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Let s learn about sake!

Sakc Spcctator

Available on Amazon.com

..l-f"'

i
'.- L B

SRLZ S VHREBE BB HREBFETT. o S ;L Fv——
LA mhG-Mail B BOFEEFA BB TELEK ! SSIAUrANT ACAUenTy

< = (-] Vamajirushi
RenfiiEFFrIsEIGHE (2 = zu It
LA NSy 2—4y NGB i -|2 2'| 1 e
SKLR NS BemE. nrEcHEnn. oxcan s LGB L 18 | .

Restaurant Academy 213-680-0011 https://www.alljapannews.com/page/food-manager




NOTO BLUE MICARE KIKKO
GUINOMI KOSUI WAN
Package: 1/EA Package: 1/EA
Dimensions: 4.3x4.3x5.5cmh Dimensions: 9x9x9.2cmh
#40718 #87237

END
o

. Knives, Tablev_vare, Medama Products
Appliances Takeout Containers,
COIN TOWEL MOWA

Other Kitchen Tools (o™ Past Expo)
Package: 10/200PCS 10% off

Dimensions: 25x20cm 20% of 50% -
#84176 Dec 1st — Dec 31st, 2025

EBM TONG
Package: 1/EA
Dimensions: 15.5cm
#31735

NEW - JUST IN
RESTAURANT SUPPLIES

October 2025
* exclusions apply

; ICHIMATSU R/G
exclusive for 3-DAN JYU

LA showroom visitors o e T2
Imensions: 15X15X15cmh

#55061
Available at - . I .
M T E K ‘ T E H E N MTC Kitchen LA Showroom @mtckitchenla product availability may vary by regions
. 213-626-9458 —
O 4200 Shirley Ave. & (-5 MUTUAL TRADING
mtckitchen.com El Monte, CA 91731 =4 la.mtck@mutual.us =
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TAKARA SAKE USA INC. www.takarasake.com

Berkeley, California Enjoy responsibly

@ MUTUAL TRADING

© 2025 Mutual Trading Co., Inc.
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Flavor and

Refreshing

Umami from
For Sushi Rolls, Fish, and Meat Dishes

GLUTEN
FREE

NO
MSG

REAL
YUZU
JUICE

5 fl.oz. 32 fl.oz.

chicken with
vuzu miso glaze

Made by

MIYAKO ORIENTAL FOODS INC.
Baldwin Park, CA 91706 USA  Tel. 626-962-9633

customerservice@coldmountainmiso.com
‘

=ii5 MUTUAL TRADING
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Wismettac
Wismettac Asian Foods, Inc.

WA Ma.l - EXTRA FANCY
PREMIUM WEDIM GRAM RICE

SEKKA

IMPORTING AND DisTRIBUTING AsIAN Foop Probucts GLOBALLY

wismettacusa.com
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This magazine spotlights the Japanese
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the latest trends and successful
restaurants along with their operations
to provide hints on how to survive
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and popular products, along with the
prosperity of Japanese restaurants.
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Bon Yagi Katsuya Uechi Rick Smith &
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa
[ F Honorary Sake Sommelier & Saka-Sho
TICGROUP Chairman

Katsuya Group

GEKKEIKAN SAKE

OZEKT
SAKE

KYOTO SINCE 1637

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(ae)

e

Kats Miyazato
Honorary Sake Sommelier

"~ Owner “SAKAYANYC'

Owner “True Sake”

Owner of M&M Enterprise

MASTER
SAKE

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

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

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

David Kudo

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

What is good sake?

Certainly one standard is the price,

but we need to think if we can find a

sake that has the value to satisfy ones

taste. It is important to find a "sake that

suits me" instead of a good sake.
There would be a tendency for
one that likes fully body red wines to

prefer a Junmai-Kimoto or Honjozo
type, and one that likes a young, fruity

chardonnay to prefer a gentle, strong
aroma Daiginjyo type.
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Cold or Hot

Many people think that high quality
sake should be enjoyed cold but this
is wrong. Compared to fine quality
sake which you can drink without
worrying about the temperature, sake
that has poor balance should be enjoyed
extremely cold.

Tasting method

Sip it with air like you would with
wine. For the glass, it is important to
pour a small amount into a glass for
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white wines type and swish it around
lightly to come in contact with air.

Drinking container is important

It is amazing that the taste can
totally change with the glass you use
not only for sake but for wines and
beers also. If you want to enjoy the
taste, especially examine the aroma, it
is good to use a small white wine glass.
If you are having it hot, it is good to
use a smaller ceramic type container
that doesn't have the shape to be smoth-
ered with alcohol steam and doesn't
cover your nose when you put it to
your mouth.m
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Brewery Owner

% Kosuke Kuji

Nanbu Bijin Inc.
Fifth Generation
Brewery Owner
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Takao Matsukawa

+ International

! Sake Sommelier
Latin Region Specialist

Mutual Trading

Keita Akaboshi
~ Sake Sommelier

Kuramoto US Inc.
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%

Michael John
Simkin

MJS Sake Selection
Owner

Shigeto Terasaka
 Sake Sommelier -

President
Japan Hollywood Network

Sara Guterbock
International

Sake Sommelier

New York Mutual Trading

Masato Kato
) §ake §pmmeli9( )

Wisméttac Asian Foods
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Sake Sommelier

Isao Kiyota

Aéadémfé de Sake Mexiio

Sake Sommelier and Others

W Teruyuki Joe Mizuno
|, Kobayashi Head of the “Regional
! Taruhei Brewing Co Ltd. Sake Tasting Club”

.'| y
Akira Yuhara
) Sake Sqrnjmelie(r ]

Miyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

Tamagawa Hand Made
Japanese Sake
Master Sake Brewer

Mei HO Miyuki
Yoshida

True Sake Sake Sommelier
A
el F
Mai Segawa Don Lee
Advanced Sake Sake Sommelier
rsomm,e/'e,r - Yama Sushi
Tako Grill Owner Chef

Eda Vuong
International
Sake Sommelier |

Mutual Trading

International
Vl(ikrisalr(e—Shi )

Founder

New York Mutual Tfadiﬁg

Rachel Fiekowsky Masae Kusada
International International
Sake Sommelier Sake Sommelier

New York Mutual Tfadiﬁé

Chizuko
Niikawa-Helto

Hirohisa Eduardo Yoshihiro
Kikuchi Dingler Sako
 Sake Sommelier Sake Ambassador -  Sake Sommelier

Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
r§pmme7/(¢r Level LL

Young's Market Company

Yuzuki

Koji Wong Kurtis Wells Stuart Morris
owner . Sake Sommelier
wner Mixologist 10 N
Japon Bistro . . Hana Japanese Restaurant
Kaz Tokuhara Koji Aoto = Toshiyuki Koizumi
Sake Sommelier Sake Sommelier . yu )
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Manager Savannah 1 o '0' g WASAN
Wismettac Asian Foods { Distributing Co. Inc. whner '1
. Michael Russell
Gary Imada Eiji Mori . )
= = Suke z,dvisar = Sake Sommelier Certified Sake Sommelier
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Shino Okita Jonathan Cortez Patsy L
Certified Sake Sommelier International a Sy, v
Shochu Advisor Sake Sommelier International

Hanbai Solutions LLC.

Lora Blackwell
International
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Genji Sake

[Infol

Latin Region Specialist
Mutual Trading

Pacific International

Katana Restaurant ‘
Liquor Inc

Master Sake Sommeller
Mutual Trading

®

Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Sake Brewery Tourism

Y — VX L

pproximately 36 million

foreign tourists visited Japan

last year. Since Japan’s popula-
tion is approximately 120 million, the
number of foreign tourists to Japan last
year was comparable to nearly a quarter
of Japan’s population.

The Japanese government is
currently working with the Japan
Tourism Agency and tourism associa-
tions in various regions to recommend
“Sake Brewery Tourism” to foreign
tourists. The Japan Council for Promo-
tion of Sake Brewery Tourism was
launched, and many supportive sake
breweries are joining nationwide.
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Of course, Nanbu Bijin Brewery is
also a corporate member. Iwate prefec-
ture partnered with Japan Railways
Group (JR) and launched the “Discover
Iwate” campaign from September 1 to
November 30.
https://x.gd/CWtQN

A photo of a kura-style sake
brewery used by Nanbu Bijin for 200
years was used in the poster for this
campaign, visible in the shortened
URL above. Visitors can wear a happi
coat (uniform of a sake brewery), tie a
Japanese hand towel around your head,
and cosplay as a sake brewery worker
to take this same photo while touring
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Japanese Restaurant News

the sake brewery.

This photo will commemorate
your visit to the brewery. The photo
can be taken right away on site and
can also be downloaded to your smart-
phone. Visitors can also create labels
using their photo and purchase them
as a product. This original sake was
also awarded the Minister of Land,
Infrastructure, Transport and Tourism
Commendation.

I highly recommend our readers
to enjoy Sake Brewery Tourism when
visiting Japan. Not only can you enjoy
delicious sake, but you can also enjoy
scenic views of rural Japan.m
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J@ INTERNATIONAL INC

www.jfc.com

enerally, the basic distinc-
tion in Japanese sake flavors
is ‘sweet’ or ‘dry.” However,

recent trends indicate other preferred
distinctions such as ‘deep’ and ‘light.’
Beer advertisements use terms such as

Emk L LB %Z 1507858
BA2EHLSHA
2ROy FT—U%BLT
BRRICEIXH

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’ﬁ\ INTERNATIONAL INC * ’

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

What is the difference between
‘deep’ vs. ‘light’ sake flavors?

XD R DELI{ETH

‘smooth’ and ‘refreshing,” originally
terms used by sake sommeliers to
evaluate sake. Antonyms of the terms
‘smooth’ and ‘refreshing’ are ‘rich’ and
“full-bodied.” Terms such as ‘smooth,’
‘refreshing,’ ‘rich,” and “full-bodied”
are used to describe the appealing
flavors of Japanese sake, relative terms
to express the ‘deep’ vs. ‘light’ flavors
of Japanese sake.

There is no clear definition for
terms such as ‘smooth,’ ‘refreshing,’
‘rich,” and ‘full-bodied,’ as each of
these terms are judged subjectively.
However, referencing terminolo-
gies used by expert sake sommeliers
describe ‘smooth’ and ‘refreshing’
sake as ‘clean,’ ‘fresh,’ ‘clear,” ‘light,’
‘fine,” ‘mellow,’ and ‘refined,’ etc., to
the palate.

However, ‘smooth’ and ‘refreshing’
sake does not merely mean mild in
flavor and easy-to-drink, but also
requires sufficient richness for Japa-
nese sake. Therefore, too ‘smooth’
and ‘refreshing’ could also be disad-
vantages, described as ‘light,” “lacking
flavor,” ‘watery,” “insufficient range
of flavor,” “insufficient body,”
‘feeble,’ etc.

‘Rich’ and “full-bodied” sake
flavors indicate the sake is concen-
trated in flavor, described as having “a
lasting aftertaste,” ‘rich,” “wide range
of flavors,” “sufficient range,” ‘stout,’
‘robust,” etc. On the other hand, exces-
sively ‘rich’ and “full-bodied” flavors
could also be described as being “too
rich,” ‘heavy,” ‘intense,” “peculiar in
flavor,” “no firmness in flavor,” etc.

LT3

2 <

The reason why a difference is
generated in ‘deep’ vs. ‘light’ Japanese

sake flavors is due to the content of
amino acids, sweetness, and acidity in
the sake. The “lasting aftertaste” char-
acteristic of rich and full-bodied sake
not only contains a large quantity of
amino acids, but also a harmonious
balance between sweet and acidic
flavors thought to generate a “full-
bodied palate.” Also, since the sweet
and dry flavors are influenced by the
relationship between sugar and acidity,
one explanation can relate the degree
of deep and light sake flavors to the
degree of sweet and dry sake flavors.
Further, aftertaste is an important
factor for Japanese sake. A lasting,
firm, and heavy aftertaste is referred
to as ‘oshiaji’ (lasting aftertaste), while
a light, refreshing aftertaste is referred
to as ‘crisp’ or ‘smooth’. However, an
aftertaste too rich can turn each ‘good’
quality into a ‘bad’ sake quality.m
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| SMV:+4
i SMV:N/A i SMV:N/A SMV: +12 i Polishing Rate: 50% |
i Polishing Rate: 45% i Polishing Rate: 55% i Polishing Rate: 50% §SMV: 11 ¢ (Yamadanishiki & T SM4

¢ (Senbon Nishiki)

Tenpoichi Dry
Junmai
Tenpoichi (Hiroshima)

i (Yamada Nishiki)

Ryusei Nagi
Kimoto Junmai Ginjo
Fujii Shuzou (Hiroshima)

© (Miyama Nishiki)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

= ¢ Polishing Rate: 5% i others)
Asabiraki Ultra Suijin Ozeki Osakaya Chobei
Junmai Ginjo Daiginjo

Asabiraki (Iwate) 0zeki Corporation (Hyogo)

¢ Polishing Rate: 70%
-

Hakutsuru Draft
Junmai
Hakutsuru Sake Brewing (Hyogo)

COLRERFGABHEASELDEEINTWET, This article was courtesy from Shibata Shoten Co Ltd.

8 December 2025 - www.alljapannews.com



World Sake Day

HAEDH

ctober 1 is World Sake Day,
O the traditional start date of the

sake brewery year in the fall,
when rice was harvested and used to
brew sake. World Sake Day was estab-
lished by the Japan Sake and Shochu
Makers Association in 1978.

Various events that toast with sake
are organized on this day to wish pros-
perity for the sake industry that serves
an integral role in Japanese culture.
World Sake Day appears to be largely
unfamiliar to the public despite more
than 47 years since its establishment.

Not wishing to organize laborious
events, [ opted to sit down and enjoy
a leisurely meal instead. Therefore, I
organized a sake toasting event at the
restaurant “Kitchen Souma” in the
Yoyogi district of Tokyo.

Kitchen Souma is a new restaurant
that opened in the summer of 2023, a
serene restaurant targeting middle-aged
and older patrons among other restau-
rants frequented by young consumers
in the Yoyogi district. Since my shop
is also frequented by many middle-
aged and older patrons, I chose Kitchen
Souma as the venue for my sake toast-
ing event.

All eight sake selections I brought
to this event were seasonal fall sake
selections, consisting of “Sanzui &
Junmai Daiginjo Draft” by Hakuro
Shuzo Brewery (Niigata prefecture),
“Akagisan Junmai” by Kondo Shuzo
Co., Ltd. (Gunma prefecture), “Junmai
Kikutsuka~Yu~" by Kikunotsukasa
Brewery (Iwate prefecture), “Takizawa
& Jyunmai Hiyaoroshi” by Shinsyu
Meijyo Co., Ltd. (Nagano prefecture),
“Iwamiginzan Jyunmai Autumn” by
Ichinomiya Sake Brewing (Shimane
prefecture) and “Honshu-ichi Junmai”
by Umeda Sake Brewery (Hiroshima
prefecture). All eight seasonal sake
selections were each aged throughout
the summer, thus smooth in flavor, with
a refreshing aftertaste, enhanced acidity
and umami flavor.

Food paired with these sake
selections are each Japanese fusion
cuisine prepared with attention to fall

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

flavors. Eight courses total - consist-
ing of a starter, a pickled dish, a meat
dish, down to the concluding rice dish
- each perfectly complemented the sea-
sonal fall sake selections. As the host,
I intended to sip sake during the first
toast and planned to refrain from drink-
ing for the rest of the event. However,
the restaurant owner Soma-san often
prepared for me thoughtful, delicious
small plates for me, separate from
the event menu, I couldn’t help get-
ting tipsy from drinking more than
I had intended. Kitchen Souma is a
thoughtful restaurant serving delicious
dishes that sticking to the topic of sake
was impossible. The fun three hours

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.

scheduled for this event flew by quickly
with guests thoroughly drunk when the
event concluded.

World Sake Day is a day to attend
sake toasting events, still widely
unknown compared to the Beaujo-
lais Nouveau release date, which is
unacceptable considering sake is the
national wine of Japan. Like fall fes-
tivals in desolate towns known only
to locals, we must use up the town’s
budget to lavishly celebrate World
Sake Day. I look to the Japan Sake and
Shochu Makers Association to invite
sake fans from other prefectures as
guests as a measure to increase the pop-
ularity of World Sake Day.m
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Sake Shochu Spirits Institute of America
NPO;EA
KEE A E BT
Sake Shochu Spirits Institute

of America was founded with

the purpose to promote further
understanding of Japanese sake,
shochu and beer in a shared
where 500 million people enjoy
wine in North America. We

strive to increase Japanophiles
by furthering understanding of
the sake culture through online
Japanese sake and shochu
colleges and books related to
Japanese sake, shochu and beer,
etc. Especially sampling parties
directly approaches consumers
and no doubt contributes to
expanding the market. Also,

our final purpose is to facilitate
communication with sake
breweries, sake producers, and
distribution companies, etc., to
introduce Japanese sake, shochu
and beer to American consumers
in a way that’s easy-to-understand.

Sake Shochu Spirits Institute of America
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Pairing Japanese Sake with Foods

Bad pairing refers to the delicious flavor diminished when sake
is paired with food. Depending on the combination, the sake flavor
may counter the flavor of the food, generating unpleasant aroma and
texture. In many cases for example, sake may enhance the odor of fish
and seafood. On the other hand, we want to avoid combinations where
the balance between the sake vs. food flavors are bad and completely
overwhelms the flavor of the paired item.

Therefore, let’s confirm the following.
-Does Japanese sake pair well with other foods besides Japanese cuisine?

Japanese sake pairs well not only with Japanese cuisine, but also with :

various other cuisines such as Western, Chinese, and ethnic cuisines. In
addition, Japanese sake also pairs well with food ingredients other than
Japanese food products such as butter, cheese, and spices.

- Flavor of sake paired with food is characteristic by sake type.

For each sake type, certain combinations pair well. Depending on
the sake classification type, food that pairs well differs according to the
flavors and aroma. For example, mellow sake pairs well with rich foods,
pure sake pairs well with foods strong in umami flavor, refreshing sake
pairs well with refreshing foods, and aromatic sake pairs well with light
foods. Now, let’s pair specific sake with foods.

The basic approach when selecting sake is whether to pair sake similar
in flavor (to the food), or to pair the food with sake completely different
in flavor. Combining sake with foods similar in flavor ensures the best
compatibility. For example, sweet foods are compatible with sweet sake,
while spicy foods are compatible with acidity sake. On the other hand,

combining alcohol with a unique, different flavor can generate a new deli- :

cious flavor. This type of phenomenon is referred to as ‘marriage’ in the
wine world, also slightly more difficult to pair.m
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NEWS / TREN Ds Text courtesy from National Restaurant Association

Elevated labor costs had a significant impact on restaurant
profitability in 2024

-Profitable restaurants were much more likely to keep labor costs in check-

2024 . AMFEORRIIRMBIEDONREICKEIBREEZSZ:
-IREEDF VLR S UIEECH B R S OGS BIEEDIEBNZRD 0T -

Fullservice Restaurant Labor Costs as 3 Percentage of Sales n 2024
AL.%

B tauanty reporting a prafit

B it il o o] B il e, i 0 e i Dielli el mn FIEY

uccessfully managing the prime
S costs of food and labor is key

to a restaurant’s ability to turn a
profit. While labor-cost ratios ran well
above historical averages for most
restaurants last year, operators who
let them get too far out of line were
much more likely to find themselves
in the red.

That’s one of the findings from
the 2025 edition of the National
Restaurant Association’s which was
released in August. The Abstract is
based on financial and operating data
provided by more than 900 restaurant
operators nationwide.

Among fullservice respondents
to the survey, salaries and wages
(including benefits) represented a
median of 36.5% of sales in 2024. For
fullservice operators who reported a
pre-tax profit in 2024, labor costs were
a median of 34.2% of sales — or more
than 2 percentage points lower.

In contrast, fullservice respondents
who reported a loss saw their labor
costs take up a much larger chunk of
every sales dollar. For these operators,
salaries and wages (including benefits)
represented a median of 42.9% of
sales — or more than 6 percentage
points above the reading for all
fullservice respondents.

The story was similar in the
limited-service segment, though the
differences were not as dramatic.
Among all limited-service respon-
dents to the survey, salaries and wages
(including benefits) represented a
median of 31.7% of sales in 2024.

Reibaws st eparling o kind
Flagl o Sty i ey

Labor costs represented a median
of 30.0% of sales among limited-
service operators who reported a
pre-tax profit in 2024, and a median
of 34.1% of sales for limited-service
operators who reported a loss.

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.

Note: The data in the 2025 Restaurant
Operations Data Abstract is not
intended to represent standards or
goals for individual restaurants, nor is
the report an attempt by the National
Restaurant Association to set or adjust
industry prices or operating ratios.
Rather, the data and related ‘Analyze
Your Operation’ worksheet are intended
to be used as management tools to
help restaurant operators gauge their
restaurant’s performance.m

Limited-5ervice Restaurant Labor Costs a5 8 Percertage of Sales in 2024*
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MIE KITEHEN = Tools of the Trade

Japanese Craftsmanship Captivates Coast to Coast
MTC KITCHEN - EAR DB E: BEDBARZDSKEHT

Sakai Takayuki knives drew steady lines for
custom engraving, now a signature of
the JFRE experience.

Forged for Perfection

|AEDONITE — REFTORES

No professional kitchen discussion is
complete without knives—and Sakai
Takayuki stood out on both coasts. In
New York, the brand’s Yanagiba and Wa-
bocho models impressed attendees for
their precision and craftsmanship. In Los
Angeles, both Japanese and Western-style
models captured attention, appealing to
chefs who value dependable performance
as much as artistry

Although select knife lines remain limited
in supply, enthusiasm showed no signs of
slowing. Personalized engraving—a JFRE
tradition—remained one of the most
sought-after experiences, underscoring
how chefs increasingly view their tools as
an extension of their professional identity.
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Seattle * Las Vegas

eatured at 2025 MUTUALTRADING
Japanese Food & Restaurant Expo in
New York (September 20) and in
Los Angeles (September 25), MTC Kitchen
once again drew crowds of chefs and
restaurant professionals eager to explore
Japanese innovation in tools and tableware.

In New York, attendees—many from
management and ownership roles—
gravitated toward versatile tableware suited
for menu development and daily service.
Rimmed round plates and traditional
Japanese patterns remained favorites,
reflecting an enduring appreciation for
timeless design.

And in Los Angeles, the mood was more
expressive. Independent booths for
Arita ware and Hasami ware debuted
to enthusiastic response, showing Los
Angeles’ continued love for craftsmanship
that elevates both presentation and
storytelling

JFRE 2025
Report2 LK—F2
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MTC KITGHEN

Scan & Visit Website MTCKITCHEN.com »

Showroom locations:

Hawaii * Los Angeles * Las Vegas * Manhattan

Essentials Reimagined

Function, Beauty & Everyday Excellence
LB et XL AR O S Mt

Beyond knives, MTC Kitchen’s broader
non-food lineup reflected the practical
creativity of modern kitchens. In Los
Angeles, Hasegawa Co!s cutting boards,
sushi mats, and hangiri attracted strong
attention for their lightweight durability
and hygienic design

In New York, attendees gravitated toward
long-lasting  “investment” pieces—
ceramics, cutting boards, and tools that
bring consistent performance to daily
operations.

Category managers noted that attendees
increasingly see Japanese-made products
not simply as supplies, but as strategic
assets—investments that shape workflow,
presentation, and guest satisfaction alike.
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Elegance in Every Pour:

The Kimoto Glass Tokyo Effect
FETVICIED B 1BH S :Kimoto Glass TokyoDE &

Among the highlights in Los Angeles was
Kimoto Glass Tokyo, exquisitely striking
sake glassware which has become social-
media-worthy  centerpieces. Precisely
designed to enhance aroma and texture
through precise rim thickness and balance,
each piece is designed explicitly for certain
brews from Junmai Ginjo’s to Yamahai's,
elevating sake tasting into a full sensory
experience.

Attendees praised Kimoto Glass Tokyo’s
ability to merge minimalism with emotion,
as the varying curvature of the glass
subtly influences the flavor journey. The
collection’s modern silhouette resonated
with beverage directors seeking to pair
authenticity with sophistication, redefining
how diners engage with premium sake.
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Kimoto Glass Tokyo showcased how
glassware design can transform sake into
a multisensory ritual.

Sustainable by Design: Rethinking Materials and Mindset
THAVDEHRTFEVTr— EHERIVFEY M OBE

A growing focus on sustainability and
durability added a thoughtful dimension
to this year’s showcase. FSX wet towels
and OLICA wooden containers drew
consistent attention in both New York
and Los Angeles for their practical, stylish,
and eco-conscious appeal. This emerging
interest signals a wider shift: attendees
are now looking for tools that align with
environmental values while enhancing
guest comfort and service quality.

FSX introduced its yuzu-, cedar-scented,
and unscented premium wet towels,
celebrated as the ultimate in oshibori
hospitality. Though not reusable, these
high-end towels deliver a sense of luxury
and freshness—providing comfort and
hygiene in one seamless experience. They
exemplify how scent and presentation
elevate the simple act of welcoming guests.

Meanwhile, OLICA’s elegantly grained
disposable wooden containers, made
from sustainably cultivated Falcata wood,
impressed attendees seeking functional yet
refined packaging. Neither too luxurious
nor too plain, these eco containers strike
the perfect balance of quality and design—
enhancing a restaurant’s overall impression
and brand presence when paired with the
right cuisine and atmosphere.

OLICA

Wood Containers with Lid Shippo
16/25/14x14x4.4cmh #69 144
12/25/14x20.8x4.4cmh #25413

New York * Boston -°
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Beyond aesthetics, OLICA offers
thoughtful practical benefits that
appeal to operators:

* Foldable structure: containers can be
assembled as needed, reducing waste
and optimizing use.

* Smart storage:lids and bases are designed
as a single set, simplifying inventory
management.

* Space efficiency: collapsible construction
makes them ideal even for kitchens with
limited space.

From bento and sushi to pastries and
catering, OLICA  containers  adapt
seamlessly across cuisines, proving that
sustainability and presentation can coexist
beautifully.

Together, FSX and OLICA illustrate
how Japanese suppliers are redefining
sustainability—not only through materials
but through design that enhances the
dining experience. From ceramics to sake
glassware, MTC Kitchen’s presence at JFRE
2025 reaffirmed that quality is more than
what meets the eye—it’s a philosophy of
care, craftsmanship, and continuity.
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FSX Aroma Premium with Yuica Hinoki
Hand Wipe

12/50/25.5x27cm #42377

FSX Aroma Premium with Citral

Hand Wipe

6/100/25.5x27cm #35524

Washington DC

Chicago (Yamasho) *
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Eco-forward designs like OLICA wooden containers and FSX deluxe spa-quality towels
drew attention from sustainability-minded restaurateurs.
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Governor Tasso of lwate prefecture organized direct promotional
sales visits to promote prefectural specialties

-Sales visits organized to sell prefectural specialty products directly
to prospective clients proved effective-
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overnor Takuya Tasso of
Iwate prefecture, along with
the Iwate Prefectural Feder-

ation of Chambers of Commerce and
Industry, JA Iwate Prefectural Feder-
ation of Agricultural Cooperatives,
local processed food manufacturers and
business operators in the agriculture,
forestry and fishery industry, organized
direct promotional sales visits
throughout the U.S. and Canada for
eight days between September 5 - 12.
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Governor Tasso distributes rice balls at Dodger Stadium

The sales visits targeted a wide
range of local buyers, consumers,
and restaurant industry affiliates and
focused on promoting Iwate prefec-
tural agriculture, forestry and fishery
products and processed food products
to increase sake exports and expand
sales channels. On September 8, mostly
local business affiliates were invited
to “The Oshu City Trade Show” at the
Japan House Los Angeles on Holly-
wood Blvd. Also, a networking event
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Takuya Tasso (left), Yusei Kikuchi, Major League Baseball player for Los Angeles Angels
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between Japanese professional Major
League Baseball players from Iwate
prefecture and affiliates of the Los
Angeles Angels baseball team was held
at the Angel Stadium, where partici-
pants met Yusei Kikuchi, pitcher for the
Los Angeles Angels, and other players
at the venue behind the dugout. The
networking event also strengthened
friendships between the local media
and community.

Afterwards, “Iwate Fair” was held
in cooperation with “Mitsuwa Market-
place,” a Japanese supermarket in
the city of Torrance, a suburb of Los
Angeles. A reception to promote Iwate
prefectural food products was held at
a Japanese restaurant in Torrance on
September 10. Afterwards, 2,000 rice
balls were prepared using the rice brand
“Hitomebore” from Iwate prefecture
and served to guests during a promo-
tional event at the Dodgers Stadium in
Los Angeles. Governor Takuya Tasso of
Iwate prefecture commented, “We met
many fans of Shohei Ohtani, designated
hitter for the Los Angeles Angels, and
many guests accepted our rice balls.”

The Japanese governor also
continued, “Japanese culture became
widespread mainly through our food
culture. I sense the demand here.” Tasso
further commented, “Los Angeles,
where three Japanese Major League

from left : Kosei Murota, Consul General of Japan in Los Angeles / Takuya Tasso, Governor of

Baseball players from Iwate prefec-
ture are professionally active, is a very
favorable gateway to enter markets
overseas. The conditions to capitalize
on their connection to Iwate prefecture
are favorable.” Promotional events that
combine sports events with food are
highly effective in attracting the atten-
tion and interest of guests, a wonderful
opportunity to evaluate immediate
effectiveness in improving awareness
of prefectural specialties and expanding
sales routes.

Buyers and distributors gave
positive feedback about Iwate prefec-
tural specialties, such as, “We’d like to
carry your products,” “Please continue
organizing this event,” and “I’d like to
visit Iwate prefecture.” Further, one
comment anticipated inbound tourism,
“I"d like to try foods I enjoyed in the
U.S. in Japan, and vice versa.” Encour-
aged by the positive feedback, Iwate
prefecture decided their direct sales
visits and promotional events were
“effective,” and expressed interest in
advancing a strategy to further increase
exports and attract tourism.

Also, stops during these visits
included the University of California,
Berkley and SLAC National Accel-
erator Laboratory, where ideas were
exchanged with researchers. Visitors

Iwate prefecture / Akira Kajita, Executive Director of JETRO Los Angeles
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also requested technical support related
to the Next-Generation Particle Physics
Accelerator “International Linear
Collider (ILC)” during their visit as
the first step to facilitate international
cooperation to further both industry-
wide goals and technological research.
Iwate prefecture highly rated their
direct promotional sales events for
venturing beyond food sampling and
promotional events and reaching the
negotiation phase for “ongoing distri-
bution” through local distributors
and restaurant workers to discuss the
“possibility of partnerships.” The next
step is to capitalize on the network
established overseas to further brand
Iwate prefectural specialty products.

Efforts proven effective to promote
Iwate prefectural food exports overseas
are highly encouraging for Iwate

prefectural agricultural, forestry,
fishery and processed food manufac-
turers. Governor Tasso of Iwate
prefecture commented enthusiasti-
cally about future prefectural efforts,
“I want to capitalize on the local
feedback we received to facilitate
introducing the appeal of Iwate prefec-
tural “food products’ and ‘technological
research’ worldwide.”

The purpose of these direct
promotional sales visits was to venture
beyond short-term food sampling
and sales promotion by targeting a
wide range of collaboration through
negotiations with distributors and
discussions with researchers. These
visits marked a successful first step in
increasing future exports and promoting
inbound tourism.m
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Hiroshi Narita, President and Representative Director of Yakult Honsha Co., Ltd.

“Yakult” recognized by Guinness World Records as the “No. 1
best-selling lactic acid beverage brand in the world”

MvoILb) TS5V RD TELEEERE tHAR5E L No.11 & LT
FRAHAECERICERE

akult Honsha Co., Ltd. was
founded in Japan in 1935 as
a beverage maker offering

affordable, delicious lactic acid
beverages. Today, Yakult is a lactic
acid beverage brand sold in over 40
countries worldwide, officially recog-
nized by the Guinness World Records
as the “No. 1| best-selling lactic acid
beverage brand in the world.”

This record was “based on retail
sales results of a lactic acid beverage
brand with the highest sales records
from January to December 2024,”
officially recognized by Guinness
World Records based on data provided
by a research firm. An award ceremony
was held to celebrate this recognition at
the Tokyo office of Yakult Honsha Co.,
Ltd. on October 14.

Hiroshi Narita, President and
Representative Director of Yakult
Honsha Co., Ltd., stood to welcome his
guests and commented, “Yakult Group
is honored to receive this recognition
by ‘Guinness World Records,” a result
of our past efforts, and a great source of
encouragement for us to remain stead-
fast in our commitment to enhance
healthy and joyous lives worldwide.
I"d like to express my sincere grati-
tude to each of you for this honor and
to request your continued support for
our further growth.” This recognition

proved Yakult Group’s leadership
position in the probiotic beverage
market once again.

Yakult Group expanded overseas
into Taiwan in 1964, then to the U.S.
in 1999. The probiotic beverage maker
expanded full-scale across six south-
western states by 2007, and to fifteen
states by 2019. During that time, their
production plant started operating
in Fountain Valley, Ca, in 2014. The
construction of an environmentally
friendly production plant is planned in
Georgia in September 2026. “Yakult” is
sold in 40 nations and regions including
Japan to date.

Yakult seems committed to
capitalize on this recognition and
continue their global expansion and
brand enhancement to expand their
market. Their recognition by the
Guinness World Records could’ve
been awarded not only for achieving
the “highest sales,” but also for their
reliability among consumers, their long-
standing brand value enhanced over
time, and their global expansion rated
high overall. Yakult Group’s recogni-
tion by the Guinness World Records
is a major milestone achieved for the
group and its brand, with heightened
expectations of the group’s continued
growth in the future. m
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Overseas Promotional Activities of Local Governments for
Regional Cuisine and Food Products

- Local governments’ overseas food promotion activities are not merely tasting
events, but important initiatives directly linked to regional branding, tourism, and

market development-
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ments have been actively promoting

their regional food products in the U.S.
market with the dual aims of expanding overseas sales
channels for local ingredients and attracting tourists.
Their approaches can largely be categorized into
four areas:

l recent years, Japanese local govern-

1. Local events and tasting promotions,

2. Business meetings and trade show participation for
buyers,

3. Collaborations with media and influencers, and

4. Partnerships with overseas diplomatic missions and
JETRO.

By combining these methods, more and more initia-
tives are successfully achieving both short-term
awareness building and medium- to long-term business
relationship development.

Representative Cases and Methods

Experiential Promotions at Stadiums and
Similar Venues

Prefectures such as Iwate have conducted
consumer-oriented, experiential PR activities, such as
distributing rice balls made from locally produced rice
at baseball stadiums. By leveraging the characteristics
of sports event attendees—such as families and local
community members—these initiatives can provide
tastings to a large number of people in a short time,
while generating buzz on social media and in local
media outlets.

18 December 2025 - www.alljapannews.com
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2 Industry-Focused Showcases and
Business Meetings

Initiatives such as the Japanese Food & Beverage
Showcase, led by JETRO and industry associations,
and restaurant collaboration campaigns by JFOODO
(which promotes Japanese seafood, among other
products) focus on generating actual demand by
targeting local buyers and chefs. These efforts are
more likely to lead to concrete orders and product
adoption, contributing to the establishment of sustained
sales channels.

Top-Level Sales by Local Government
Heads and Delegations

There are cases where governors or municipal
leaders visit overseas to conduct top-level sales activ-
ities at diplomatic missions or business meetings.
By personally meeting with stakeholders, they can
strengthen the storytelling of local products and help
build trust between the local government and overseas
partners. Conducting these activities simultaneously
with related events organized by diplomatic missions
tends to amplify their effectiveness.

Collaboration with City Promotion
(Tourism x Food)

Restaurant fairs featuring local ingredients and
events under the “Taste of Japan” banner are often
conducted in conjunction with tourism promotion.
Travel attraction campaigns that use food experi-
ences as an entry point tend to achieve better results,
especially as inbound tourism recovers.

aa-h e

Outcomes and Evaluation

- Awareness Enhancement:

Direct engagement at sports venues and large-scale
events allows for rapid and high-level awareness in
a short period. Combined with social media amplifi-
cation, this approach achieves highly efficient brand
exposure.

« Business Opportunity Generation:

Trade shows and industry-focused showcases often
lead to concrete transactions, contributing to the estab-
lishment of medium- to long-term sales channels.

- Cost-Effectiveness Challenges:

Overseas initiatives involve significant upfront costs,
including travel, logistics, and quarantine measures,
making short-term returns difficult. Since local
governments alone have limited capacity for sustained
investment, selecting the appropriate project lead (such
as JAs, businesses, or chambers of commerce) and
fostering public—private partnerships are key factors
for success.

Challenges

1. Insufficient Follow-Up Systems:

Cases where tasting events lead to sustained adoption
(e.g., introduction to wholesalers and retailers) are
limited. Continuous negotiations and support for local
partners are necessary.

2. Regulatory and Inspection Compliance:

The U.S. has strict food safety regulations, making it
essential to meet export requirements such as sanitary
certificates and residue standards. Strengthening the
capacity for individual compliance at the local level
is required.



Recommendations
(Focused on the U.S. Market)

1. Institutionalize Public—Private Partnerships:
Establish a consortium involving local governments,
JAs, chambers of commerce, and businesses to create
a one-stop system covering trade shows, business
meetings, and local product introduction.

2. Joint Promotions with Local Partners:
Collaborate with Japanese markets, local chains, and
chefs on initiatives such as limited-time menus or
pop-up events to establish a lasting presence.

3. Post-Event Follow-Up via Digital Channels:
Design digital coupons and purchase pathways for
participants of tasting events to increase conversion
from sampling to actual purchase.

4. Sharing Regulatory Compliance Know-How:
Standardize the necessary inspection and certification
documents for export and coordinate conditions in
advance with U.S. importers.

Successful Cases of “Local Government
x Restaurant” Collaborations in the U.S.
Market

Saga Prefecture (“Taste of Saga” Campaign)

Saga Prefecture conducted the “Taste of Saga”

campaign from November 1 to 30 at UKA Restaurant
(inside JAPAN HOUSE Los Angeles) in California,
U.S. The campaign featured premium local Wagyu
beef (Saga Beef) and locally produced sake as experi-
ential menu items, directly promoting Saga’s food
culture to American consumers.
This approach—where a local government collabo-
rates with a restaurant to offer regional ingredients
as tangible, experiential menu items—is an effective
method to expand consumer awareness and enhance
brand value.

Collaboration between JFOODO and
Restaurants Featuring Japanese Seafood

In February 2025, the Japan Food Products
Overseas Promotion Center (JFOODO) conducted the
“It Starts with Japanese Seafood” campaign in collab-
oration with nine restaurants in New York City, U.S.
The campaign incorporated dishes featuring Hokkaido
scallops and Japanese yellowtail (buri) into the menus,
allowing American consumers to experience Japanese
ingredients through the restaurant channel.

Although this case is not organized at the prefec-
tural or municipal level, it serves as a useful model
of collaboration between domestic organizations and
U.S. restaurants.

Key Success Factors and Points

« High Engagement through Culinary Experience:
Using restaurants as a venue to enjoy food allows
consumers to directly experience regional brands while
tasting the dishes.

« Collaboration with Chefs:

When local restaurant chefs incorporate Japanese
ingredients into their menus, it enhances both the
authenticity and newsworthiness of the campaign.

« Limited-Time and Location-Specific
Promotions:

By restricting the campaign to a specific period

and venue, it creates a sense of exclusivity and

generates buzz.

« Storytelling of Local Governments

and Regional Brands:
Beyond simply providing ingredients, these campaigns
communicate where the products come from, who
produces them, and what makes them unique, creating
a compelling narrative around the regional brand.

Considerations and Challenges

* While providing experiences through restaurants is
effective for on-site awareness, additional follow-
up is necessary to ensure adoption in sales channels
such as retail stores and supermarkets.

» When the initiative involves exporting and importing
ingredients, U.S. regulations, logistics, and associ-
ated costs can pose significant challenges.

* Quality control is crucial to ensure that the taste and
presentation at restaurants meet or exceed consumer
expectations.m
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Sushi & Sake Festival 2025

The festival, organized by

the Japanese Restaurant Association
of America (JRA), is instrumental to
popularize Japanese cuisine

IL&HTT AT r/\)L2025
—KEBHRLANSUHEERE
BAERBOERICER—

he Japanese Restaurant

I Association of America (JRA)
held “Sushi & Sake Festival

2025” at the DoubleTree Hotel in the
Little Tokyo district of Los Angeles
on November 6. The association of
Japanese restaurants operating mainly
in Los Angeles organizes the annual
“Sushi & Sake Festival” to introduce
Japanese cuisine, promote Japanese
food culture, introduce healthy high-
quality Japanese agricultural, forestry,
fishery and food products to promote
understanding of Japanese food and
food culture among Japanese food fans.
Approximately 54 Japanese restau-
rants and food manufacturers served
Japanese cuisine, such as sushi and
sake, for this year’s festival, attended
by approximately 1,000 guests. Many
locals seemingly not familiar with
Japanese cuisine attended, indicative of

the high interest in Japanese cuisine. An
affiliate of a Japanese food manufac-
turer and exhibitor at the festival
commented, “Many Japanese restau-
rants operate in Los Angeles. Although
Japanese cuisine is already popular,
introducing the appeal of Japanese
cuisine through events like this festival
is important.”

Guests packed the venue before the
doors opened at 11 a.m. Food stalls at
the annual fall festival in Los Angeles
served a wide range of Japanese cuisine
consisting of traditional menu items
such as sushi, sashimi and shabu-
shabu, along with oden (hot pot of fish
cakes), yakitori (chargrilled chicken
skewers), ramen, Takoyaki (battered
octopus balls) and Wagyu (Japanese
black cattle). Long lines formed
before the various booths indicated the
event’s success.
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The stage at the venue showcased
a live opening taiko performance, the
ceremonial breaking of a sake barrel,
and other entertainment. One of the
most popular events of the festival is
the Tuna Filleting Show. On this day,
a 375 pound BlueFin Tuna caught off
the coast of Spain was filleted by Shinji
Kugita, President of the JRA and Head
Chef of KATSU-YA Group. Guests
seemed impressed as they watched the
rare sight of a tuna filleted before their
eyes. One guest exclaimed “Delicious!”
when tasting the tuna served as sashimi
following the filleting show.

Naoko Kamiya, Deputy Consul
General of Japan in Los Angeles,
commented on her high hopes for the
festival. “Los Angeles is one of many
cities where Japanese food culture took

root. I hope this festival can serve as an
opportunity for more people to enjoy
Japanese food and beverages.”

While Japanese sake consump-
tion declines in Japan, sake exports
are increasing. Many guests formed
lines in front of the booths to sample
Japanese sake, shochu, and beer. This
year, the Shochu Association attended
the festival from Japan and introduced
the appeal of shochu. Also, William
Weston introduced the appeal of shochu
during his shochu seminar. At the
Japanese sake booth, guests were seen
passionately asking questions, indic-
ative of the high interest in Japanese
sake in the U.S.

The Ministry of Agriculture,
Forestry and Fisheries published the

22 December 2025 - www.alljapannews.com

total export value of Japanese sake
increased significantly from January
to June 2025, an 11.8% increase of 22.8
billion JPY year-over-year. The U.S.
market showed the greatest increase
in both export value and quantity. One
representative of an import trading
company commented this increase
can be attributed to increased famil-
iarity of Japanese sake, more Japanese
restaurants operating, and increased
familiarity of Japanese cuisine due to
inbound tourism.

Shinji Kugita, President of
the JRA, commented on his future
aspirations. “Thanks to each of your
dedicated support, we’re incredibly
grateful the festival was a tremen-
dous success with all tickets sold out.

I’m happy for the great turnout that I
feel is indicative of the high interest
in Japanese food culture. The second
and third floors of the venue and the
garden booths were all packed, so I'm
sure the guests were satisfied. This
year, we welcomed representatives
from the Shochu Association. Seeing
guests listen intently to their presen-
tation left an impression. The festival
was held a day after the Dodgers won
the World Series, so we and the guests
were all elated.” The President of the
JRA emphasized the importance of the
association’s activities consisting of
organizing food sanitation seminars,
providing technical assistance and
promoting Japanese cuisine, and
commented his goal is to “diligently
continue these efforts.”m



\[,ED%Vxhiyﬁ%(mM
Z11H6H, gy ¥z -
FLEFED 7Ly ) —E )L b
YIZEWT “TL&I7 2 AT 42N

2025”7 ZBAfEL 72, JRAICIZ, Tk

Eoy VA THEETLHARZL AL
FYPMBELTEY, “TL&HE7 = A

T4 1E, HEABOHH & AARRL

{tZPR L. HADEMKEDLRHD

EDE SR = EHENTE L

2k b HRO R - AR b~

ZHMET L L, HAR Y 7 v OUEE

BRI EDZ EERHMNE LChEL T

W3, SEDA XY RE, $9544D
HARBL A7 voffh X —h—07H

PHARNZ EOHAREZRML, BXZ

1000 ADSRE; L 7, WRITHARICZ
LU AD\0 & A SN 5 KEAND L ECKRY
LTED, H57DTHARE~DELD

BB DPDAT, ARV MCHELZ

A — A —OBREIE Tad e

T DHAREL AR I VBB T

BH, ARBRTCIC—EBREY LT

WM, ZDE)BRAXRVIEZRBELTH

57O THRBOMN ZIEZ % Z LIFE
B EEEL T,

FHT L RO BHEHTD & %  DRH
BODNT T, a¥ XL ZDFKDEH]
TRETHDIDAXRY FTIE, WA
A= 2 —%i 5 HAEORZ wim iz
L. 3L, &, LeXLleRkEDb
TT74 ¥ a VR HAEITMA, 8TA,
BEE L, S—Xv, RIBEX, MR E
% %1 7 — RITIFRWITHIC E B %
T 7=,

DDA T =TI A =T = 7Tk
oWz, B E L D TbhEnE
LIFELATH, ZOAXRY F2ED
EF2BRDARY DO EDICT /0
Dtk a2 —03H Y. ZOHIFARL v
oI NL375 Ry Fok< oz
KATSU-YA 7'V — 7’ D BHELE TIJRA D
STHE -SRA S, FERTIERS
Z L OHRE v~ 7 a DRI R
FEEI S T, FipICHlg & LT
ftxnsoesmic TEK LW ) o
DFEDED NI,

BREFAE T Y 2L A H AR E R E
& T L A ld HARR UL DRA
TR DD, INEHEEIZI 51
% DADPHADE T, fklz &3 L
ATH S 2L, ) L5BROICHIfREE
5,

HAW D HAENEE M A &,
AR OHHAED EdoTws, 2
NAEEMTF 2 X512, e, E—Lo
7= A3 % S EERICH N 7., Sl
HA D & BERRLA 2SS0 L BElt o &
BTE—NVLT, £ 9AVT LD
IA M VRIC K BB S - bR
i, BEN ORI 2R L 7, FRICHAE
D7 — A TIEHREEDEOIERT T 208
SR SN, KENCE T 3 HABOBD
DES DKL 1T,

BEMOKPER DFEFRT2025F D 1 H~
6 H o 2o H A H I8 13 KR 1
bl Y, BTAEFPIE T 1.8 %1 0 228
AL >TWw5, KETIEEHE - i
N—2 L HIZ—FDOMHUNE AR T B,
B & L TIIRIA < HASE I R 9 2 2R

Japanese Restaurant Association of America

JRA was established to further develop the Japanese food and
restaurant industry, to further deepen the friendship between Japan
and the U.S., and to introduce the Japanese culture in 1999. The
association continued their activities and deepened friendship
among members while resolving food safety management issues. The association’s
most important achievement to date was to work with the U.S. Department of Health to
stipulate temperature control of sushi rice provided to sushi restaurants. The associa-
tion’s main activities are to organize restaurant management seminars (sanitation,
legal, accounting), classes offering certificates for handling food sanitation and charity
golf tournaments, visits to the Keiro Retirement Home to serve sushi, organized the
Sushi and Sake Festival to introduce Japanese cuisine to the mainstream consumers,
sponsored the Nisei Week Court, etc. The association regularly organizes events to
introduce Japanese sake and cuisine to deepen the friendship between Japan and the
U.S. through Japanese cuisine.
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NOTO BLUE MICARE KIKKO
GUINOMI KOSUI WAN
Package: 1/EA Package: 1/EA
Dimensions: 4.3x4.3x5.5cmh Dimensions: 9x9x9.2cmh
#40718 #87237

END
o

. Knives, Tablev_vare, Medama Products
Appliances Takeout Containers,
COIN TOWEL MOWA

Other Kitchen Tools (o™ Past Expo)
Package: 10/200PCS 10% off

Dimensions: 25x20cm 20% of 50% -
#84176 Dec 1st — Dec 31st, 2025

EBM TONG
Package: 1/EA
Dimensions: 15.5cm
#31735

NEW - JUST IN
RESTAURANT SUPPLIES

October 2025
* exclusions apply

; ICHIMATSU R/G
exclusive for 3-DAN JYU

LA showroom visitors o e T2
Imensions: 15X15X15cmh

#55061
Available at - . I .
M T E K ‘ T E H E N MTC Kitchen LA Showroom @mtckitchenla product availability may vary by regions
. 213-626-9458 —
O 4200 Shirley Ave. & (-5 MUTUAL TRADING
mtckitchen.com El Monte, CA 91731 =4 la.mtck@mutual.us =
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Japanese o2 Japanese GEKKEIKAN SAKE OZEKT
foodity KYOTO SINCE 1637 BAKE
% KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho
\) I .I‘ H
P |
CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Hanorary Sake Sommeller Hanarary Sake Sommel/er & Saka Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

Honorary Sake Sommelier & Saka Sho
Owner SAKAYA NYC

TIC GROUP Chalrman
Katsuya Group

Owner “True Sake” Owner of M&M Enterprise

MASTER Let's drink Sake

SAKE
SOMMELIER

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

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

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

David Kudo

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

Certainly one standard is the price,
but we need to think if we can find a
sake that has the value to satisfy ones
taste. It is important to find a "sake that
suits me" instead of a good sake.

There would be a tendency for
one that likes fully body red wines to
prefer a Junmai-Kimoto or Honjozo
type, and one that likes a young, fruity
chardonnay to prefer a gentle, strong
aroma Daiginjyo type.
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"Creative sushi & Sake” illustrares the technigues of the
finest sushi chefs throughouwt the world, concentrating on
the artistic presentations, unigue ingridients and advanced

Cold or Hot

Many people think that high quality
sake should be enjoyed cold but this
is wrong. Compared to fine quality
sake which you can drink without
worrying about the temperature, sake
that has poor balance should be enjoyed
extremely cold.

Tasting method

Sip it with air like you would with
wine. For the glass, it is important to
pour a small amount into a glass for

s
HFZARASEBEELSRK, B
FETIFNt. amENAABESE

#ORERFPRA, ETFHEREN
BRFARERBEEET,

g %5 &

BRARE—&, EERTHA,
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» New Forms of Sushi
» New Styles of Sushi
« Innovative and Popular Creative

white wines type and swish it around
lightly to come in contact with air.

Drinking container is important

It is amazing that the taste can
totally change with the glass you use
not only for sake but for wines and
beers also. If you want to enjoy the
taste, especially examine the aroma, it
is good to use a small white wine glass.
If you are having it hot, it is good to
use a smaller ceramic type container
that doesn't have the shape to be smoth-
ered with alcohol steam and doesn't
cover your nose when you put it to
your mouth.m
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Sushi
= Mastering Techniques
= Sushi in the USA and Europe
« In ' What Way Has "Sushi” Evolved?
= For all who love Sake

methods of preparation. The writers were all top [apanese
prodessional chefs with many years of experience,

[publihed in English by All |apan Mews, IRc, in 2005)

https://alliapannews.com/page/sushisake-1
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Sparkling Moments!
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300ML, 750ML

TAKARA SAKE USA INC. www.takarasake.com

Berkeley, California Enjoy responsibly

@ MUTUAL TRADING

© 2025 Mutual Trading Co., Inc.

"

Flavor and

Refreshing

Umami from
For Sushi Rolls, Fish, and Meat Dishes

GLUTEN
FREE

NO
MSG

REAL
YUZU
JUICE

5 fl.oz. 32 fl.oz.

chicken with
vuzu miso glaze

Made by

MIYAKO ORIENTAL FOODS INC.
Baldwin Park, CA 91706 USA  Tel. 626-962-9633

customerservice@coldmountainmiso.com
‘
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MIE KITEHEN - Tools of the Trade

Japanese Craftsmanship Captivates Coast to Coast
MICKITCHEN - 828 TE2%: BXBALE, EREEERERS

[ 21T (Sakai Takayuki) JIER %
B A RS BT K HER #E, A JFRE

JE & i AR MARREVE RSB 2 —

Forged for Perfection
RITEMEBE

No professional kitchen discussion is
complete without knives—and  Sakai
Takayuki stood out on both coasts. In
New York, the brand’s Yanagiba and Wa-
bocho models impressed attendees for
their precision and craftsmanship. In Los
Angeles, both Japanese and Western-style
models captured attention, appealing to
chefs who value dependable performance
as much as artistry

Although select knife lines remain limited
in supply, enthusiasm showed no signs of
slowing. Personalized engraving—a JFRE
tradition—remained one of the most
sought-after experiences, underscoring
how chefs increasingly view their tools as
an extension of their professional identity.

Los Angeles HQ

i
yF N

San Diego -

R BEER G, R EREEANB I
A——1M# =47 (Sakai Takayuki) 7£
ARG R R ORI . R
#yely, WEARERE THIIeT ] BT
FALT | DAFHORE T T 2 B R i 4 Bl
TR, MTEISASTE, M H U
AR R & AR =S 5 W =T s TR
R 1) 5% 2] e B 1 e B S 2 110 32 Y T

BE ORI R RV BUEAIR, H5
AR BRUWZ LIRS, 155
JFREMJAE I SEREZ —, MRARIZ fie 2 B
Ry, S R SRR 2 BT 3f T L AR
#y 1E By B B N\ JEAR SE A )8 55

Seattle * Las Vegas
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eatured at 2025 MUTUALTRADING
F Japanese Food & Restaurant Expo in

New York (September 20) and in
Los Angeles (September 25), MTC Kitchen
once again drew crowds of chefs and
restaurant professionals eager to explore
Japanese innovation in tools and tableware.

In New York, attendees—many from
management and ownership
gravitated toward versatile tableware suited
for menu development and daily service.
Rimmed round plates and traditional
Japanese patterns remained favorites,
reflecting an enduring appreciation for
timeless design.

roles—

And in Los Angeles, the mood was more
expressive. Independent booths for
Arita ware and Hasami ware debuted
to enthusiastic response, showing Los
Angeles’ continued love for craftsmanship
that elevates both presentation and
storytelling

JFRE 2025
Report 2 #&E(2)
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MTC KITGHEN

Scan & Visit Website MTCKITCHEN.com »

Showroom locations:

Hawaii * Los Angeles * Las Vegas * Manhattan

Essentials Reimagined

Function, Beauty & Everyday Excellence
RABE(L: R XRRAESH

Beyond knives, MTC Kitchen’s broader
non-food lineup reflected the practical
creativity of modern kitchens. In Los
Angeles, Hasegawa Co’s cutting boards,
sushi mats, and hangiri attracted strong
attention for their lightweight durability
and hygienic design

In New York, attendees gravitated toward
long-lasting “investment” pieces—
ceramics, cutting boards, and tools that
bring consistent performance to daily
operations.

Category managers noted that attendees
increasingly see Japanese-made products
not simply as supplies, but as strategic
assets—investments that shape workflow,
presentation, and guest satisfaction alike.

Phoenix * Dallas + Houston
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Elegance in Every Pour:

The Kimoto Glass Tokyo Effect

F—B & {2% : TKimoto Glass Tokyol (REAKRIEIEI) FRIEEES

Among the highlights in Los Angeles was
Kimoto Glass Tokyo, exquisitely striking
sake glassware which has become social-
media-worthy  centerpieces. Precisely
designed to enhance aroma and texture
through precise rim thickness and balance,
each piece is designed explicitly for certain
brews from Junmai Ginjo’s to Yamahai’s,
elevating sake tasting into a full sensory
experience.

Attendees praised Kimoto Glass Tokyo’s
ability to merge minimalism with emotion,
as the varying curvature of the glass
subtly influences the flavor journey. The
collection’s modern silhouette resonated
with beverage directors seeking to pair
authenticity with sophistication, redefining
how diners engage with premium sake.

Sustainable by Design:
AT EREE MR AT H

A growing focus on sustainability and
durability added a thoughtful dimension
to this year’s showcase. FSX wet towels
and OLICA wooden containers drew
consistent attention in both New York
and Los Angeles for their practical, stylish,
and eco-conscious appeal. This emerging
interest signals a wider shift: attendees
are now looking for tools that align with
environmental values while enhancing
guest comfort and service quality.

FSX introduced its yuzu-, cedar-scented,
and unscented premium wet towels,
celebrated as the ultimate in oshibori
hospitality. Though not reusable, these
high-end towels deliver a sense of luxury
and freshness—providing comfort and
hygiene in one seamless experience. They
exemplify how scent and presentation
elevate the simple act of welcoming guests.

Meanwhile, OLICA’s elegantly grained
disposable wooden containers, made
from sustainably cultivated Falcata wood,
impressed attendees seeking functional yet
refined packaging. Neither too luxurious
nor too plain, these eco containers strike
the perfect balance of quality and design—
enhancing a restaurant’s overall impression
and brand presence when paired with the
right cuisine and atmosphere.

OLICA

Wood Containers with Lid Shippo
16/25/14x14x4.4cmh #69 144
12/25/14x20.8x4.4cmh #25413

New York
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Rethinking Materials and Mindset

Beyond aesthetics, OLICA offers
thoughtful practical benefits that
appeal to operators:

* Foldable structure: containers can be
assembled as needed, reducing waste
and optimizing use.

* Smart storage:lids and bases are designed
as a single set, simplifying inventory
management.

* Space efficiency: collapsible construction
makes them ideal even for kitchens with
limited space.

From bento and sushi to pastries and
catering, OLICA  containers  adapt
seamlessly across cuisines, proving that
sustainability and presentation can coexist
beautifully.

Together, FSX and OLICA illustrate
how Japanese suppliers are redefining
sustainability—not only through materials
but through design that enhances the
dining experience. From ceramics to sake
glassware, MTC Kitchen’s presence at JFRE
2025 reaffirmed that quality is more than
what meets the eye—it’s a philosophy of
care, craftsmanship, and continuity.

from left:

FSX Aroma Premium with Yuica Hinoki
Hand Wipe

12/50/25.5x27cm #42377

FSX Aroma Premium with Citral

Hand Wipe

6/100/25.5x27cm #35524
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Bringing the Flavors of Japan
to the People of the World
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by Kosuke Kuji
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Sake Brewery Tourism
JE e Bk

pproximately 36 million

foreign tourists visited Japan

last year. Since Japan’s popula-
tion is approximately 120 million, the
number of foreign tourists to Japan last
year was comparable to nearly a quarter
of Japan’s population.

The Japanese government is
currently working with the Japan
Tourism Agency and tourism associa-
tions in various regions to recommend
“Sake Brewery Tourism” to foreign
tourists. The Japan Council for Promo-
tion of Sake Brewery Tourism was
launched, and many supportive sake
breweries are joining nationwide.

Of course, Nanbu Bijin Brewery is
also a corporate member. Iwate prefec-
ture partnered with Japan Railways
Group (JR) and launched the “Discover
Iwate” campaign from September 1 to
November 30.
https://x.gd/CWtQN

A photo of a kura-style sake
brewery used by Nanbu Bijin for 200
years was used in the poster for this
campaign, visible in the shortened
URL above. Visitors can wear a happi
coat (uniform of a sake brewery), tic a
Japanese hand towel around your head,
and cosplay as a sake brewery worker
to take this same photo while touring

the sake brewery.

This photo will commemorate
your visit to the brewery. The photo
can be taken right away on site and
can also be downloaded to your smart-
phone. Visitors can also create labels
using their photo and purchase them
as a product. This original sake was
also awarded the Minister of Land,
Infrastructure, Transport and Tourism
Commendation.

I highly recommend our readers
to enjoy Sake Brewery Tourism when
visiting Japan. Not only can you enjoy
delicious sake, but you can also enjoy
scenic views of rural Japan.m
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enerally, the basic distinc-
tion in Japanese sake flavors
is ‘sweet’ or ‘dry.” However,
recent trends indicate other preferred
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’e INTERNATIONAL INC ‘

BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
LOS ANGELES Branch
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DENVER Sales Office
SAN FRANCISCO Branch
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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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ATLANTA Branch
ORLAND Sales Office
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HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
Interbranch Distribution Center (IDC)
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Ryusei Nagi
Kimoto Junmai Ginjo
Fujii Shuzou (Hiroshima)

Tenpoichi Dry
Junmai
Tenpoichi (Hiroshima)

What is the difference between
‘deep’ vs. ‘light’ sake flavors?

kiE =R &

distinctions such as ‘deep’ and ‘light.’
Beer advertisements use terms such as
‘smooth’ and ‘refreshing,” originally
terms used by sake sommeliers to
evaluate sake. Antonyms of the terms
‘smooth’ and ‘refreshing’ are ‘rich’ and
“full-bodied.” Terms such as ‘smooth,’
‘refreshing,’ ‘rich,” and “full-bodied”
are used to describe the appealing
flavors of Japanese sake, relative terms
to express the ‘deep’ vs. ‘light’ flavors
of Japanese sake.

There is no clear definition for
terms such as ‘smooth,’ ‘refreshing,’
‘rich,” and ‘full-bodied,’ as each of
these terms are judged subjectively.
However, referencing terminolo-
gies used by expert sake sommeliers
describe ‘smooth’ and ‘refreshing’
sake as ‘clean,’ ‘fresh,’ ‘clear,” ‘light,’
‘fine,” ‘mellow,’ and ‘refined,’ etc., to
the palate.

However, ‘smooth’ and ‘refreshing’
sake does not merely mean mild in
flavor and easy-to-drink, but also
requires sufficient richness for Japa-
nese sake. Therefore, too ‘smooth’
and ‘refreshing’ could also be disad-
vantages, described as ‘light,” “lacking
flavor,” ‘watery,” “insufficient range
of flavor,” “insufficient body,”
‘feeble,’ etc.

‘Rich’ and “full-bodied” sake
flavors indicate the sake is concen-
trated in flavor, described as having “a
lasting aftertaste,” ‘rich,” “wide range
of flavors,” “sufficient range,” ‘stout,’
‘robust,” etc. On the other hand, exces-
sively ‘rich’ and “full-bodied” flavors

LT3
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i Polishing Rate: 55%
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Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

©Polishing Rate: 50%
i (Miyama Nishiki)

could also be described as being “too
rich,” ‘heavy,” ‘intense,” “peculiar in
flavor,” “no firmness in flavor,” etc.
The reason why a difference is
generated in ‘deep’ vs. ‘light’ Japa-
nese sake flavors is due to the content
of amino acids, sweetness, and acidity
in the sake. The “lasting aftertaste”
characteristic of rich and full-bodied
sake not only contains a large quantity
of amino acids, but also a harmonious
balance between sweet and acidic
flavors thought to generate a “full-
bodied palate.” Also, since the sweet
and dry flavors are influenced by the
relationship between sugar and acidity,
one explanation can relate the degree
of deep and light sake flavors to the
degree of sweet and dry sake flavors.
Further, aftertaste is an important
factor for Japanese sake. A lasting,
firm, and heavy aftertaste is referred
to as ‘oshiaji’ (lasting aftertaste), while
a light, refreshing aftertaste is referred
to as ‘crisp’ or ‘smooth’. However, an
aftertaste too rich can turn each ‘good’
quality into a ‘bad’ sake quality.m
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Asabiraki Ultra Suijin
Junmai Ginjo
Asabiraki (Iwate)
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Hakutsuru Draft
Junmai
Hakutsuru Sake Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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World Sake Day

BAEZH

ctober 1 is World Sake Day,
O the traditional start date of the

sake brewery year in the fall,
when rice was harvested and used to
brew sake. World Sake Day was estab-
lished by the Japan Sake and Shochu
Makers Association in 1978.

Various events that toast with sake
are organized on this day to wish pros-
perity for the sake industry that serves
an integral role in Japanese culture.
World Sake Day appears to be largely
unfamiliar to the public despite more
than 47 years since its establishment.

Not wishing to organize laborious
events, [ opted to sit down and enjoy
a leisurely meal instead. Therefore, I
organized a sake toasting event at the
restaurant “Kitchen Souma” in the
Yoyogi district of Tokyo.

Kitchen Souma is a new restaurant
that opened in the summer of 2023, a
serene restaurant targeting middle-aged
and older patrons among other restau-
rants frequented by young consumers
in the Yoyogi district. Since my shop
is also frequented by many middle-
aged and older patrons, I chose Kitchen
Souma as the venue for my sake toast-
ing event.

All eight sake selections I brought
to this event were seasonal fall sake
selections, consisting of “Sanzui &
Junmai Daiginjo Draft” by Hakuro
Shuzo Brewery (Niigata prefecture),
“Akagisan Junmai” by Kondo Shuzo
Co., Ltd. (Gunma prefecture), “Junmai
Kikutsuka~Yu~" by Kikunotsukasa
Brewery (Iwate prefecture), “Takizawa
& Jyunmai Hiyaoroshi” by Shinsyu
Meijyo Co., Ltd. (Nagano prefecture),
“Iwamiginzan Jyunmai Autumn” by
Ichinomiya Sake Brewing (Shimane
prefecture) and “Honshu-ichi Junmai”
by Umeda Sake Brewery (Hiroshima
prefecture). All eight seasonal sake
selections were each aged throughout
the summer, thus smooth in flavor, with
a refreshing aftertaste, enhanced acidity
and umami flavor.

Food paired with these sake
selections are each Japanese fusion
cuisine prepared with attention to fall

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

flavors. Eight courses total - consist-
ing of a starter, a pickled dish, a meat
dish, down to the concluding rice dish
- each perfectly complemented the sea-
sonal fall sake selections. As the host,
I intended to sip sake during the first
toast and planned to refrain from drink-
ing for the rest of the event. However,
the restaurant owner Soma-san often
prepared for me thoughtful, delicious
small plates for me, separate from
the event menu, I couldn’t help get-
ting tipsy from drinking more than
I had intended. Kitchen Souma is a
thoughtful restaurant serving delicious
dishes that sticking to the topic of sake
was impossible. The fun three hours

34 December 2025 - www.alljapannews.com

Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

scheduled for this event flew by quickly
with guests thoroughly drunk when the
event concluded.

World Sake Day is a day to attend
sake toasting events, still widely
unknown compared to the Beaujo-
lais Nouveau release date, which is
unacceptable considering sake is the
national wine of Japan. Like fall fes-
tivals in desolate towns known only
to locals, we must use up the town’s
budget to lavishly celebrate World
Sake Day. I look to the Japan Sake and
Shochu Makers Association to invite
sake fans from other prefectures as
guests as a measure to increase the pop-
ularity of World Sake Day.m
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute

of America was founded with

the purpose to promote further
understanding of Japanese sake,
shochu and beer in a shared
where 500 million people enjoy
wine in North America. We

strive to increase Japanophiles
by furthering understanding of
the sake culture through online
Japanese sake and shochu
colleges and books related to
Japanese sake, shochu and beer,
etc. Especially sampling parties
directly approaches consumers
and no doubt contributes to
expanding the market. Also,

our final purpose is to facilitate
communication with sake
breweries, sake producers, and
distribution companies, etc., to
introduce Japanese sake, shochu
and beer to American consumers
in a way that’s easy-to-understand.

Sake Shochu Spirits Institute of America
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Pairing Japanese Sake with Foods

Bad pairing refers to the delicious flavor diminished when sake
is paired with food. Depending on the combination, the sake flavor
may counter the flavor of the food, generating unpleasant aroma and
texture. In many cases for example, sake may enhance the odor of fish
and seafood. On the other hand, we want to avoid combinations where
the balance between the sake vs. food flavors are bad and completely
overwhelms the flavor of the paired item.

Therefore, let’s confirm the following.
-Does Japanese sake pair well with other foods besides Japanese cuisine?

Japanese sake pairs well not only with Japanese cuisine, but also with :

various other cuisines such as Western, Chinese, and ethnic cuisines. In
addition, Japanese sake also pairs well with food ingredients other than
Japanese food products such as butter, cheese, and spices.

- Flavor of sake paired with food is characteristic by sake type.

For each sake type, certain combinations pair well. Depending on
the sake classification type, food that pairs well differs according to the
flavors and aroma. For example, mellow sake pairs well with rich foods,
pure sake pairs well with foods strong in umami flavor, refreshing sake
pairs well with refreshing foods, and aromatic sake pairs well with light
foods. Now, let’s pair specific sake with foods.

The basic approach when selecting sake is whether to pair sake similar
in flavor (to the food), or to pair the food with sake completely different
in flavor. Combining sake with foods similar in flavor ensures the best
compatibility. For example, sweet foods are compatible with sweet sake,
while spicy foods are compatible with acidity sake. On the other hand,

combining alcohol with a unique, different flavor can generate a new deli- :

cious flavor. This type of phenomenon is referred to as ‘marriage’ in the
wine world, also slightly more difficult to pair.m
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by families'all'over Japan for over:50 years.

https://www.nippncqliforniq.com/pastq_.fihﬁ :

Let s learn about sake!

Sakc Spectator :

Available on Amazon.com
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Rick Smith & Beau Timken Kats Miyazato

Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
Honorary Sake Sommelier & Saka Sho

Bon Yagi
Hanorary Sake S ommeher

TIC GROUP

Katsuya Uechi
Hanarary Sake Sommel/er & Saka Sho

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

Katsuya Group

Owner SAKAYA NYC

MASTER

SAKE
SOMMELIER

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

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

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

David Kudo

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

What is good sake?

Certainly one standard is the price,
but we need to think if we can find a
sake that has the value to satisfy ones
taste. It is important to find a "sake that
suits me" instead of a good sake.

There would be a tendency for
one that likes fully body red wines to
prefer a Junmai-Kimoto or Honjozo
type, and one that likes a young, fruity
chardonnay to prefer a gentle, strong
aroma Daiginjyo type.
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“Creative sushi & Sake” illustrares the technigques of the
finest sushi chefs throughouwt the world, concentrating on
the artistic presentations, unigue ingridients and advanced
methods of preparation. The writers were all top [apanese
prodessional chefs with many years of experience,

[publihed in English by All |apan Mews, IRc, in 2005)

Cold or Hot

Many people think that high quality
sake should be enjoyed cold but this
is wrong. Compared to fine quality
sake which you can drink without
worrying about the temperature, sake
that has poor balance should be enjoyed
extremely cold.

Tasting method

Sip it with air like you would with
wine. For the glass, it is important to
pour a small amount into a glass for
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» New Forms of Sushi
» New Styles of Sushi

« Innovative and Popular Creative
sushi

= Mastering Techniques

= Sushi in the USA and Europe

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

white wines type and swish it around
lightly to come in contact with air.

Drinking container is important

It is amazing that the taste can
totally change with the glass you use
not only for sake but for wines and
beers also. If you want to enjoy the
taste, especially examine the aroma, it
is good to use a small white wine glass.
If you are having it hot, it is good to
use a smaller ceramic type container
that doesn't have the shape to be smoth-
ered with alcohol steam and doesn't
cover your nose when you put it to
your mouth.m
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Michael John
Simkin
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Owner
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Keita Akaboshi
 Sake Sommelier

Kuramoto USInc.

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

Shigeto Terasaka
B Sake Saknme{ker )

President

Japan Hollywood Network

Sara Guterbock
International
Sake Sommelier

New York Mutual Tradlng

Masato Kato
Sake Sommel/er )

Wlsmettac Asmn Foods

Tamagawa Hand Made
Japanese Sake

Sake Sommelier

Isao Kiyota

Academla de Sake Me)a(o )

Rachel Fiekowsky
International
Sake Sommelier

NewYork Mutual Tradlng

Sake Sommelier and Others

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

Akira Yuhara
Sake Sommellerr ]
Mlyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

Master Sake Brewer

Miyuki
Yoshida
Sake Somavelig(
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Mai Segawa Don Lee

Advanced Sake Sake Sommelier

,50’,"’"?”“ _— Yama Sushi

Tako Grill Owner Chef

Eda Vuong
International
Sake Sommelier |

International
Sake Sommelier

Masae Kusada

New York Mutual Tradlng

Chizuko
Niikawa-Helto
L Sake Sommelier

~ Sake Samurai

Hirohisa Eduardo
Kikuchi Dingler
 Sake Sommelier

KojiWong
Owner
Japon Bistro

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

Y

Gary Imada
Sake Advisor
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Shino Okita
Certified Sake Sommelier
Shochu Advisor

Hanbai Solutions LLC.

Lora Blackwell
International m
Sake Sommel/er

Sommelier

Sake Ambassador

Kurtis Wells
Mixologist o .

Koji Aoto

= Toshiyuki Koizumi
- . Soke Sommelier
Owner “WASAN”

Eiji Mori
Sake Sommelier
Katana Restaurant

®

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

Jonathan Cortez
International
Sake Sommelier

Latln Region Specialist
Mutual Trading

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

Young's Market Company

Yoshihiro
Sako
B Sake Sarrrrrmeliek )

Yuzuki

.

. Stuart Morris
Sake Sommelier

Michael Russell
Certified Sake Somme//er

“Pacific International
Liquor Inc

Patsy Lu
International
Master Sake Sommeherr

Mutual Trading
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by Kosuke Kuji 218
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Sake Brewery Tourism

x5 Eoj215

pproximately 36 million

foreign tourists visited Japan

last year. Since Japan’s popula-
tion is approximately 120 million, the
number of foreign tourists to Japan last
year was comparable to nearly a quarter
of Japan’s population.

The Japanese government is
currently working with the Japan
Tourism Agency and tourism associa-
tions in various regions to recommend
“Sake Brewery Tourism” to foreign
tourists. The Japan Council for Promo-
tion of Sake Brewery Tourism was
launched, and many supportive sake
breweries are joining nationwide.
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Of course, Nanbu Bijin Brewery is
also a corporate member. Iwate prefec-
ture partnered with Japan Railways
Group (JR) and launched the “Discover
Iwate” campaign from September 1 to
November 30.
https://x.gd/CWtQN

A photo of a kura-style sake
brewery used by Nanbu Bijin for 200
years was used in the poster for this
campaign, visible in the shortened
URL above. Visitors can wear a happi
coat (uniform of a sake brewery), tic a
Japanese hand towel around your head,
and cosplay as a sake brewery worker
to take this same photo while touring
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the sake brewery.

This photo will commemorate
your visit to the brewery. The photo
can be taken right away on site and
can also be downloaded to your smart-
phone. Visitors can also create labels
using their photo and purchase them
as a product. This original sake was
also awarded the Minister of Land,
Infrastructure, Transport and Tourism
Commendation.

I highly recommend our readers
to enjoy Sake Brewery Tourism when
visiting Japan. Not only can you enjoy
delicious sake, but you can also enjoy
scenic views of rural Japan.m
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enerally, the basic distinc-
tion in Japanese sake flavors
is ‘sweet’ or ‘dry.” However,
recent trends indicate other preferred
distinctions such as ‘deep’ and ‘light.’
Beer advertisements use terms such as
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« I’ﬁ\ 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)

£ SMV:N/A
i Polishing Rate: 45%
i (Yamada Nishiki)

Ryusei Nagi
Kimoto Junmai Ginjo
Fujii Shuzou (Hiroshima)

Fe

Tenpoichi Dry
Junmai
Tenpoichi (Hiroshima)

What is the difference between
‘deep’ vs. ‘light’ sake flavors?

ote] sEe| xHol=

‘smooth’ and ‘refreshing,” originally
terms used by sake sommeliers to
evaluate sake. Antonyms of the terms
‘smooth’ and ‘refreshing’ are ‘rich’ and
“full-bodied.” Terms such as ‘smooth,’
‘refreshing,’ ‘rich,” and “full-bodied”
are used to describe the appealing
flavors of Japanese sake, relative terms
to express the ‘deep’ vs. ‘light’ flavors
of Japanese sake.

There is no clear definition for
terms such as ‘smooth,’ ‘refreshing,’
‘rich,” and ‘full-bodied,’ as each of
these terms are judged subjectively.
However, referencing terminolo-
gies used by expert sake sommeliers
describe ‘smooth’ and ‘refreshing’
sake as ‘clean,’ ‘fresh,’ ‘clear,” ‘light,’
‘fine,” ‘mellow,’ and ‘refined,’ etc., to
the palate.

However, ‘smooth’ and ‘refreshing’
sake does not merely mean mild in
flavor and easy-to-drink, but also
requires sufficient richness for Japa-
nese sake. Therefore, too ‘smooth’
and ‘refreshing’ could also be disad-
vantages, described as ‘light,” “lacking
flavor,” ‘watery,” “insufficient range
of flavor,” “insufficient body,”
‘feeble,’ etc.

‘Rich’ and “full-bodied” sake
flavors indicate the sake is concen-
trated in flavor, described as having “a
lasting aftertaste,” ‘rich,” “wide range
of flavors,” “sufficient range,” ‘stout,’
‘robust,” etc. On the other hand, exces-
sively ‘rich’ and “full-bodied” flavors
could also be described as being “too
rich,” ‘heavy,” ‘intense,” “peculiar in
flavor,” “no firmness in flavor,” etc.

The reason why a difference is

2 <

£ SMV: N/A
i Polishing Rate: 55%
i (Senbon Nishiki)

£ SMV:+12

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

:Polishing Rate: 50%
i (Miyama Nishiki)

oo

generated in ‘deep’ vs. ‘light’ Japa-
nese sake flavors is due to the content
of amino acids, sweetness, and acidity
in the sake. The “lasting aftertaste”
characteristic of rich and full-bodied
sake not only contains a large quantity
of amino acids, but also a harmonious
balance between sweet and acidic
flavors thought to generate a “full-
bodied palate.” Also, since the sweet
and dry flavors are influenced by the
relationship between sugar and acidity,
one explanation can relate the degree
of deep and light sake flavors to the
degree of sweet and dry sake flavors.
Further, aftertaste is an important
factor for Japanese sake. A lasting,
firm, and heavy aftertaste is referred
to as ‘oshiaji’ (lasting aftertaste), while
a light, refreshing aftertaste is referred
to as ‘crisp’ or ‘smooth’. However, an
aftertaste too rich can turn each ‘good’
quality into a ‘bad’ sake quality.m
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- Polishing Rate: 50%
¢ (Yamadanishiki &
i others)

Ozeki Osakaya Chobei
Daiginjo
0zeki Corporation (Hyogo)

i SMV:+11
i Polishing Rate: 55%

Asabiraki Ultra Suijin
Junmai Ginjo
Asabiraki (Iwate)
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World Sake Day
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ctober 1 is World Sake Day,

the traditional start date of the

sake brewery year in the fall,
when rice was harvested and used to
brew sake. World Sake Day was estab-
lished by the Japan Sake and Shochu
Makers Association in 1978.

Various events that toast with sake
are organized on this day to wish pros-
perity for the sake industry that serves
an integral role in Japanese culture.
World Sake Day appears to be largely
unfamiliar to the public despite more
than 47 years since its establishment.

Not wishing to organize laborious
events, [ opted to sit down and enjoy
a leisurely meal instead. Therefore, I
organized a sake toasting event at the
restaurant “Kitchen Souma” in the
Yoyogi district of Tokyo.

Kitchen Souma is a new restaurant
that opened in the summer of 2023, a
serene restaurant targeting middle-aged
and older patrons among other restau-
rants frequented by young consumers
in the Yoyogi district. Since my shop
is also frequented by many middle-
aged and older patrons, I chose Kitchen
Souma as the venue for my sake toast-
ing event.

All eight sake selections I brought
to this event were seasonal fall sake
selections, consisting of “Sanzui &
Junmai Daiginjo Draft” by Hakuro
Shuzo Brewery (Niigata prefecture),
“Akagisan Junmai” by Kondo Shuzo
Co., Ltd. (Gunma prefecture), “Junmai
Kikutsuka~Yu~" by Kikunotsukasa
Brewery (Iwate prefecture), “Takizawa
& Jyunmai Hiyaoroshi” by Shinsyu
Meijyo Co., Ltd. (Nagano prefecture),
“Iwamiginzan Jyunmai Autumn” by
Ichinomiya Sake Brewing (Shimane
prefecture) and “Honshu-ichi Junmai”
by Umeda Sake Brewery (Hiroshima
prefecture). All eight seasonal sake
selections were each aged throughout
the summer, thus smooth in flavor, with
a refreshing aftertaste, enhanced acidity
and umami flavor.

Food paired with these sake
selections are each Japanese fusion
cuisine prepared with attention to fall

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

flavors. Eight courses total - consist-
ing of a starter, a pickled dish, a meat
dish, down to the concluding rice dish
- each perfectly complemented the sea-
sonal fall sake selections. As the host,
I intended to sip sake during the first
toast and planned to refrain from drink-
ing for the rest of the event. However,
the restaurant owner Soma-san often
prepared for me thoughtful, delicious
small plates for me, separate from
the event menu, I couldn’t help get-
ting tipsy from drinking more than
I had intended. Kitchen Souma is a
thoughtful restaurant serving delicious
dishes that sticking to the topic of sake
was impossible. The fun three hours
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

scheduled for this event flew by quickly
with guests thoroughly drunk when the
event concluded.

World Sake Day is a day to attend
sake toasting events, still widely
unknown compared to the Beaujo-
lais Nouveau release date, which is
unacceptable considering sake is the
national wine of Japan. Like fall fes-
tivals in desolate towns known only
to locals, we must use up the town’s
budget to lavishly celebrate World
Sake Day. I look to the Japan Sake and
Shochu Makers Association to invite
sake fans from other prefectures as
guests as a measure to increase the pop-
ularity of World Sake Day.m
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

proximadamente 36 millones de turistas

extranjeros visitaron Japon el ano pasado.

Dado que la poblaciéon de Japon es de
aproximadamente 120 millones, el niumero de
turistas extranjeros que visitaron el pais el ano
pasado fue comparable a casi una cuarta parte de
la poblacién japonesa.

El gobierno japonés esta trabajando actu-
almente con la Agencia de Turismo de Japony
asociaciones turisticas de diversas regiones para
promover el turismo en fabricas de sake entre los
turistas extranjeros.

Se creo el Consejo Japonés para la Promocion
del Turismo en Fabricas de Sake, al que se estan
uniendo numerosas fabricas de todo el pais.

Nanbu Bijin también es miembro corporativo.
La prefectura de lwate, en colaboracion con Japan
Railways Group (JR), lanz6 la campana «Descubre
Iwate» del 1° de septiembre al 30 de noviembre.
https://x.gd/CWtQN

El cartel de esta campana utiliza una foto de la
fabrica de sake Nanbu Bijin, una bodega de tierra
con 200 anos de antigliedad. Puede verla en la
direccion abreviada que aparece arriba.

Los visitantes pueden usar un happi (uni-
forme de una fabrica de sake), atarse una toalla
japonesa a la cabeza y disfrazarse de trabajador
para tomarse esta misma foto durante la visita.

% Turismo en Fabricas de Sake

Esta foto sera un recuerdo imborrable de su
visita. Se puede tomar la foto alli mismo y des-
cargarla a su teléfono. Los visitantes también
pueden crear etiquetas con su foto y comprarlas
como producto. Este sake original recibi¢ una
mencion honorifica del ministro de Agriculturay
Tierras, Infraestructura, Transporte y Turismo.

Recomiendo encarecidamente a nuestros
lectores que disfruten del turismo de degus-
tacion de sake durante su visita a Japon. No solo
podran degustar un sake delicioso, sino también
disfrutar de los paisajes rurales de Japon.
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150 tipos de sake delicioso
Importado de todo Japén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
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TOLEDO Sales Office
NEW YORK Branch
BOSTON Sales Office
BALTIMORE Branch
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ORLAND Sales Office
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HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
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Ryusei Nagi
Kimoto Junmai Ginjo
Fujii Shuzou (Hiroshima)

Tenpoichi Dry
Junmai
Tenpoichi (Hiroshima)

@II ™ INTERNATIONAL INC Www.jfc.com

. Cual es la diferencia entre los sabores
«intensos» y «ligeros» del sake?

eneralmente, la distincion

basica en los sabores del

sake japonés es «dulce»
0 «seco». Sin embargo, las ten-
dencias recientes indican otras
distinciones preferidas, como
«intenso» y «ligero». Los anun-
cios de cerveza utilizan términos
como «suave» y «refrescante»,
originalmente empleados por
los sumilleres de sake para eva-
luar esta bebida. Los antonimos
de «suave» y «refrescante» son
«rico» y «con cuerpo». Estos tér-
minos se utilizan para describir
los atractivos sabores del sake
japonés, y son relativos a la dis-
tincion entre sabores «intensos»
y «ligeros».

No existe una definicion
precisa para términos como
«suave», «refrescante», «rico»
y «CON cuerpo», ya que cada
uno de ellos se juzga de forma

SMV:N/A
Polishing Rate: 55%
~ i (Senbon Nishiki)

£ SMV:+12
i Polishing Rate: 50%
i (Miyama Nishiki)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)

subjetiva. Sin embargo, la ter-
minologia empleada por los
sumilleres expertos en sake
describe el sake «suave» y
«refrescante» como «limpio»,
«fresco», «claro», «ligero»,
«fino», «delicado» y «refinado»,
entre otras caracteristicas,

al paladar.

No obstante, un sake
«suave» y «refrescante» no solo
implica un sabor suave y facil
de beber, sino que también
requiere la suficiente riqueza
para ser un sake japonés.

Los sabores «ricos» y «con
cuerpo» del sake indican una
alta concentracion de sabor,
descrita como un «retrogusto
persistente», «rico», «con una
amplia gama de sabores», «con
suficiente variedad», «intenso»,
«robusto», etc. Por otro lado, los

i SMV:+11
i Polishing Rate: 55%

Asabiraki Ultra Suijin
Junmai Ginjo
Asabiraki (Iwate)

Ozeki Osakaya Chobei
Daiginjo
0zeki Corporation (Hyogo)

sabores excesivamente «ricos»
y «con cuerpo» también podrian
describirse como «demasiado
ricos», «pesados», «intensos»,
«de sabor peculiar», «sin firmeza
en el sabor», etc.

La diferencia entre los sabo-
res «profundos» y «ligeros» del
sake japonés se debe al conte-
nido de aminoacidos, el dulzor
y la acidez. Ademas, el retro-
gusto es un factor importante en
el sake japonés. Un retrogusto
persistente, firme e intenso se
denomina «oshiaji» (retrogusto
persistente), mientras que un
retrogusto ligero y refrescante
se denomina «fresco» 0 «suave».
Sin embargo, un retrogusto
demasiado intenso puede con-
vertir cualquier cualidad «<buena»
en una cualidad «mala» del sake.

i OSMV:+4

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

Hakutsuru Draft
Junmai
Hakutsuru Sake Brewing (Hyogo)
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Ryuji Takahashi

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

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

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

Dia Mundial del Sake

1°¢ de octubre se cele-
E I bra el Dia Mundial del

Sake, la fecha tradicio-
nal que marca el inicio del ano
de produccioén de sake en otono,
cuando se cosecha el arroz
que se utiliza para su elabora-
cion. El Dia Mundial del Sake fue
establecido por la Asociacion
Japonesa de Productores de
Sake y Shochu en 1978.

En este dia se organizan
diversos eventos para brin-
dar y desear prosperidad a la
industria del sake, que desem-
pena un papel fundamental en
la cultura japonesa. A pesar de
haber transcurrido mas de 47
anos desde su instauracion, el
Dia Mundial del Sake parece ser
bastante desconocido para el
publico en general.

Sin ganas de organizar
eventos laboriosos, opté por
sentarme a disfrutar de una
comida tranquila. Por ello, orga-
nicé un brindis con sake en el
restaurante "Kitchen Souma” en
el distrito de Yoyogi, Tokio.

Kitchen Souma es un res-
taurante nuevo que abri6 sus
puertas en el verano del 2023.
Se trata de un restaurante tran-
quilo dirigido a un publico de
medianay mayor edad, en con-
traste con otros restaurantes
frecuentados por jovenes en el
distrito de Yoyogi. Dado que mi
tienda también es frecuentada
por muchos clientes de mediana
edad y mayores, elegi Kitchen
Souma como lugar para mi
evento de brindis con sake.

Las ocho selecciones de
sake que llevé a este evento eran
de temporada otonal: “Sanzui
& Junmai Daiginjo Draft” de la
destileria Hakuro Shuzo (pre-
fectura de Niigata), “Akagisan
Junmai” de Kondo Shuzo Co.,
Ltd. (prefectura de Gunma),
‘Junmai Kikutsuka~Yu~" de la
destileria Kikunotsukasa (pre-
fectura de lwate), “Takizawa &
Jyunmai Hiyaoroshi” de Shinsyu
Meijyo Co., Ltd. (prefectura

de Nagano), “lwamiginzan
Jyunmai Autumn” de la des-
tileria Ichinomiya (prefectura
de Shimane) y “Honshu-ichi
Junmai” de la destileria Umeda
(prefectura de Hiroshima).

Los ocho sakes de temporada
fueron anejados durante todo
el verano, lo que les confirid

un sabor suave, un retrogusto
refrescante, una acidez marcada

y un intenso sabor umami.

Los platos que acompanaron
a estos sakes fueron creacio-
nes de cocina fusion japonesa,
preparadas con especial aten-
cion a los sabores otonales. En
total, ocho platos —un entrante,
un encurtido, un plato de carne
y un postre de arroz— comple-
mentaron a la perfeccion los
sakes de temporada. Como

anfitrion, mi intencion era brin-
dar con sake en el primer brindis
y abstenerme de beber durante
el resto del evento. Sin embargo,
el dueno del restaurante,
Soma-san, solia prepararme
deliciosos platillos pequenos,
aparte del menu del evento,

y terminé bebiendo mas de lo
previsto. Kitchen Souma es un
restaurante con una propuesta
exquisita que hace imposible
limitarse al sake. Las tres horas
de diversion programadas para
este evento pasaron volando, y
los invitados llegaron completa-
mente ebrios al finalizar.

El Dia Mundial del Sake es
una jornada para brindar con
sake, aun bastante desconocida
en comparacion con la fecha
de lanzamiento del Beaujolais
Nouveau, lo cual resulta inacep-
table considerando que el sake
es el vino nacional de Japon. Al
igual que las fiestas otonales
en pueblos remotos, conocidas
solo por los lugarenos,
debemos agotar el presupuesto
municipal para celebrar el Dia
Mundial del Sake por todo lo
alto. Sugiero a la Asociacion
Japonesa de Productores de
Sake y Shochu que invite a
aficionados al sake de otras pre-
fecturas, como medida para
aumentar la popularidad del Dia
Mundial del Sake.
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute

of America was founded with

the purpose to promote further
understanding of Japanese sake,
shochu and beer in a shared
where 500 million people enjoy
wine in North America. We

strive to increase Japanophiles
by furthering understanding of
the sake culture through online
Japanese sake and shochu
colleges and books related to
Japanese sake, shochu and beer,
etc. Especially sampling parties
directly approaches consumers
and no doubt contributes to
expanding the market. Also,

our final purpose is to facilitate
communication with sake
breweries, sake producers, and
distribution companies, etc., to
introduce Japanese sake, shochu
and beer to American consumers
in a way that’s easy-to-understand.

Instituto de la Espiritu

Sake Shochu de América

Maridaje de Sake Japonés con Comida

Un mal maridaje se refiere a la dis-
minucion del delicioso sabor del sake al
combinarlo con comida.

Dependiendo de la combinacion, el
sabor del sake puede contrarrestar el sabor
de la comida, generando un aroma y una tex-
tura desagradables.

En muchos casos, por ejemplo, el
sake puede realzar el olor del pescado y
el marisco. Por otro lado, queremos evitar
combinaciones donde el equilibrio entre los
sabores del sake y la comida sea deficiente
y opaque por completo el sabor del alimento
con el que se combina.

Por lo tanto, confirmemos lo siguiente:

- ¢ Marida bien el sake japonés con otros ali-
mentos ademas de la cocina japonesa?

El sake japonés marida bien no solo con
la cocina japonesa, sino también con diver-
sas cocinas, como la occidental, la china 'y
la étnica. Ademas, el sake japonés también
marida bien con ingredientes de otros ali-
mentos, como la mantequilla, el quesoy las
especias.
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- El sabor del sake al maridarlo con la
comida es caracteristico de su tipo.

Para cada tipo de sake, ciertas combi-
naciones maridan bien. Dependiendo de
la clasificacion del sake, los alimentos que
mejor maridan varian segun sus sabores y
aromas.

Por ejemplo, el sake suave marida bien
con comidas sustanciosas, el sake puro con
alimentos de sabor umami intenso, el sake
refrescante con comidas refrescantesy el
sake aromatico con comidas ligeras.

Ahora bien, veamos como maridar sakes
especificos con diferentes comidas.

La clave para elegir un sake es decidir
si se busca un sake de sabor similar al de la
comida o un sake de sabor completamente
diferente. Combinar sake con alimentos de
sabor similar garantiza la mejor armonia.

Por ejemplo, los alimentos dulces combi-

nan bien con sake dulce, mientras que los
picantes combinan con sake acido. Por otro
lado, combinar un alcohol con un sabor unico
y diferente puede generar un nuevo y deli-
cioso sabor. Este fendmeno se conoce como
«matrimonio» en el mundo del vino y es un
poco mas dificil de lograr.

SAKE Class
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