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sPARKLING sakE.= Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes

~ Fruityaroma

and it
gentle sweetness -
~ like muscat
" . Fruity apple-like GLUTEN
aroma FREE
and refreshing,
clean sweet taste
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5 fl.oz. 32 fl.oz.
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L SPARKLING SAKE

chicken with

v e vuzu miso glaze
wt &

300ML, 750ML

Made by
MIYAKO ORIENTAL FOODS INC.
Brewed by Shirakabegura brewery in Hyogo Baldwin Park, CA 91706 USA Tel. 626-962-9633
THANK YOU s, SHO CHIKU BAI SHIRAKABEGURA customerservice@coldmountainmiso.com
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Mission of Japanese
Restaurant News

This magazine spotlights the Japanese
restaurant industry to introduce
the latest trends and successful
restaurants along with their operations
to provide hints on how to survive
the competitive restaurant industry.
Further, this magazine introduces the
latest restaurants garnering attention
and popular products, along with the
prosperity of Japanese restaurants.
Lastly, this magazine also introduces the
latest information on food sanitation
and management to contribute to the
development of the Japanese restaurant
industry as a whole.
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As we welcome this milestone year, I am filled with deep gratitude.

In 2026, Mutual Trading celebrates its 100th anniversary — a century dedicated
to bringing the authentic flavors of Japan to the people of the world.

This achievement is made possible only through the trust and support of our
valued customers, suppliers, and community partners. To each of you, I extend
my heartfelt appreciation. Together, we have built a legacy rooted in mutual
advancement, shared prosperity, and an enduring love for Japanese food culture.
Looking ahead, we will continue to honor our founding spirit while embracing
innovation for the next hundred years — serving as a
bridge between Japan and the world through quality
products, reliable service, and a genuine spirit of
hospitality.

On behalf of all of us at Mutual Trading, I wish you a
joyful and prosperous New Year.

Masatoshi Ohata
President, Mutual Trading Co., Inc.
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January 1, 2026
On behalf of RX Japan Ltd., | wish you all a Happy New Year.

RX Japan was founded in 1986 as a member of Reed Exhibitions, the world’s leading
exhibition organizer. By consistently creating exhibitions that generate real business
results, we became Japan’s largest trade show organizer in 2003. Today, our mission
remains unchanged: to organize high-quality exhibitions that support industry
revitalization and foster international business connections. As of 2024, we now hold
97 exhibitions annually, across various of fields including food, jewelry, fashion,
electronics, energy, IT, cosmetics, and medical. Recognized as a company that “creates
trade shows where exhibitors and visitors can efficiently achieve business matching,”
more than 26,000 companies exhibit at our shows each year.

“JAPAN’S FOOD” EXPORT FAIR, dedicated to promoting Japan’s food and beverage
exports, has been held since 2017 with strong support from the Ministry of
Agriculture, Forestry and Fisheries and JETRO. Since 2022, the Ministry of Economy,
Trade and Industry (METI) has also joined in supporting the show, further increasing
its impact. The fair attracts high-quality buyers from around the world and has earned
a strong reputation as a premier sourcing destination for unique and high-quality
Japanese foods.

In response to growing demand, the exhibition has been held twice a year since 2024,
with both editions running concurrently with JAPAN INT’L FOOD EXPO (JFEX). In 2025,
the summer and winter editions together welcomed approximately 930 exhibitors
from Japan and overseas, and over 33,000 visitors. The winter show, held in December,
once again received high praise for the quality of business meetings.

To our buyers in the Americas, we warmly invite you to join us again at the upcoming
editions of the fair. We hope you will experience Japanese food firsthand and discover
new business opportunities. We will continue striving to deliver exhibitions of the
highest quality and to serve as a bridge between Japan and the world.

Sincerely,

Takeshi Tanaka
President of RX Japan GK

In the business of
buildirgy busineses
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Happy New Year

On behalf of JFC International Inc., I would like to extend my sincerest best
wishes for the New Year.

The year 2025 started as a challenging one, notably with the wildfires
in Los Angeles at the beginning of the year. We sincerely pray for the quick
recovery of all those who were affected. However, I believe the city of Los
Angeles regained its brightness when the Dodgers won their second consecutive
World Series in the fall. It was a year that truly made us feel the resilience and
power of the city of Los Angeles.

The environment surrounding our business continues to change signifi-
cantly, increasing in complexity. We believe we must adapt quickly to these rapid
and substantial changes, continuing to provide value to consumers, customers,
and our business partners.

The Japanese food market in the U.S. continues to expand. As a Japanese
food wholesaler, we hope to strengthen our role as a bridge connecting
customers and vendors and contribute to the growth of this market. In 2026, we
will mark the 120th anniversary since the founding of our originating company.
We will continue to uphold the principle of "Quality Merchandising and Good
Service" that we have maintained since our establishment,
and we will strive to deliver safe and secure Japanese
foods to consumers.

Thank you for your ongoing support. I wish you all
health, happiness, and success in the New Year.

Kazuhiro Shimizu

President




THI8LE, 20264F FiEDBE U ZHATHL LI LT,

CTCTRETE, HFrLT— AV o kEBHBDHARECHMZ. [BICED |
[FsEE A TR A — Y |, Z LCIRIE TR T A EO HAME OB 71—
N=pRKEICEOLT AN bORITHERI N, ZOFEERETETIAAE-T
WET, MY —THRTFIAARELE LTOMER, KEDOIFELHRICH

L i, BRI~ OB L HFEICHKL > TED T,

KREBHTRE BARSHOEESESLRBIA & A —EEEIC R ) 5

TR IR M OB BB DL R+ T A XY P TR I NIEA D

WA ThEdo MLB TRABHFETLINARMTZEZLH L T 5 HAA

EF bRz CRECTRIERST 5 C LT HRCHT B0 5%

TmE b LFlfIc, BOSHTH HAOHS ICRE L 2R B o &bt 23
FIL &5 ciixitz. BHTHRLATHAZZTEERBIEAD 205D 3,
T5 L7cifinid. BAXULDZERAE NI 2KEICIRES kL TH O 41k

DI LRIFERBPRAICHIFFENE T,

e b BARAELERBG S E. chETRE>TEery V77— %FERL,
KRECEZHONTwAR W (Bl 2 TR0k 2 ivnb N
LTEWD 9, BICHROKEZ KRETRNT 220 TR, 20BERLCH

ML, BEE L AD0EAI RILAL T
W T e, ebofiimchbeE2LTEYET,
KECET 2 HARBERBREOEKOETE I 0
CHREZLIDBHOVBRL EFET,

AFI84E, 20264 TEH
JFCA AAREXALIRE G &
MEE PH EW

Wismettac Asian Foods, Inc.
10 T chen. (D

Bails Fa Bpige, Ch S8k

Bk =1 -50F-N0 - 00 Faxc +3-5020-2700- 1000
i o P T Lies S 0T

<>

Wismettac

BB, Hko ks & CERXEBECHL LT £ 3,

FRIOVKBHOBEIELTEBY LLVELEL LT ET,

20254 &, EEMEZ 0Zbic X VIEBERSEARE CENB W —F L &
DE Lo HXRMEOHAERBICHIia R DL E I EORB% % 5—H
T HEBERCBATH I EIE AIEHARD LB IRAHE £ L 7o
NEBL BT D LA 74 EOBBEIRIRR L LTH D £ 325, T RYER
L [MEEER ) 2ERCHAB~OBLIESIEHEE L RKEFH B
THF AR 2K L 2 —HFETL 7,

20264F, FL7% B Wismettac Asian Foods, Inc.iZ. € 5 L&Z{b& B %
HEEE L2, BEOFEEL LV R X2 570, SlEKREGNEEN
TEnh Ed, BmOLEMELZRESLLE LoD, TiHDO MLV FOBR
BROFE % ML L B8 Mmoo CRE. £ L T8 ofleriydR— MEHl]
DAFEEZH>TEVD T3, HGCTORELCHECH TEICHE AN,
BRI >TCEHETE - F—ThH VT2 CLZHIBLTEWD
3,

DL WEREDL D T2, FiL WRESCHKAZEENEF v v 205D
DEF, BEke & bic, HREDMNZ KRETG AT, EREEKROTE
CHBACTE 22 DE D EELACLTED T

AREDEDLLARCEB#HY 355 BEHNHEL
FEFeedic, B CIERE L BEO—80 CHE
DX DBHOVHRL EFEI,

AREA

Senior Vice President, Wismettac Asian Foods, Inc.

+ oA
Hichimikai

HATHEOBECEZHL LT3,

[HERZ. DS - AFRR & o SN AZRECZ. b7 v 7K
MW X AR EO R E i - EOANHEFEER I OCEE D, &
Ricsr»nE LCRPIED EICEHE L WREREDO D L cRNZELMON
TLLHEWRZLET, 20X S5AH, v rvEr R« FY ¥y —RRTE
HECTT7—A Py ) —XZHIFH L. REEFE2E LD LT HANEER
KIEHE L7z it ZLDIERHAANCE o TRERIAL A D F L o

s KEIO HAEHGZICH%2RIT 5 &, 4 v Ny v FEEOHEINC X
0 HAR~DENRRERZ RO KEAR S L, [ ARG CHREBR L 2R ok %
RODDLFEN, FFxEL AoTEVE T, MBERD R 2=y 7E#D—
DT AL WECEM, EFECliit RncdT ek LTEE LD
OHVET, T LAARYERDOEE D E, FhbHREMRERICLE 5T
RKERBWRATDH Y., FAECA % LD R NE & ZERIEERD &
naHiichBHETHH Y FJ,

FLED TEHRSE 3. HREMA —H —oEBENA S LT, BRERE
B & BWicEE L RE o BT pEgEBeR o#m 2 i ic i35 & &
Yic, BE - BOLAHABOMBICEDOTE D £ Lk, AED. HEEE
HICHAEDIEL WilifE % fmz KED HAEHH D
T LR DIFBRBICHFLG TR, —FoMEM L& ZEf
FICHY A TE VR BFIFETT,

FLAERERRICL DE L TEIZEMEL AV E
FTES DXV BHOBAL LTES,

tHREaRE SRR

L [FER I
b — Japanese Restaurant Association of America

FEDTELTHOTL ST nET,
BRICL S TEVZEFELARVET LS, DIVBHOHAL ETE S,

KREHRLZ 7 VIHARDAR L LT=FEH% W2 % L&, $THE"T
To HFHEDZL OBERHCTIEZHN AL L TAEERD 2 FE42 il
CTCENTEE L o

202541k, AV 7 A =T HNOILKBEWEFICTT 2 XBEE5HEL 1 X
v+ ZBE L 7 A [EFloFEEERN. 2v 7 K4y, Sushi & Sake Festival
REZBLT, ERANLEDOARANRDZ I HLICEDDI T ENTEE L o
$%1C Sushi & Sake Festival Tl BRI LEBEHICTF 7 v F 235858 L A2 0
HABSUE~DBELOEE Y 2O TEELTED 7,

—H T, Pl LR AR L v o 2 ERIRR & LTELIT, £ D
MEIERBIE TR ERD DN BRI AT RET, £ ¥ RXTF T
AR A & DR & Fie RSO A IEEEE o
Te—ETHDH D F L,

REDG[EFE, ARBOBNEZIEZ DL L bic, RAEDEROFE K
ML 218 %2l LT EROI L AIRBLEOTENWD T3, HAHE-
Bt o K. AAREEM OIS, 2 L CERBE~OMIER Y, £
PICEY fHATE WD 9,

2026 DL E T v v R EPRZ, LD ICHIETE B
—EL RV ET LS bbbl X, CHREREY
FTLSBBVAL EFE 9,

KEHZRLV A7 e
SE §IHEZ

A

- o Jg
ot O % : ’“



FEDLTELCTHOTL ST nET,

HEX D, SttmosEie, CEHRIC,
DX D EHHEL BT %9,

SAPPORD-STONE

BREWING

Sapporo Stone Brewing fhi%. 20224£9 H 1 H T 245 SapporoUSA #23K [H
777 E—AEHD—>TH 3 StonettH BN L CTEENAEHTT, 24E5K
H OMEMIRTZ R 2 2025425 (% Sapporo DRI AKEREE A 0 ¥ L,

19644 1C Y v R e BFho HA D b it % Bl L <LK, KEFEFEOE X %
Ky LDEWGIcHAEEL., KV HifAr— 1280 T5CLBEAD
ETHDHDFE Lo (BETREN HFFEE - XM FLEDOE—ARHETL 2285,
20254FE% b - T\ KENTHE L T\ % Sapporo BT E & CTRERE~Y Y b
D F L) FARMICIZ, TR OEERIC X California | Escondido T35 CHlyE X
N —n%, il - SR OB R IC 1E Virginia i Richmond T35 ¢l X iz
E—n%, BEILTEY LT,

LA VEAREDEREICE 5T, E— L@ 1 TATLCHEFEAN, L

Z 7 v CELUEHECHMEAL VR AKRBRE AV T X5, MOAarL5E
MEZKREFEE — L EERLTEY £5, Sapporo 2SKEICEWT, FBEIZILR
TE720F. VA7 VvEROBEKROCHINIH oCTHC & TL 7,
M 20254 HICAANREWZ L E LA, 5l xdlkEEoHE
HoTHEVET, IoT, A4Hd. VAT VERDERE &b, KkETD
EURRADOFEEEHIET L L DI, HREZIZL® LT 5 HA Lo XKETD
RBCHBMCTEETIORNLTEBY £,

RERROERED @RS, 220XV HEL.
HEOBRE L I T wAEEE T,

v Ko v — kAt
ERSFEATRIATE. JRFERES
AL A

S o
HAKLITSL L1 SAKE
FESFZLTEOTESTEnET,

HATHBROBEVCEZHL LT E T,
[HEEh RO CEBEZB Y DX VERLBRL LT E 3

20254F1Z 7 2 — LERRIEIRICIEEE~ DI ERIAR D A v 7L —Y 3
v b7 v TEBIARE. TAa—LERICL 5 TE X ICEAIED R —
FETLZo LELYAVRE—ARELL DA T I =T EAK TS
2, BARBEHSRBHMAROEERF T, i bicHmEr 52 TNn
Flhko TNF. VAT VP HABERLS—HELAD, FILVWFRE
DN CTE LB NG LR TE D $95,

HEEHEE T, NERESSER SO B, FiY v v v [Hakutsuru
Blanc] #F5EL HARBEOH L WIELAFTOCREZ I LOE L, &
BhEEEE i, HAR L Sake D% X SICIAFTERD £,

20264E13F (59 %) H£TT. HAREL Sake DN % X L IR, B
X S IBE JERAKEZERIKT 2 —FicwkLEL X 5, Ho
BREDLDLVBHOHL EF TS,

AKEDESZFLALL BHCEL EFET,
Hakutsuru Sake of America, Inc.

General Manager F€H E#f (Yoshiki Hida)
info@hakutsuru-america.com

o PN
._ - {\
TR ORES % A %

Kirin Brewery of America LLC21151
‘;& KI RI N S. Western Ave., #135A, Torrance, CA 90501
Phone (310)714-0596

FEHDTELTHOTL I CTIET,
BRICEPNE L CRER L AFETEZ oM & L BEUTHL LT E T,

2025 4R F A v 7 Lol BEEBUR DB CTHEERIC L 5 T L w4 L
BYE Lo 2R M EARCAFERRE, UHSLHEANIKEAEH~HESSL
WEBNCIINT 5 7. 2 OEEFENTEAZRIRE & FRAMRZEDS
NECEEERLES, —HT, FYY—XDT7—A FY ) —XH#EBICE T
ZHARANETFOERA L, HAUE~OREREE o %—FET DV £ Lo
LV DFTEHABE~OBOREBIFE R FRCEDIFHEL LT, BRERT
AV HOBELICEF LOoOoH 5 L EFEYICBRET,

FIVIVTIUVFDBRLTFEIETHEAT A WO LICRET 5 C LA
KTE O ET, FE, LitEdbk* Y v 2 —FD—HTH % New Belgium
Brewing TOHLE « PiTe# BIA72 L ¥ Lo 604ELL RiIch 72 b KEICHEZ
LC&RFXY v T 7 %, FLR) v =T AL TROMEL 7 mEEH
DT Y oL BEFHTLYEZL OBEHICET 2Fch—HTT, FY
VI N—TDDNATH b BEHEARN - EAN ORI % KB LoD, New
Belgium Brewing DE#L 7c~—7 7 4 v 7 LB~ A—AICIRE L ZfiE %
BWRDERMA ST, 2026 3 HEE e Hic—BoMEXZHIELTE WD £9,

KREDLEDLOLRCEL CHEEZH Y 5 X5 B
WL B3, Ehko TR & CRELZ DX D B
L LT, FFEoMRE & ¢ CIHE 35 _;.

Kirin Brewery of America LLC
President & CEO

APRH S

I171c hi ko
SH@®CHU
JAPAN

TEHTELTEDTLS I WET,

HATHBEOBECEZHL LT E T,
[HEEH A O CEBEIL D L DX D ERLR L BT E 3

FE. HRE L HAEESR~ORELEHARMCEE Y., KECkE»
T His S A B~ DR —BRE > TH OV ET, & b,
HARDOIEE S L ICT T 25HliIzFE~mE o TH Y, B LT
by TOLEHEDL LwHAOEL 2 B REEREZ B L TL D
2L D 2~BEITE S X5, kA v b eEmEsiEib L
TEnhF L7,

BRCEINE LT, KRL LT AMIEROHE L X 2k -
WA o LRAE S, HEOZWBEER W TWwA T L EELE T,
Wbz, SRIEI N2 BRRIC K D EWfiEZ B L T2 5 Gt
RRFTGED, A =2 —BFOYR— 1+ &L, EEoREEEDO—
BeAans X5RIALTERD 9,

KEOTFZTH2 T (COL5E) . B - 155 - Hie mHEik
FRWMT I vwbhTkhEd, chEcEAER
CTHONABNRKE CTEME, FL A~ |
B ErADETCERDLVFAL. BEOCE |
BLIgcnklE 4,

iichiko USA, Inc.
Sales Manager ¥ %% (Tsutomu Higashi)

)




Sake Shochu Spirits Institute of America
NPOZEA KEHLEEZHE BT

All Japan News Inc.

HATHBEOBECEZHL LT E T,
[HEEH RO X ZIH D L DX D ERLR L BT E 3

20254EIZ HABERICL s TRLW—ETH V|, [EFEEMOEE ) A4
vZL—vayv, BEBRELR CWEASEEE L LALZOHRTHAR
LA b7 UBEENER T, b iciEer 52Tl nhE L, chidLr
Z b7 VR HARBERN LA, FHILWFREZUVIR-TE LT
DERRICEDL D T8 Ao WAL RETANLISFFEZ DR ARV ¥ —,
FHEDOEREDIGBICEHT 3 L & bic, RKEAARTSORECHEE LT
EBEEHEY BT T,

CTNE TH - B L B ZIC, 4% HARDBENZIEfRa. %
HRekzWo CMOTHETH VHT 7w o TH Y 37, 20265 3F
. B X5 i IER B REZBOKT . BARRXUEDRKZ X Hic
I —fFcwzLEL £ 5

WO CHR L IR O X VTR L LT £

David Kudo (T 5%)
President, All Japan News Inc.
KRENEBEN 7R BRENTFERT (AR

Japanese
| ] »
Iiii;!!ljllﬂﬁgag

HATHEZ BOHAL LT E S,

BEHMOKEEY - BT OIEEIC b B ZESEEEIC D HARZE %
FTHYHATHES, —H T HRERLZ 2 COoNED R TRE
Lo BXALIREB AN BRZARCATIER D L b F Ao RTF - HE
AICBEADTEARAIRTT,

ES LB HMAL T ERHEL D, mDEEAC & FH
WEECI A nHEZ L BT S, HEOT A Y A TEHABDOHWFED
90% BAHARANLHND A% 1> THERTHRET,

HASEDIEL Wik & S THICRGKREKZE L I3 %2184, 1
NOEFEOEL E DFE D E R C NIC X D7 A HREDFE S HHEFIC
ANBRET, “CHEIELVWHEAROETEHAW LBEETEIO2DHEHD
FHAo LUy FROIELWHAEDOIED 2D ICF. BHENAEE
FHBLTHRAL T CLREEACLTRAVWEEEZE T,

HARILOFED oI b FLER “Bb%E & 5 KT 22" 280
ICiEE ., HARERDOER L chicEo TW L FIfFTT,

2026 FEREHEH IC L > THIA LS L E—FICAR D
FFCLBOLIVBHOEHEL EFES,

CyNR=Z—XL AT Za—R

MR JISmahds

s
et . . ity

AT - CHCTOEAC N

S Besr

o 1> 2 )

i
GAUTEC |

PHEHTELC, 3DTES I nET,

You be creative, we do the rest # 2@ —# (T
FalUb # HFUCIAT B iEE) % . F % D Sushi robot &
FLICHEFLTEND 3,

% AESED LN CBEEH) 3 &5
R DX BEAHL EFET,

sushimachines.com

¥
{;.?,5% 310-370-1680
\“- ]

S bemajiast

HEATHEOCBREEHL LI E T,

A L R R

RED KK TEBAT7Z T 285N % Rt L E 5,
EHbOLNRBLIENTDIRE, LALL BEHCHL EFET,

MIYAKO ORIENTAL FOODS, INC.
customerservice@coldmountainmiso.com
(626) 962-9633

e € orafuku

HATHEOVEIZHAL LI E I,

Bzl L CAxDEDL LIcHzflifEs S 2REFELTEWD 35

Otafuku Foods, Inc.
13117 Molette St., Santa Fe Springs, CA 90670
www.otafukufoods.com
562-404-4700

ﬂ’ @ﬂ Otafuku_us

S




Find Us#
@los Ange‘es
Japanese sake

‘.
o)

KIKISAKE-SHI

e Meetup

ORI

SOMMELIER
CLUB

Sho Chlku Bal

tzé5#$

Japanese
food_
quality

Honorary Sake Sommelier & Saka-Sho

I'j‘;:

1w

Bon Yagi Katsuya Uechi Rick Smith & Beau Timken
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Kats Miyazato
Honorary Sake Sommelier

Owner “SAKAYANYC

Owner of M&M Enterprise

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

often see breweries and wholesale

dealers recommending their sake
to local American diners at sampling
events, saying, “This sake goes with
any food,” “We use 100% Yamadani-
shiki rice,” “This is Junmai Daiginjo,”
and “This is a traditional kimoto sake,”
etc. However, most people (including
myself) don’t understand what those
industry jargon means. In other words,
“So what are the flavors of sake, and
what foods does the sake go well
with?” is my question.

While sake fully utilizes processing

techniques to create differences in
flavor as a product, wine is largely
influenced by the flavor of the grapes
themselves, more of an agricultural
product. In other words, the flavor of
sake can be designed to some extent
and adjusted (through the selection of
rice, grade of rice polishing, fermenta-
tion, temperature, storage method, etc.),
while wine is largely dependent on the
quality of grapes harvested that year.
If that’s the case, the best and quickest
way to understand sake and to commu-
nicate the flavor is to understand the

brewery’s objective for the particular
brand (design objective). Isn’t it most
important to accurately communicate
to consumers the brewery’s “philos-
ophy and objective towards the brand’s
flavor?” For example, the brewery’s
benefits of hard water should be capital-
ized upon, and the use of XX rice to
pursue the ultimate compatibility with
meat dishes, how the sake is created
using rice YYY to create a unique-
ness that won’t be defeated by wine or
shochu, etc., to suggest designing sake
that proposes a more narrowed-down
qualities to customers.m
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Brewery Owner

% Kosuke Kuji

Nanbu Bijin Inc.
Fifth Generation
Brewery Owner

; ;;
i
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+ International

! Sake Sommelier
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Shigeto Terasaka
 Sake Sommelier -
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Japan Hollywood Network Academia de Sake Mexico Mutual Trading
Founder

Sara Guterbock
International
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Masato Kato
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Isao Kiyota

Sake Sommelier and Others

W Teruyuki Joe Mizuno
|, Kobayashi Head of the “Regional
! Taruhei Brewing Co Ltd. Sake Tasting Club”
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Akira Yuhara
) Sake Sqrnjmelie(r ]

Miyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

Tamagawa Hand Made
Japanese Sake
Master Sake Brewer

Keita Akaboshi Mei HO Miyuki
~ Sake Sommelier Sake Sommelier Yoshida
Kuramoto US Inc. True Sake que §0mmeli¢(
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Michael John Mai Segawa Don Lee
,,S,imki,‘} N Advanced Sake Sake Sommelier
MJS Sake Selection ,Sof"’"?”ef _— Yama Sushi
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Eda Vuong

International International

Chizuko
Niikawa-Helto

Hirohisa Eduardo Yoshihiro
Kikuchi - Dingler Sako

 Sake Sommelier L Sake Ambassador  Sake Sommelier
L } Yuzuki

Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
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Koji Wong Kurtis Wells Stuart Morris
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Mutual Trading
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Mutual Trading
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International International International
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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

Recommending sake to gals and
inbound tourists: Part |
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oung consumers are not
consuming sake, is it because
they “hate” sake?
Approximately 30 years have
passed since I entered the sake industry.
I have faced this issue since I was a
young worker.
As a young student in my twenties,
I knew no one (students at the Tokyo
University of Agriculture, Depart-
ment of Fermentation Science and
Technology) who didn’t consume sake
because they “hated” sake. On the
contrary, many sons of sake breweries
attended the university, whose parents
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sent sake to enjoy in the dorm. We
held sake tasting events and actively
frequented restaurants with many
regional sake selections.

However, quality sake was still
expensive, nearly double the cost of
carton sake at the time. As sons of sake
breweries, we knew delicious Junmai
and Honjozo brands, and the skill to
find delicious, affordable sake can be
acquired by “studying.”

However, there were no smart-
phones and cell phones at the time,
which required hundreds of times more
effort and passion to research and learn
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Japanese Restaurant News

about sake. Several years have passed
since. We entered our 30s, 40s, and 50s,
and the younger generation’s relation-
ship with sake became fuzzy.

However, the production volume
of sake dropped to 1/3 of its peak
volume within the last 50 years, with
seemingly little potential left for
domestic consumption.

Therefore, I was contemplating
how to encourage sake consump-
tion among younger generations and
inbound tourists to Japan when I met a
group of “gals.”m

(To be continued in the next report)
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Yoshihide Murakami

Master Sake Sommelier
Liquor Manager
JFC International Inc.
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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)
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Why does Ginjo sake generate a fruity aroma...?
BEEIITEREFTHITSON

injo sake generates a unique
aroma, referred to as a “fruity
aroma” or “floral aroma.”

Generally speaking, the aroma is
described as a fruity aroma similar to
Delicious Apples, melon, banana, a
sweet and refreshing aroma.

The Ginjo aroma is known to
consist of mainly ester components
such as isoamyl acetate, isobutyl
acetate, ethyl valerate, caproic acid
ethyl, and caprylic acid ethyl, along
with high-end alcohol such as isoamyl
alcohol. These esters are consistent
with the fruity aroma components of
apple, melon, banana, pineapple, etc.

The secret behind sake prepared
from rice generating this fruity aroma
is the unique production method behind
Ginjo sake. Ginjo sake is produced
“using white rice polished below the
rice polishing ratio below 60%, gradu-
ally fermented at low-temperatures.”
The production conditions inhibit the
effects of yeast as much as possible,
resulting in the fruity aroma.

First of all, the more the ingredient
rice is polished, the more pure starch is
produced. The reason why sake rice is
polished to a high degree is to elimi-
nate protein and lipids that would be a
factor that reduces the flavor of sake.
At the same time, the outer layer also
contains nitrogen compounds, vitamins,
etc., that would become nutrients to
the yeast.

Therefore, in the fermentation
mash prepared from highly polished
steamed white rice, the yeast lack
sources of nutrients, thus impacting
its activity. Also, while the rice malt is
prepared especially by hand to produce
Ginjo sake, this rice malt is ideal to

gradually dissolve the steamed rice
in the mash, a condition to gradually
ferment the alcohol in the yeast. Thus,
the low temperature below 50 degF
not only further inhibits the steamed
rice from dissolving; it also inhibits the
activities of the yeast.

In this way, when left in a starved
state in cold region, the yeast will
utilize the fragrance ester to create
its own energy. This is how the fruity
aroma is created from esters. However,
the yeast also has several types that
easily generate the Ginjo aroma. Also,
the fruity aroma components are also
included in the carbonic acid gener-
ated while the fermentation-mash is
fermenting, but instantaneously dis-
appears, only to reappear later in the
production stage. However, the fruity
aroma is not guaranteed to be gener-
ated, but said to be dependent on the
skill of the Master sake brewer.m
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Shichiken Hakushin
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

Shichida Parfait
Junmai Daiginjo
Tenzan Sake Brewe (Saga)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Kurosawa Ginrei
Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Souke Ozakaya
Junmai Daiginjo
0zeki Corporation (Hyogo)

ZOREFGASHEREEL DIRBEEINTVET, This article was courtesy from Shibata Shoten Co Ltd.
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Halloween
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alloween is celebrated on
October 31. For some reason,
Halloween is increasingly cel-

ebrated in various regions throughout
Japan in recent years. Although I'm
not sure what Halloween celebrates,
increasingly more Japanese cosplay
and celebrate Halloween lively. The
sight of small children cosplaying
as witches and devils, strolling the
streets collecting candy is endearing.
However, trouble occurs annually as
the night progresses, especially in the
“Shibuya” district.

Because Shibuya district was at
one time a lawless region with many
commotions that erupted like riots,
measures were implemented in recent
years to ensure crowds do not gather
at Shibuya on Halloween. Areas are
cordoned off with caution tape, many
stores close early, and transportation to
Shibuya district ends at noon. Shibuya
has become inconvenient and even
dangerous in recent years for anyone
with errands to run in the district
on Halloween.

The young generation is participat-
ing in celebrating Halloween, although
apparently not just in Japan. I’'m no
longer considered young for several
years, so at our store, I consulted with
a sommelier who periodically sched-
ules wine tasting events and decided to

TOI.(go by Ryuji Takahashi )
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organize an event that pairs wine with
Japanese snacks. Each of the 12 wine
selections were named after a devil or
a monster, according to its aroma and
flavor profile. Each guest received a
randomly distributed assortment of Jap-
anese snacks and asked the sommelier,
“Which wine would you pair with this
snack?” as they enjoyed the pairing.
Many wine selections not often
found in Japan were served during the
event. In many instances, guests were
impressed by the wine they drank for
the first time from the respective nation.
Japanese snacks were not limited to
selections anyone could guess would
be served with sake, which included
candy and even gum for pairing, which
stumped even the sommelier. This

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.

event was the most popular among
past wine tasting events. Cute children
dressed for Halloween, some youth
started commotions on Halloween,
while adults enjoyed a low-key Hal-
loween, celebrated in several styles
and regions.

The following day, the news only
covered a Halloween event held at
Shibuya. Many news outlets reported
fewer people gathered compared to the
previous year due to the heavy down-
pour and no major commotion. With
more foreign tourists visiting in recent
years with constant issues involving
tourists, Halloween is not an event to
start commotions with foreign tourists.
Instead, I see the need as a Japanese
national to organize dignified events.m
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Yuji Matsumoto
Master Sake Sommelier

Ami Nakanishi

Master Sake Sommelier
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Master Sake Sommelier

Toshio Ueno
Master Sake Sommelier

JAPAN

..-‘ B - ] =y
Yoshihide Murakami

Master Sake Sommelier

David Kudo

Master Sake Sommelier

Ryuji Takahashi

Master Sake Sommelier
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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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Compatibility between Sake and Japanese Cuisine

Clean and dry sake mild in distinct flavor along with pure
sake pairs well with any food. Aromatic sake and refreshing
sake pair well with acidic foods or food prepared from bland
food ingredients, while pure sake pairs well with simmered and
stir-fried cuisines, food that line the dinner table daily, and food
flavored with milk and butter. Rich foods pair well with hot sake
rich in flavor and refreshing sake.

Next, let’s think about foods compatible with Japanese sake.
Foods that pairs well with sake evolved since traditional sake fans
once licked salt and miso paste while enjoying sake. Sake is not
selected to match the food, yet foods can be selected to enhance
delicious sake flavors. Appetizers paired with sake are unique
dishes for which the Western counterparts are rarely found.

Traditionally, licking salt or miso paste is a unique way for
true sake fans to enjoy sake. Appetizers served with sake also tend
to be salty, such as salted and dried mullet roe or salted fish guts.

Similar to sake, rice crackers and snacks are also made from
rice and contain salt, thus pairs well with sake.

On the other hand, chocolates, cheese, and nuts enhance the
sake flavor. First, classic appetizers paired with Japanese sake
consist of salted fish guts, dried mullet roe, and other classic
delicacies served in the industry.

Strong salt flavor and rich fermentation flavor enhances
the sake flavor. Nuts faintly aromatic like rice and fermented
food products like cheese pair well with sake, along with sweets
like chocolate.m
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a New Japanese Food Culture
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By Atsushi Ashizawa

o
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Atsushi Ashizawa

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

The history of Gourmet Street in Little Tokyo changed
-Animation and the Little Tokyo/Arts District Station-
UMNLRRDBXLHDOESEZZER T
—7ZX=>3>e X0l kLEEER

apanese Village Plaza is in the
Jcenter of Little Tokyo. Long

lines of customers form in front
of Anime Jungle, the Sanrio Store,
Gashapon Bandai Official Store, and
Kura Revolving Sushi Bar collaborating
with anime on weekends.

In August, the last long-established
“Mitsuru Grill” with 70 years of history
in Little Tokyo was sold to Little
Akihabara Holdings, Inc. (President:
Nobuyuki Yamamoto).

Kawafuku Restaurant served
Edo-style Sushi, Tokyo Kaikan
invented the California Roll, and
Sapporo Ramen? was introduced in
the 1960s. Numano Sake Company
introduced Japanese sake California
Kiippon, the next generation took over,
and the long-established restaurants
closed their doors.

Half a century passed since,
and a new food culture emerged in
the neighborhood, a collaboration
between animation and cuisine of a
new era. Just as we got involved when
the previous generation closed their
doors, our generation is now facing a
generational shift.

The neighborhood is currently
home to 15 ramen shops, 7 restaurants
with sushi bars, and nearly 20 stores
serving beverages such as boba tea,
which is immensely popular among
young customers. The 15th restaurant

location of “Hinodeya Ramen” (Leader:
Yuta Kayano) is the 11th restaurant in
the U.S. since their expansion from
San Francisco.

The neighborhood is currently
changing. The flow of customers is
shifting from 1st Street to 2nd Street.
More stores opening target young
customers. A permanent J-pop Culture
Caf¢ is scheduled to open in early 2026.
Their menu and anticipated services
are garnering interest. Little Tokyo is
the largest Japantown overseas. The
collaboration of animation with a new
era of cuisine is streamed nationwide
and worldwide. Little Tokyo is still
the mecca of the latest food culture
worldwide, as history shows.

I wish you all good health
and prosperity as we welcome the

New Year.m
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Weller Court: 10:50am-3:40pm
123 Astronaut Ellison S Onizuka St, Los Angeles, CA 90012
Japanese Village Plaza: 12:30am-4:10pm

335 E 2nd St, Los Angeles, CA 90012
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JAPANESE FOOD & RESTAURANT EXPO
— |

JFRE 2025
Report3 LK—F3

What's Driving the Next Wave of Japanese Dining
Flavors, ingredients, and trends shaping Japanese cuisine in the U.S.
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Guests explore diner-captivating menu possibilities by incorporating A5 Wagyu Tenderloin.

he Food Pavilion at this year’s
T Japanese Food & Restaurant Expo

(JFRE) revealed a clear direction for
where industry professionals are placing
their priorities: products that deliver
quality, efficiency, premium value, and a
strong culinary narrative.

E(Djapanese Food & Restaurant

EXPO(JFRE)DT7—K/IEYF>T
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< A5 Wagyu Takes the Spotlight

Bz /TS ASHIF

A standout of the Food Pavilion was
MTC’s A5 Kagoshima Wagyu, particularly
the A5 Tenderloin. This rare cut
captivated industry professionals with
its refined sweetness, delicate marbling,
and unmistakably silky texture. Chefs
and buyers repeatedly described it as
“luxurious,” “incredibly clean,” and “a
different class entirely.”

In addition to the strong reception at the
JFRE, Mutual Trading recently achieved
a major milestone outbidding others to
acquire the Grand Champion carcass
at the 36th Autumn Kagoshima Kuroge
Wagyu Auction—a first-class recognition
of sourcing quality.

This milestone further reinforces the
strength of Mutual Trading’s Farm to
Customer model. By working directly
with producers and utilizing a whole-
cattle procurement system, Mutual Trading
minimizes intermediary costs—allowing
operators to access true Japanese A5
wagyu with both quality and pricing
advantages.

Los Angeles HQ

San Diego *
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> Learn more about
the Grand Champion
achievement

Seattle Las Vegas

< Menu Ideas That Captured Buyers’ Attention
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A5 Wagyu Sushi for Restaurants
Many chefs responded strongly to the
idea of offering A5 wagyu nigiri for
approximately $2 per piece. For diners, this
becomes a small yet memorable luxury;for
chefs, it can create a high-impact item that
elevates the brand without overwhelming
food cost.

Retail Bento Applications

For retail settings, the A5 Sliced Top Blade
(Misugi) drew attention due to its thin
slicing and quick sear. Costing roughly
$!1 per nigiri, chefs can craft a five-piece
premium wagyu sushi set at around $9,
a price point buyers noted performs
extremely well in competitive bento
sections.

These applications demonstrated that A5
wagyu can support both premium dining
and everyday retail innovation, giving
operators flexible pathways to incorporate
true Japanese A5 into their offerings.
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#77497 A5 Tenderloin

MUTUAL TRADING: the Wagyu Industry Leader!
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* TOP importer of Wagyu in America

* NATIONWIDE distribution to ensure steady supply
* Wagyu SPECIALISTS ensure quality, drive innovation
* Producer-direct partnerships CERTIFIES authenticity

* As industry recognized leader,

SECURED THE 2025 KAGOSHIMA GRAND CHAMPION CARCASS
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Efficiency-Driven Kitchen Solutions
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Beyond wagyu, the strongest behavior
trend centered around  products
developed to reduce staff labor without
compromising quality.

Ramen soup bases—tonkotsu, shoyu, miso,
spicy miso, and vegan—were consistent
best sellers, valued for depth of flavor and
ease of use. Frozen ready-to-serve items
such as takoyaki, yakitori thigh with sauce,
torikawa gyoza, and tako karaage offered
operators predictable consistency across
service periods.

One item repeatedly mentioned was the
takoyaki densely filled with overflowing
octopus, praised for its standout texture
and flavor compared to typical market

options.
P from left:

* Takoyaki, #715181
* Torikawa Gyoza #23552
» Somi Tonkotsu Ramen Soup Base #231 14
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MBFHPFCTELIEGNRIVEEEEDE | categories in Japanese dining. This year,
interest was not limited to traditional
i ramen shops—cafés, fast-casual operators,
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DT—AVRA—=TA=X[E BLEDHLEIR ramen as a flexible add-on menu category.
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Premium Seafood - Flavor, Seasonality & Craftsmanship
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Tsukiji Ohta emerged as the highlight
of the seafood category, offering chefs
a direct connection to Toyosu Market
and the distinct flavors of Japan’s winter
waters. Kanburi  (Winter Yellowtail)
showed exceptional fattiness and depth of
umami, while Blue Fin Tuna received strong
praise for its clean, premium quality. Many
industry professionals noted how the
natural three-day aging during shipment
further enhanced tenderness and flavor.

Attendees also valued the reliability
of Tsukiji Ohta’s twice-weekly Toyosu
shipments and the ability to communicate
directly with expert buyers—giving them
confidence in both quality control and
consistency.

Complementing the fresh fish showcase,
the Super Frozen / ULTS selection drew
notable attention. Super Frozen Sea Urchin
stood out for its clean flavor and strong
value; Super Frozen Toro Iwashi earned
praise for its rich marbling.

Together, the fresh offerings from Tsukiji
Ohta and the ultra-premium Super Frozen
selection demonstrated the breadth—and
reliability—of Mutual Trading’s seafood
portfolio.
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from left:
¢ ULTS Sea Urchin #71937
e ULTS Toro Iwashi #72914
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Ramen’s Continued Rise Across Concepts
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Ramen remains one of the most influential

and even non-Japanese venues explored

were surprised by the depth in flavor as

if stove-top prepared, yet simply achieved
i by the one-step microwave preparation,
i making it ideal for kitchens lacking full

equipment. Flavors include tonkotsu-style,

shoyu, miso, and a soupless tantanmen,
i each crafted with a quality level that
differentiates from typical convenience-
i style ramen.

Miyako Mensyo Ramen Series:
* Miso #18375

* Soy Sauce #49304
* Tonkotsu #52204

Bright, Modern Japanese Flavors
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citrus continued to drive

desserts, and seafood pairings.

i Modern flavors such as black sesame latte

. i and Japanese jalapefio sauce added further
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momentum, appealing to chefs seeking

from left:
* Kin Yuzu Oil #20725
*Yuzu Sorbet #58973
* Kuki Kuro Goma
Latte Powder #23916
* Yuzu Cocktail Syrup #20793

Atlanta < Florida *

Bringing the Flavors of Japan
to the People of the World

¢ Tan Tan Men #34579
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Ehime Kankitsu Citrus Farmers:

The challenges of organic citrus
farmers in Ehime prefecture,
renowned as Citrus Kingdom Ehime,
the top producer of Japanese citrus

-Introducing the unknown flavors of
Japanese citrus to consumers worldwide-

BRI A T DEHICERZES
DMAZTDOEE - BEOBEKRERDHEL
~FFHSNTVWEVLWEXREHRBD

Eh %z tHBA~
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Japanese citrus “Yuzu” is gaining great popularity in recent years,

primarily in Europe.

However, there are many Japanese citrus fruits not familiar in the global
market, of which over 40 different citrus fruits are growing in Ehime prefec-
ture, the top producer of Japanese citrus. The Ehime Organic Kankitsu Citrus
Farmers Team (hereinafter referred to as the “team”), promotes environmen-
tally conscious organic and sustainable farming, taking on a new challenge

to introduce Japanese “Organic Citrus” to the global market.

EERCKZROIC, BAREHRE W7 DRSWEEZEHTVETD,
UNUHFRICIFRLZASN TWERWEAEHBISHZ <EEL. BABHOM
BEMTHIBERTIFI0OBEUENETOSNTWEY, TOHRTHHEBEFEIC
K DRBADEE & F AR REICID HO BE B EMHBREEE T —L LT,
F—L0) D WE “BEHEE OENTEICET IRk ERO TWED,

ne reason Ehime Kankitsu
Citrus is delicious is because
of the unique natural environ-

ment. Citrus grows with good water
drainage where sunlight is efficiently
absorbed in terraced orchards that
expand on steep slopes, warm winters
with little rain. The temperature differ-
ence between night and day condenses
the sweet flavor of citrus to an even
balance between fragrant aroma and
acidity. Unlike conventional farming,
organic farming does not use chemical
fertilizers, herbicides, nor pesticides,
which requires time and effort that
produces delicious and safe citrus.

The team works daily to produce
soil suitable for each region, insist
on cultivating organic fertilizer,
and reuses abandoned farmland for
organic farming to “promote farming

that continues into the next genera-
tion to deliver safe and reliable citrus
to consumers.”

Japanese organic citrus is uniquely
flavorful. “Ehime Kashi No. 28” is
jelly-like in texture, while “Haruka”
is subtly sweet with fragrant aroma.
“Amanatsu” and “Kawachi Bankan”
are well-balanced in refreshing acidity
and bittersweet flavor, while “Iyokan”
is highly aromatic and rich in flavor.
The aroma and texture of each variety
offer ingredients that stimulate the
creativity of cooks, bartenders, and
pastry chefs.

The team is working hard to
develop various products for export,
such as whole citrus powder and
creative heart-shaped citrus that directly
utilizes the nutrients of organic citrus.



To introduce the appeal of these
products in person, we collaborated
with U.S. pastry chefs and bartenders
at an event in New York. Bartenders
based in New York proposed original
cocktails that drew out and maximized
the citrus aroma and flavors. A heart-
shaped dry Rinoka Lemon was used
as an accent of an exquisite and highly
aromatic cocktail.

Also, a popular pastry chef intro-
duced sweets using Iyokan powder. The
deep aroma and subtle, sweet flavor of
Iyokan were well received. At a sake
event in Denver, Japanese organic
Rinoka Lemon and sweet sake were
mixed as a cocktail, served to local
American guests and was well received.

The next goal is to organize a stable

supply chain (volume and quality) year-
round, and to deliver Japanese citrus
to the global market in a sustainable
way, pass on regional agriculture to
the next generation, and to introduce
the unknown appeal of Japanese citrus
to a global market. Our challenge has
just begun.m
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For our interested readers / ZBELDH B HIEIE SN -
Ehime Kankitsu Citrus Farmers E2Ebh A = DEH{BERES

Web: https://www.ehimecitrusfarmers.com
E-mail: kankitsu.ehime2024@gmail.com
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Japanese Food Expo 2025

-The largest Japanese food expo introducing
Japanese food products in Los Angeles-

TwINZ—X+TJ—K + TXXR2025 4
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(JFCA), a non-profit that aims to

increase recognition and health
benefits of Japanese food products,
held the “Japanese Food Expo 2025”
at the Universal Hilton Hotel in the
Los Angeles suburbs for two days
from November 14 to 15. This trade-
show is jointly organized between the
JFCA and Japan External Trade Organi-
zation (JETRO) and supported by the
Ministry of Agriculture, Forestry and
Fisheries to popularize Japanese cuisine
and food products in the U.S. market
and develop sales channels.

Over 80 food companies led by
Japanese food companies in the U.S.,
organizations, and local govern-
ment agencies exhibited at the expo,
organized this year for the 18th year.
Various food products including
Japanese sake, shochu, rice and rice-
based products, noodles, condiments,
processed seafood and frozen food
products were exhibited and samples
served. The number of guests reached
approximately 2,800 in two days,
consisting of a wide range of attendees
from the Japanese food distribu-
tors, restaurant affiliates, retailers and
general consumers.

Also, JETRO installed the “local
government pavilion” for multiple local
municipalities to promote their regional
specialty products.

Akira Kajita, Executive Director of
JETRO Los Angeles, shared his enthu-
siasm. “Global gateway is a business
strategy we support. At this expo, we
supported vendors to assess the market
with their samples brought from
Kagawa prefecture, Shizuoka prefec-
ture, the Confectioner’s association,
and Japan Soy Sauce Brewers’ Associ-
ation.” Kajita further commented on
his aspirations. “As the industry faces
challenges such as tariffs, we believe
the health benefits of Japanese cuisine
can overcome these challenges.
JETRO will continue to promote
Japanese cuisine in the U.S. without
fearing tariffs.”

Yasumasa Tajima, Director of
Japan Soy-sauce Brewers' Association,

l apanese Food Culture Association

commented, “Japanese soy sauce varies
in flavors. Six businesses came together
to introduce a wide range of soy sauce
flavors. As exports increase, Japanese
soy sauce is growing by double-digits
year-round to introduce traditional
Japanese soy sauce to consumers world-
wide. Because business-to-business
(B-to-B) customers are important, we’d
like to connect with new customers to
increase future business opportuni-
ties. We soon plan to head to Mexico
for business. This expo is valuable to
attract new customers.”

The booth of Gunma prefec-
ture collaborated with prefectural
businesses and distributed samples
to promote prefectural agricultural
and processed food products. Buyers
and general consumers commented
positively on the quality and flavor
of the food products, an opportu-
nity that highlighted possibilities for
Gunma prefectural products in the
U.S. market. The significant feature of
this expo is its function as a place to
negotiate business with industry profes-
sionals and to serve as a test market
for general consumers. In addition
to the feedback from direct product
assessments obtained by distributing
samples of food and beverage products,
the expo is a practical opportunity to
develop sales channels for exhibitors
since marketability can be confirmed
from actual sales.

Consul General Kosei Murota
of the Consulate-General of Japan in
Los Angeles commented, “The eyes of
exhibitors lit up. Consumers knew more
about Japan and Japanese cuisine than
we imagined. The fact that consumers
came to the expo to enjoy Japanese
culture and cuisine moved us. I realized
again that there are true business oppor-
tunities here for Japan.”

Consul General Murota continued,
“Japanese agricultural products are
increasingly consumed in the U.S.
market and selling more. This trend
will not change, but rather, I believe
this trend will increase in the future.
While industry professionals face insti-
tutional challenges pertaining to tariffs,
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From left : Akira Kajita
Executive Director of
JETRO Los Angeles

Consul General
Kosei Murota
Consulate-General of
Japanin Los Angeles

Naohisa Nakada
President of the JFCA

I hope we overcome these challenges
together and that Japanese food
culture and business enjoy success,
which the Consulate-General of Japan
in Los Angeles will do what we can
to support.”

The U.S. market, where the
Japanese food craze worldwide origi-
nated, poses a high barrier for entry
through food safety regulations and
distribution channels. On the other
hand, demand for “authentic” and
“heath-conscious” products are
increasing, mainly among high-income
earners. JECA connects local suppliers
with distributors to create a system
that ensures ongoing sales of Japanese
food products.

Naohisa Nakada, President of the
JFCA, commented on his aspirations.
“I’'m excited to welcome many guests
this year. This expo is currently held in

two cities, Los Angeles and New York.
Many U.S. consumers are still largely
unfamiliar with Japanese food products.
We look forward to organizing this
expo in such regions to support food
manufacturers, wholesalers, distributors
and supply chain solutions providers,
all working together to introduce
regional, unknown, delicious prefec-
tural food products not yet familiar
in the U.S. market and to support the
Japanese food industry.”

The weakening trend of the
Japanese Yen and the increasing
popularity of Japanese cuisine attracts
interest in the U.S. market from local
governments and business operators.
The Japanese Food Expo is an impor-
tant platform to increase Japanese food
products and introduce regional brands
in international markets, anticipated to
grow more important in the future.m
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"To the World with Special Freezing Technology
— DayBreak Pioneers the Overseas Expansion of 'Frozen Sushi'

-Freezing Technology: From 'Storage' to 'Distribution Infrastructure'
— DayBreak's Challenge-
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ayBreak is a company that
Dredeﬁnes freezing technology

not just as a tool for "food
preservation," but as an infrastructure
to enable the "international distribu-
tion of high-quality foods." Centered
around their proprietary rapid-freezing
machine, the ARTLOCK FREEZER,
DayBreak has accumulated over
700 installations since the launch of
the machine in October 2021. Their
technology enables a wide range of
foods—including seafood, prepared
dishes, sweets, bread, and traditional
Japanese confections—to be frozen
while maintaining their freshness and
texture. With this freezing technology
as the foundation, DayBreak has
recently begun to turn the challenge
of freezing and distributing "sushi"—a
field traditionally considered "diffi-
cult"—into a reality.

"Why Freezing Sushi
Has Been Difficult"

Sushi achieves its true “sushi-ness”
only when delicate conditions come
together—such as the freshness of the
raw seafood, the quality of the cooked
vinegared rice, and the ideal tempera-
ture and texture balance between the
topping and the rice. However, tradi-
tional freezing and thawing methods
have faced the following challenges:
*Loss of freshness in the topping, along

with drip and moisture leakage
*Drying, whitening, and deterioration

of texture in the vinegared rice
*Differences in the optimal thawing

conditions for the topping and the rice

For these reasons, frozen sushi
never became mainstream and remained
largely experimental for many years.

However, DayBreak claims that
advancements in freezing technology—
along with the optimization of the
overall recipe, including both the
vinegared rice and the toppings—have
made it possible to create “frozen sushi
that maintains sufficient quality as
sushi even after refrigerated thawing.”

This technological breakthrough is
shifting the freezing and distribution of
sushi from the realm of “possibility” to
that of practical application.

Expansion of the Frozen Sushi
Market — Entry of Renowned
Restaurants and
Growing Awareness

Between 2024 and 2025, a
number of renowned sushi restaurants
and popular sushi chains introduced
Artlock freezers and began selling
frozen sushi. Participants range from
high-end Tokyo establishments and
regionally acclaimed sushi restaurants
to nationwide take-out sushi chains.
As a result, the perception of freezing
has shifted from “a means of preserva-
tion” to “a way to deliver high quality
and convenience,” and frozen sushi is
evolving from a niche experiment into a
mainstream form of sushi distribution.

DayBreak itself has designated
2025 as the “First Year of Frozen
Sushi,” strengthening its efforts to
promote the value and market poten-
tial of frozen sushi both in Japan
and abroad.
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Established U.S. subsidiary
“DayBreak USA Inc.” — Achieving
the Export and Mainstream
Adoption of Frozen Sushi

Following these domestic devel-
opments, in April 2025 Daybreak
announced a partnership with the U.S.
Japanese supermarket chain Mitsuwa
Marketplace. U.S. sales of frozen
sushi began in June 2025. This marked
the first case in which frozen sushi
exported from Japan became a regular,
staple product in the U.S. retail market.

In terms of logistics, DayBreak’s
proprietary cold-chain technology—
using its own insulated and cooling
materials—allowed product quality to
be maintained even after roughly three
months of transport, including ocean
shipping. With this quality control and
distribution network in place, interna-
tional distribution became possible.

By September 2025, sales also
began at Mitsuwa’s Hawaii stores,
achieving expansion not only along the
West Coast but also into more remote
regions. This represented an important
milestone demonstrating that frozen
sushi can circulate overseas as an
“everyday product.”

Not just limited to exports
— a business model that looks at
the entire distribution process.
The success of frozen sushi lies not
only in technology but in redefining
the entire value chain, from "freezer
equipment and recipe development" to
"distribution and packaging materials,"
"export procedures," and "defrosting

and sales at retail stores." DayBreak
goes beyond merely providing freezers;
as a comprehensive frozen solutions
provider, it has built a business model
that anticipates the needs of both distri-
bution and sales.

Furthermore, the international
expansion of freezing technology has
the potential to simultaneously address
challenges such as reducing food
waste, improving logistics efficiency,
and coping with the shortage of
skilled artisans or the absence of local
craftsmen. By enabling high-value-
added foods like sushi to succeed in
frozen distribution, the “globalization
of Japanese cuisine” and the creation
of “new infrastructure for food distri-
bution” become tangible possibilities.

Moreover, DayBreak is not limited
to frozen sushi; it is advancing the
application of freezing technology
to a wide range of foods, including
Japanese confectionery, prepared
meals, meal sets, bread, and sweets,
aiming to redefine the value of frozen
foods as a whole.

Significance and Future Outlook
*Globalization of Sushi:

Overcoming constraints such as
freshness requirements and the shortage
of skilled chefs, enabling the delivery
of Japan-quality sushi to consumers
worldwide.

*Structural Transformation
of Food Distribution:

Turning “freezing technology” into
core infrastructure and shifting from the
traditional freshness-first distribution
model to a new model that balances
quality preservation, shelf stability, and
logistics efficiency.

*Sustainable Distribution:

Reducing food loss, improving
inventory and delivery efficiency, and
extending transport distances to lessen
environmental impact and supply
limitations.

*Diversified Expansion
of Japanese Cuisine:

Promoting Japanese food culture
globally by applying these technolo-
gies not only to sushi but also to a wide



range of categories such as wagashi,
prepared foods, bread, and sweets.

2025 has been designated as
the “First Year of Frozen Sushi.” As
technology and distribution networks
continue to mature, frozen sushi has
the potential to evolve from a niche
product into a new global standard for
Japanese cuisine.

Through DayBreak’s integration of
high-quality freezing technology, cold-
chain infrastructure, and international
distribution initiatives, the company has
made it a reality to redefine sushi—a
food traditionally emblematic of fresh
ingredients—as a frozen product.

This endeavor is not merely a
business model innovation; it repre-
sents a fundamental shift in the concept
of food distribution itself. Moving
forward, the symbolic success of frozen
sushi may serve as a starting point for
new global value created through the
fusion of Japanese food culture and
logistics technology.m
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DayBreak USA Inc. Company Profile
CEO / Yoshihiro Katayama
Established: November 11, 2025
Location: California, USA

Business Description: Engaged

in the development of freezing
technologies in the United States
and in the food distribution business,
including frozen sushi.

URL https://www.d-break.co.jp/
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Meetup

OZEKT
SAKE

GEKKEIKAN SAKE
KYOTO SINCE 1637

Ku(lSéKE-SHI
I i
SAKE

SOMMELIER
CLUB

Honorary Sake Sommelier

e

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

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Kats Miyazato
Honorary Sake Sommelier

Bon Yagi
Hanorary Sake S ommeher

Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho

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

Katsuya Group

Owner “SAKAVANYC'

MASTER

SAKE
SOMMELIER

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

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

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

David Kudo

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

sale dealers recommending their
sake to local American diners at
sampling events, saying, “This sake
goes with any food,” “We use 100%
Yamadanishiki rice,” “This is Junmai
Daiginjo,” and “This is a traditional
kimoto sake,” etc. However, most
people (including myself) don’t under-
stand what those industry jargon means.
In other words, “So what are the flavors
of sake, and what foods does the sake
go well with?”” is my question.
While sake fully utilizes processing

I often see breweries and whole-

£ EHRIERIEH

mBEE L, BREEBR
—t A3 RN B O BB
FREERESEMXE
B RFIER 100% (L.
RKRGER", “EROAKE S,
HREIMAREEASHKER.ER
B2A(BERES) BFHAQER
REME NS Z, RBAEEN
TREE S+ EREE.
AABEZE—ErI AT F A
T ftic B OKEYE m, MA & AR

“Creative Sushi & Sake” llustrares the technigues of the
finest sushi chefs throughouwt the world, concentrating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top [apanesa
professional chefs with many years of experience,

[published in English by All Japan Mews, Inc., in 2005)

techniques to create differences in
flavor as a product, wine is largely
influenced by the flavor of the grapes
themselves, more of an agricultural
product. In other words, the flavor of
sake can be designed to some extent
and adjusted (through the selection of
rice, grade of rice polishing, fermenta-
tion, temperature, storage method, etc.),
while wine is largely dependent on the
quality of grapes harvested that year.
If that’s the case, the best and quickest
way to understand sake and to commu-
nicate the flavor is to understand the

WEARBEARIHKE, BLERK
BRABENREER. ROER, B
R LOE 8 MR ER 5T (BAK KB K
Pl.BECRE.BREANEF) FET
—ERENRAE MEamEREEH
EFENTENRERE.
INRZBERNGE, ERNEEL
NENRFH AR T BBERDZE
HERN S H (RETEH) . EKBER
fHERRRE, FTEEHESR T E
BRERE, FERAEELM LS

« 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

brewery’s objective for the particular
brand (design objective). Isn’t it most
important to accurately communicate
to consumers the brewery’s “philos-
ophy and objective towards the brand’s
flavor?” For example, the brewery’s
benefits of hard water should be capital-
ized upon, and the use of XX rice to
pursue the ultimate compatibility with
meat dishes, how the sake is created
using rice YYY to create a unique-
ness that won’t be defeated by wine or
shochu, etc., to suggest designing sake
that proposes a more narrowed-down
qualities to customers.m

BYEA T ERAKE, EMERMAE
MEN. KA FEARMEEES
EEBEBRSVNER “HREMNERM
B, thanF K E (oK) NES,
ATERERNERENEHORS
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28 January 2026 - www.alljapannews.com
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sPARKLING sakE.= Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes

~ Fruityaroma

and it
gentle sweetness -
~ like muscat
" . Fruity apple-like GLUTEN
aroma FREE
and refreshing,
clean sweet taste
NO
MSG
REAL
YUZU
JUICE
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5 fl.oz. 32 fl.oz.

8 MIE}CRISP

L SPARKLING SAKE

chicken with

v e vuzu miso glaze
wt &

300ML, 750ML

Made by
MIYAKO ORIENTAL FOODS INC.
Brewed by Shirakabegura brewery in Hyogo Baldwin Park, CA 91706 USA Tel. 626-962-9633
THANK YOU s, SHO CHIKU BAI SHIRAKABEGURA customerservice@coldmountainmiso.com
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Restaurant Trend Report

MUTUAL TRADING

FRE

JAPANESE FOOD & RESTAURANT EXPO
=

JFRE 2025
Report3 #H&(Z)

What's Driving the Next Wave of Japanese Dining

Flavors, ingredients, and trends shaping Japanese cuisine in the U.S.
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he Food Pavilion at this year’s

Japanese Food & Restaurant Expo

(JFRE) revealed a clear direction for
where industry professionals are placing
their priorities: products that deliver
quality, efficiency, premium value, and a
strong culinary narrative.

< A5 Wagyu Takes the Spotlight

ASTNF R A& EREL

A standout of the Food Pavilion was
MTC’s A5 Kagoshima Wagyu, particularly
the A5 Tenderloin. This rare cut
captivated industry professionals with
its refined sweetness, delicate marbling,
and unmistakably silky texture. Chefs
and buyers repeatedly described it as

“luxurious,” “incredibly clean,” and “a
different class entirely.”

In addition to the strong reception at the
JFRE, Mutual Trading recently achieved
a major milestone outbidding others to
acquire the Grand Champion carcass
at the 36th Autumn Kagoshima Kuroge
Wagyu Auction—a first-class recognition
of sourcing quality.

This milestone further reinforces the
strength of Mutual Trading’s Farm to
Customer model. By working directly
with producers and utilizing a whole-
cattle procurement system, Mutual Trading
minimizes intermediary costs—allowing
operators to access true Japanese A5
wagyu with both quality and pricing
advantages.

Los Angeles HQ
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> Learn more about

the Grand Champion
achievement
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Seattle * Las Vegas

celebrating 100 years

Menu Ideas That Captured Buyers’ Attention
%5 | B REAFHREAT

A5 Wagyu Sushi for Restaurants
Many chefs responded strongly to the
idea of offering A5 wagyu nigiri for
approximately $2 per piece. For diners, this
becomes a small yet memorable luxury;for
chefs, it can create a high-impact item that
elevates the brand without overwhelming
food cost.

Retail Bento Applications

For retail settings, the A5 Sliced Top Blade
(Misugi) drew attention due to its thin
slicing and quick sear. Costing roughly
$1 per nigiri, chefs can craft a five-piece
premium wagyu sushi set at around $9,
a price point buyers noted performs
extremely well in competitive bento
sections.

These applications demonstrated that A5
wagyu can support both premium dining
and everyday retail innovation, giving
operators flexible pathways to incorporate
true Japanese A5 into their offerings.
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MUTUAL TRADING: the Wagyu Industry Leader!
MUTUAL TRADING (R B 5 1 F) - M4 ERNEEE

* TOP importer of Wagyu in America

* NATIONWIDE distribution to ensure steady supply
* Wagyu SPECIALISTS ensure quality, drive innovation
* Producer-direct partnerships CERTIFIES authenticity

* As industry recognized leader,

SECURED THE 2025 KAGOSHIMA GRAND CHAMPION CARCASS
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(Grand Champion Carcass)

Phoenix * Dallas * Houston

Austin * Honolulu

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



: Ramen’s Continued Rise Across Concepts
RIEETE R R & AR P aY BRI

< Efficiency-Driven Kitchen Solutions

RS EBONEERRAE

Beyond wagyu, the strongest behavior
trend centered around  products
developed to reduce staff labor without
compromising quality.

Ramen soup bases—tonkotsu, shoyu, miso,
spicy miso, and vegan—were consistent
best sellers, valued for depth of flavor and
ease of use. Frozen ready-to-serve items
such as takoyaki, yakitori thigh with sauce,
torikawa gyoza, and tako karaage offered
operators predictable consistency across
service periods.

One item repeatedly mentioned was the
takoyaki densely filled with overflowing
octopus, praised for its standout texture
and flavor compared to typical market

options.
4 from left:

* Takoyaki, #715181
* Torikawa Gyoza #23552
* Somi Tonkotsu Ramen Soup Base #231 14

BT RILEZ bh, AR AT A

GrP eSS REAE AR S B RTIR T
AR EEARN SRR 3E A 1R i b

Bt U BRI, SR L R AR
% R0 950 K 5 R R BB

Ramen remains one of the most influential
categories in Japanese dining. This year,
interest was not limited to traditional
i ramen shops—cafés, fast-casual operators,
and even non-Japanese venues explored
ramen as a flexible add-on menu category.

TE, BRFCERIEAR . BRI R
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Premium Seafood - Flavor, Seasonality & Craftsmanship

mimEe —— K. FHERBARE

TR B, SR (Tsukiji |
Ohta) Rkt 2 H (a2, 2 EBHe |

Tsukiji Ohta emerged as the highlight
of the seafood category, offering chefs
a direct connection to Toyosu Market
and the distinct flavors of Japan’s winter
waters. Kanburi  (Winter Yellowtail)
showed exceptional fattiness and depth of
umami, while Blue FinTuna received strong
praise for its clean, premium quality. Many
industry professionals noted how the
natural three-day aging during shipment
further enhanced tenderness and flavor.

Attendees also valued the reliability
of Tsukiji Ohta’s twice-weekly Toyosu
shipments and the ability to communicate
directly with expert buyers—giving them
confidence in both quality control and
consistency.

Complementing the fresh fish showcase,
the Super Frozen / ULTS selection drew
notable attention. Super Frozen Sea Urchin
stood out for its clean flavor and strong
value; Super Frozen Toro Iwashi earned
praise for its rich marbling.

Together, the fresh offerings from Tsukiji
Ohta and the ultra-premium Super Frozen
selection demonstrated the breadth—and
reliability—of Mutual Trading’s seafood
portfolio.

= Kb =
C S

from left: FERE (uni)

e ULTS Sea Urchin #71937
e ULTS Toro lwashi #72914

New York < Boston

BARDKZHADALZIZ

Bg# T £ (toro iwashi) |

T HIBE T (Toyosu  Market)

MPRBEIE T, WA 0 AKX Rm |

The new Mensyo Ramen series drew
especially enthusiastic reactions.Attendees
were surprised by the depth in flavor as

if stove-top prepared, yet simply achieved
i by the one-step microwave preparation,
o — i RS S E i, REINERER
T E R BN R N R . BT
T bk ) TR L, SEH B E
FCAE PR B Rk b S BE 25

making it ideal for kitchens lacking full
equipment. Flavors include tonkotsu-style,
shoyu, miso, and a soupless tantanmen,
i each crafted with a quality level that
differentiates from typical convenience-
i style ramen.

: Miyako Mensyo Ramen Series:

* Miso #18375

* Soy Sauce #49304
* Tonkotsu #52204

Bright, Modern Japanese Flavors

BA5E. R B UERE
Japanese citrus continued to drive
innovation, with yuzu, shikwasa, kabosu,
i and sudachi appearing in sauces, cocktails,
i desserts, and seafood pairings.

ARk RIL . % (Kanburi / Winter

Yellowtail) [KlH 528/ i i & &
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B
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Tuna) HJLLUHAGR. i 2 Bk

Kizami yuzu, yuzu sorbet, and yuzu miso
were highlighted as versatile ingredients
ideal for both traditional and contemporary
i menus.
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Modern flavors such as black sesame latte
i and Japanese jalapefio sauce added further
{ momentum, appealing to chefs seeking
visually engaging and story-driven accents.

from left:
* KinYuzu Oil #20725
* Yuzu Sorbet #58973
* Kuki Kuro Goma
Latte Powder #23916
*Yuzu Cocktail Syrup #20793
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Bringing the Flavors of Japan
to the People of the World

e Tan Tan Men #34579

Lima (Super Nikkei)
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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

Recommending sake to gals and
inbound tourists: Part |

MRGEAARETHAE H—

oung consumers are not
consuming sake, is it because
they “hate” sake?
Approximately 30 years have
passed since I entered the sake industry.
I have faced this issue since I was a
young worker.
As a young student in my twenties,
I knew no one (students at the Tokyo
University of Agriculture, Depart-
ment of Fermentation Science and
Technology) who didn’t consume sake
because they “hated” sake. On the
contrary, many sons of sake breweries
attended the university, whose parents
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sent sake to enjoy in the dorm. We
held sake tasting events and actively
frequented restaurants with many
regional sake selections.

However, quality sake was still
expensive, nearly double the cost of
carton sake at the time. As sons of sake
breweries, we knew delicious Junmai
and Honjozo brands, and the skill to
find delicious, affordable sake can be
acquired by “studying.”

However, there were no smart-
phones and cell phones at the time,
which required hundreds of times more
effort and passion to research and learn

BYTE R 2 2k B 48 > KR — R ER IR M
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about sake. Several years have passed
since. We entered our 30s, 40s, and 50s,
and the younger generation’s relation-
ship with sake became fuzzy.

However, the production volume
of sake dropped to 1/3 of its peak
volume within the last 50 years, with
seemingly little potential left for
domestic consumption.

Therefore, I was contemplating
how to encourage sake consump-
tion among younger generations and
inbound tourists to Japan when I met a
group of “gals.”m

(To be continued in the next report)

AR HEA3IOR 40
o BRS040, & a7 — Bk B
BERFEAEARBRFENOA

M BABEBANRRKE
RENESELHKIBESOFRE
ERRBREN=02— BARY
BHAFXERNHERBERE

R BRAREE EEARK
WEEHMA HEMA L ERZR
B AR ERSEAE & EEM
B?MERERNBRER HBE TR
BAREKHIE—BE A

@NEIE-+))



"‘I 3 IILa INTERNATIONAL INC
e

www.jfc.com

Why does Ginjo sake generate a fruity aroma...?
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injo sake generates a unique
aroma, referred to as a “fruity
aroma” or “floral aroma.”

Generally speaking, the aroma is
described as a fruity aroma similar to
Delicious Apples, melon, banana, a
sweet and refreshing aroma.

The Ginjo aroma is known to
consist of mainly ester components

150&%”* /H 7
NB4A2EEO
BBEMNZEPLE
BEFHRMF

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

© I’ ;\‘INTERNATIONAL INC ‘

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

such as isoamyl acetate, isobutyl
acetate, ethyl valerate, caproic acid
ethyl, and caprylic acid ethyl, along
with high-end alcohol such as isoamyl
alcohol. These esters are consistent
with the fruity aroma components of
apple, melon, banana, pineapple, etc.

The secret behind sake prepared
from rice generating this fruity aroma
is the unique production method behind
Ginjo sake. Ginjo sake is produced
“using white rice polished below the
rice polishing ratio below 60%, gradu-
ally fermented at low-temperatures.”
The production conditions inhibit the
effects of yeast as much as possible,
resulting in the fruity aroma.

First of all, the more the ingredient
rice is polished, the more pure starch is
produced. The reason why sake rice is
polished to a high degree is to elimi-
nate protein and lipids that would be a
factor that reduces the flavor of sake.
At the same time, the outer layer also
contains nitrogen compounds, vitamins,
etc., that would become nutrients to
the yeast.

Therefore, in the fermentation
mash prepared from highly polished
steamed white rice, the yeast lack

sources of nutrients, thus impacting
its activity. Also, while the rice malt is
prepared especially by hand to produce
Ginjo sake, this rice malt is ideal to
gradually dissolve the steamed rice
in the mash, a condition to gradually
ferment the alcohol in the yeast. Thus,
the low temperature below 50 degF
not only further inhibits the steamed
rice from dissolving; it also inhibits the
activities of the yeast.

In this way, when left in a starved
state in cold region, the yeast will
utilize the fragrance ester to create
its own energy. This is how the fruity
aroma is created from esters. However,
the yeast also has several types that
easily generate the Ginjo aroma. Also,
the fruity aroma components are also
included in the carbonic acid gener-
ated while the fermentation-mash is
fermenting, but instantaneously dis-
appears, only to reappear later in the
production stage. However, the fruity
aroma is not guaranteed to be gener-
ated, but said to be dependent on the
skill of the Master sake brewer.m
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:Polishing Rate: 50%
i (Yamadanishiki &
i Nihonbare)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

i SMV: 42
i SMV:3 ©Polishing Rate: 50%
Polishing Rate: 50% (Gohyakumangoku,
¢ (Yamadanishiki) ¢ Chiyonishiki)

Kurosawa Ginrei
Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)

Souke Ozakaya
Junmai Daiginjo
0zeki Corporation (Hyogo)

|

.

] i SMV:+4

i Polishing Rate: 50%
i (Hakutsuru Nishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

£ SV: N/A
i Polishing Rate: 27%
i (Yumesansui)

Shichiken Hakushin
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

£ SMV:N/A
i Polishing Rate: 25%
i (Yamadanishiki)

Shichida Parfait
Junmai Daiginjo
Tenzan Sake Brewe (Saga)

‘ "

This article was courtesy from Shibata Shoten Co Ltd.
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Halloween
B EEf

alloween is celebrated on
October 31. For some reason,
Halloween is increasingly cel-

ebrated in various regions throughout
Japan in recent years. Although I'm
not sure what Halloween celebrates,
increasingly more Japanese cosplay
and celebrate Halloween lively. The
sight of small children cosplaying
as witches and devils, strolling the
streets collecting candy is endearing.
However, trouble occurs annually as
the night progresses, especially in the
“Shibuya” district.

Because Shibuya district was at
one time a lawless region with many
commotions that erupted like riots,
measures were implemented in recent
years to ensure crowds do not gather
at Shibuya on Halloween. Areas are
cordoned off with caution tape, many
stores close early, and transportation to
Shibuya district ends at noon. Shibuya
has become inconvenient and even
dangerous in recent years for anyone
with errands to run in the district
on Halloween.

The young generation is participat-
ing in celebrating Halloween, although
apparently not just in Japan. I’'m no
longer considered young for several
years, so at our store, I consulted with
a sommelier who periodically sched-
ules wine tasting events and decided to

ToKYO o
Jizake Strolling
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organize an event that pairs wine with
Japanese snacks. Each of the 12 wine
selections were named after a devil or
a monster, according to its aroma and
flavor profile. Each guest received a
randomly distributed assortment of Jap-
anese snacks and asked the sommelier,
“Which wine would you pair with this
snack?” as they enjoyed the pairing.
Many wine selections not often
found in Japan were served during the
event. In many instances, guests were
impressed by the wine they drank for
the first time from the respective nation.
Japanese snacks were not limited to
selections anyone could guess would
be served with sake, which included
candy and even gum for pairing, which
stumped even the sommelier. This
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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.

event was the most popular among
past wine tasting events. Cute children
dressed for Halloween, some youth
started commotions on Halloween,
while adults enjoyed a low-key Hal-
loween, celebrated in several styles
and regions.

The following day, the news only
covered a Halloween event held at
Shibuya. Many news outlets reported
fewer people gathered compared to the
previous year due to the heavy down-
pour and no major commotion. With
more foreign tourists visiting in recent
years with constant issues involving
tourists, Halloween is not an event to
start commotions with foreign tourists.
Instead, I see the need as a Japanese
national to organize dignified events.m
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Sake Shochu Spirits Institute of America
NPOiEA
KEE R A B B
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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Compatibility between Sake and Japanese Cuisine

Clean and dry sake mild in distinct flavor along with pure
sake pairs well with any food. Aromatic sake and refreshing
sake pair well with acidic foods or food prepared from bland
food ingredients, while pure sake pairs well with simmered and
stir-fried cuisines, food that line the dinner table daily, and food
flavored with milk and butter. Rich foods pair well with hot sake
rich in flavor and refreshing sake.

Next, let’s think about foods compatible with Japanese sake.
Foods that pairs well with sake evolved since traditional sake fans
once licked salt and miso paste while enjoying sake. Sake is not
selected to match the food, yet foods can be selected to enhance
delicious sake flavors. Appetizers paired with sake are unique
dishes for which the Western counterparts are rarely found.

Traditionally, licking salt or miso paste is a unique way for
true sake fans to enjoy sake. Appetizers served with sake also
tend to be salty, such as salted and dried mullet roe or salted fish
guts.

Similar to sake, rice crackers and snacks are also made from
rice and contain salt, thus pairs well with sake.

On the other hand, chocolates, cheese, and nuts enhance the
sake flavor. First, classic appetizers paired with Japanese sake
consist of salted fish guts, dried mullet roe, and other classic
delicacies served in the industry.

Strong salt flavor and rich fermentation flavor enhances
the sake flavor. Nuts faintly aromatic like rice and fermented
food products like cheese pair well with sake, along with sweets
like chocolate.m
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Katsuya Group

GEKKEIKAN SAKE
KYOTO SINCE 1637

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

Crhari;mranr o

A

OZEKT
SAKE

n

Rick Smith &
Hiroko Furukawa
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Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier
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Kats Miyazato
Honorary Sake Sommelier

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

Owner “True Sake”

Owner of M&M Enterprise

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

sale dealers recommending their
sake to local American diners at
sampling events, saying, “This sake
goes with any food,” “We use 100%
Yamadanishiki rice,” “This is Junmai
Daiginjo,” and “This is a traditional
kimoto sake,” etc. However, most
people (including myself) don’t under-
stand what those industry jargon means.
In other words, “So what are the flavors
of sake, and what foods does the sake
go well with?”” is my question.
While sake fully utilizes processing

I often see breweries and whole-

techniques to create differences in
flavor as a product, wine is largely
influenced by the flavor of the grapes
themselves, more of an agricultural
product. In other words, the flavor of
sake can be designed to some extent
and adjusted (through the selection of
rice, grade of rice polishing, fermenta-
tion, temperature, storage method, etc.),
while wine is largely dependent on the
quality of grapes harvested that year.
If that’s the case, the best and quickest
way to understand sake and to commu-
nicate the flavor is to understand the

brewery’s objective for the particular
brand (design objective). Isn’t it most
important to accurately communicate
to consumers the brewery’s “philos-
ophy and objective towards the brand’s
flavor?” For example, the brewery’s
benefits of hard water should be capital-
ized upon, and the use of XX rice to
pursue the ultimate compatibility with
meat dishes, how the sake is created
using rice YYY to create a unique-
ness that won’t be defeated by wine or
shochu, etc., to suggest designing sake
that proposes a more narrowed-down
qualities to customers.m
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"Creative Sushi & Sake” [Ilustrares the technigues of the
fimest sushi cheds throughouwt the world, concenirating on
the artistic presentations, unigue ingredients 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, [nc., in 2005)
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» Mew 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
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Brewery Owner
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% Kosuke Kuji

Nanbu Bijin Inc.
Fifth Generation
’ Brewery Owner

International
|| Sake Sommelier
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Takao Matsukawa

Sake Sommelier and Others

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

. Rachel
Macalisang

Philip Harper

Tamagawa Hand Made

Latin Region Specialist L~ .. JapaneseSake Sake and Wine
Mutual Trading = e Master Sake Brewer Sommelier
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Keita Akaboshi Mei HO Miyuki
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Michael John Mai Segawa Don Lee
Simkin Advanced Sake Sake Sommelier
MJS Sake Selection ,50’,"’"?”“ _— Yama Sushi
Owner Tako Grill Owner Chef

Shigeto Terasaka Isao Kiyota Eda Vuong
Sake Sommelier International  fa International
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Japan Hollywood Network Academia de Sake Mexico Mutual Trading
Founder

Sara Guterbock
International

Sake Sommelier

New York Mutual Trading

NewYork Mutual Tfadiﬁé

Rachel Fiekowsky Masae Kusada
International International
Sake Sommelier Sake Sommelier

New York Mutual Tfadiﬁé

Chizuko
Niikawa-Helto
L Sake Sommelier

~ Sake Samurai

Hirohisa Eduardo Yoshihiro
Kikuchi Dingler Sako

 Sake Sommelier Sake Ambassador  Sake Sommelier
Yuzuki

KojiWong
Owner
Japon Bistro

Kaz Tokuhara

) ) Toshiyuki Koizumi

 Sake Sommelier . Sake Sommelier Sake Sommelier
Manager Savannah e AN
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Gary Imada
Sake Advisor

- =

Shino Okita

Certified Sake Sommelier International Patsy Lu
Shochu Advisor Sake Sommelier International
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Hanbai Solutions LLC.

Lora Blackwell
International
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Koji Aoto

Jonathan Cortez

Latin Region Specialist
Mutual Trading

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

Young's Market Company
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W Stuart Morris
Sake Sommelier

Kurtis Wells
Miclogit

Eiji Mori Mthael Russell‘
Sake Sommelier Certified Sake Sommelier
Katana Restaurant Pacific International

Liquor Inc

Mutﬁal 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

Recommending sake to gals and

inbound tourists: Part |
7t£2} CIHIREY Ye2= 1™

oung consumers are not
consuming sake, is it because
they “hate” sake?
Approximately 30 years have
passed since I entered the sake industry.
I have faced this issue since I was a
young worker.
As a young student in my twenties,
I knew no one (students at the Tokyo
University of Agriculture, Depart-
ment of Fermentation Science and
Technology) who didn’t consume sake
because they “hated” sake. On the
contrary, many sons of sake breweries
attended the university, whose parents
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sent sake to enjoy in the dorm. We
held sake tasting events and actively
frequented restaurants with many
regional sake selections.

However, quality sake was still
expensive, nearly double the cost of
carton sake at the time. As sons of sake
breweries, we knew delicious Junmai
and Honjozo brands, and the skill to
find delicious, affordable sake can be
acquired by “studying.”

However, there were no smart-
phones and cell phones at the time,
which required hundreds of times more
effort and passion to research and learn
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about sake. Several years have passed
since. We entered our 30s, 40s, and 50s,
and the younger generation’s relation-
ship with sake became fuzzy.

However, the production volume
of sake dropped to 1/3 of its peak
volume within the last 50 years, with
seemingly little potential left for
domestic consumption.

Therefore, I was contemplating
how to encourage sake consump-
tion among younger generations and
inbound tourists to Japan when I met a
group of “gals.”m

(To be continued in the next report)
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

© I’ ﬂlNTERNATIONAL 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

Why does Ginjo sake generate a fruity aroma...?
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injo sake generates a unique

aroma, referred to as a “fruity

aroma” or “floral aroma.”
Generally speaking, the aroma is
described as a fruity aroma similar to
Delicious Apples, melon, banana, a
sweet and refreshing aroma.

The Ginjo aroma is known to
consist of mainly ester components
such as isoamyl acetate, isobutyl
acetate, ethyl valerate, caproic acid
ethyl, and caprylic acid ethyl, along
with high-end alcohol such as isoamyl
alcohol. These esters are consistent
with the fruity aroma components of
apple, melon, banana, pineapple, etc.

The secret behind sake prepared
from rice generating this fruity aroma
is the unique production method behind
Ginjo sake. Ginjo sake is produced
“using white rice polished below the
rice polishing ratio below 60%, gradu-
ally fermented at low-temperatures.”
The production conditions inhibit the
effects of yeast as much as possible,
resulting in the fruity aroma.

First of all, the more the ingredient
rice is polished, the more pure starch is
produced. The reason why sake rice is
polished to a high degree is to elimi-
nate protein and lipids that would be a
factor that reduces the flavor of sake.
At the same time, the outer layer also
contains nitrogen compounds, vitamins,
etc., that would become nutrients to
the yeast.

Therefore, in the fermentation
mash prepared from highly polished

O] Lt=7t?

Ginjo sake, this rice malt is ideal to
gradually dissolve the steamed rice
in the mash, a condition to gradually
ferment the alcohol in the yeast. Thus,
the low temperature below 50 degF
not only further inhibits the steamed
rice from dissolving; it also inhibits the
activities of the yeast.

In this way, when left in a starved
state in cold region, the yeast will
utilize the fragrance ester to create
its own energy. This is how the fruity
aroma is created from esters. However,
the yeast also has several types that
easily generate the Ginjo aroma. Also,
the fruity aroma components are also
included in the carbonic acid gener-
ated while the fermentation-mash is
fermenting, but instantaneously dis-
appears, only to reappear later in the
production stage. However, the fruity
aroma is not guaranteed to be gener-
ated, but said to be dependent on the
skill of the Master sake brewer.m
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HAWAII Branch steamed white rice, the yeast lack 259 g ¢3S Aoz LM 7t 7|7t 2| ChA| LE2CE CHet, 2
IJ-|TP|G§RO<;J|:U%FTFSIC|EC sources of nutrients, thus impacting 0, 0lS HARF= AtatLt M| E, Bt AY2 SAUT|E SFH BEA| LIR2L}
JESINC. T its activity. Also, while the rice malt is LIL}, TFQIOHE 22 Hhefutalol ok o ng =gl ol HER JERe &
Interbranch Distribution Center (IDC) prepared especially by hand to produce 20 L K|St Mof| &2 QICt BT}
-
| Er
LM+ :
©Polishing Rate: 50% - SMv:-3 . Polishing Rate:50% | | SMV:+4 - SMV:N/A - SMV:N/A
i (Yamadanishiki & i Polishing Rate: 50% . (Gohyakumangoku, J i Polishing Rate: 50% i Polishing Rate: 27% i Polishing Rate: 25%
i Nihonbare) i (Yamadanishiki) i Chiyonishiki) i (Hakutsuru Nishiki) i (Yumesansui) - (Yamadanishiki)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Souke Ozakaya
Junmai Daiginjo
0zeki Corporation (Hyogo)

Kurosawa Ginrei
Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Shichiken Hakushin
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

Shichida Parfait
Junmai Daiginjo
Tenzan Sake Brewe (Saga)

This article was courtesy from Shibata Shoten Co Ltd.
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Halloween
S22l

alloween is celebrated on

October 31. For some reason,

Halloween is increasingly cel-
ebrated in various regions throughout
Japan in recent years. Although I'm
not sure what Halloween celebrates,
increasingly more Japanese cosplay
and celebrate Halloween lively. The
sight of small children cosplaying
as witches and devils, strolling the
streets collecting candy is endearing.
However, trouble occurs annually as
the night progresses, especially in the
“Shibuya” district.

Because Shibuya district was at
one time a lawless region with many
commotions that erupted like riots,
measures were implemented in recent
years to ensure crowds do not gather
at Shibuya on Halloween. Areas are
cordoned off with caution tape, many
stores close early, and transportation to
Shibuya district ends at noon. Shibuya
has become inconvenient and even
dangerous in recent years for anyone
with errands to run in the district
on Halloween.

The young generation is participat-
ing in celebrating Halloween, although
apparently not just in Japan. I’'m no
longer considered young for several
years, so at our store, I consulted with
a sommelier who periodically sched-
ules wine tasting events and decided to
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organize an event that pairs wine with
Japanese snacks. Each of the 12 wine
selections were named after a devil or
a monster, according to its aroma and
flavor profile. Each guest received a
randomly distributed assortment of Jap-
anese snacks and asked the sommelier,
“Which wine would you pair with this
snack?” as they enjoyed the pairing.
Many wine selections not often
found in Japan were served during the
event. In many instances, guests were
impressed by the wine they drank for
the first time from the respective nation.
Japanese snacks were not limited to
selections anyone could guess would
be served with sake, which included
candy and even gum for pairing, which
stumped even the sommelier. This

40 January 2026 - 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.

event was the most popular among
past wine tasting events. Cute children
dressed for Halloween, some youth
started commotions on Halloween,
while adults enjoyed a low-key Hal-
loween, celebrated in several styles
and regions.

The following day, the news only
covered a Halloween event held at
Shibuya. Many news outlets reported
fewer people gathered compared to the
previous year due to the heavy down-
pour and no major commotion. With
more foreign tourists visiting in recent
years with constant issues involving
tourists, Halloween is not an event to
start commotions with foreign tourists.
Instead, I see the need as a Japanese
national to organize dignified events.m
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Sake Shochu Spirits Institute of America
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Let s learn about sake!
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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 para Chicas y

Turistas Internacionales, Parte 1

e ha dicho durante mucho tiempo que los
jovenes no beben sake, pero ¢,es realmente
porque les "desagrada” que no lo beben?
Llevo unos 30 anos en la industria del sake y
me he enfrentado a este problema desde joven.
Cuando era estudiante, a los 20 anos, nadie a
mi alrededor (Universidad de Agricultura de Tokio,
Departamento de Elaboracion de Cerveza) le
"desagradaba” el sake y no lo bebia.
De hecho, habia muchos hijos de maestros
de sake en mi universidad, y me enviaban sake
de las destilerias de sus familias y yo disfrutaba
tomandolo. Por otro lado, también participabamos
activamente en catas de sake y restaurantes que
ofrecian una amplia variedad de sake local.
Sin embargo, aunque el buen sake solia ser
casi el doble de caro que el envasado barato de
la época, los hijos de los fabricantes de sake
sabiamos que era lo que hacia que los sakes
junmai y honjozo fueran los mejores, y que silo
"estudiabamos”, podriamos encontrar sake barato
y delicioso.
Pero esto era antes de los smartphones y
los celulares. Investigar y aprender requeria
muchisimo mas esfuerzo y pasion que ahora.
Ha pasado el tiempo desde entonces, y ahora
tengo entre 30 y 50 anos, lo que dificulta ver la rel-
acion entre los jovenes y el sake.

Sin embargo, la situacion actual del sake
en Japon es que el volumen de produccion
ha caido a un tercio de su pico en los ultimos
50 anos, y ya no hay potencial para el con-
sumo interno.

Asi que, mientras pensaba en como
atraer a la generacion mas joven con un
futuro brillante y a los turistas que aman
Japon y visitan el pais para beber sake, me
encontré con un grupo de personas conoci-
das como "chicas”.

(Continuara)
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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

JFC International Inc.

4

O\
« l’ INTERNATIONAL INC

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

@l’ ™ INTERNATIONAL INC Www_jfc_com

.Por qué el sake ginjo tiene un aroma

afrutado?

sake ginjo tiene un
E I aroma distintivo.

Este aroma se deno-
mina "aroma ginjo” o "ginko".
Generalmente se describe como
el aroma dulce, refrescante y
afrutado de frutas como manza-
nas, melones y platanos.

Se sabe que los principa-
les componentes del aroma
ginjo son ésteres como el ace-
tato de isoamilo, el acetato de
isobutilo, el valerato de etilo,
el caproato de etilo y el capri-
lato de etilo, asi como alcoholes
superiores como el isoamilico.
Estos ésteres se combinan con
los componentes aromaticos de
frutas como manzanas, melo-
nes, platanos y pinas.

El secreto para producir un
aroma tan afrutado en el sake
de arroz reside en el singular
método de elaboracion del ginjo.
Esto implica utilizar arroz blanco
pulido hasta un 60 % o0 menos,
fermentarlo lentamente a bajas
temperaturas y utilizar una alta
proporcion de lias. Estas con-
diciones de elaboracion tienen

como objetivo minimizar la acti-
vidad de la levadura del sake,
produciendo asi el aroma

a ginjo.

En primer lugar, cuanto
mas pulido esté el arroz, mayor
sera la pureza de su almidon. El
arroz se pule tanto porque su
capa exterior contiene protei-
nasy lipidos que le confieren
un sabor desagradable al sake.
Sin embargo, la capa exterior
también contiene compues-
tos nitrogenados y vitaminas
que sirven como nutrientes para
la levadura.

Por lo tanto, en el puré ela-
borado con este arroz al vapor
tan pulido, la levadura carece
de una fuente de nutrientes y no
puede funcionar activamente.
Ademas, en la elaboracion del
sake ginjo, se utiliza un koji
artesanal especial (koji elabo-
rado por tsukihaseki), ideal para
disolver lentamente el arroz al
vapor en el puré, estimulando asi
la fermentacion alcoholica de la
levadura. Ademas, las tempe-
raturas extremmadamente bajas,

inferiores a 10 °C (10 °F), dificul-
tan aun mas la disolucion del
arroz al vapor, a la vez que supri-
men la actividad de la levadura.
Al carecer de nutrientes
en este clima frio, la levadura
comienza a producir su propia
energia mediante enzimas
dentro de su membrana celular,
conocidas como sistema de sin-
tesis de ésteres aromaticos. Asi
es como el sake ginjo adquiere
el aroma afrutado formado por
ésteres, pero también hay tipos
de levadura que son mas pro-
pensos a producir aroma a
ginjo. Este componente aroma-
tico también se encuentra en
el dioxido de carbono liberado
durante la etapa de formacion
de espuma de la fermentacion
del mosto, pero desaparece por
un tiempo y reaparece hacia el
final de la etapa. Sin embargo,
el aroma a ginjo no se obtiene
necesariamente con la elabora-
cion de ginjo, y se dice que su
desarrollo depende de la habili-
dad del maestro destilero.

&
L SMV:+2 : e
©Polishing Rate: 50% L SMv:-3 : Polishing Rate:50% | & i SMV:+4 o= | SMV:N/A
i (Yamadanishiki & i Polishing Rate: 50% . (Gohyakumangoku, 7 i Polishing Rate: 50% i Polishing Rate: 25%
i Nihonbare) i (Yamadanishiki) i Chiyonishiki) i (Hakutsuru Nishiki) i (Yamadanishiki)
Hakushika Sennenju Souke Ozakaya Kurosawa Ginrei Hakutsuru Nishiki Shichiken Hakushin Shichida Parfait

Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Junmai Daiginjo
0zeki Corporation (Hyogo)

Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)

Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

Junmai Daiginjo
Tenzan Sake Brewe (Saga)

) This article was courtesy from Shibata Shoten Co Ltd.
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31 de octubre es

Halloween
Halloween. Por alguna

E I razon, en los ultimos

anos se han celebrado eventos
de Halloween por todo Japon.
Aunque no se sabe con certeza
qué es Halloween, se ha con-
vertido en un festival de cosplay
en Japon, y cada ano cobra mas
vida. Es adorable ver a ninos
pequenos disfrazados de brujas
y demonios desfilando durante
el dia, recibiendo dulces, pero
cuando llega la hora de los adul-
tos, siempre hay problemas.
Shibuya es un lugar emblema-
tico de esto. Durante un tiempo,
se convirtid en una zona casi sin
ley, con masacres casi violentas.
En los ultimos anos, el distrito
de Shibuya ha estado disua-
diendo a la gente de reunirse

en Halloween. Se han erigido
barreras policiales, mas tien-
das cierran antes y el transporte
publico, incluidos los autobuses
a Shibuya, se detiene a media
tarde. En los ultimos anos, el

31 de octubre se ha convertido
en un dia peligroso e incomodo
para cualquier persona que
tenga negocios en Shibuya.

Sin embargo, esta parece
ser una tendencia que no se
limita a Japon, y parece que solo
los jovenes la aprueban. Desde
que dejé de ser joven hace unos
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anos, consulté con un sumi-

ller que ocasionalmente celebra
fiestas de vino en nuestro res-
taurante y decidi organizar un
evento de Halloween maridando
vino con dagashi (dulces bara-
tos). Cada uno de los 12 vinos
llevaba el nombre de un demo-
nio o monstruo, segun su aroma
y sabor. Los participantes reci-
bieron una caja de dagashi

SR (SFS)  1,500M
TR (1194 2 3,000

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.

Frvrm

.

Ji-sakeya ;5
| T MOGALED

(dulces baratos) asignada al
azar y preguntaron al sumi-

ller: "¢ Qué vino marida bien con
estos dulces?”. Disfrutaron del
maridaje. Muchos vinos prove-
nian de paises poco comunes en
Japon, y un gran numero partici-
pantes quedaron impresionados
con sus primeras degustacio-
nes. El dagashi incluia no solo
aperitivos tipicos, sino también

dulces y chicles, lo que dificultod
al sumiller maridar las bebidas,
pero termino siendo la fiesta

de vino mas elogiada de todas
hasta la fecha. Desde el ado-
rable Halloween de los ninos
hasta el desenfrenado y bulli-
cioso Halloween de los jovenes,
pasando por el mas discreto
Halloween de los adultos, se
celebraron diversos eventos de
Halloween en todo el pais, y pro-
bablemente todos disfrutaron
del dia. Sin embargo, las noticias
del dia siguiente solo cubrie-
ron los eventos de Halloween en
Shibuya. Debido a las fuertes
lluvias, se reunié menos gente
de lo habitual, y muchos infor-
maron que no hubo incidentes
importantes. Con el aumento de
turistas extranjeros ultimamente
y los constantes problemas

que causan, creo que debe-
mos pensar en celebrar eventos
dignos para los japoneses, en
lugar de eventos que involucren
a extranjeros y provoquen caos.
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Info Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Murakami David Kudo Ryuji Takahashi
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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.

Instituto de la Espiritu
Sake Shochu de América

Maridaje del sake con la comida

El sake ligero y seco, con un sabor poco
caracteristico, o sake tipo junshu, combina
bien con cualquier tipo de comida.

Los tipos kunshu y soshu, de sabor
ligero, combinan bien con platos acidos o
con ingredientes suaves. Los tipos junshu
maridan bien con guarniciones habituales,
como platos cocinados a fuego lento y sal-
teados. También combinan bien con leche y
mantequilla.

Los platos muy condimentados e ingre-
dientes con mucho sabor combinan bien con
el sake caliente, de sabor suave.

También se puede maridar con un
soshu ligero.

Ahora, pensemos en platos que maridan
bien con sake.

Desde la antigiedad, la gente ha dis-
frutado bebiendo sake lamiendo sal o
miso, pero los aperitivos para acompanarlo
han evolucionado.

En lugar de maridar el sake con la
comida, a veces se come algo para realzar
su sabor.

Estos son los llamados aperitivos para
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sake, una forma unica de disfrutarlo que no
es comun en Occidente. Desde la antigiedad
se dice que los verdaderos amantes del sake
lamen sal o miso mientras lo beben, pero los
aperitivos de sake suelen ser muy salados,
como las huevas de mujol secas y saladas 'y
el sake kasu.

Aperitivos como las galletas de arroz y los
dulces también son salados y, al igual que el
sake, estan hechos de arroz, lo que los con-
vierte en una excelente combinacion.

Otros aperitivos que realzan el sabor
del sake son el chocolate, el queso y los
frutos secos.

En primer lugar, si hablamos de aperiti-
vos clasicos y versatiles, exquisiteces como
el pescado salado y las huevas de mujol
secas son los mas comunes.

También hay aperitivos de estilo occiden-
tal que sorprendentemente complementan
al sake, con su fuerte sabor salado y su rico
sabor fermentado.

Los frutos secos, que tienen un aroma
suave similar al del arroz, y el queso fermen-
tado también maridan bien, y el sake también
combina bien con dulces como el chocolate.
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