (60 ml) Pineapple juice

| oz (30 ml) Coconut milk

4-5 fresh mint leaves

Large ice cubes

Maraschino cherry, for garnish

Combine kokuto shochu, pineapple juice, coconut milk, and
mint leaves in a shaker with ice. Shake until chilled and lightly frothy. Strain
into a glass over large ice cubes and garnish with a maraschino cherry.
Balanced, refreshing, and indulgent, this cocktail pairs especially well with
spicy or grilled dishes.

Summer Breeze

For more
Shochu cocktail recipe,

scan QR code.

Shochu Certification Advisor Class
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A bright and invigorating cocktail
that highlights the citrus-for-
ward aroma of Zanpa Shequasar
Spirits.

Ingredients

4-5 fresh mint leaves
or thin cucumber slices
2-3 slices of lemon or lime
1.5 oz (45 ml) Zanpa Shequasar Spirits
Club soda, to top
Large ice cubes

Lightly muddle mint or cucumber
with citrus slices in a glass.Add Zanpa Shequasar
Spirits and fill with large ice cubes.Top with club
soda and stir gently. Crisp and aromatic, this
delivers an effortless refreshment that appeals to
casual and cocktail-focused guests alike.
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Join online course and explore Japan’s iconic distilled drink. Learn its
history, ingredients, and methods—plus taste premium shochu varieties.

For more information or personalized consultation,
email Sake School of America:
NERELEEBHEREMS SR FEXBGE
Sake School of America (EBIEBEZR) :
info@sakeschooolfamerica.com

SAKE SCHOOL OF AMERICA

approved program provider for WSET, SSI, ]SA

WSET~SSI~JSARRAI & 5 EhfzEiz. sakeschoolofamerica.com

New York * Boston Atlanta + Florida -

Washington DC

Chicago (Yamasho) ° Lima (Super Nikkei) <+ Tokyo

@mutualtrading

BARDKZHADARIZ Bringing the Flavors of Japan

to the People of the World
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Brewery Owner Sake Sommelier and Others
'Kosuke Kuji Teruyuki Joe Mizuno
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by Kosuke Kuji

Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
Fermentation. In 2005 became

the youngest person ever to
receive the Iwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, Iwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association

Sake Party held in a Japanese Pleasure Boat

fiohn ERVEREE

‘ ‘ akatabune” (Japanese
pleasure boat) is a dining
and entertainment

venue unique to Japan. Yakatabune
in Tokyo is especially popular among
foreign tourists.

During the summer firework
season, especially for firework shows
above the Sumida River, yakatabune
is immensely popular to look up and
enjoy the fireworks visible directly
above the river.

Yakatabune can also be rented to
host a sake sampling party.

Although mid-summer was too hot
at first, yakatabune is equipped with

air-conditioning, thus comfortable
despite its traditional appearance.
Three sake breweries were
invited to our sake sampling party in
a yakatabune, where sake was served
from each brewery. The sake sampling
event was attended by approximately
25 guests including the organizer. The
boat traveled from Asakusa district to
Sumida River and returned to Odaiba
district in approximately three hours.
Various foods were served, of
which the usual freshly fried tempura
was delicious. Guests enjoyed the
marvelous view from the boat.
Further, I was surprised to learn the

yakatabune was equipped with karaoke
equipment. Even more surprisingly,
portable Bluetooth? karaoke DAM
was available to sing classic songs to
the latest pop songs. Surrounded by the
river and ocean, guests can sing loudly
without disturbing anyone.

I boarded a yakatabune for the
first time in 15 years and thoroughly
enjoyed the dining experience in a
traditional yakatabune as I sipped sake.

I wish for foreign nationals to try
this unique Japanese dining experi-
ence on a “yakatabune” to savor sake
with tempura and other delicious
Japanese cuisines.m
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Sushi & Sake
Festival

November 2, 2025, Sunday
[L1:00am - 5:00pm

Big Tuna filleting Show
Koshin Taiko
And more..

Doublelree By Hilton Los Angeles Downtown
120 S. Los Angeles, Los Angeles, CA 90012

. Japanese Restaurant
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‘J’E INTERNATIONAL INC

www.jfc.com
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edieval Japan is when sake
breweries rapidly expanded
in Kyoto. According to the

mid-Muromachi Era (1336 - 1573)
records from 1425, when Kyoto was
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

™
© I’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.
JESINC.
Interbranch Distribution Center (IDC)

When Did Sake Brands Become Established?
Bz #Emhe = I FARME?

home to 342 sake breweries. The
largest brewery with the greatest rep-
utation was the “Yanagi No Sakaya”
(“Willow Liquor Store”), known so
due to the willow planted in front of
the brewery. The “Yanagi No Sakaya”
had a shop curtain with the family crest
printed at a large scale, also depicted on
sake barrels under the “Yanagizake”
brand, said to have marked the begin-
ning of sake branding (trademark).

Afterwards, other sake breweries
in Kyoto imitated Yangaizake for their
fame by having court nobles, Buddhist
monks, and high priests name their sake
brands, often derived from tanka, or
Japanese poetry.

For example, major sake brewery
“Shigehira” located in the center of
Kyoto operated three sake brands
—“Mauzuru,” “Kizareishi,” and “Mita-
rashi” — of which “Maizuru” was
named after the poetry:

“Watching the white crane fly grace-
fully, I can’t help pray this happiness
will continue for eternity.”

(“Maizuru” was taken from the “the
white crane flying.”)

During an era when no trademark
rights existed, many sake breweries
used common names like “Hana-
tachibana,” “Wakamidori,” “Otowa,”
and “Ariake,” etc., with many con-
taining graceful characters like ‘Hana’
(flower), ‘Matsu’ (pine), ‘Tsuru’
(crane), ‘Kame’ (turtle), etc.

By the way, approximately 1,400
sake manufacturers are currently

operating in Japan, with each manu-
facturer holding approximately eight
trademarks, indicating over 10,000
types of sake brands exist in Japan.
Traditionally common sake brand
names are superstitious with a positive
brand image. Among the approximately
5,000 types of sake brands currently
sold, most utilize Chinese charac-
ters, of which each brand name was
deconstructed to list the top ten most
commonly used characters as follows
(in the order of most commonly used):
1. “Yama’ (mountain), 2. ‘Tsuru’
(crane), 3. ‘Masa,’ 4. ‘Mune,’ 5. ‘Kiku’
(chrysanthemum), 6. ‘Dai,” 7. ‘Kin’
(gold), 8. ‘Izumi’ (fountain), 9. ‘No,’
10. ‘Shiro’ (white). Number three and
four combines as “Masamume,” used
in 117 sake brand names. In addition,
“Masamune” is common due to many
theories, such as the pronunciation
of “shoshu” in the Buddhist scrip-
ture “Rinzai-shoshu” being similar to
“seishu” (pure sake), or being derived
from the sword “Masamune,” etc.m
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©SMV: +4
i Polishing Rate: 50%
i (Yamadanishiki & others)
Ozeki Osakaya Chobei
Daiginjo
0zeki Corporation (Hyogo)

Tamade Izumi
Daiginjo
0Ooga Shuzo (Fukuoka)

ESMV:-1 LMV
i Polishing Rate: 38%
i (Yamadanishiki)

Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

i Polishing Rate: 38%
i (Yamadanishiki)

Hakutsuru Tenku Yamada Nishiki

©SMV:+4
 Polishing Rate: 5%
i (Gohyakumangoku)
Jozen White
Junmai Ginjo
Shirataki Sake Brewery (Niigata)

Polishing Rate: 50% SMV:0.5-1.5
i (Yamadanishiki & i Polishing Rate:70%
i Nihonbare) i (Yamadanishiki)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Mizuho Kuromatsu Kenbishi
(Yamahai) Junmai
Kenbishi Shuzo (Hyogo)
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Sugar-free sake

you see major brands

p—
e HAH
of carton sake adver-

D O tised as sugar-free

and purine-free sake in store aisles
Although regional sake fans would
never consider purchasing these sake
products, you’ll likely see at least one
brand in every supermarket and sake
discount shop, which means there is a
demand for these products in the market.

As a professional in the Japanese
sake industry, I felt the need to famil-
iarize myself with carton sake brands
in the market. Therefore, I gathered
as many brands as I could and orga-
nized an unprecedented “Sugar-free
Sake Sampling Party” that no Japa-
nese sake industry professional has yet
organized. During my visits to several
nearby supermarkets in search of varied
brands of carton sake, I realized most
stores sell sugar-free, purine-free sake
by Gekkeikan Sake Co., Ltd.

I asked a sales representative from
sake brewery Nihonsakari Co., Ltd.
about my findings, to which he replied
Gekkeikan is the top industry leader in
market share of sugar-free and purine-
free sake, followed by Nihonsakari.

Other similar sugar-free sake
brands were not classified as refined
sake due to a patent-related issue. |
gathered a total of seven sugar-free
carton sake brands: Gekkeikan, Nihon-
sakari, Kikumasamune, Hakutsuru, Sho
Chiku Bai, Ozeki, and Isonosawa.

All sake brands besides Hakut-
suru and Sho Chiku Bai were also
purine-free. I could imagine sugar-free
sake being produced from prolonged

TOKYO o
Jizake Strolling
s b B

fermentation; however, I had no idea
how purine-free sake is produced. I'm
told a special patented filtration tech-
nology is used to adsorb purine.

While eliminating various com-
pounds such as sugar and purine can
reduce the umami flavor in sake, Gek-
keikan and Nihonsakari seem to lead
the sake industry with their patented
technology that retains the umami
flavor in sake. Other sake breweries
add amino acid and other compounds
to supplement their umami flavor, simi-
lar to liquor. However, I can’t deny the
flavor of sugar-free, purine-free sake
is flat and the umami flavor is rather
subtle compared to regular sake brands.
First-time consumers of sugar-free,
purine-free sake might find the flavor
to be amiss.

On the other hand, consumers
who find sake difficult to consume
in the scorching summer heat might
find the subtle flavor of sugar-free,
purine-free sake to be just right. The
subtleness in flavor will gradually
become less noticeable over time with
continued consumption. The alcohol

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.

content is comparable to regular sake,
thus sugar-free, purine-free sake is just
as intoxicating.

Sugar-free, purine-free sake can
also serve as an alternative to continu-
ously distilled shochu, mixed with soda
like chu-hai, and consumed in large
volumes. Gekkeikan was most suitable
to be served as a mixed drink. After
sampling many carton sake brands,
my conclusion was that it is unfortu-
nate for a sake fan to not be familiar
with sugar-free, purine-free sake when
discussing sake.m
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Sake Shochu Spirits Institute of America

Nemmnammen || Oake Shochu Spirits Institute of America
Sake Shochu Spirits Institute % @ ,ﬁ ;E*ﬁﬂj? ;Eﬁﬁ’.bﬁﬁ

of America was founded
with the purpose to promote
further understanding of

Japanese sake, shochu and BLELIR RV IR B EE— Eas BEENER2EMAK.
beer n a shared where 500 D RS R ORI o B4 PR D R S BRI IE I
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mition people enjoy wine RE— ERARFRSAARANURR | RRA-hBAEREAEE BRTE2H
to increase Japanophiles by *DEHD*E@#4EE°%TQQ/EZK%E'J%;E*H%E’ : ETBENEKRNFo
furthering understanding AIEA#EEANEEE BEESERANHEESR
ofthe sake cultre through oniine Japanese sake and WEHE BAARMNE RARENEEE | ME—  EAEERWIRE AKRIH
’ % :to : o z SR A=}
shochu and beer, etc. Especially sampling parties directly L33ES : Ec ‘H_",}Eéﬂi EH’EH BEARERRBEE IR
approaches consumers and no doubt contributes to : INERGRER IR R o Al BB AR ER S A B R
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21ST
ANNUAL SEAFOOD SHOW

PRESENTED BY OCEAN GROUP, INC.

YOU’RE CORDIALLY INVITED

OCTOBER 5, 2025 | 10:00 AM - 2:00 PM
Palace Station Hotel and Casino
2411 West Sahara Ave., Las Vegas, NV 89102

ol

R o B2B only : bring restaurant business card
P L e .
eicceaci =20 for a complimentary
: For more information, please contact
lvsales@oceanfreshinc.com

702.331.3320
or register through the QR code.
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Oh'my Pasta

Let's learn about sake! [ Pour, Dip and Cook. Spice it up!

Salic Specialor 258

Available on Amazon.com
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MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-962-9633
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KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
\)
L4 i
CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honomry Sake Sommeller Honarary Sake Sommel/er & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho

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

Katsuya Group

Owner “SAKAYANYC

MASTER

SAKE
SOMMELIER

IAR—~
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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.

First and foremost, get people to sample

any people have never tried
Japanese sake, and even if
they have, the most they’ve

tried is hot sake. Hardly any will
remember the brand name., say “This
is a great, try it” and offer a sample
with a smile. And once a customer
appears interested, take the opportu-
nity to simply explain the information
pertinent to support why the beverage
is delicious. Therefore, how to create
the first opportunity will be the key
to success.

Deciding who to communicate the
information to is important

Is sufficient training being
conducted to servers and bartenders?
Offering samples alone to customers
will not be sufficient to understand the
appeal of Japanese sake to customers.
Why is this sake delicious...? This
point needs to be thoroughly under-
stood by staff members. Also, because
sampling alone will not be suffi-
cient to understand the flavors of the
sake brand, always pair the sake with
food for sampling. It’s important for
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customers to taste the drastic change in
the sake flavor with their own palate.
To get the customers to try sake
Find things to say to the custom-
er’s to get them to react, “Oh, really?”
For example, “How about this dry,
refreshing sake brand AAA from
Niigata prefecture, that goes great with
sushi?” Or perhaps, “would you like to
try brand BBB from Akita prefecture,
which goes great with teriyaki because
of it’s full body?” During sales pitches,
explain to customers in simple terms
that entice the customer’s interest.m
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SAKE SOMMELIER CLUBRD

Chizuko Alice Hama Liloa Papa
Niikawa-Helto Certified Wine & Sake Certified Sake Professional
Sake Sommelier Sommelier leveltl
VSalr(e Sqmqm( o Young's Market Company
Hirohisa Eduardo Yoshihiro
Kikuchi Dingler Sako
 Sake Sommelier Sake Ambassador Sake Sommelier
Yuzuki
Koji Wong Kurtis Wells Stuart Mqrrls
Owner PP Sake Sommelier
. Mixologist e
Japon Bistro g . Hana Japanese Restaurant
Kaz Tokuhara Sa}:’(;f) lmA:v(e)lt:r Toshiyuki Koizumi
Sake Sommelier . R Sake Sommelier
Manager avannal P "
Wismettac Asian Fogds Distributing Co. Inc. Owner “WASAN
. Michael Russell
Gary Imada Eiji Mori . )
Sae Z isor Sake Sommelier VCerrt/ﬁed Sake §omme//er
e e Katana Restaurant P_aaﬁc International
Liquor Inc
Shino Okita Jonathan Cortez Patsy Lu
Certified Sake Sommelier International I Y "
Shochu Advisor Sake Sommelier internationa
——————— - S Mas;er Sake Sommeherr

Hanbai Solutions LLC.

Latin Region Specialist

Mutual Trading

Brewery Owner Sake Sommelier and Others
'Kosuke Kuji Teruyuki Joe Mizuno
Nanbu Bijin Inc. Kobayashi Head of the “Regional
Fifth Generation Taruhei Brewing Co Ltd. Sake Tasting Club”
Brewery Owner
Timothy Sulli Masato Kato Akira Yuhara
imothy Sul 1vaq Sake Sommelier Sake Sommelier
Sake Samurai s - - -
e : Wismettac Asian Foods Miyako Hybrid Hotel
Takao Matsukawa
International Philip Harper Rachel
Sake Sommelier ‘Tamagawa Hand Made Macalisang
Latin Region Specialist Japanese Sake Sake and Wine
Mutual Trading Master Sake Brewer Sommelier
Keita Akaboshi Mei HO Miyuki
Sake Sommelier Sake Sommelier Yoshida
Kuramoto US Inc. True Sake Sake Sommelier
Michael John Mai Segawa Don Lee
Simkin B Advanced Sake Sake Sommelier
MJS Sake Selection ,Som’"?”ef _— Yama Sushi
Owner Tako Grill Owner Chef
Shigeto Terasaka Isao Kiyota Eda Vuong
Sake Sommelier International International
T bresident ) lﬁkisake—Shi Sukequm(nelier
Japan Hollywood Network Academia de Sake Mexico Mutual Trading
Founder
Sara Guterbock Rachel Fiekowsky Masae Kusada
International International International
Sake Sommelier Sake Sommelier Sake Sommelier

New York Mutual Tfading

New York Mutual Tfading

New York Mutual Tfading

Mutual Trading

Lora Blackwell
International
VSalr(e Sommeligr )

[Infol

Genji Sake

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

Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
Fermentation. In 2005 became

the youngest person ever to
receive the Iwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, Iwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association

Sake Party held in a Japanese Pleasure Boat
OFFEIR L0l M| =2 Q]

‘ ‘ akatabune” (Japanese
pleasure boat) is a dining
and entertainment

venue unique to Japan. Yakatabune
in Tokyo is especially popular among
foreign tourists.

During the summer firework
season, especially for firework shows
above the Sumida River, yakatabune
is immensely popular to look up and
enjoy the fireworks visible directly
above the river.

Yakatabune can also be rented to
host a sake sampling party.

Although mid-summer was too hot
at first, yakatabune is equipped with

air-conditioning, thus comfortable
despite its traditional appearance.
Three sake breweries were
invited to our sake sampling party in
a yakatabune, where sake was served
from each brewery. The sake sampling
event was attended by approximately
25 guests including the organizer. The
boat traveled from Asakusa district to
Sumida River and returned to Odaiba
district in approximately three hours.
Various foods were served, of
which the usual freshly fried tempura
was delicious. Guests enjoyed the
marvelous view from the boat.
Further, I was surprised to learn the

yakatabune was equipped with karaoke
equipment. Even more surprisingly,
portable Bluetooth? karaoke DAM
was available to sing classic songs to
the latest pop songs. Surrounded by the
river and ocean, guests can sing loudly
without disturbing anyone.

I boarded a yakatabune for the
first time in 15 years and thoroughly
enjoyed the dining experience in a
traditional yakatabune as I sipped sake.

I wish for foreign nationals to try
this unique Japanese dining experi-
ence on a “yakatabune” to savor sake
with tempura and other delicious
Japanese cuisines.m
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‘J’E INTERNATIONAL INC

www.jfc.com

When Did Sake Brands Become Established?
LE=o| HalC = AHX| "Xbst Z1dn}?
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edieval Japan is when sake
breweries rapidly expanded
in Kyoto. According to the
mid-Muromachi Era (1336 - 1573)
records from 1425, when Kyoto was
home to 342 sake breweries. The
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

™
© I’ 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.
JESINC.
Interbranch Distribution Center (IDC)

largest brewery with the greatest rep-
utation was the “Yanagi No Sakaya”
(“Willow Liquor Store”), known so
due to the willow planted in front of
the brewery. The “Yanagi No Sakaya”
had a shop curtain with the family crest
printed at a large scale, also depicted on
sake barrels under the “Yanagizake”
brand, said to have marked the begin-
ning of sake branding (trademark).

Afterwards, other sake breweries
in Kyoto imitated Yangaizake for their
fame by having court nobles, Buddhist
monks, and high priests name their sake
brands, often derived from tanka, or
Japanese poetry.

For example, major sake brewery
“Shigehira” located in the center of
Kyoto operated three sake brands
—“Mauzuru,” “Kizareishi,” and “Mita-
rashi” — of which “Maizuru” was
named after the poetry:

“Watching the white crane fly grace-
fully, I can’t help pray this happiness
will continue for eternity.”

(“Maizuru” was taken from the “the
white crane flying.”)

During an era when no trademark
rights existed, many sake breweries
used common names like “Hana-
tachibana,” “Wakamidori,” “Otowa,”
and “Ariake,” etc., with many con-
taining graceful characters like ‘Hana’
(flower), ‘Matsu’ (pine), ‘Tsuru’
(crane), ‘Kame’ (turtle), etc.

By the way, approximately 1,400
sake manufacturers are currently
operating in Japan, with each manu-
facturer holding approximately eight

trademarks, indicating over 10,000
types of sake brands exist in Japan.
Traditionally common sake brand
names are superstitious with a positive
brand image. Among the approximately
5,000 types of sake brands currently
sold, most utilize Chinese charac-
ters, of which each brand name was
deconstructed to list the top ten most
commonly used characters as follows
(in the order of most commonly used):
1. “Yama’ (mountain), 2. ‘Tsuru’
(crane), 3. ‘Masa,’ 4. ‘Mune,’ 5. ‘Kiku’
(chrysanthemum), 6. ‘Dai,” 7. ‘Kin’
(gold), 8. ‘Izumi’ (fountain), 9. ‘No,’
10. ‘Shiro’ (white). Number three and
four combines as “Masamume,” used
in 117 sake brand names. In addition,
“Masamune” is common due to many
theories, such as the pronunciation
of “shoshu” in the Buddhist scrip-
ture “Rinzai-shoshu” being similar to
“seishu” (pure sake), or being derived
from the sword “Masamune,” etc.m
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i Polishing Rate: 50% i Polishing Rate: 38% i Polishing Rate: 38%
i (Yamadanishiki & others) i (Yamadanishiki) i (Yamadanishiki)
Ozeki Osakaya Chobei Tamade Izumi Hakutsuru Tenku Yamada Nishiki
Daiginjo Daiginjo Junmai Daiginjo
0zeki Corporation (Hyogo) 0Ooga Shuzo (Fukuoka) Hakutsuru Sake Brewing (Hyogo)

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

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

SMV:0.5-1.5

i Polishing Rate:70%

i (Yamadanishiki)
Mizuho Kuromatsu Kenbishi

(Yamahai) Junmai
Kenbishi Shuzo (Hyogo)

i (Gohyakumangoku)
Jozen White
Junmai Ginjo
Shirataki Sake Brewery (Niigata)

) This article was courtesy from Shibata Shoten Co Ltd.
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Sugar-free sake

you see major brands

SN Rl =
of carton sake adver-

D O tised as sugar-free

and purine-free sake in store aisles
Although regional sake fans would
never consider purchasing these sake
products, you’ll likely see at least one
brand in every supermarket and sake
discount shop, which means there is a
demand for these products in the market.

As a professional in the Japanese
sake industry, I felt the need to famil-
iarize myself with carton sake brands
in the market. Therefore, I gathered
as many brands as I could and orga-
nized an unprecedented “Sugar-free
Sake Sampling Party” that no Japa-
nese sake industry professional has yet
organized. During my visits to several
nearby supermarkets in search of varied
brands of carton sake, I realized most
stores sell sugar-free, purine-free sake
by Gekkeikan Sake Co., Ltd.

I asked a sales representative from
sake brewery Nihonsakari Co., Ltd.
about my findings, to which he replied
Gekkeikan is the top industry leader in
market share of sugar-free and purine-
free sake, followed by Nihonsakari.

Other similar sugar-free sake
brands were not classified as refined
sake due to a patent-related issue. |
gathered a total of seven sugar-free
carton sake brands: Gekkeikan, Nihon-
sakari, Kikumasamune, Hakutsuru, Sho
Chiku Bai, Ozeki, and Isonosawa.

All sake brands besides Hakut-
suru and Sho Chiku Bai were also
purine-free. I could imagine sugar-free
sake being produced from prolonged

TOKYO o
Jizake Strolling
s b B

fermentation; however, I had no idea
how purine-free sake is produced. I'm
told a special patented filtration tech-
nology is used to adsorb purine.

While eliminating various com-
pounds such as sugar and purine can
reduce the umami flavor in sake, Gek-
keikan and Nihonsakari seem to lead
the sake industry with their patented
technology that retains the umami
flavor in sake. Other sake breweries
add amino acid and other compounds
to supplement their umami flavor, simi-
lar to liquor. However, I can’t deny the
flavor of sugar-free, purine-free sake
is flat and the umami flavor is rather
subtle compared to regular sake brands.
First-time consumers of sugar-free,
purine-free sake might find the flavor
to be amiss.

On the other hand, consumers
who find sake difficult to consume
in the scorching summer heat might
find the subtle flavor of sugar-free,
purine-free sake to be just right. The
subtleness in flavor will gradually
become less noticeable over time with
continued consumption. The alcohol

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.

content is comparable to regular sake,
thus sugar-free, purine-free sake is just
as intoxicating.

Sugar-free, purine-free sake can
also serve as an alternative to continu-
ously distilled shochu, mixed with soda
like chu-hai, and consumed in large
volumes. Gekkeikan was most suitable
to be served as a mixed drink. After
sampling many carton sake brands,
my conclusion was that it is unfortu-
nate for a sake fan to not be familiar
with sugar-free, purine-free sake when
discussing sake.m
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SAKE
SOMMELIER
CLUB

JAPAN

Master Sake Sommelier
Info Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Murakami David Kudo Ryuji Takahashi
Sake Shochu S pirits Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier
Institute of America Beverage Manager Vice President Vice President Manager Liquor Manager President, All Japan News OwnerJi - sakeya”
(21 3) 680-0011 Sake School of America New York Mutual Trading Sake School of America JFCInternational Inc. Shuto-Meijin
AllJapanNews@gmail.com IS ymatsumoto001@gmail.com  info@sakeschoolofamerica.com nymtc.com info@sakeschoolofamerica.com  ymurakami@ijfc.com davidkudo@gmail.com ryu2syuto@yahoo.co.jp

Sake Shochu Spirits Institute of America
NPOEA

KEE SRS BT

Sake Shochu Spirits Institute of America
was founded with the purpose to
promote further understanding of
Japanese sake, shochu and beerin a
shared where 500 million people enjoy
wine in North America. We strive to
increase Japanophiles by furthering
understanding of the sake culture
through online Japanese sake and
shochu colleges and books related to
Japanese sake, shochu and beer, etc.
Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies,
etc., to introduce Japanese sake, shochu
and beer to American consumers in a
way that’s easy-to-understand.
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Sake Shochu Spirits Institute of America
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Compatibility of Sake with Cuisine

Aromatic Sake — Highly aromatic and refreshing flavor. Select
cuisine with gentle sweetness for pairing. To match the fruity
aroma of this sake, cuisines presented with citrus fruits, or cuisine
using the fruit itself is recommended. Positioned as an aperitif-type
of sake to be paired with appetizers.

Refreshing Sake — Simple in aroma, Refreshing Sake is charac-
teristic for compatibility with wide range of cuisines. This sake
compliments cuisines with light umami flavors, mild flavors, and
refreshing flavors; also effective in resetting the palate after rich
cuisines with fatty components.

Pure Sake — Compatible with cuisines abundant in umami flavors
and rich flavors with notable salt flavor.

Also compatible with cuisines prepared using cheese and butter, as
well as delicacies such as salted squid guts, dried mullet roe, and
salted sea cucumber guts.

Mellow Sake — Compatible with richly flavored, highly flavorful
cuisines. Also compatible with cuisines with oily components,
flavors highly simmered down, burnt flavor, and spiced cuisines,
as well as aged cheese and desserts with rich, sweet flavors.m
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Sushi & Sake
Festival

November 2, 2025, Sunday
[L1:00am - 5:00pm

Big Tuna filleting Show
Koshin Taiko
And more..

Doublelree By Hilton Los Angeles Downtown
120 S. Los Angeles, Los Angeles, CA 90012

. Japanese Restaurant
gﬁ Y. \3 oo ) i nsor L& =
IRRY ncsociation of America ™45 Rk




ifichikao
SH®CHU
JAPAN

iichiko.com

Oh'my Pasta

Let's learn about sake! [ Pour, Dip and Cook. Spice it up!

Sake Spectalor 25

Available on Amazon.com
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MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-962-9633




SAKE SOMMELIER CLUBRD

Brewery Owner Sake Sommelier and Others
Kosuke Kuji Teruyuki Joe Mizuno Chizuko
s Kobayashi T Niikawa-Helto
Nanbu Bijin Inc. Robay: S Head of the “Regional Sake Sommelier
Fifth Generation Taruhei Brewing Co Ltd. Sake Tasting Club” .
Brewery Owner 9 VSalr(e Sramqmlr o
Timothy Sulli Masato Kato Akira Yuhara Hirohisa
imot }S,ak;JSat:l,ar? Sake Sommelier Sake Sommelier Kikuchi
urai s - - - ;
R—— Wismettac Asian Foods Miyako Hybrid Hotel  Sake Sommelier
Takao Matsukawa
Intenational Philip Harper Rachel Koji Wong
Sake Sommelier Tamagawa Hand Made Macallsmg Owner
Latin Region Specialist Japanese Sake Sake and Wine Japon Bistro
Mutual Trading Master Sake Brewer Sommelier
Keita Akaboshi Mei HO Miyuki Kaz Tokuhalja
Sake Sommelier Sake Sommelier Yoshida Sake Sommelier
. 3 T e Sake Sake Sommelier Manager
Kuramoto US Inc. True Sake DUAE - Wismettac Asian Foods
Michael John Mai Segawa Don Lee Gary Imad
Simkin B Advanced Sake Sake Sommelier Saz:z, dv;:;:l a
MJS Sake Selection ,Som’"?”ef S Yama Sushi e e
Owner Tako Grill Owner Chef
Shigeto Terasaka Isao Kiyota Eda Vuong Shino Okita
Sake Sommelier International International Certified Sake Sommelier
T bresident ) lﬁkisake—Shi Sukequm(nelier o VShqchtrlAdrvisqr
Japan Hollywood Network Academia de Sake Mexico Mutual Trading Hanbai Solutions LLC.
Founder
Sara Guterbock Rachel Fiekowsky Masae Kusada Lora Blackwell
International International International International
Sake Sommelier Sake Sommelier Sake Sommelier Sake Sommelier
New York Mutual Trading New York Mutual Trading New York Mutual Trading Genji Sake

Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
§omme/{er 7[9]((’/ L; 77777
Young's Market Company
Eduardo Yoshihiro
Dingler Sako
Sake Ambassador Sake Sommelier
Yuzuki
Kurtis Wells Stuart Mqrns
P Sake Sommelier
Mixologist L
: : Hana Japanese Restaurant
Koji Aot40 Toshiyuki Koizumi
Sake Sommelier .
. : 5 Sake Sommelier
avannal I "
Distributing Co. Inc. Qumer “WASAN
Eiji Mori MiFhael Russell‘
Sake Sommelier VCerrt/ﬁed Sake §omme//er
Katana Restaurant P_aaﬁc International
Liquor Inc
Jonathan ijtez Patsy Lu
International International
- Sake Sommelle( Mas;er Sake Sommelierr

Latin Region Specialist

Mutual Trading Mutual Trading

[Infol

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

SAKE

CHALLENGE
216

by Kosuke Kuji

Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
Fermentation. In 2005 became

the youngest person ever to
receive the Iwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, Iwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association

Una fiesta de sake en una casa flotante

casa flotante es una especialidad

japonesa. Las casas flotantes en Tokio

son especialmente populares entre
los turistas extranjeros.

Son extremadamente populares durante la
temporada de fuegos artificiales, especialmente
las del rio Sumida, que ofrecen el mirador per-
fecto para ver los fuegos artificiales directamente
sobre el rio.

Una de estas casas incluso se alquila para una
cata de sake.

Me preocupaba que hiciera calor en pleno
verano, pero la casa flotante esta sorprendente-
mente bien equipada con aire acondicionado.

A pesar de su aspecto anticuado, el interior es
comodo, incluso en verano.

En esta ocasion, invitaron a tres destilerias a
disfrutar de sus sakes en la casa flotante.

Participaron aproximadamente 25 personas,
incluidos los organizadores.

El viaje duro unas tres horas, desde Asakusa
por el rio Sumida hasta Odaiba y de vuelta.

Se sirvieron diversos platos, pero la tempura
recién frita, caracteristica de las casas flotantes,
fue la mejor. También puedes subir y disfrutar de
una vista espectacular.

Lo que es aun mas sorprendente es que
incluso hay karaoke a bordo.

Y es DAM, el servicio de karaoke en linea.

Puedes cantar cualquier cancion, desde los ulti-
mos éxitos hasta los clasicos.

Como el barco esta rodeado por el rioy el
mar, puedes cantar a todo volumen sin molestar
a nadie.

Han pasado 15 afnos desde mi ultimo viaje
en casa flotante, y he recordado una vez mas la
maravillosa combinacion de casas flotantes, la
cultura tradicional japonesa y el sake.

Espero que los visitantes extranjeros tam-
biéen disfruten aun mas de esta maravillosa
combinacion de casas flotantes, sake y deliciosa
comida japonesa, incluyendo la tempura.

Noticias sobre restaurantes Japoneses 45
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150 tipos de sake delicioso
Importado de todo Japén

a través de una red nacional
enviado directamente a usted

[ELS
Fie

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

© I’ ;‘\INTERNATIDNAL 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)

\LLI’ N NTERNATIONAL INC Www,jfc,com

ccuando se consolidaron las marcas

de sake?

Edad Media fue

una época de

rapido desarro-
llo para las destilerias de sake
de Kioto. Segun registros de
1425, a mediados del periodo
Muromachi, habia 342 destile-
rias de sake en la zona de Kioto.
Una de ellas, la mas grande y
con mayor reputacion, era la
de Gojo Nishinotoin, apodada
"Yanagi no Sakaya" (Tienda de
Sake de Sauce) por el sauce
plantado frente a su puerta.
Esta tienda colgaba una cor-
tina (noren) con un gran "sello
de seis estrellas” (rokuseimon)
ala entrada, y el sello también
estaba escrito en los barriles,
junto con el nombre "Yanagi
Sake". Se dice que este sello
Yanagi marco el inicio de las
marcas de sake en Japon.

Posteriormente, quiza
con la esperanza de aprove-
char la fama del sake Yanagi,
todas las destilerias de sake de
Kioto comenzaron a nombrar su
propio sake, y muchas pidieron
a los nobles, monjes budistas y
sumos sacerdotes que las patro-
cinaban que crearan el nombre
usando palabras extraidas de

la poesia waka. Por ejemplo,
Shigehira, una importante des-
tileria de sake ubicada bajo
Ichijo-sagaru en Shinmachi-dori,
tenia tres marcas: "Maizuru”,
"Sasoishi” y "Mitarai”. El nombre
"Maizuru” proviene de un poema
japonés:

"Cuando veo una grulla des-
plegando sus alas y volando
entre las nubes blancas, pienso
en los largos y lejanos anos
que se extienden en la distan-
cia”. (Se dice que la palabra
"Maizuru” proviene del poema
japonés "Tofuzuru”, que significa
"grulla voladora™).

En una época sin derechos
de marca registrada, muchas
destilerias de sake usaban nom-
bres como "Hanatachibana”,
"Wakamidori”, "Otowa" y
"Ariake". Sin embargo, la
mayoria de los nombres eran
elegantes, incorporando carac-

teres como "flor", "pino”,
"grulla” y "tortuga”.

Por cierto, actualmente
existen aproximadamente 1400
destilerias de sake en Japon, y
se dice que cada empresa tiene

un promedio de ocho marcas
registradas, lo que significa que
existen mas de 10 000 marcas
diferentes.

Tradicionalmente, la marca
de sake mas comun se ha
elegido por su significado aus-
picioso o para realzar la imagen
de la marca. Actualmente exis-
ten alrededor de 5000 marcas
en el mercado, la mayoria de las
cuales usan kanji. Sin embargo,
si desglosamos los kanjis de sus
nombres uno por uno y enu-
meramos los diez caracteres
mas comunes, obtenemos: 1.°
- montana, 2.° - grulla, 3.° - sei,
4.° - mune, 5.° - kiku, 6.° - dai,
7.°-oro, 8.° - primavera, 9.° - no
y 10.° - blanco. La combinacion
del 3.2y 4.2 lugar, "Masamune”,
se utiliza en 117 marcas. Por
cierto, existen varias teo-
rias sobre la popularidad de
"Masamune”, incluyendo que
el sonido de "Masamune” en
el sutra "Rinzai Masamune” es
similar a "sake" (sake refinado),
0 que proviene del nombre de la
espada "Meito Masamune”.

©SMV: +4
i Polishing Rate: 50%
i (Yamadanishiki & others)
Ozeki Osakaya Chobei
Daiginjo
0Ozeki Corporation (Hyogo)

Tamade Izumi

0Ooga Shuzo (Fukuoka)

ESMV:-1 LMV
i Polishing Rate: 38%
i (Yamadanishiki)

Daiginjo Junmai Daiginjo

i Polishing Rate: 38%
i (Yamadanishiki)

Hakutsuru Tenku Yamada Nishiki

Hakutsuru Sake Brewing (Hyogo)

©SMV:+4
 Polishing Rate: 5%
i (Gohyakumangoku)
Jozen White
Junmai Ginjo
Shirataki Sake Brewery (Niigata)

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

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

SMV:0.5-1.5

i Polishing Rate:70%

i (Yamadanishiki)
Mizuho Kuromatsu Kenbishi

(Yamahai) Junmai
Kenbishi Shuzo (Hyogo)
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Sake Cero Carbohidratos

. Iguna vez te has

‘ \ encontrado con un

6 sake envasado de un
gran fabricante con la

etiqueta "cero carbohidratos” o
"cero purinas”? Aunque los afi-
cionados locales probablemente
no lo compren, siempre hay al
menos un tipo disponible en
cualquier supermercado o lico-
reria de descuento, lo que indica
una buena demanda. Senti que
no podia considerarme un pro-
fesional en la industria del sake
sin saber esto, asi que reuni
todos los que pude y organicé
una "degustacion de sake sin
carbohidratos”, algo que nadie
en la industria del sake hace.
Primero, empecé a coleccio-
nar sake. Mientras recorriamos
los supermercados cercanos,
noté que la mayoria tenian sake

sin carbohidratos ni purinas de
Nihonsei o sake sin carbohi-
dratos ni purinas de Gekkeikan.
Curioso, pregunté a un repre-
sentante de ventas de Nihonsei,
y me dijo que Gekkeikan tiene la
mayor cuota de mercado en la
categoria de cero carbohidra-
tos y cero purinas, con Nihonsei
en segundo lugar. Al observar
otros sakes similares, también
hay sakes sin carbohidratos que
no se clasifican como sake, apa-
rentemente debido a problemas
de patentes. Al final, recopilé
siete tipos de sake: Nihonzakari,
Gekkeikan, Kiku Masamune,
Hakutsuru, Shochikubai,

Ozeki e Isonosawa. Todos
tienen una cosa en comun:

cero carbohidratos. Excepto
Hakutsuru y Shochikubai, tam-
bién tienen cero purinas. Si

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.

bien podia imaginar la elimi-
nacion de carbohidratos a
través de la fermentacion alco-
holica, no tenia idea de cero
purinas. Aparentemente,
absorben purinas usando una
técnica de filtracion especial.
Esta es una tecnologia paten-
tada. Si bien la eliminacion de
varios ingredientes también
reduce el umami, Gekkeikany
Nihonzakari parecen destacarse
con su tecnologia patentada
para preservar este umami.
Otras destilerias complemen-
tan el umami con aminoacidos
y otros aditivos, a menudo tra-
tando su sake como un licor.
Dicho esto, en comparacion con
otros sakes regulares, su sabor
es innegablemente suave y
ligero. Quienes lo prueban por
primera vez probablemente

lo encuentren un poco flojo.

Sin embargo, para quienes les
resulte dificil beber sake con
esta ola de calor, su ligereza

es perfecta. Ademas, con el
consumo continuo, la ligereza
desaparece gradualmente y el
cuerpo se acostumbra. El conte-
nido de alcohol es el mismo que
el del sake normal, asi que no
te emborracharas de la misma
manera. Ademas, al ser menor
el contenido de azucar y puri-
nas, no esta mal mezclarlo con
soda como sustituto del shochu
y beberlo a grandes tragos. En
este sentido, el Gekkeikan me
causo una excelente impresion.
Habiendo probado varios sakes,
creo que es una pena hablar

de sake sin saber que no tiene
ni azucar ni purinas, aunque

te guste.
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Sake Shochu Spirits Institute of America
was founded with the purpose to
promote further understanding of
Japanese sake, shochu and beerin a
shared where 500 million people enjoy
wine in North America. We strive to
increase Japanophiles by furthering
understanding of the sake culture
through online Japanese sake and
shochu colleges and books related to
Japanese sake, shochu and beer, etc.
Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies,
etc., to introduce Japanese sake, shochu
and beer to American consumers in a
way that’s easy-to-understand.
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Compatibilidad del sake con la
gastronomia

Kunshu: (Sake aromatico) Elija platos con
un aroma vibrante, un sabor refrescante

y una dulzura suave. Para complemen-

tar el aroma afrutado del sake, son
ideales los platos con citricos o con la
propia fruta. Ideal como aperitivo para
acompanar bocaditos.

Soushu: (Sake Refrescante) De aroma sen-
cillo, el Sake Refrescante se caracteriza por
su compatibilidad con una amplia gama de
cocinas. Este sake complementa platos con
ligeros sabores umami, suaves y refres-
cantes; también es eficaz para revitalizar el
paladar después de platos contundentes
con componentes grasos.

Junshu: (Sake puro) Idealmente, los
platos con un sabor intenso, un condi-
mento rico y una salinidad moderada
son los mas adecuados. Marida bien con
platos que llevan queso o mantequilla.
Marida bien con exquisiteces como cala-
mares salados, huevas de mujol secas 'y
konowata (erizo de mar) como aperitivos
de sake.

Jukushu: (Sake suave) Marida bien

con platos con un sabor intenso y sabo-
res fuertes. También combina bien con
platos grasosos, bien cocinados a fuego
lento, quemados y picantes. Marida bien
con quesos curados y postres dulces y
contundentes.



