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SPARKLING SAKE

brewed by
Shirakabegura Brewery
in Hyogo, Japan

Sparkling Sake for modern celebrations
Light. Approachable. Made to be shared.

MIO MIO NIGORI MIO CRISP

SPARKLING SAKE SPARKLING SAKE SPARKLING SAKE
Casual gatherings & starters Comfort dishes & bold flavors Fresh, light meals & seafood
Cheese, Charcuterie, Light bites Roasted meats, Sweet soy sauces, Sushi, Grilled fish, Shellfish
Grilled fare
fruity aroma creamy, sweet-tangy texture fruity apple-like aroma
and gentle sweetness with red-grape character and refreshing,
like muscat clean sweet taste

MIO NIGORI

SFARKLING SAKE
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150ml 300ml

750ml 300ml 750ml 150ml

300ml

product availability may vary in regions
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MTC WAGYU

A wagyu category designed for consistency, reliability,
and everyday use in professional kitchens.

Connect with
a Mutual Trading sales representative
today!
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product availability may vary by regions

Refreshing Flavor and

Umami from

For Sushi Rolls, Fish, and Meat Dishes

chicken with
yuzu miso glaze

Made by

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

cus’romerserwce@coldmountcunmlso com

===i=” MUTUAL TRADING

32 fl.oz.
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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.

[=]:)

Please visit
https://www.alljapannews.com




NEWS / TRENDS

Riding the Wave of Japanese Cuisine:

Thriving Demand Despite Tariff Headwinds
—How Japanese Food Continues to Expand
in the U.S. Market Even After Tariff Implementation—

FAHERZEITIARISAFRT—L4
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ven after reciprocal tariffs on
E Japanese agricultural, forestry,

and fishery products were
introduced under the Trump administra-
tion in April 2025, demand for Japanese
cuisine overseas has remained robust.
According to statistics from Japan’s
Ministry of Agriculture, Forestry and
Fisheries, the export value of Japanese
food and agricultural products in 2025
reached ¥1.7005 trillion (approxi-
mately $17 billion), marking a 12.8%
increase over the previous year and
setting a record for the 13th consecu-
tive year. While the total fell short of
the government’s 2025 target of ¥2
trillion, exports grew across all major
markets. The United States remained
the largest market, with exports rising
13.7% year-on-year to ¥276.2 billion,
demonstrating that Japanese tea, beef,
and seafood continue to enjoy strong
popularity—even amid price pressures
from the new tariffs.

Among the top performers driving
Japan’s food exports, green tea saw a
staggering 98% year-on-year increase,
fueled by the global rise in health-
conscious consumption. Seafood items
like scallops and yellowtail (buri)
also recorded strong growth, while
multiple other products—including
rice and beef—hit record-high export
values. These trends suggest that
rising overseas demand has more than
offset the cost pressures from newly
imposed tariffs.

The Japanese food market in the
U.S. continues to expand as well.
Market research estimates that the
total size of the U.S. Japanese restau-
rant sector is around $32.2 billion
(approximately ¥4.69 trillion), driven
by growing dining-out diversity and
the opening of new Japanese food
establishments. Sushi, ramen, and
izakaya-style dining are particularly
popular, indicating that Japanese
cuisine is increasingly becoming a
staple of American food culture.

However, on a global scale, the
number of Japanese restaurants slightly
declined to about 181,000 as of 2025,
with noticeable regional variations. In

N e

China, import restrictions on Japanese
seafood and economic slowdown
led to a significant drop in restaurant
numbers. In contrast, the U.S. saw a
modest increase, with about 26,360
Japanese restaurants, reflecting the
continued popularity of Japanese
cuisine across the country.

In the U.S., Japanese cuisine
continues to gain traction, yet rising
costs from tariffs remain a potential
risk. Increased ingredient prices could
eventually be passed on to restaurant
menus, which might affect consumer
demand. However, current data suggest
that growing consumer interest in
Japanese food, combined with height-
ened health-consciousness, is driving
the market forward, overcoming
these headwinds.

Even after tariffs were introduced,
exports of Japanese food products
and demand in overseas markets—
especially in the U.S.—continue to
grow, visible both in the expanding
restaurant scene and rising export
values. Looking ahead, streamlining
supply chains and implementing
strategic measures to mitigate tariff
impacts will be crucial for sustaining
growth and unlocking further potential
in global markets.m
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Bon Yagi
Honorary Sake Sommelier
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Katsuya Group
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Beau Timken
Honorary Sake Sommelier & Saka-Sho
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Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho
"~ Owner “SAKAVANYC'

Owner “True Sake”

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

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

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

David Kudo

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

N matter how good a product
O is, the message needs to
be communicated for customers to
try the product. Let’s consider when
the appropriate timing is and how to
communicate the appeal of Japanese
sake in a way that leads to sales.
Consider who the message is
directed to

Are chefs, servers, and bartenders
trained appropriately? Training the
staff to thoroughly understand why a
brand of sake tastes delicious and why
customers should try it is important

because a single try will not be suffi-
cient to understand even ten percent
of the appeal of a brand. Therefore,
please have staff try the sake paired
with the cuisine.
Timing

Of course, a good place to start
would be to have the servers change
their ordering from “What can I get
you to drink?” to “It’s cold outside,
would you like to try some hot sake?”
This suggestion alone is a major differ-
ence. Also, please mention two to
three different brands of Japanese sake
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during the recommendation.
Content

Speak informatively to customers
in a way that generates a response like
“Oh really?” For example, “How about
AAA, a dry and refreshing sake from
Niigata that goes great with sushi?” Or
“Would you like to try BBB, a brand of
sake from Akita that has body and goes
great with teriyaki?” The point is to
word the recommendations into easy-
to-understand sales pitches that makes
customers want to try the brand. Offer
two to three different brands that range
from reasonable to mid-range prices. m
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Timothy Sullivan
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Founder
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Teruyuki Joe Mizuno
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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 3

XL >INTY

Continuing from last report.

e wanted inbound visitors

and young people coming

to Shibuya to drink sake.
There is no inbound visitor in the
world who doesn’t know Shibuya, so
the strategy of getting inbound visitors
and young people to drink sake using
“Shibuya” and “Gals” as keywords was
developed entirely from the perspec-
tive of the “gals” themselves, the true
stakeholders. Gals brew sake with their
own hands, get involved in growing the
rice for it, and deeply respect Japan’s
traditional culture surrounding sake.
By doing so, they create a single gals
sake brand and transmit it to the world

FICBZEE £D3

through visual storytelling. With this
concept finalized, the gals came to a
sake brewery in Iwate to take part
in the filming of the all-important
visuals, the rice harvest, and the sake
brewing process.

They step into the rice paddies,
learn how to harvest rice from a local
farmer grandfather, and harvest the
rice dressed as gals. Then, in the fields
where the harvest has just finished, they
dance “Para Para,” a dance synonymous
with gals culture. A scene that would
have been unthinkable by conventional
standards spreads across Iwate.

After the harvest, they eat freshly
harvested rice salt rice balls made by

the farmer grandmothers, along with
senbei-jiru, a traditional dish of Ninohe
City. Watching the gals run up to the
grandmothers and excitedly say, “It’s
delicious—this is the best,” even the
farmers of Iwate, who at first wondered,
“What on earth has arrived here?”,
gradually open up. In the end, people
of all ages come together, become
friends, and take photos flashing the
gals peace sign.

It was a moment when we truly felt
the power of gals. The pure “heart” of
gals transcends generations, language,
and regional boundaries. It was also
the moment we felt certain that the
sake made by gals would undoubtedly
resonate with both young people in
Japan and people from overseas.

After that, they took part in the
brewing process at the brewery, danced
the customary Para Para once again,
and their days in Iwate came to an

end.m (To be continued in the next report)
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ake containers sold and common
S throughout the market consists
of barrels, paper containers, pet
bottles, aluminum cans, etc. However,

the most common sake container used
is the glass bottle, constituting ninety

=0k L WEZ 150188
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Yoshihide Murakami

Master Sake Sommelier
Liquor Manager
JFC International Inc.

© l’ﬁ\ INTERNATIONAL INC ‘

BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
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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)

JE INTERNATIONAL INC

www.jfc.com

What is the meaning behind the color of

a sake bottle?

BEHRRDBICITERD B B DD

percent of the containers used for distri-
bution, of which the most common size
is the 1.8-liter magnum bottle. Other
sizes consist of 900 ml, 720 ml, 500
ml, 300 ml, 180 ml, and small bottles
(referred to as “small bottles” if below
720 ml), of which the 900 ml bottle is
the standardized size nationwide. Also,
perhaps because the price is reasonable
for the volume, the 720 ml bottle is the
most commonly used for Ginjo and
Junmai bottles.

The light “blue bottle” was the
most common magnum bottle used
until the middle of 1965. Afterwards,
brown and green bottles replaced the
light blue bottles. Currently, brown
and green bottles are the most common
sake bottles used, also as small bottles,
mainly to preserve sake. Because sake
is a very delicate beverage highly
reactive to temperature, light, and
vibrations, the impact of bottle color
becomes a problem.

While sake is quick to change
colors or produce an odor if exposed
to ultraviolet rays, the brown bottle is
less impacted compared to the “blue
bottle.” Therefore, many sake brew-
eries started the transition to “brown
bottles” since 1974, and the “blue
bottles” became less common. Cur-
rently, various colors of bottles are used
as magnum and small bottles, while
the bottles least impacted by the sun
are the “black bottle,” “brown bottle,”
“dark green bottle” and “emerald green
bottle,” in this order. The transparent
bottle, white bottle, and smoked bottle
are all highly impacted by sunlight with
little difference in the degree of impact
between each.

Recently, sake bottles are coated
with plastic to prevent sake from dete-
riorating by sunlight, while other sake
bottles are made of titanium to block
the sunlight.

Since ultraviolet light is what
mainly impacts sake negatively, sake
must be stored carefully even indoors
with caution against ultraviolet rays.
Needless to say, lighting must be kept to
a minimum where sake is stored, while
the use of light sources using ultraviolet
rays like fluorescent lights and germi-
cidal lamps must be prevented. On the
other hand, the use of incandescent
light as a light source is ideal.

If left in sunlight for a long period
of time, sake produces microorganisms
called hiochi-bacteria from lactic acid
bacteria. This lactic acid bacteria gen-
erates an odor with characteristics that
differs according to the type of sake.m
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TOI.(go by Ryuji Takahashi )
Jizake Strolling
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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.

Year-End and New Year Sales Landscape
FRFWHRDIRFTHE

A the end of last year, thanks to
t the stretch of warm weather,

our annual year-end in-store sales event
was exceptionally easy to manage.
Every year, we brace ourselves with
heaters and layers of down jackets to
protect against the cold, but this time
we were able to get through it without
any special cold-weather measures.

In terms of sales, high-end sake
performed particularly well. Compared
to a typical year, premium bottles such
as daiginjo sold out at an early stage.
We had also prepared larger inventories
of new sake and regular products than
usual, but by New Year’s Eve, every-
thing had sold out. If it’s not cold, sake
doesn’t move. But if it’s too cold, it
doesn’t move either.

Temperatures of around 50°F, like
those at year’s end, may have been ideal
for shopping. Another major factor was
the cooperation of two breweries from
Niigata. We are indebted every year to
Kanemasu Shuzo in Shibata City and
Hakuro Shuzo in Nagaoka City.

Although we couldn’t ask them to
take part in in-store sales, it was also a
positive point that Nihonsakari, a major
manufacturer, lent us display fixtures,
allowing us to decorate the storefront.
Year-end ordering and selling are
driven by momentum, and as a result,
small mistakes tend to occur frequently.
We usually realize them after the

New Year has already
begun. A common pat-
tern is this: for new
sake from brewer-
ies whose products
are mostly consumed
locally, we ask in
advance to reserve
them by the case. Then,
around Christmas, at
the timing of the final
shipment of the year,
we place orders for all
of them at once. Some-
times, due to miscounting the number
of cases, the reserved sake is still left
sitting at the brewery. Another pattern
is missing the ordering window for the
first shipment of the new year, result-
ing in sake taking a long time to arrive
even after the year has turned.

Every year, the same situation
repeats itself: inventory remains at the
brewery, the ordering timing is missed,
and even after business resumes in the
new year, there is sake that still needs to
be picked up and sold, yet the products
don’t make it onto the store shelves.
Despite this being an annual occur-
rence, it’s something we still haven’t
been able to manage well.

When it comes to New Year
business, we are truly supported by
breweries that will ship sake ordered on
New Year’s Eve or New Year’s Day in

time for the start of business in the new
year. At the same time, when sake from
certain breweries takes a long time
to arrive, it’s because they are busy
responding to local demand during the
New Year period—and that, too, feels
like something positive and admirable.

People talk about warm winters
year after year, but the fact that sake is
selling well during the proper winter
season is a good thing. Ideally, I’d love
for it to sell just as well even when it
gets warmer. And every year, I find
myself thinking that if people came
out to the shopping streets every day
the way they do during year-end shop-
ping, both this town and everyone’s
businesses would run more smoothly.

And, as always, | remind myself to
shake off the New Year sluggishness as
quickly as possible.m
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Sake Shochu Spirits Institute of America
NPO;EA
KEE A E BT
Sake Shochu Spirits Institute

of America was founded with

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

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

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

Sake Shochu Spirits Institute of America
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This issue explains how to enjoy sake sampling.

1. Audibly

Hearing is the first sense to enjoy sake. Please listen for the
sound of sake pouring into the sake bottle and bubbles audibly
forming in carbonated sake.
2. Visually

Once the sake is poured, please examine the sake inside
the sake cup. The type of sake will generate differences in the
shade of sake color, viscosity, clarity and sheen, etc.
3. Aroma

Next, gently inhale the sake aroma without shaking the
sake cup. Determine the intensity of the aroma, high/low, how
the aroma spreads, concentration, and durability. Try to detect
the change afterwards.
4. Palate

Finally, sip and taste the sake on your palate. First, taste
with the tip of the tongue, savor the flavor, and then further
savor the sweetness, bitterness, acidity and umami flavor. Savor
the sake flavor not only with the tongue, but focus the senses
from the throat to the nasal passage to enjoy new discoveries.

Clear the mind of any preconceived notions and taste the
sake with a fair mind. When sampling the sake, incorporating
cheerful, fun terms utilizing as many expressions as possible in
a brief summary is important.

SAKE Class
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N EWS / TREN Ds Text courtesy from National Restaurant Association

What foods will be hot in 20267? Healthy and spicy top list

-Global smashed burgers, Caribbean curry bowls and elevated noodles are faves-

2026 FEIZRT
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oday’s foodies are looking for

I escape—and the chance to step

out of their everyday lives and

into something or somewhere more

comforting. There’s a sense of nostalgia

that’s inspiring innovation to meld the
past with the present.

According to the National Restau-
rant Association’s 2026 What’s Hot
Culinary Forecast, restaurant opera-
tors are ramping up their efforts to
meet those needs and offer their guests
comforting, flavorful foods that are
appealing in their global complexity,
but healthful and accessible at the
same time.

What’s old is new again

Social media, for example, is
turning the smashed burger — once a
nostalgic staple — into a tempting item
that appeals to younger generations.
The challenge, however, is to make one
of America’s ultimate comfort foods
seem new and globally popular, too.
To achieve that goal, chefs are cooking
up interesting twists, such as smashed
burger tacos.

“Menu innovation is an impor-
tant driver of sales, especially during
these uncertain times when people are
looking to food and drink to make them
feel good and give them comfort,” says
Dr. Chad Moutray, Association Senior
Vice President of Research & Knowl-
edge and Chief Economist.

The Top 5 dishes also highlight
a deep-seated desire to experience
the world through various types of
cuisines. Consumers want to be trans-
ported with every bite, whether it’s

%SEiEHZ:‘jr? ﬁ_ﬁﬁbud‘TYFJ(/ﬁ’ri/_-iﬁ
AVTDAL

a Caribbean curry bowl or a protein-
packed miso dish that teleports them to
the streets of Tokyo. Restaurant menus
are eager to bring that global interest
home via exclusive interpretations of a
variety of dishes. They include:

1. Smashed burgers:

The ground beefis cooked on a hot
griddle or in a cast-iron skillet, creating
a burger with a crispy, caramelized
crust and juicy middle.

2. Elevated instant noodles:

This restaurant version of instant
noodles, such as ramen, features
complex flavors in a high-quality,
customized, and affordable way.

3. Caribbean curry bowils:

This fusion dish features a distinct
flavor profile that consists of different
aromatic spices, like turmeric, allspice,
and thyme, with a bit of peppery heat.
4. Smoothie bowls:

Colorful, customizable, and
healthy, these delicious and nutri-
tious, veggie- and fruit-based bowls fit
various dietary needs and are easy to
eat on-the-go.

5. Miso-glazed proteins:

Typically made with a fermented
paste of soybeans, koji, salt, and
sometimes grains, these dishes are
steeped in complex flavors and health-
fulness, and bring depth to a variety of
fish, meats, and plant-based proteins

Thanks to these elevated recipes,
access to the world of food is at
everyone’s fingertips at all types
of restaurants—whether they’re
fine dining, casual, or quickservice
locations.m
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MUTUAL TRADING
Restaurant Trend Report

MTC WAGYU:

Redefining Wagyu

for Professional Kitchens
7D EICE T AN 5

n a market where “wagyu” is often

associated with rarity or indulgence,

MTC Wagyu is taking a different
approach. Rather than positioning wagyu
as a one-off luxury or special-occasion
ingredient, Mutual Trading is developing
it as a category designed for consistent,
long-term use in professional kitchens.

At its core, MTC Wagyu challenges
the notion that wagyu must be rare or
occasional. It is not designed to appear
briefly on a menu, rather, it is designed
to be used. This philosophy guides every
aspect of Mutual’s Wagyu program, from
sourcing and product design to logistics
and supply planning.

Today, MTC Wagyu represents a curated
portfolio of Japanese wagyu selected
not only for quality, but for reliability,
repeatability, and operational fit. By
respecting established Japanese wagyu
brands while differentiating through
specification design, distribution control,
and an operational mindset, Mutual Trading
has built the wagyu category tailored to
the realities of the U.S. market. That same
sourcing discipline was underscored in
2025, when Mutual Trading successfully
secured the Grand Champion Wagyu,
reflecting the level of trust and access the
company has built with top-tier producers
in Japan.

This approach has resonated strongly
through industry operators and buyers
alike. In 2025, MTC Wagyu surpassed 20%
of US import market share, becoming the
category leader with annual sales reaching
$20 million.Wagyu has grown into one of
Mutual Trading’s core product categories,
that by repositioning it from an occasional
indulgence menu item to one that’s special
yet a mainstay component on professional
menus.
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celebrating 100 years

#72299 Striploin

MTC Wagyu is sourced by the whole head, then
cut and portioned to suit everything from small
kitchens to high-volume operations.

The MTC Wagyu Winning Difference
MTC WagyuSiE X 2 e N 7258

MTC Wagyu product line is sourced based
on Mutual Trading’s highly strict bench-
mark including quality, traceability, and a
stable supply capability.

Selected based on
real-world kitchen
performance, not grade alone

Supported by grading
certificates when required
MEIZIG C THERELAE ORMT

While well-known origins such as Kagoshi-
ma and Miyazaki form the foundation, Mu-
tual Trading also works with other regions
including Yonezawa, Himeji, and Kagoshima
female cattle.

Dallas

Phoenix Houston

EFZOHEST. EEOFETO
AT E S N RE MTC
WAGYU
PRODUCTS

MTC WagyuD#E &5 14 v (&, Mutual
Trading®EH 2 T&E] ThL—HEY
T CGBEFRTBEM) | TREHKE &0
5. Mutual Trading & 1+ 2 T ICEHE L
HEECEOSOWTHRESATULET,

Fully traceable
by individual animal
—BE—HEORTLR
PL—HEUT 1 OFER

' Sourced through authorized |
i Japanese channels i
: BAERNO !
! FHIL—hzkBE H

BERERECEBRE VAL LEMEE
BelLoD RE - B iaREROE
BEMEIIHE. KRF - BBRNG - BR
B4 E Mt E I ETVETS,

Austin * Honolulu

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



Preparation & Quality Advantages
AR EH e lEL IR D 3R A

The defining strength of MTC Wagyu lies
in the balance of quality, volume, and conti-
nuity. Rather than chasing the highest mar-
bling scores, selection is based on factors
that matter in daily operations:

MTC WagyuDIRADsRIAIE, BE - #is
B -TEMONTURIZHY ET, BBk
OEEYEREERTIOTEAL, BF
EBCTEELERICEIVTEELTVE
R

High usable yield
after trimming
PIZVITBROBVAIRSEEY

Predictable performance
across cooking methods

FEHEEMDY
RE LI EMNY

Consistency of marbling
and fat distribution

ERYELEBATO—ER

Mutual’s product control under these
specifications allow chefs to offer the same
dish, at the same quality, over time, without
constantly adjusting menus or pricing.

Low fat melting point
with a clean finish
EVERIR &
ToEY & LI

Mutual Trading#t DB EEER S X T LlE,
CNSDAERIZESOT WS =SH, Y17
[EA =2 —OMEEBEICERTET DI LR
(. ALHEZRCAECRUBIEET 2
CEMNTEET,

From Producer to Plate: A Fully Controlled Supply Chain
BREHEDPOBEET - HEMINY T 94 F 2=

Mutual Trading’s wagyu program is sup-
ported by an integrated supply structure

that spans:

Long-term relationships with
Japanese producers and processors

BADEEESLVMIEELD

Mutual TradingDH47 075 L%, L
TEPRT MM BAIRHAFIZE>T
XABNTUVET,

Direct purchasing and annual
procurement planning
EEEM & FRAEHE

REWGNR—rF—2 v T e

Vertically integrated control over shipping,
import, storage, and U.S. distribution

WX - WA - RE

KERRBETE

—EEE (F@EF - "8

Wagyu is processed at Japan-based, U.S.
export-approved facilities, rapidly fro-
zen, and is transported under strict fro-
zen-chain management. Upon arrival in
the U.S,, products are re-inspected un-
der USDA standards before distribution
through Mutual’s nationwide distribution
network. This end-to-end control helps
Mutual Trading oppose market volatility,
thus enables stable pricing and dependable
availability.

MEFAERERNOXE#HARER TN
Th, RERRER. BELARRAEHERD
A nE ., XKEIFER, BAZ
USDA CREEHE) OEEICEI=HR
AN, Mutual TradingD&KF@E R Y ~
D—0%&%BLTHRBINETS,

COBRFEN G HEEBREFICL Y. Mutu-
al Trading[EMZOEHICEHEEND &
B, RELEME EHERGHIEERTL
TVWEY,

Suits Wide Range of Kitchen Concepts

Mutual Trading primarily purchases wagyu by the head.
This allows offerings across cuts, formats, and price tiers,
making wagyu accessible to a wide range of operators.

MTC Wagyu is actively used across:

Fine dining and high-end Japanese cuisine
BRL A ST U E L CEHRE RIS

. Sushi bars
A5

. Casual dining, fast casual,and QSR
ADATNEA=ZUT T7ANAD 2T,

JA4YIH—EXLANT Y

From ribeye cap and striploin to chuck, clod, brisket, and
plate cuts, each selection is mapped to specific cooking

methods and preparation needs.

BB 2 27 M

Mutual

Tradingld, M4+ ZEEENLOD—BEVNEER
ELTOVEY, INIz&kY BRLBEBAL J—
ERmERRICRHBS D5 EMFRECA Y, IBEVERORK / 4

JRE. S EH O

BIEICHFE2BET T ENTEET,

MTC WagyulZA T OEETRIECFEREINTVES,

. BBQ, smokehouses, and gastropubs
N=RFa—[F RE—UNTR ARIOANT

. Steakhouses and grill concepts
AT—FNVABLVTIILLA LT Y

Burger chains, ramen shops, and Asian concepts
NYN—=H—Fz—2 T—AVE ZToOh7o7HEE

DI7O—XFvy IR M)y TOqMUnb, Fryy,
Jg0—, TURTy k. TL—FrhHY bET, TAETIAD

BOFRFEDFHEECEREE-_—XICEbE TEESN

TWET,

New York o

BARDKZHADALIZ

Boston

same advantages:

Feedback from chefs and buyers consistently highlights the

“ The quality doesn’t fluctuate.’

Testimonials: Why Chefs Continue Using MTC Wagyu
T2 7BMTC WagyuZ vl 28 H—B5E0 6 DR

SITONAN=DDDT4— KNy I TR, BITLUTD

FlRAZEFonTWET,

’

Washington DC

[RENEELTLD]

The appeal is not limited to flavor. Differing from other
wagyu in the market, MTC Wagyu is valued because it in-
tegrates smoothly into restaurant operations, supporting
consistency, cost management, and menu longevity.

Chicago (Yamasho) °

[ ””
We can keep the same menu year-round.

(FEZBLTRLAZ2—ZRH#HTED ]

‘‘ Costing and portion control are predictable.”’

(RMEEER—2 3 vaY hO—ILHARBETHD]

Atlanta + Florida °

Bringing the Flavors of Japan
to the People of the World

510, &<

Lima (Super Nikkei) °

ZTOBAEKEFIZEEFY £ A, MTC WagyuldL X
b UDBEICAL—XIZHEAFRALZ ENTE, —EH.
AR RNEE, ZLTA-TA—DOEHMWAREEYR— T
TSN TOET,

Tokyo

@mutualtrading
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Japan’s Agricultural, Forestry, Fishery, and Food Exports Reach
¥1.7 Trillion in 2025

-New record set, but the ¥2 trillion target remains out of reach-

2025 FDEMKEY) - BanEaHEE 1.7 JKH
—BEREEHLEED 2 KAICIEN T

apan’s exports of agricultural,
Jforestry, fishery, and food products

hit a new record for the 13th
consecutive year in 2025, continuing a
long-running streak of growth. Despite
the strong performance, however,
the total once again fell short of the
government’s long-standing target of
¥2 trillion. According to the Ministry
of Agriculture, Forestry and Fisheries,
export values reached ¥1.7005 trillion
last year, representing a 12.8 percent
increase from the previous year. While
the figure marked another all-time
high and highlighted the expanding
global demand for Japanese food and
produce, it ultimately did not meet the
government’s ambitious benchmark,
underscoring the gap between steady
growth and policy expectations.

Breakdown of Agricultural,
Forestry, Fishery, and
Small-Scale Cargo Exports

In 2025, the export value of Japan’s
agricultural, forestry, and fishery
products, along with small-scale cargo,
broke down as follows:

* Agricultural products:

¥1,100.8 billion, up 12.1%

from the previous year
*Forestry products:

¥73.5 billion, up 10.1%

*Fishery products:

¥423.1 billion, up 17.2%
*Small-scale cargo:

¥103.1 billion, up 5.3%

Agricultural and fishery products
together accounted for the majority
of total exports, with fishery products
showing particularly strong year-on-
year growth. The numbers highlight
both the steady expansion of Japan’s
primary food exports and the growing
global demand for its seafood products.
Looking at exports by country and
region, the United States ranked first,
with shipments totaling ¥276.2 billion,
up 13.7 percent from the previous
year. As the largest market for Japan’s
agricultural, forestry, fishery, and food
exports, the U.S. continued to show
strong demand despite the introduction
of tariffs in April last year. In particular,

Transition in the Export Value of

+12.8 %

(RIEERIHALL)
Comparison to the same

month last year

(Japanese)Agricultural Forestry

Fishery and Food Products

=MKEY - RmEhEEOHR

DEEEH) Smallvalue cargo
FKFEEY Fishery products
MREHD Forestry products
EEEYD Agricultural produce
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2012 2013 2014

green tea and beef remained highly
popular, helping sustain export growth.
Hong Kong came in second, with
exports edging up slightly year on year
to ¥222.8 billion. The city’s deep-rooted
demand—driven by a wide network of
restaurants and retailers specializing
in Japanese ingredients—played a key
role in supporting export volumes.
Taiwan ranked third, with exports
reaching ¥181.2 billion, also surpassing
the previous year’s level. The continued
rise in the popularity of Japanese
cuisine across Taiwan’s food market
appears to have underpinned this steady
performance. China ranked fourth,
with exports totaling ¥179.9 billion,
despite the country having effectively
halted imports of Japanese seafood
in November last year. The move
followed remarks by Prime Minister
Sanae Takaichi regarding a potential
Taiwan contingency, casting a shadow
over bilateral trade in marine products.
South Korea placed fifth, posting a
sharp 20.0 percent increase to ¥109.4
billion. The figure marked the first time
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exports to South Korea surpassed the
¥100 billion threshold, underscoring
the expanding trade ties between Japan
and its Asian neighbors.

A closer look at export growth by
product category reveals green tea at
the top of the list. Shipments surged
to ¥72.0 billion—nearly double the
previous year’s level—driven by the
global matcha boom. Rising interna-
tional interest in matcha, along with
growing health consciousness world-
wide, has helped propel green tea
into one of Japan’s fastest-growing
export items.

Across Western markets and
Southeast Asia, green tea products—
including matcha—have gained wide
acceptance as ingredients for lattes,
desserts, and other sweets. This
momentum, combined with the ongoing
global boom in Japanese cuisine, has
fueled demand not only in volume but
also in unit prices. The rise in per-unit
value, alongside growing shipment
volumes, has become a key driver of
the overall increase in export value.

Ranking second by growth,
scallops posted a striking 30.4 percent
increase in export value, making
them one of the major contributors
to the expansion of seafood exports
as a whole. Demand has continued
to grow in markets outside China,
particularly in the United States and
Southeast Asia. While some easing of
export restrictions to China has been
observed, scallop producers have
increasingly diversified their sales
channels, expanding into a wider
range of overseas markets. Demand
has been especially strong in countries
such as Vietnam, helping push export
volumes higher. Ranking third was
yellowtail, which recorded a solid 27.4
percent increase in export value. The
growth is widely attributed to the rising
popularity of Japanese cuisine overseas,
driven by the expansion of Japanese
restaurants and shifting consumer
preferences in local markets. Demand
for larger-sized yellowtail, in partic-
ular, has been increasing in markets
such as the United States, contributing
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significantly to the overall rise.

Beyond seafood, Japanese beef
has also emerged as a key product
supporting the overall growth of
agricultural, forestry, fishery, and food
exports in 2025. According to statis-
tics from the Ministry of Agriculture,
Forestry and Fisheries, strong demand
for green tea and beef in the United
States—the top export destination—
was cited as one of the main factors
behind the increase in exports.

The robust performance of beef
exports played a meaningful role in
pushing total export value to ¥1.7005
trillion, up 12.8 percent year on year.
Especially in the first half of 2025,
agricultural products—including
beef—served as a driving force
behind the expansion, underscoring
their importance in sustaining Japan’s
export growth.

Looking at past data, beef exports
from Japan had already increased in
2024, and the trend appears to have
continued into 2025. Demand has been
particularly strong in the United States
and Taiwan, reflecting the enduring
global appeal of premium Wagyu beef.
Japanese sake exports also continued
to rise in 2025. According to statis-
tics from the Japan Sake and Shochu
Makers Association, export value
reached approximately ¥45.8 billion—
a 5.5 percent increase from the previous
year. Exports are concentrated in
markets such as China, the United
States, and Hong Kong, with shipments
reaching 81 countries and regions
worldwide, demonstrating steady
growth both in volume and value.

Several factors are driving this
export expansion. Rising global interest
in Japanese cuisine has fueled demand

X M TESHE T EICRMKEARFR
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for sake overseas, while a variety of
marketing and promotional efforts
have raised awareness of Japanese
alcoholic beverages. In particular,
China accounts for a significant share
of exports, helping to strengthen the
presence of Japanese sake across the
broader Asian market.

Drivers of Growth and Background

1. The Global Japanese
Cuisine Boom

Since the 2000s, “Washoku”
(Japanese cuisine) has been steadily
gaining popularity around the world.
Rising health consciousness has
further fueled interest in Japanese
food products, boosting demand for
authentic ingredients. As a result,
exports of Japanese foodstuffs have
experienced consistent upward growth
since the early 2000s, reflecting
both the global culinary trend and
consumers’ growing preference for
healthy, high-quality foods.
2. Impact of Inbound Tourism

The surge in foreign visitors to
Japan has helped raise awareness
of Japanese cuisine. Many travelers
develop an appreciation for authentic
Japanese ingredients during their stay,
which often translates into increased
demand for these products after
returning home. This trend has been
particularly strong in markets such as
the United States and Europe, where
interest in Japanese cuisine has directly
contributed to rising exports.
3. Expansion of New Channels and
Trade Routes

Japanese Restaurant News

In addition to traditional distribu-
tion networks, new export channels
have been steadily established, contrib-
uting to the overall growth in export
value. Drivers include rising demand
for health foods, supermarket distri-
bution, and local processing needs
abroad. These new routes have
allowed Japanese producers to reach
a broader audience and diversify their
overseas sales.

4. Government Policies and
Support Measures

The Japanese government has
positioned the promotion of agricul-
tural, forestry, and fishery exports as
a key policy priority. Various support
initiatives—including export support
centers, workforce development
programs, and overseas market expan-
sion assistance—have strengthened the
infrastructure for exporters, helping
sustain and accelerate the growth of
Japan’s food exports.

Goals and Future Challenges

1. Falling Short of the ¥2 Trillion
Target

The government’s export target
of ¥2 trillion by 2025 ultimately fell
short by approximately ¥300 billion,
highlighting the challenges that remain.
Looking ahead to the ambitious ¥5
trillion goal set for 2030, efforts will
need to focus on strengthening brand
recognition in overseas markets,
improving quality and logistics, and
expanding production capacity to meet
growing global demand.
2. Concerns Over Exports to China

China remains a key market for
Japan, but ongoing import restric-
tions—particularly on seafood—pose
challenges. Minimizing the impact of
these restrictions while exploring new
export products and trade routes will
be essential for sustaining growth in
the region.
3. Supply Capacity and Price
Competitiveness

Enhancing production capacity and
maintaining competitive pricing are
critical to expanding Japan’s agricul-
tural, forestry, and fishery exports. In
agriculture, long-standing issues such
as an aging workforce and labor short-
ages must be addressed to sustain and
improve international competitiveness.

On February 3, Minister of
Agriculture, Forestry and Fisheries,
Norikazu Suzuki, reported on 2025’s
export performance at a post-cabinet
press conference. He highlighted that
total exports of agricultural, forestry,
and food products reached ¥1.7005
trillion—a 12.8 percent increase from
the previous year—marking a record
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2025 Export Value of (Japanese) Agricultural, Forestry, Fishery and Food Products by Month
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high for the 13th consecutive year.
While the government’s ¥2 trillion
target was not reached, Minister Suzuki
praised record export values for key
products such as beef, green tea, and
rice, attributing the success to the
efforts of producers and businesses.

Looking toward the 2030 target
of ¥5 trillion, the government plans
to take a proactive role, strengthening
engagement in local trade channels
and diversifying export destinations.
During the press conference, Minister
Suzuki also addressed measures to
respond to rising private imports of rice
and China’s ongoing seafood restric-
tions, emphasizing the need to enhance
domestic supply systems and secure
stable export growth.m
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Natural Products Expo West
3/3-6

Anaheim, CA

Anaheim Convention Center
www.expowest.com

Natural Products Expo West continues
to be the leading trade show in the
natural, organic and healthy prod-
ucts industry, attracting over 60,000
industry professionals and 3,000
exhibits to the Anaheim Convention
Center. Rated as one of the top 200
trade shows in the US by Tradeshow
Week, Natural Products Expo West
continues to help attendees reach
their business goals. Co-located with
Engredea, NEXT Innovation Summit
and Fresh Ideas Organic Marketplace,
Natural Products Expo West showcases
the entire value chain of healthy prod-
ucts from start to finish, identifying
the bestsellers of today and the trends
of tomorrow.

Sea Food North America
3/15-17

THOMAS M. MENINO CONVENTION &
EXHIBITION CENTER

Boston, MA

www.seafoodexpo.com

Seafood Expo North America/Seafood
Processing North America is the
largest seafood trade event in North
America. The event attracts over
19,000 buyers and suppliers of fresh,
frozen, packaged and value-added
seafood products, equipment, and ser-
vices. Attendees travel from more than
100 countries to do business at the
exposition. No other event in North
America provides seafood profes-
sionals with direct access to qualified
buyers and suppliers representing all
areas of the seafood industry.

The New York Restaurant Show

3/8-10

New York, NY

Javits Center
www.newyorkrestaurantshow.com

The newly renamed New York Restau-
rant Show is a once-a-year event that

focuses on serving the foodservice
industry in the Northeast. We offer you
the opportunity to see the best in the
restaurant and food service industry.
From the newest food trends to the
best in technology to fit your restau-
rant and everything in between. This is
your opportunity to find the latest and
greatest for your operation. Whether
you're an independent owner, quick-
serve restaurant operator, chef, caterer,
baker, bar or nightclub operator, hos-
pital, hotel, or commercial foodservice
personnel — join us March 8-10, 2026
at the New York Restaurant Show at
the Javits Center. Join thousands of
your peers at the show, where you'll
have access to the hottest menu
trends, state-of-the-art design and
decor, the best in business education,
and hundreds of the leading vendors
and purveyors dedicated to serving
the restaurant & foodservice commu-
nity — all under one roof. Whether
you're an independent owner, quick-
serve restaurant operator, chef, caterer,
baker, bar or nightclub operator, hos-
pital, hotel, or commercial foodservice
personnel — join us March 8-10, 2026
at the New York Restaurant Show at
the Javits Center. Join thousands of
your peers at the show, where you'll
have access to the hottest menu
trends, state-of-the-art design and
decor, the best in business education,
and hundreds of the leading vendors
and purveyors dedicated to serving
the restaurant & foodservice commu-
nity — all under one roof. Whether
you're an independent owner, quick-
serve restaurant operator, chef, caterer,
baker, bar or nightclub operator, hos-
pital, hotel, or commercial foodservice
personnel — join us March 8-10, 2026
at the New York Restaurant Show at
the Javits Center. Join thousands of
your peers at the show, where you'll
have access to the hottest menu
trends, state-of-the-art design and
decor, the best in business education,
and hundreds of the leading vendors
and purveyors dedicated to serving
the restaurant & foodservice commu-
nity — all under one roof.

NRA Public Affairs Conference

3/10-12
Washington DC
www.restaurant.org

Make a difference on policy that
affects your business. Join us March
10-12, 2026, in Washington, D.C. for
our Public Affairs Conference and be
part of the industry’s largest grass-
roots lobbying event. The National
Restaurant Association’s annual
Public Affairs Conference is your
chance to make a difference as we
head into the midterm elections.

In additional to meeting with law-
makers on Capitol Hill, conference
attendees will hear from top political
speakers and celebrate the industry at
networking events.

Bar & Restaurant Expo 2025
3/23-25

Las Vegas, Nevada
Las Vegas Convention Center
www.barandrestaurantexpo.com

Bar & Restaurant Expo is built for

the people who make hospitality
happen—owners, operators, man-
agers, bartenders, chefs, and teams
driving service and sales every day.

In 2026, we celebrate 40 years of
powering the hospitality industry—
bringing hands-on training, real-world
solutions, and proven innovations

to help you grow smarter, faster, and
more profitably. Join 10,000+ industry
leaders and suppliers in Las Vegas to
discover what's next. In this milestone
year, every moment counts—and

the right ideas can transform your
operation. This is where innovation is
born. Meet with big brands, discover
cutting-edge products, test new tech-
nology solutions and be the first to
discover the latest trends and prod-
ucts to hit the market on the Expo
Floor! Consider Bar & Restaurant Expo,
formerly known as Nightclub & Bar
Show, your one-stop shop to test,
taste and get educated on new ideas
for your bar or restaurant. Join us for
an empowering conference program
designed exclusively for professionals
who are eager to take their profit-
ability to new heights. Discover the
strategies, insights, and cutting-edge
techniques that will unlock the hidden
potential within your business and
drive sustainable financial success.
Over the course of this dynamic
program, industry experts and suc-
cessful entrepreneurs will share their
invaluable knowledge, guiding you
through proven methods to optimize
revenue, streamline operations, and
boost profitability. From innovative
marketing strategies and menu engi-
neering to cost control tactics and staff
management techniques, you'll gain

a comprehensive toolkit tailored spe-
cifically to the challenges faced by bar
and restaurant owners.

Exclusive to World Tea Expo
3/23-25

Las Vegas, Nevada
Las Vegas Convention Center

Questex’s World Tea Conference +
Expo, North America’s leading tea
event focused on the business of tea,
will take place March 23-25, 2026 in
Las Vegas at the Las Vegas Convention
Center, co-located with Bar & Restau-
rant Expo. The yearly event attracts
businesses and professionals from the
national and international tea com-
munity, including buyers and decision
makers from retailers, grocery, hotels,
distributors, foodservice, tea shops,
cafes and gift shops, among many
others. The expo offers unique oppor-
tunities to experience and taste the
latest tea and tea-related products,
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and the conference program offers
in-depth education on tea trends and
issues, as well as insights on how to
profit from tea.

WAMP Convention and Meat
Product Competition
4/9-12

Middleton, Wisconsin

The objective of the Wisconsin Associ-
ation of Meat Processors is to work for
the advancement and improvement
of the Meat Processing industry by
encouraging and fostering high ethical
standards of good business practices
in the industry and the cooperation

of all engaged in the industry by the
interchange of ideas and business
methods as a means of increasing effi-
ciency and usefulness of the industry
to the general public.

The organizations main purpose is
working for the benefit and protec-
tion of small and medium sized meat
firms. This Association, with its envi-
able record of accomplishments,
speaks effectively for the independent
meat plant operators in the regula-
tory agencies and the state legislature.
The only requirement for membership
is an active involvement in the meat
industry. There is no need to stand
alonein a ever changing industry. Join
the Wisconsin Association of Meat
Processors, the team that is working
for you.

Northwest Foodservice Show

4/19-20
Portland, Oregon
Portland Expo Center

The Northwest Foodservice Show
offers exhibitors an unparalleled plat-
form to enhance their business reach
and visibility in the food service and
hospitality sectors. With over 60 years
of history, this event is the largest

B2B food service show in the Pacific
Northwest, attracting a diverse audi-
ence eager to discover new products
and services. Exhibitors can showcase
their offerings to key decision-makers,
including restaurant owners, chefs,
and hospitality executives. The

show also features numerous educa-
tional sessions to help exhibitors stay
informed about the latest industry
trends and innovations. Additionally,
product demonstrations allow exhibi-
tors to engage with attendees directly,
providing a hands-on experience of
their products and culinary innova-
tions. By connecting with industry
peers and potential clients, exhibitors
can expand their professional network,
opening doors to new partnerships
and business opportunities.



NEWS / TRENDS

Japanese Restaurant Association of America:
New Year General Meeting & Reception Held

-To continue efforts to popularize Japanese cuisine and
to pass on the Japanese food culture-

REHRLA LS Uiz #HFESEz - LT a Rl
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O January 26, the Japanese
n Restaurant Association of
America (JRA) hosted its 2026 New
Year’s Reception and Annual General
Meeting at the Miyako Hybrid Hotel
in Torrance, Southern California.
The event brought together approxi-
mately 140 attendees, including food
manufacturers, wholesale distributors,
restaurant industry professionals, and
supporters of the association.

At the opening of the congrat-
ulatory address by Consul General
Kosei Murota, who also serves as
Honorary Chairman of the JRA, it was
reported that Teruo Shimizu of Miyako
Oriental Foods received the Minister

From left, Shinji Kugita, President of JRA
Kosei Murota, Consul General of Japan
Yuko Kaifu, President of Japan House Los Angeles

of Agriculture, Forestry and Fisheries
Award on December 15 as a 2025
Contributor to the Overseas Promotion
of Japanese Cuisine. On the same day,
Katsuya Uechi and Naohisa Nakata
were appointed as Japanese Cuisine
Goodwill Ambassadors.

Noting that those involved in
the Japanese food industry remain a
minority in Los Angeles, he empha-
sized the importance of cooperation
even among rival companies in order
to develop new businesses and sources
of revenue. He also called attention to
the need to look toward Arizona in the
future. With Taiwanese semiconductor
giant TSMC expanding its operations
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there, many Japanese companies
supporting the supply chain are also
expected to move into Arizona, and
demand for Japanese food in the region
is anticipated to grow.

Consul General Kosei Murota
stated, “Taiwanese people also love
Japanese food, and for Japanese people,
having access to Japanese cuisine
is something to be grateful for. I am
convinced that Arizona will become
a new frontier for food. By making
the most of this situation, we want to
turn Arizona into a new and profit-
able frontier.” He also expressed his
intention to work in coordination with
JETRO to examine concrete initiatives,

Shinji Kugita, President of JRA

adding, “This year as well, I would like
all of us to move forward with new
challenges,” and called for cooperation
from those involved in the Japanese
food industry.

Following the traditional
kagami-biraki (Sake Barrel Opening
Ceremony), a toast was offered by Jeff
Yamazaki, Presidesnt of the Japanese
Chamber of Commerce of Southern
California. Certificates of appreci-
ation were then presented to three
companies—JFC International Inc.,
Wismettac Asian Foods, Inc., and
Mutual Trading Co., Inc.—in recogni-
tion of their longstanding support since
the founding of the JRA.

Following an activity report by
JRA President Shinji Kugita, he stated,
“The JRA has now entered its 27th
year since its founding. This has only
been possible thanks to the support of
JRA members, Japanese food manufac-
turers, distribution companies, and the
Japanese government, including the
Consulate, and I would like to express
my sincere gratitude. In 2026 as well,
we aim to be a JRA that is useful to
all of you, and we will continue to
devote ourselves to serving as a bridge
between Japan and the United States in
the restaurant industry.”

Throughout the venue, partici-
pants engaged in toasts and lively



conversation, exchanging business
cards and information as they actively
worked toward building new business
opportunities and cooperative relation-
ships. Held at the start of the new year,
the reception provided a valuable
opportunity for attendees to meet face
to face, serving as a forum for once
again sharing their enthusiasm for the
promotion and continued development
of Japanese cuisine in the United States.
JRA plans to continue its efforts to
promote Japanese food culture through
a variety of events, seminars, and festi-
vals. This New Year’s reception was
positioned as an important milestone
marking the start of the year. Voices
celebrating reunions and new encoun-
ters were heard among the participants,
and the event unfolded as a gathering
filled with smiles and a sense of antici-
pation for the year ahead.m
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Japanese Restaurant Association of America

JRA was established to further develop the Japanese food and restaurant
industry, to further deepen the friendship between Japan and the U.S., and
to introduce the Japanese culture in 1999. The association continued their
activities and deepened friendship among members while resolving food safety
management issues. The association’s most important achievement to date was
to work with the U.S. Department of Health to stipulate temperature control of
sushi rice provided to sushi restaurants.

The association’s main activities are to organize restaurant management seminars (sanitation, legal,
accounting), classes offering certificates for handling food sanitation and charity golf tournaments,
organized the Sushi and Sake Festival to introduce Japanese cuisine to the mainstream consumers,
sponsored the Nisei Week Court, etc. The association regularly organizes events to introduce Japanese
sake and cuisine to deepen the friendship between Japan and the U.S. through Japanese cuisine.
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NEWS / TRENDS

Sound of Japan: Japanese Music Resonates in Hollywood

During Grammy Week

Sound of Japan—— 4 5X—EUr—IDRKR. NV yRTEWVWBEXDE

he event was organized by the
I National Federation of Japanese
Musical Instrument Associa-
tion (NFJMIA), with JAPAN HOUSE
Los Angeles and JETRO Los Angeles
serving as supporters. Hidekazu Hashi-
moto, Vice Chairperson of NFIMIA,
shared the story behind the event: “We
are a trade association for traditional
Japanese instruments, and last year at
the Expo 2025 Osaka, Kansai in Japan,
we held a three-day event promoting
Japanese music to international
audiences. During that time, JETRO
approached us with an offer to hold a
similar promotion in Los Angeles. We
saw it as an amazing opportunity and
decided to make it happen.”

Hashimoto also spoke about the
vision for the event: “While some artists
already incorporate instruments like the
koto and shamisen, these instruments
are also widely used in anime and video
game music. We wanted to showcase
that as a trend. Our goal was to spark
interest among participating musicians
and encourage them to feature Japanese
instruments in their own music.”

The event drew a diverse crowd
of music industry professionals,
artists, producers, and cultural figures,
all mingling in a relaxed, convivial
atmosphere. Guests were treated to an
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On February 3, 2026, the event “Sound of Japan,” celebrating Japanese
music culture, took place at JAPAN HOUSE Los Angeles in Hollywood.
Held immediately following the Grammy Awards, it stood out as one of the
highlight after-parties of Grammy Week, drawing widespread attention from
music fans, industry insiders, and culture enthusiasts alike.
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array of Japanese sake and cuisine, with
the delicate flavors of the sake paired
alongside uniquely Japanese dishes.
First-time visitors praised the offerings,
describing them as “sophisticated”” and
“as profound as the music itself.”

By combining food, drink, and
music, the event offered a fully immer-
sive experience of Japanese culture,
naturally bringing together the interna-
tional guests and fostering connections
across the room.

The music program featured
Masa Takumi, a composer, arranger,
and music producer who won the
2023 Grammy Award for Best Global
Music Album for Sakura and serves
as a voting member of the National
Academy of Recording Arts and
Sciences (NARAS). As he introduced
participants who had been nominated
for the 2025 Grammys, the program
shifted gears to a showcase of tradi-
tional Japanese instruments, including
the koto and shamisen.

The atmosphere in the room
transformed instantly. Music industry
professionals, usually immersed in
the latest pop music and cutting-edge
sound production, listened intently
to the unique timbres and nuanced
intervals of the instruments. After the
performances, many attendees eagerly
asked questions about the instruments
and playing techniques, revealing a
deep curiosity and appreciation for
traditional Japanese music.

Held in the wake of the world’s
biggest music celebration, the Grammy
Awards, “Sound of Japan” was more
than just a festive after-party—it was
a stage for reimagining Japanese
music and culture in an international
context. In the heart of Hollywood,
the sounds, flavors, and aesthetics of
Japan resonated quietly yet powerfully,
leaving a lasting impression on all who
attended that unforgettable night.m
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NEWS / TRENDS

“Japanese Cuisine Spreading Across the World — Japanese
Cuisine Goodwill Ambassadors Connecting Food Cultures”

-Katsuya Uechi x Naohisa Nakata: Delivering the Charm of Japanese Food from
Los Angeles to the World-

HFRICLH S THEAR] —HERBEROBREARELRILZDELC
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he “Japanese Cuisine Goodwill
I Ambassador” (hereafter,
“Ambassador”) program was
launched in February 2015 with the
goal of promoting Japanese cuisine
and food culture overseas. In December
2025, Katsuya Uechi and Naohisa
Nakata, both based in Los Angeles,
were appointed as Japanese Cuisine
Goodwill Ambassadors by the Ministry
of Agriculture, Forestry and Fisheries.
The appointments recognize their
professional expertise in accurately
sharing Japan’s culinary culture and
ingredients with the world. At the same
time, they are expected to play a key
role in Japan’s global food strategy,
helping to strengthen the presence and
appreciation of Japanese cuisine in
international markets.

Innovator Connecting Japanese
Culture with Local Markets

First up is Katsuya Ueji. Hailing
from Okinawa, Uechi began his career
as a chef in Japan before moving solo
to Los Angeles in 1984. In 1997, he
opened his own restaurant, Sushi Katsu-
ya, in Studio City, quickly earning a
reputation as a local favorite. Over the
years, he expanded his presence across
California and now serves as CEO
of Katsu-ya Group Inc., overseeing
multiple restaurants and embedding the
appeal of Japanese cuisine into the local
food culture.

While firmly rooted in traditional
Edomae sushi techniques, Uechi’s
talent for creatively adapting menus
to suit American tastes has earned him
widespread acclaim in the industry. One
standout example is his signature dish
combining spicy tuna with crispy rice,
which has become a staple of Japanese
dining in the U.S. and so influential that
many other restaurants have sought to
emulate it.

The Marketing Visionary
Promoting Japanese Cuisine

On the other side, Naohisa Nakata
has been at the forefront of Japanese
food marketing in Los Angeles. As
CEO of Japan Taste Marketing Inc.,

Nakata has spearheaded the U.S.
expansion of multiple brands, including
Gindaco USA and Tenka Tori USA.
Since 2021, he has also served as
Chairman of the U.S.-based nonprofit
Japanese Food Culture Association
(JFCA), leading cross-industry promo-
tional efforts. Through initiatives
such as Japanese food marketplaces
and expo events, the JFCA works
to expand distribution channels and
enhance brand value for Japanese
ingredients and products. Nakata’s
leadership has been instrumental in
laying the foundation for these efforts,
connecting Japanese culinary culture
with American consumers in innova-
tive and impactful ways.

The Role and Future Vision
of Japanese Cuisine Goodwill
Ambassadors

The Japanese Cuisine Goodwill
Ambassador program is designed
to promote the appeal and accurate
knowledge of Japanese food overseas,
requiring approaches that take local
culinary cultures into account. The
role goes beyond simply showcasing
hospitality dishes—it also includes
supporting the export of Japanese ingre-
dients and deepening understanding
among international consumers. As
of 2025, over 200 ambassadors have
been appointed across more than 70
countries worldwide. Katsuya Uechi
and Naohisa Nakata are set to take
the lead in North America, playing a
pivotal role in shaping how Japanese
cuisine is experienced, appreciated, and
integrated into local food culture.

While their areas of expertise
differ, what unites Uechi and Nakata
is their ability to convey the essence of
Japanese cuisine. Beyond the taste and
technique of the food itself, they artic-
ulate the cultural context, history, and
intrinsic value of Japanese ingredients,
delivering messages that resonate with
international markets and consumers.
This ability to translate Japan’s culinary
heritage into a form that speaks to the
world lies at the heart of future strate-
gies for promoting Japanese cuisine.
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Their efforts are set to bring a fresh
perspective not just to Los Angeles, but
across North America—and ultimately,
to the global food culture scene.m
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Born on Miyako Island in
Okinawa and raised in a family that
ran restaurants in Naha, Katsuya
Ueji developed a passion for cooking
from a young age and set his sights
on a career in Japanese cuisine. He
honed his culinary skills at Tsuji
Culinary Institute in Osaka and,
after graduating, trained extensively
in traditional Japanese cooking in
Okinawa and other regions.

In 1984, Ueji moved to the United
States, where he gained experience
as a sushi chef in Los Angeles. In
1997, he opened his own restau-
rant, Sushi Katsu-ya, which quickly
became a local favorite. Expanding
further through partnerships, he
grew the operation into Katsu-ya
Group, now overseeing multiple
restaurants primarily around the Los
Angeles area. Today, Ueji is recog-
nized as a leading figure in promoting
Japanese cuisine and Washoku culture
throughout the United States.

Katsu-ya Group is not just
about running restaurants—it’s also
deeply committed to education and
the promotion of Japanese cuisine.
In 2008, Miyako Sushi & Washoku

W - B R R F 0, AEITT O
BIEZHORETHS., HOED SR
BB L AHARBEOEZE T, i
FHPRAI R 228 CORBR) TR % 2
O, ZEHER IR & CHAR O
BT EBA LK., 198441295k, ¥
K, ay L ATHABAL L
THEERZ M A&, 1997 ICHF D5
FSushi Katsu-ya % 4 —7">, Z D,
W= F =L DREDED DD,
Katsu-ya Group (#Y¥ 27 N—7) &
LTIRZ YD a2 Al
HFDICHEBO LV A b7 v 2R, 72
U ANTHAR - IS %
T AL > T 0D, AYY S
N—T1E VA I VRRERE T TR,
HARHRDOHE - & LIz b )12 AT
D, 20084FI2iE AP ZHA&AIA
A7 —) (Miyako Sushi & Washoku

Katsuya Uechi

-Chairman & CEO, Katsu-ya Group
-Principal, Miyako Sushi & Japanese
Cuisine School

-Advisor, Japanese Restaurant
Association of America

-US District Manager of The
Association for the Advancement of
the Japanese Culinary Arts
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School was established, with Katsuya
Uechi serving as principal, passing on
the foundations of Japanese cooking
as well as advanced professional
techniques to the next generation
of chefs.

Uechi has also held leadership
roles in the Japanese Restaurant
Association of America and serves as
US District Manager of The Associ-
ation for the Advancement of the
Japanese Culinary Arts, driving the
global expansion of Washoku culture.
He actively participates in a variety
of events and charitable activities,
including demonstrations at nation-
wide food festivals such as the Las
Vegas Wine & Food Festival, where
he showcases Japanese culinary
techniques as a top chef. Respecting
traditional Japanese methods while
blending them with American
food culture, Uechi has devel-
oped a unique style of Washoku
that resonates with local tastes. His
work has made him a key figure in
promoting Japanese cuisine interna-
tionally, significantly contributing to
the global appreciation and presence
of Japanese culinary culture.
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For many years, Naohisa Nakata
has been at the forefront of promoting
Japanese cuisine and food products in
the United States, establishing himself
as a leading expert in marketing and
developing distribution channels for
Japanese ingredients and products in
the American market.

Since 2005, Nakata has served
as President of the Japanese Food
Culture Association (JFCA), a
U.S.-based nonprofit dedicated to
introducing Japanese food, sake, and
regional culinary culture to American
consumers. Through JFCA, he has
helped establish a U.S. export support
platform, facilitating trade and market
development between Japan and the
United States.

Nakata has also played a key role
in organizing large-scale exhibitions,
including the JAPANESE FOOD
EXPO, helping numerous Japanese
companies and local governments
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Naohisa Nakada

-President, Japanese Food Culture
Association (JFCA)

-CEO, Japan Taste Marketing Inc.

-Chairman, Gindaco USA Inc. (Gindaco
USA)

-President, Tenkatori USA Inc.
(Tenkatori USA)

-President, Soma Suisan USA Inc.
(Soma Suisan USA)

HH ERE

-KEINPOEAN HABXILIRE &
(Japanese Food Culture Association,
JFCA) B=ER

-Japan Taste Marketing Inc. %

-Gindaco USA Inc. &k (fRf2Z USA)

-Tenkatori USA Inc. tt (KT &b USA)

-Soma Suisan USA Inc. JBEKE USAttR

enter the U.S. market. He has
overseen marketing and distribution
for regional brands such as Nanbu
Bijin, a sake from Iwate Prefec-
ture, and promoted the U.S. market
entry of Hanaizumi, a sake brand
from Fukushima, contributing to the
broader context of Tohoku’s post-
disaster recovery.

His experience also includes
marketing Orion Beer (2016-2019)
and currently promoting Suntory
Premium Malts across the U.S. West
Coast and Hawaii (2019—present).
Through these efforts, Nakata has
become a pivotal figure in connecting
Japanese culinary culture with
American consumers, advancing both
awareness and commercial opportuni-
ties for Japanese food overseas.
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What is the meaning behind the color of a sake bottle?
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SPARKLING SAKE

brewed by
Shirakabegura Brewery
in Hyogo, Japan

Sparkling Sake for modern celebrations
Light. Approachable. Made to be shared.

MIO MIO NIGORI MIO CRISP

SPARKLING SAKE SPARKLING SAKE SPARKLING SAKE
Casual gatherings & starters Comfort dishes & bold flavors Fresh, light meals & seafood
Cheese, Charcuterie, Light bites Roasted meats, Sweet soy sauces, Sushi, Grilled fish, Shellfish
Grilled fare
fruity aroma creamy, sweet-tangy texture fruity apple-like aroma
and gentle sweetness with red-grape character and refreshing,
like muscat clean sweet taste

MIO NIGORI

SFARKLING SAKE

' ‘v'llD 'I:RISF‘

. L IPARKLING SAKE

150ml 300ml

750ml 300ml 750ml 150ml

300ml

product availability may vary in regions
M TE S A KE PAGEANT OF DISTINCTION v rsponsiy 02626 Wl Ting Con

Legendary Finesse Award Winning =

mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS 5-'-'={=!’MUTUALTRAD|NG
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Honorary Sake Sommelier & Saka-Sho

X Kﬂ(lSéKE-SHI
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SAKE

SOMMELIER
CLUB

Rick Smith &
Hiroko Furukawa

Bon Yagi
Hanorary Sake S ommeher

Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(ae)

e

Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho

TICGROUP

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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Who will convey the appeal of sake?

N matter how good a product
O is, the message needs to
be communicated for customers to
try the product. Let’s consider when
the appropriate timing is and how to
communicate the appeal of Japanese
sake in a way that leads to sales.
Consider who the message is
directed to

Are chefs, servers, and bartenders
trained appropriately? Training the
staff to thoroughly understand why
a brand of sake tastes delicious and
why customers should try it is impor-
tant because a single try will not be

sufficient to understand even ten
percent of the appeal of a brand. There-
fore, please have staff try the sake
paired with the cuisine.
Timing

Of course, a good place to start
would be to have the servers change
their ordering from “What can I get
you to drink?” to “It’s cold outside,
would you like to try some hot sake?”
This suggestion alone is a major differ-
ence. Also, please mention two to
three different brands of Japanese sake
during the recommendation.

Content

Speak informatively to customers
in a way that generates a response like
“Oh really?” For example, “How about
AAA, a dry and refreshing sake from
Niigata that goes great with sushi?” Or
“Would you like to try BBB, a brand of
sake from Akita that has body and goes
great with teriyaki?” The point is to
word the recommendations into easy-
to-understand sales pitches that makes
customers want to try the brand. Offer
two to three different brands that range
from reasonable to mid-range prices. m
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“Creative sushi & Sake” illustrares the techniques of the
fimest sushi chefs throughowt the world, concentrating on
the artistic présentations, unigue ingredients and advanced
methaods of preparation. The writers were all top |apanese
professional chels with many years of experience,

[published in English by All Japan Mews, I, in 2005)

https://alliapannews.com/page/sushisake-1
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« New Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
sushi

« Mastering Techniques

= Sushi in the USA and Europe

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

A wagyu category designed for consistency, reliability,
and everyday use in professional kitchens.

Connect with
a Mutual Trading sales representative
today!

THANK YOU
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product availability may vary by regions

Refreshing Flavor and

Umami from

For Sushi Rolls, Fish, and Meat Dishes

chicken with
yuzu miso glaze

Made by

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

cus’romerserwce@coldmountcunmlso com

===i=” MUTUAL TRADING

32 fl.oz.




MUTUAL TRADING

Restaurant Trend Report
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MTC WAGYU:

Redefining Wagyu

for Professional Kitchens

MTCHIF : 25 SR 5 B SR E

n a market where “wagyu” is often

associated with rarity or indulgence,

MTC Wagyu is taking a different
approach. Rather than positioning wagyu
as a one-off luxury or special-occasion
ingredient, Mutual Trading is developing it
as a category designed for consistent, long-
term use in professional kitchens.

At its core, MTC Wagyu challenges
the notion that wagyu must be rare or
occasional. It is not designed to appear
briefly on a menu, rather, it is designed
to be used. This philosophy guides every
aspect of Mutual’s Wagyu program, from
sourcing and product design to logistics
and supply planning.

Today, MTC Wagyu represents a curated
portfolio of Japanese wagyu selected
not only for quality, but for reliability,
repeatability, and operational fit. By
respecting established Japanese wagyu
brands while differentiating through
specification design, distribution control,
and an operational mindset, Mutual Trading
has built the wagyu category tailored to
the realities of the U.S. market. That same
sourcing discipline was underscored in
2025, when Mutual Trading successfully
secured the Grand Champion Wagyu,
reflecting the level of trust and access the
company has built with top-tier producers
in Japan.

This approach has resonated strongly
through industry operators and buyers
alike. In 2025, MTC Wagyu surpassed 20%
of US import market share, becoming the
category leader with annual sales reaching
$20 million.Wagyu has grown into one of
Mutual Trading’s core product categories,
that by repositioning it from an occasional
indulgence menu item to one that’s special
yet a mainstay component on professional
menus.

Los Angeles HQ

MUTUAL TRADING
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#72299 Striploin
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celebrating 100 years

The MTC Wagyu Winning Difference
MTCRIZ: R B 52

MTC Wagyu product line is sourced based
on Mutual Trading’s highly strict bench-
mark including quality, traceability, and a
stable supply capability.

Selected based on
real-world kitchen
performance, not grade alone

Fil IS AN EAE R AR,

Supported by grading
certificates when required

BRI &

While well-known origins such as Kagoshi-
ma and Miyazaki form the foundation, Mu-
tual Trading also works with other regions
including Yonezawa, Himeji, and Kagoshima
female cattle.
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Fully traceable
by individual animal
BB 35 Bl 58 B4
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Sourced through authorized
Japanese channels
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Austin * Honolulu

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist




Preparation & Quality Advantages
AL RPN F S

The defining strength of MTC Wagyu lies
in the balance of quality, volume, and conti-
nuity. Rather than chasing the highest mar-
bling scores, selection is based on factors
that matter in daily operations:

MTCRIZE PR O S, 75 A R YE RE A7
mn . LR ME, RS IE A .
ANE HIBRFE AL/ (Marbling
Scores) , M &5 & HTH M
PRS2

High usable yield
after trimming

fls et e 1 P

Predictable performance
across cooking methods

BT AP R E R IR

E Consistency of marbling E
- and fat distribution -
i ST 43 7308 B i

Mutual’s product control under these
specifications allow chefs to offer the same
dish, at the same quality, over time, without
constantly adjusting menus or pricing.

E Low fat melting point E
: with a clean finish !
U EL AR I R R

HEHE S5f U S5 A 1 RS P29, Mutual
Trading f3 LA 3= BF M 76 A 75 SR 2 4%
SCEBEEMATR T, RS EMIRA
i B AR AN — R ARV

From Producer to Plate: A Fully Controlled Supply Chain
PEPEHIZZ R < 4 AP LB

Mutual Trading’s wagyu program is sup-
ported by an integrated supply structure

that spans:

Long-term relationships with
Japanese producers and processors

BLH A R Mo TR R G
TER AR R

Mutual Trading FIFIZFEGH B WA w5
EHBLES RS, RN

Direct purchasing and annual
procurement planning

ELHPR I SR J5E PR A5 1

Vertically integrated control over shipping,

import, storage, and U.S. distribution
B, .

Bl B A SR RO I T E

Wagyu is processed at Japan-based, U.S.
export-approved facilities, rapidly fro-
zen, and is transported under strict fro-
zen-chain management. Upon arrival in
the U.S,, products are re-inspected un-
der USDA standards before distribution
through Mutual’s nationwide distribution
network. This end-to-end control helps
Mutual Trading oppose market volatility,
thus enables stable pricing and dependable
availability.

HEE
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1%, FEm IR AT A USDARRHER) — X
¥l 778 AMutual Trading78 25 4
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U i 0 S 4 4 D PR R fiMutual
Trading RE 40 HR SL 17 35 ¢ B, % 1M B X
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Suits Wide Range of Kitchen Concepts

Mutual Trading primarily purchases wagyu by the head.
This allows offerings across cuts, formats, and price tiers,
making wagyu accessible to a wide range of operators.

MTC Wagyu is actively used across:

Fine dining and high-end Japanese cuisine ®

e i 2 B B e A H OB

Sushi bars
e

From ribeye cap and striploin to chuck, clod, brisket, and
plate cuts, each selection is mapped to specific cooking

methods and preparation needs.

Casual dining, fast casual, and QSR
IRHERE. PR (fast casual) ELQSR

PSSR EACS TR LS

Mutual

— 8.
MTCHIZE Bz T2«

R

Trading F2ELL [BE0H | Z RO ERIBEAIZ) . 38
Hili 7 R FRAM BE PR LI BB A . F A% BB A 5 ] 1 2
FRACIRE, A5 A RO R AR A RE R BN I8

Steakhouses and grill concepts

R FHRER B R

. BBQ, smokehouses, and gastropubs
BBQ-. HHHE 2 pa B35 0N AR (gastropub)

Burger chains, ramen shops, and Asian concepts

AR A B A A MR

B, BRI A AL A

TENARES . AAIR, BUR MR BCBE . H AR A S A
F VSRR R O A B

New York

BARDKZEHEHFDALIZ

Boston

same advantages:

Feedback from chefs and buyers consistently highlights the

““ The quality doesn’t fluctuate.’

Testimonials: Why Chefs Continue Using MTC Wagyu

W\ R : B MIZRPFMTCRIAF B

’

Washington DC

s B 4 I )

“‘ Costing and portion control are predictable.’

The appeal is not limited to flavor. Differing from other
wagyu in the market, MTC Wagyu is valued because it in-
tegrates smoothly into restaurant operations, supporting
consistency, cost management, and menu longevity.

Chicago (Yamasho) °
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[ ””
We can keep the same menu year-round.
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Atlanta <+ Florida -

Bringing the Flavors of Japan
to the People of the World

Lima (Super Nikkei)
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Tokyo

@mutualtrading
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CHALLENGE

by Kosuke Kuji

221

Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, lwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association
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Recommending sake to gals
and inbound tourists: Part 3

RFAAREENEHASEH HEZ=

Continuing from last report.

e wanted inbound visitors

and young people coming

to Shibuya to drink sake.
There is no inbound visitor in the
world who doesn’t know Shibuya, so
the strategy of getting inbound visitors
and young people to drink sake using
“Shibuya” and “Gals” as keywords was
developed entirely from the perspec-
tive of the “gals” themselves, the true
stakeholders. Gals brew sake with their
own hands, get involved in growing the
rice for it, and deeply respect Japan’s
traditional culture surrounding sake.
By doing so, they create a single gals
sake brand and transmit it to the world

BELEE-
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nnews.com

through visual storytelling. With this
concept finalized, the gals came to a
sake brewery in Iwate to take part
in the filming of the all-important
visuals, the rice harvest, and the sake
brewing process.

They step into the rice paddies,
learn how to harvest rice from a local
farmer grandfather, and harvest the
rice dressed as gals. Then, in the fields
where the harvest has just finished, they
dance “Para Para,” a dance synonymous
with gals culture. A scene that would
have been unthinkable by conventional
standards spreads across Iwate.

After the harvest, they eat freshly
harvested rice salt rice balls made by

FRBEZ® R THERERE

TR LUBETT R R AR
BEEBTLE REMARITEFH
B

MPIEEMREE AR KBRS
I B TER FERKNE
M TEIRE; FWRE TR EMMAE B
BT ERBRAKA AR “ParaPara”
B-EEFNAMLE-ERET—EX
FHUBGHNEE KRAERE
i T R KUY I B AR Y
ER R > LUK — P BB AR EE Ml
BZ" -BRARIANNIE R

the farmer grandmothers, along with
senbei-jiru, a traditional dish of Ninohe
City. Watching the gals run up to the
grandmothers and excitedly say, “It’s
delicious—this is the best,” even the
farmers of Iwate, who at first wondered,
“What on earth has arrived here?”,
gradually open up. In the end, people
of all ages come together, become
friends, and take photos flashing the
gals peace sign.

It was a moment when we truly felt
the power of gals. The pure “heart” of
gals transcends generations, language,
and regional boundaries. It was also
the moment we felt certain that the
sake made by gals would undoubtedly
resonate with both young people in
Japan and people from overseas.

After that, they took part in the
brewing process at the brewery, danced
the customary Para Para once again,
and their days in Iwate came to an

end.m (To be continued in the next report)
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ake containers sold and common
throughout the market consists
of barrels, paper containers, pet

bottles, aluminum cans, etc. However,
the most common sake container used
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

© l’ﬁ\ INTERNATIONAL INC ‘
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(800) 633-1004, (323) 721-6100
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Denshin Rin
Junmai Daiginjo
Ippongi Kubohonten (Fukui)

: Polishing Rate:45% " .
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Junmai Daiginjo
Yamamoto Honke (Kyoto)

What is the meaning behind the color of

a sake bottle?

BHREABREERN?

is the glass bottle, constituting ninety
percent of the containers used for distri-
bution, of which the most common size
is the 1.8-liter magnum bottle. Other
sizes consist of 900 ml, 720 ml, 500
ml, 300 ml, 180 ml, and small bottles
(referred to as “small bottles” if below
720 ml), of which the 900 ml bottle is
the standardized size nationwide. Also,
perhaps because the price is reasonable
for the volume, the 720 ml bottle is the
most commonly used for Ginjo and
Junmai bottles.

The light “blue bottle” was the
most common magnum bottle used
until the middle of 1965. Afterwards,
brown and green bottles replaced the
light blue bottles. Currently, brown
and green bottles are the most common
sake bottles used, also as small bottles,
mainly to preserve sake. Because sake
is a very delicate beverage highly
reactive to temperature, light, and
vibrations, the impact of bottle color
becomes a problem.

While sake is quick to change
colors or produce an odor if exposed
to ultraviolet rays, the brown bottle is
less impacted compared to the “blue
bottle.” Therefore, many sake brew-
eries started the transition to “brown
bottles” since 1974, and the “blue
bottles” became less common. Cur-
rently, various colors of bottles are used
as magnum and small bottles, while
the bottles least impacted by the sun
are the “black bottle,” “brown bottle,”
“dark green bottle” and “emerald green
bottle,” in this order. The transparent
bottle, white bottle, and smoked bottle
are all highly impacted by sunlight with

i §SMV:N/A
olishing Rate: 50%

younokagayaki) i (Sakahomare)

Ippongi Kotona Egushi
Daiginjo
Ippongi Kubohonten (Fukui)

This article was courtesy from Shibata Shoten Co Ltd.

Polishing Rate: 30%

little difference in the degree of impact
between each.

Recently, sake bottles are coated
with plastic to prevent sake from dete-
riorating by sunlight, while other sake
bottles are made of titanium to block
the sunlight.

Since ultraviolet light is what
mainly impacts sake negatively, sake
must be stored carefully even indoors
with caution against ultraviolet rays.
Needless to say, lighting must be kept to
a minimum where sake is stored, while
the use of light sources using ultraviolet
rays like fluorescent lights and germi-
cidal lamps must be prevented. On the
other hand, the use of incandescent
light as a light source is ideal.

If left in sunlight for a long period
of time, sake produces microorganisms
called hiochi-bacteria from lactic acid
bacteria. This lactic acid bacteria gen-
erates an odor with characteristics that
differs according to the type of sake.m
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TOI.(go by Ryuji Takahashi )
Jizake Strolling
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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.

Year-End and New Year Sales Landscape

FRFUNHERR

A the end of last year, thanks to
t the stretch of warm weather,

our annual year-end in-store sales event
was exceptionally easy to manage.
Every year, we brace ourselves with
heaters and layers of down jackets to
protect against the cold, but this time
we were able to get through it without
any special cold-weather measures.

In terms of sales, high-end sake
performed particularly well. Compared
to a typical year, premium bottles such
as daiginjo sold out at an early stage.
We had also prepared larger inventories
of new sake and regular products than
usual, but by New Year’s Eve, every-
thing had sold out. If it’s not cold, sake
doesn’t move. But if it’s too cold, it
doesn’t move either.

Temperatures of around 50°F, like
those at year’s end, may have been ideal
for shopping. Another major factor was
the cooperation of two breweries from
Niigata. We are indebted every year to
Kanemasu Shuzo in Shibata City and
Hakuro Shuzo in Nagaoka City.

Although we couldn’t ask them to
take part in in-store sales, it was also a
positive point that Nihonsakari, a major
manufacturer, lent us display fixtures,
allowing us to decorate the storefront.
Year-end ordering and selling are
driven by momentum, and as a result,
small mistakes tend to occur frequently.
We usually realize them after the

New Year has already
begun. A common pat-
tern is this: for new
sake from brewer-
ies whose products
are mostly consumed
locally, we ask in
advance to reserve
them by the case. Then,
around Christmas, at
the timing of the final
shipment of the year,
we place orders for
all of them at once.
Sometimes, due to
miscounting the number of cases, the
reserved sake is still left sitting at the
brewery. Another pattern is missing the
ordering window for the first shipment
of the new year, resulting in sake taking
a long time to arrive even after the year
has turned.

Every year, the same situation
repeats itself: inventory remains at the
brewery, the ordering timing is missed,
and even after business resumes in the
new year, there is sake that still needs to
be picked up and sold, yet the products
don’t make it onto the store shelves.
Despite this being an annual occur-
rence, it’s something we still haven’t
been able to manage well.

When it comes to New Year
business, we are truly supported by
breweries that will ship sake ordered on
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New Year’s Eve or New Year’s Day in
time for the start of business in the new
year. At the same time, when sake from
certain breweries takes a long time
to arrive, it’s because they are busy
responding to local demand during the
New Year period—and that, too, feels
like something positive and admirable.

People talk about warm winters
year after year, but the fact that sake is
selling well during the proper winter
season is a good thing. Ideally, I'd love
for it to sell just as well even when it
gets warmer. And every year, I find
myself thinking that if people came
out to the shopping streets every day
the way they do during year-end shop-
ping, both this town and everyone’s
businesses would run more smoothly.

And, as always, I remind myself to
shake off the New Year sluggishness as
quickly as possible.m

—— EE RN ERMEIR
— R B EMERPHNER

[EERIHE S EITRIERIE
FleFFBEERBEBRE-ZLEE
EXNPEBRBEF RO RERE
REANEFREF R R IR
FFTERT - RIBEBRKRE Sk E
WIHELHTH BREFMBLL A
EHEOARVBESEBEEIREREK
FIHE—Z AN EFERTE
ZEMENEREmER BRI T
F=tTthEHEB-RRAL BF

BAGE;, BURXL MEERE
Bl RERBPERYIOELEN
b T RRBAIINBEYERE-
BRMEETHEW BRI
EthR—EEZERR -SFHAKMN
ZETHEABESENMEHHHE
IS R IR - 8 PR R BE B Rt PI SR E AT
[ERRIHE  EXREEREARELRT
BRy e B BIERKMSEMER
E—HMEMIFEFN -FREREES
—REYDTHIE BEEERRZE
B RALEBNRRAMFHEELE-M
BEHBEAZEEFRAER-ER
HERE REEEM TR HERS
BURTE SRR BERBEFR ARTE
B FENAHAR - FARE—R
RS- TE BARAMEEBR
R EREENEERSNERER
BeRm—BERBRE #HBTF
MDA SR EREFERT
FOBRNBEXTE -EFHARER
FER R EITEHE EERE
BYRERE FOEXRREEM®
AL R RYTEIEER - SREIE N
FEFHE ANERBEUEERSE
Yo FMERR BBLERETRSY
YT BTE WAk & F 4] LIRRE
BEEB ENETKRIL-ER
PBLEBBARELGWER HBEHLE
EAEMITREH AT IHNER
EASHUR—HERSENSE -#A
AREBARELS BELFEBEEER
U FE - URRREEG
thE R ERNHEREMET T -
BIHFR RV UREEEE
REBERBYBEANTBE EIF
HNARNES —EHMGEMEE-
HitER RtESEREHE IR —
AERERER R SEME



SAKE
SOMMELIER
CLUB

Master Sake Sommelier

JAPAN

a ..-‘ B - i =y
Info Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Murakami David Kudo Ryuji Takahashi
Sake Shochu Spi rits Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier
Institute of America Beverage Manager Vice President Vice President Manager Liquor Manager President, All Japan News Owner"Ji - sakeya”
(21 3) 680-0011 Sake School of America New York Mutual Trading Sake School of America JFClInternational Inc. Shuto-Meijin
AllJapanNews@gmail.com ymatsumoto001@gmail.com  info@sakeschoolofamerica.com nymtc.com info@sakeschoolofamerica.com  ymurakami@jfc.com davidkudo@gmail.com ryu2syuto@yahoo.co.jp

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

ESEEE ET BN A

This issue explains how to enjoy sake sampling.

1. Audibly

Hearing is the first sense to enjoy sake. Please listen for the
sound of sake pouring into the sake bottle and bubbles audibly
forming in carbonated sake.
2. Visually

Once the sake is poured, please examine the sake inside
the sake cup. The type of sake will generate differences in the
shade of sake color, viscosity, clarity and sheen, etc.
3. Aroma

Next, gently inhale the sake aroma without shaking the
sake cup. Determine the intensity of the aroma, high/low, how
the aroma spreads, concentration, and durability. Try to detect
the change afterwards.
4. Palate

Finally, sip and taste the sake on your palate. First, taste
with the tip of the tongue, savor the flavor, and then further
savor the sweetness, bitterness, acidity and umami flavor. Savor
the sake flavor not only with the tongue, but focus the senses
from the throat to the nasal passage to enjoy new discoveries.

Clear the mind of any preconceived notions and taste the
sake with a fair mind. When sampling the sake, incorporating
cheerful, fun terms utilizing as many expressions as possible in
a brief summary is important.

SAKE Class
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A brand'that has been enjoyed - __. .
by families'all'over Japan for over:50 years. . ""‘k“‘tu.,

https://www.nippncalifornia.com/pasta. php

l.et s learn about sake!
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Available on Amazon.com

MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-062-9633
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Rick Smith & Beau Timken Kats Miyazato

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

CTICGROUP

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

Crhari;mran o Owner “True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC'

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

N matter how good a product
O is, the message needs to
be communicated for customers to
try the product. Let’s consider when
the appropriate timing is and how to
communicate the appeal of Japanese
sake in a way that leads to sales.
Consider who the message is
directed to

Are chefs, servers, and bartenders
trained appropriately? Training the
staff to thoroughly understand why
a brand of sake tastes delicious and
why customers should try it is impor-
tant because a single try will not be
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“Creative Sushi & Sake” [Ilestrares 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,

[published in English by All |apan Mews, [nc., in 2005)

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

sufficient to understand even ten
percent of the appeal of a brand. There-
fore, please have staff try the sake
paired with the cuisine.
Timing

Of course, a good place to start
would be to have the servers change
their ordering from “What can I get
you to drink?” to “It’s cold outside,
would you like to try some hot sake?”
This suggestion alone is a major differ-
ence. Also, please mention two to
three different brands of Japanese sake
during the recommendation.
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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

Content

Speak informatively to customers
in a way that generates a response like
“Oh really?” For example, “How about
AAA, a dry and refreshing sake from
Niigata that goes great with sushi?” Or
“Would you like to try BBB, a brand of
sake from Akita that has body and goes
great with teriyaki?” The point is to
word the recommendations into easy-
to-understand sales pitches that makes
customers want to try the brand. Offer
two to three different brands that range
from reasonable to mid-range prices. m
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Fifth Generation
. Brewery Owner

g W

h
Timothy Sullivan : -
o SakeSamurme g

Takao Matsukawa
International
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Michael John
Simkin

MJS Sake Selection
Owner

Shigeto Terasaka
 Sake Sommelier

President
Japan Hollywood Network

Sara Guterbock
International

Sake Sommelier

New York Mutual Trading
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Masato Kato
§ake §pmmelie( )

Wismettac Asian Foods

Latin Region Spe(iarlist” -2 l'.ﬁ- Lo
Mutual Tradin X
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Keita Akaboshi Mei HO
~ Sake Sommelier Sake Sommelier
Kuramoto US Inc. True Sake

Isao Kiyota

International

Academia de Sake Mexico

Founder

NewYork Mutual Tfadiﬁé

Sake Sommelier and Others

Teruyuki
Kobayashi
Taruhei Brewing Co Ltd.

Joe Mizuno

Sake Tasting Club”
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Akira Yuhara
B ;ake Sommelierr ]

Miyako Hybrid Hotel

Philip Harper . Rachel
Tamagawa Hand Made Macalisang
Japanese Sake Sake and Wine
Master Sake Brewer Sommelier

Miyuki
Yoshida
Sake Som(r}elig(

Mai Segawa Don Lee
Advanced Sake Sake Sommelier
Somm?/le( _— Yama Sushi

Tako Grill Owner Chef

Eda Vuong
1 r International
1 1 Sake Sommelier =

Mutual Trading

Rachel Fiekowsky Masae Kusada
International International
Sake Sommelier Sake Sommelier

Head of the “Regional

New York Mutual Tfadiﬁé

Eduardo
Dingler

Hirohisa
Kikuchi
 Sake Sommelier

Koji Aoto

Kaz Tokuhara
Sake Sommelier  Sake Sommelier -
Manager” Savannah
Wismettac Asian Foods Distributing Co. Inc.
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Gary Imada
Sake Advisor
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Shino Okita Jonathan Cortez
Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC. Latin Region Specialist

Mutual Trading

Lora Blackwell
International
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Genji Sake
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Sake Ambassador

Eiji Mori
Sake Sommelier
Katana Restaurant

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

Young's Market Company

Yoshihiro
Sako
B Sake Sorrrrrmeliep )

Yuzuki

-

solt oy Kt el S o
Owner Mixologist 10 N
Japon Bistro . o Hana Japanese Restaurant

Toshiyuki Koizumi
Sake Sommelier

Michael Russell
Certified Sake Sommelier

\ Pacific International
Liquor Inc

Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com
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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 3
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Continuing from last report.

e wanted inbound visitors

and young people coming

to Shibuya to drink sake.
There is no inbound visitor in the
world who doesn’t know Shibuya, so
the strategy of getting inbound visitors
and young people to drink sake using
“Shibuya” and “Gals” as keywords was
developed entirely from the perspec-
tive of the “gals” themselves, the true
stakeholders. Gals brew sake with their
own hands, get involved in growing the
rice for it, and deeply respect Japan’s
traditional culture surrounding sake.
By doing so, they create a single gals
sake brand and transmit it to the world

through visual storytelling. With this
concept finalized, the gals came to a
sake brewery in Iwate to take part
in the filming of the all-important
visuals, the rice harvest, and the sake
brewing process.

They step into the rice paddies,
learn how to harvest rice from a local
farmer grandfather, and harvest the
rice dressed as gals. Then, in the fields
where the harvest has just finished, they
dance “Para Para,” a dance synonymous
with gals culture. A scene that would
have been unthinkable by conventional
standards spreads across Iwate.

After the harvest, they eat freshly
harvested rice salt rice balls made by

the farmer grandmothers, along with
senbei-jiru, a traditional dish of Ninohe
City. Watching the gals run up to the
grandmothers and excitedly say, “It’s
delicious—this is the best,” even the
farmers of Iwate, who at first wondered,
“What on earth has arrived here?”,
gradually open up. In the end, people
of all ages come together, become
friends, and take photos flashing the
gals peace sign.

It was a moment when we truly felt
the power of gals. The pure “heart” of
gals transcends generations, language,
and regional boundaries. It was also
the moment we felt certain that the
sake made by gals would undoubtedly
resonate with both young people in
Japan and people from overseas.

After that, they took part in the
brewing process at the brewery, danced
the customary Para Para once again,
and their days in Iwate came to an

end.m (To be continued in the next report)
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ake containers sold and common
throughout the market consists
of barrels, paper containers, pet
bottles, aluminum cans, etc. However,
the most common sake container used
is the glass bottle, constituting ninety
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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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What is the meaning behind the color of

a sake bottle?
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percent of the containers used for distri-
bution, of which the most common size
is the 1.8-liter magnum bottle. Other
sizes consist of 900 ml, 720 ml, 500
ml, 300 ml, 180 ml, and small bottles
(referred to as “small bottles” if below
720 ml), of which the 900 ml bottle is
the standardized size nationwide. Also,
perhaps because the price is reasonable
for the volume, the 720 ml bottle is the
most commonly used for Ginjo and
Junmai bottles.

The light “blue bottle” was the
most common magnum bottle used
until the middle of 1965. Afterwards,
brown and green bottles replaced the
light blue bottles. Currently, brown
and green bottles are the most common
sake bottles used, also as small bottles,
mainly to preserve sake. Because sake
is a very delicate beverage highly
reactive to temperature, light, and
vibrations, the impact of bottle color
becomes a problem.

While sake is quick to change
colors or produce an odor if exposed
to ultraviolet rays, the brown bottle is
less impacted compared to the “blue
bottle.” Therefore, many sake brew-
eries started the transition to “brown
bottles” since 1974, and the “blue
bottles” became less common. Cur-
rently, various colors of bottles are used
as magnum and small bottles, while
the bottles least impacted by the sun
are the “black bottle,” “brown bottle,”
“dark green bottle” and “emerald green
bottle,” in this order. The transparent
bottle, white bottle, and smoked bottle
are all highly impacted by sunlight with
little difference in the degree of impact
between each.

U= ZQIT}?

Recently, sake bottles are coated
with plastic to prevent sake from dete-
riorating by sunlight, while other sake
bottles are made of titanium to block
the sunlight.

Since ultraviolet light is what
mainly impacts sake negatively, sake
must be stored carefully even indoors
with caution against ultraviolet rays.
Needless to say, lighting must be kept to
a minimum where sake is stored, while
the use of light sources using ultraviolet
rays like fluorescent lights and germi-
cidal lamps must be prevented. On the
other hand, the use of incandescent
light as a light source is ideal.

If left in sunlight for a long period
of time, sake produces microorganisms
called hiochi-bacteria from lactic acid
bacteria. This lactic acid bacteria gen-
erates an odor with characteristics that
differs according to the type of sake.m
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TOk o by Ryuji Takahashi
leake Strolllng
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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.

Year-End and New Year Sales Landscape
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A the end of last year, thanks to
t the stretch of warm weather,

our annual year-end in-store sales event
was exceptionally easy to manage.
Every year, we brace ourselves with
heaters and layers of down jackets to
protect against the cold, but this time
we were able to get through it without
any special cold-weather measures.

In terms of sales, high-end sake
performed particularly well. Compared
to a typical year, premium bottles such
as daiginjo sold out at an early stage.
We had also prepared larger inventories
of new sake and regular products than
usual, but by New Year’s Eve, every-
thing had sold out. If it’s not cold, sake
doesn’t move. But if it’s too cold, it
doesn’t move either.

Temperatures of around 50°F, like
those at year’s end, may have been ideal
for shopping. Another major factor was
the cooperation of two breweries from
Niigata. We are indebted every year to
Kanemasu Shuzo in Shibata City and
Hakuro Shuzo in Nagaoka City.

Although we couldn’t ask them to
take part in in-store sales, it was also a
positive point that Nihonsakari, a major
manufacturer, lent us display fixtures,
allowing us to decorate the storefront.
Year-end ordering and selling are
driven by momentum, and as a result,
small mistakes tend to occur frequently.
We usually realize them after the

T

New Year has already
begun. A common pat-
tern is this: for new
sake from brewer-
ies whose products
are mostly consumed
locally, we ask in
advance to reserve
them by the case. Then,
around Christmas, at
the timing of the final
shipment of the year,
we place orders for all
of them at once. Some-
times, due to miscounting the number
of cases, the reserved sake is still left
sitting at the brewery. Another pattern
is missing the ordering window for the
first shipment of the new year, result-
ing in sake taking a long time to arrive
even after the year has turned.

Every year, the same situation
repeats itself: inventory remains at the
brewery, the ordering timing is missed,
and even after business resumes in the
new year, there is sake that still needs to
be picked up and sold, yet the products
don’t make it onto the store shelves.
Despite this being an annual occur-
rence, it’s something we still haven’t
been able to manage well.

When it comes to New Year
business, we are truly supported by
breweries that will ship sake ordered on
New Year’s Eve or New Year’s Day in

40 March 2026 - www.alljapannews.com

time for the start of business in the new
year. At the same time, when sake from
certain breweries takes a long time
to arrive, it’s because they are busy
responding to local demand during the
New Year period—and that, too, feels
like something positive and admirable.

People talk about warm winters
year after year, but the fact that sake is
selling well during the proper winter
season is a good thing. Ideally, I’d love
for it to sell just as well even when it
gets warmer. And every year, I find
myself thinking that if people came
out to the shopping streets every day
the way they do during year-end shop-
ping, both this town and everyone’s
businesses would run more smoothly.

And, as always, | remind myself to
shake off the New Year sluggishness as
quickly as possible.m
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute

of America was founded with

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

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

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

Sake Shochu Spirits Institute of America

0= Al E FREI| 2

This issue explains how to enjoy sake sampling.

1. Audibly

Hearing is the first sense to enjoy sake. Please listen for the
sound of sake pouring into the sake bottle and bubbles audibly
forming in carbonated sake.
2. Visually

Once the sake is poured, please examine the sake inside
the sake cup. The type of sake will generate differences in the
shade of sake color, viscosity, clarity and sheen, etc.
3. Aroma

Next, gently inhale the sake aroma without shaking the
sake cup. Determine the intensity of the aroma, high/low, how
the aroma spreads, concentration, and durability. Try to detect
the change afterwards.
4. Palate

Finally, sip and taste the sake on your palate. First, taste
with the tip of the tongue, savor the flavor, and then further
savor the sweetness, bitterness, acidity and umami flavor. Savor
the sake flavor not only with the tongue, but focus the senses
from the throat to the nasal passage to enjoy new discoveries.

Clear the mind of any preconceived notions and taste the
sake with a fair mind. When sampling the sake, incorporating
cheerful, fun terms utilizing as many expressions as possible in
a brief summary is important.
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Let s learn about sake!
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Sake para Chicas y

BFAE

California
SAKE Continuacion del episodio anterior.
CHALLENGE Queriamos que los turistas y jévenes que

vienen a Shibuya bebieran sake. Como todos
los turistas internacionales conocen Shibuya,
nuestro plan para que los visitantes y jovenes
que vienen a Shibuya beban sake usando
Shibuya y "chicas™ como palabras clave se
bas6 completamente en las ideas de las pro-
pias "chicas".

Las “chicas” elaboraran el sake ellas
mismas, participaran en el cultivo del arroz
necesario y respetaran la cultura tradicional
japonesa en torno al sake. Crearan una marca
de sake "chicas" y la compartiran con el mundo
a través de un video.

Con este plan decidido, las “chicas” vini-
eron a nuestra destileria en lwate para grabar el
importante video, cosechar el arroz y preparar
el sake.Entraron en los arrozales, aprendieron
a cosechar arroz con el abuelo agricultor, lo
cosecharon con atuendos femeninos y luego
bailaron la danza "Para Para”, sinonimo de
“chicas”, en los campos después de la cose-
cha. Una imagen inimaginable se despleg6 en
Iwate. Después de la cosecha, disfrutaron de
bolas de arroz hechas con el arroz nuevo por
las esposas de los agricultores y de la "sopa
senbei”, un plato tradicional de la ciudad de
Ninohe. Corrieron hacia ellas y exclamaron:
"iEsta deliciosa, es la mejor!". Al principio, los
agricultores de Iwate se preguntaron qué habia

by Kosuke Kuji

221

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

Turistas Internacionales, Parte 3

pasado, pero al final, todos los jovenes y los adul-
tos se hicieron amigos y se tomaron una foto con
el "simbolo de la paz chicas". Fue un momento
en el que sintieron el poder de las “chicas”. El
"corazon” puro de las “chicas” trasciende las bar-
reras generacionales, linguisticas y regionales.
Fue un momento en el que se dieron cuenta de
que el sake elaborado por las “chicas” sin duda
conectara con jovenes japoneses y extranjeros
por igual. Después, trabajaron en la elaboracion
de sake en la destileria y bailaron la danza tradi-
cional Para Para, poniendo fin a sus dias en lwate.
(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\
« ” 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)

©SMV: +4
i Polishing Rate: 45%
i (Koshinoshizuku)

Denshin Rin
Junmai Daiginjo
Ippongi Kubohonten (Fukui)

ponibles comercialmente

incluyen barriles de
madera, cartones, botellas de
plastico y latas de aluminio. Sin
embargo, las botellas de vidrio,
como la de 1,8 litros, son las
mas comunes, representando
el 90% de todos los envases de
distribucion. La botella de vidrio
mas comun es la de 1,8 litros,
pero también existen bote-
llas mas pequenas de 900 ml,
720 ml, 500 ml, 300 mly 180
ml (las botellas de menos de
720 ml también se denominan
"kobin" [botellas pequenas]).
De estas, la botella de 900 ml es
la estandarizada a nivel nacio-
nal. Ademas, la botella de 720
ml, quizas debido a su razo-
nable equilibrio entre volumen
y precio, se utiliza a menudo
para sakes de alto valor ana-
dido, como el sake ginjo y el
sake junmai.

Hasta mediados de la
década de 1960, la botella azul
claro "aobin” (azul) era la mas
comun para las botellas de sake
de 1,8 litros, pero las bote-
llas marrones "chabin" y verdes
las han sustituido. Incluso hoy
en dia, las botellas marrones y

oA

£ SMV:N/A
i Polishing Rate: 30%
i (Sakahomare)

i SMV:+27
. G i Polishing Rate: 50%
i (Kyounokagayaki)

Shinsei
Junmai Daiginjo
Yamamoto Honke (Kyoto)

Ippongi Kotona Egushi
Daiginjo
Ippongi Kubohonten (Fukui)
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T|H§ botellas de sake?
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verdes son las mas comunes,
incluidas las pequenas, princi-
palmente por la conservacion
del sake. El sake es una bebida
delicada, extremadamente sen-
sible a la temperatura, laluzy las
vibraciones. El color de la bote-
lla es particularmente sensible a
la luz.

El sake es propenso a la
decoloracion y a los olores des-
agradables cuando se expone a
la luz solar, especialmente a la
luz ultravioleta. Sin embargo, las
botellas marrones y verdes son
menos susceptibles a esto que
las "azules”. Como resultado,
alrededor de 1974, el nimero
de destilerias de sake que cam-
biaron a "chabin” (botellas
marrones) aumento rapida-
mente, y las "azules" pasaron
a ser practicamente invisibles.
Si bien actualmente se utilizan
botellas de varios colores, tanto
para botellas de 1,8 L como
para botellas pequenas, las mas
resistentes a la luz solar son las
marrones, como las "kurobin”
(botellas negras) y las "chabin”
(botellas marrones), seguidas
de las verdes, como las "verde
oscuro” y las "verde esmeralda”.
Las botellas transparentes,

¢ SMV:+1.0-20
i Polishing Rate: 70%
i (Yamadanishiki, Aiyama)

Kenbishi Kuromatsu
Honjozo
Kenbishi Shuzo (Hyogo)

LSV
i Polishing Rate: 60%
i (Hitomebore & other)

Hakushika Junmai Gold Label
Junmai Ginjo
Tatsuuma-Honke (Hyogo)

blancas y ahumadas son sus-
ceptibles a la luz solar, con poca
diferencia en su grado de sensi-
bilidad. Recientemente, se han
incorporado botellas recubiertas
de plastico y botellas de titanio
con filtro de luz para proteger el
sake del deterioro inducido por
laluz.

Son principalmente los rayos
ultravioleta los que afectan nega-
tivamente al sake, por lo que se
debe tener cuidado de prote-
gerlo incluso al almacenarlo en
interiores. Es evidente que la
iluminacion en el area de alma-
cenamiento debe minimizarse y
es fundamental evitar las fuen-
tes de luz ultravioleta, como las
luces fluorescentes y las lampa-
ras germicidas. Se dice que las
lamparas incandescentes son la
fuente de luz ideal.

El olor desagradable que
se produce cuando el sake se
expone a la luz solar durante
largos periodos se denomina
"hinata nijimi” (olor a luz solar) o
"nikko nijimi” (olor a luz diurna),
aunque colectivamente se les
conoce como "bin ka" (aroma a
botella). Hay varias maneras de
describir este olor, pero su natu-
raleza varia segun el tipo de sake.

L‘! (Gohyakuman‘goku)

Jozen Aqua
Junmai
Shirataki Sake Brewery (Niigata)

This article was courtesy from Shibata Shoten Co Ltd.
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Rebajas de Aino Nuevo

racias al buen tiempo del

ano pasado, nuestras

rebajas anuales de fin de
ano en tiendas fueron extrema-
damente faciles de organizar.
Aungue normalmente me pre-
paro para el frio sacando la
estufa y poniéndome varias
capas de chaquetas de plumas,
esta vez pude pasar el invierno
sin ropa especial. Las ventas de
sake premium fueron fuertes, y
los que teniamos en stock, como
el daiginjo, se agotaron antes
que en anos anteriores. También

incluimos mas sake nuevo y pro-
ductos regulares de lo habitual,
pero todos se agotaron para
Nochevieja. El sake no se vende
cuando no hace frio, pero tam-
poco cuando hace demasiado
frio. Quizas temperaturas de
alrededor de 10 grados, como
las de fin de ano, eran idea-

les para comprar. Otro factor
importante fue la colaboracion
de dos destilerias de Niigata:
Kanemasu Sake Brewery en la
ciudad de Shibata y Kashiwaro
Sake Brewery en la ciudad de

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.

Nagaoka, nuestras colaborado-
ras anuales. Si bien no pudimos
pedirle ayuda a Nihonsei con

las ventas en tienda, tuvimos la
suerte de contar con el apoyo de
Nihonsei, un importante fabri-
cante de sake, quien nos presto
mobiliario y nos ayudo6 a deco-
rar nuestras tiendas. A finales de
ano, los pedidos se realizan y se
venden con mucha rapidez, lo
que provoca muchos pequenos
errores. Normalmente, estos
errores solo se hacen eviden-
tes después de Ano Nuevo. Un
patron comun es cuando una
destileria, cuyo sake se con-
sume principalmente en su
localidad, solicita la reserva de
cajas nuevas con antelacion y
luego encarga el envio completo
cerca de la Navidad, el ultimo
envio del ano. Sin embargo,
debido a un error en el recuento
de cajas, aun le sobran. Otro
patron es cuando la destileria no
cumple con el plazo para encar-
gar el primer envio del ano, lo
que resulta en que el sake no
llegue ni siquiera después de
Ano Nuevo. Esto ocurre todos
los anos: con inventario res-
tante en la destileria, se pierde el
plazo para realizar los pedidos.

Incluso cuando el negocio abre
en Ano Nuevo, todavia hay sake
para recoger y vender, pero el
producto no esta en los estan-
tes. Esta situacion es dificil de
gestionar, pero es algo que
ocurre todos los anos. Siento
que el negocio a principios de
ano se ve realmente impulsado
porlas destilerias que entre-
gan los pedidos realizados

en Nochevieja o el dia de Aho
Nuevo a tiempo para el hora-

rio de apertura. Sin embargo,
creo que es maravilloso que las
destilerias que tardan en reci-
bir sus envios también estén
ocupadas atendiendo las nece-
sidades locales a principios

de ano. Dicen que ha sido un
invierno calido, pero es bueno
que el alcohol se esté vendiendo
bien durante esta temporada, y
me alegraria que siguiera ven-
diéndose al mismo ritmo incluso
cuando haga mas calor. Pienso
esto todos los anos: sila gente
saliera al distrito comercial todos
los dias a hacer sus compras

de fin de ano, esta ciudad y los
negocios de todos irian bien.

Y todos los anos, me digo a mi
mismo que debo superar rapida-
mente miresaca de Ano Nuevo.
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Instituto de la Espiritu

Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America was
founded with the purpose to promote further
understanding of Japanese sake, shochu and beer
in a shared where 500 million people enjoy wine in
North America. We strive to increase Japanophiles
by furthering understanding of the sake culture
through online Japanese sake and shochu colleges
and books related to Japanese sake, shochu and
beer, etc. Especially sampling parties directly
approaches consumers and no doubt contributes
to expanding the market. Also, our final purpose

is to facilitate communication with sake breweries,
sake producers, and distribution companies, etc.,
to introduce Japanese sake, shochu and beer

to American consumers in a way that’s easy-to-
understand.
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Sake Shochu de América

En esta ocasion, explicaremos como catar
sake.

1. Sake con el oido

Al disfrutar del sake, lo primero que se per-
cibe es el oido. Se puede oir el sonido del
sake al ser vertido en la taza, y si es sake de
baja malta, también se puede oir el sonido
de las burbujas. Escucha con atencion.

2. Ojos

Una vez que haya terminado de servir,
observe detenidamente el sake en la taza.
Dependiendo del tipo de sake, habra dife-
rencias en color, viscosidad, transparencia
y brillo.

3. Nariz

A continuacion, huela suavemente el aroma

sin agitar el sake. Intente identificar la inten-
sidad, el tono, la extension, la concentracion

y la duracion del aroma. También intente
percibir cualquier cambio posterior.

4. Lengua

Por ultimo, pongalo en la boca. Primero,
capture el ataque inicial con la punta de
la lengua, luego Usela para detectar el
dulzor, el amargor, la acidez y el umami.
El gusto no se siente solo

en la lengua. Concentrar los sentidos
en las sensaciones que van desde la gar-
ganta hasta la cavidad nasal te llevara a
descubrir muchos sabores.

Es importante dejar de lado las ideas
preconcebidas y abordar la cata con
imparcialidad. Al catar, es importante
usar palabras ingeniosas y divertidas, y
usar tantas expresiones como sea posi-
ble, manteniendo la concision.
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