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save the date

: 10 AM - 4:30 PM SAT
SEPT 26

Prince Waikiki Hotel
Pi'inaio Ballroom
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s for JFRE HAWAII

www.eventspass.com/event/cherrycofoodshow?26/
Up to 5 people can be registered per account.

Setomono ichi:

V ‘ s50% off from catalog price
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Largest & Longest Running Japanese Food Trade Show Outside of Japan

piscount:
UP to 30%’ OFF

Principal Meeting Place for Foodservice Professionals & Suppliers

NEW PRODUCTS $SAVINGS FREE to ATTEND*

Last check-in will be at 4:00pm. Parking at Prince Waikiki Hotel is $15.
‘Q‘”‘ No one under the age of 18 will be allowed.
< :)‘ THE CHE QQY CO L TD Must be 21 years old for alcohol tastings. (Need valid ID)
®  *JFRE is a professional trade show, and is restricted to food and foodservice professionals.
This is not a public event. ©2026 Mutual Trading Co., Inc.



Hakkaisan Dodgers
Special Edition Junmai Daiginjo

New Look. New Label. New Season.
Raise a Glass to Dodger Baseball!
@MUTUALTRADING

#36324 #49666
authorized supplier of fine Japanese foods and liquors to Dodger Stadium 180ml 720ml
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mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS Enjoy responsibly 2026 Mutual Trading Co, Inc

Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

GLUTEN
FREE

chicken with
\ yuzu miso glaze

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

customerservice@coldmountainmiso.com
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Mission of Japanese
Restaurant News

This magazine spotlights the Japanese
restaurant industry to introduce
the latest trends and successful
restaurants along with their operations
to provide hints on how to survive
the competitive restaurant industry.
Further, this magazine introduces the
latest restaurants garnering attention
and popular products, along with the
prosperity of Japanese restaurants.
Lastly, this magazine also introduces the
latest information on food sanitation
and management to contribute to the
development of the Japanese restaurant
industry as a whole.
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Japanese GEKKEIKAN SAKE
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quality KYOTO SINCE 1637

KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
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CLUB
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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honomry Sake Sommeller Honarary Sake Sommel/er & Saka Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
TIC GROUP ) ) Chalrman o Honoraly Sake Sommelier & Saka-Sho Owner “True Sake” Owner of M&M Enterprise

Katsuya Group

Owner “SAKAVANYC'

MASTER

. SAKE
OMMELIER

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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Japanese sake and cuisine

I? often asked by Ameri-
m cans, “I often use wine for
cooking, but can I also use Japanese
sake?” Japanese sake contains many
umami flavors not found in wine, so it’s
great that they can be used in anything.
Eliminating odors
Of course, sake is not only effec-
tive in eliminating odors from fish and
seafood, but also from pork and lamb.
Of course the odor dictates lamb meat,
however, when adding Japanese flavor
to your cooking, add Japanese sake to
any food when the odor is too strong,

then leave it for approximately two
minutes for the odor to disappear.
Effective in softening proteins

Placing chicken breasts, red beef,
and / or meat for stew in a zip lock bag
filled with sake prior to marinating
eliminates the dryness from the meat
and adds flavor. Sake greatly enhances
the flavor of meat for barbeque
and yakiniku.
Adds umami flavor

From broiled dishes to soup
dishes, Japanese sake is useful in a
variety of dishes, as our readers know.

Surprisingly, Japanese sake also
enhances the flavors of Western soup,
especially in seafood, along with pasta
and various other dishes. Please give it
a try. Actually, sake is also great when
used even in instant ramen noodles!
Japanese sake is great for cooking
Sake for cooking or Junmai sake is
great for food preparation. While Ginjo
and Daiginjo are great for drinking,
Junmai is better suited and more effec-
tive for cooking due to it’s higher
concentration of umami flavors.m
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Dingler
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Koji Wong . . Stuart Morris
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Shino Okita Jonathan Cortez
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Lora Blackwell
International
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Genji Sake

“Pacific International
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka
High School, lwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association
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Recommending sake to gals
and inbound tourists: Part 4
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Continuing from last report.

inally, the sake brewed by our gal

is about to make its debut! Before

starting, she paid her respects to
Matsuo-sama enshrined in the brewery.
Using rice grown in the fields of Iwate,
she personally crafted every drop of this
special sake. Introducing. ..
— a brew as bold and unique as she is!

This name carries a story close to their :
hearts. During their time in Iwate, they :

went through countless experiences,

turning them into words, refining and :

refining... until only one remained:
“Yui” (#%). Wanting to honor the

meaning of this word while still keeping

it playful and bold, just like themselves,
they created “YUICHU”. This was the

“YUICHU” '

FICBFE €04

part of the journey that came with the
deepest creative struggle—but every bit
of it made the name truly theirs. The gals
themselves designed the label! Featuring
illustrations of the girls set against
iconic Shibuya and Japan backdrops,
they went all out with sparkles, glam,
and full-on decoration to make it shine.
And while YUICHI will also be avail-
able in bottles, one of the boldest moves
this time was embracing the tradi-
tional sake style: the “One Cup”. Using

aluminum cups allowed them to go even :

further—covering the entire surface
with their signature gal-style design.
With one simple word—*"“kawaii!”—

the cups were a must-have, proving that

tradition and playful creativity can mix
perfectly. The launch party went down
in a club right in the heart of Shibuya,
drawing a crowd of media and gal
influencers eager to see the debut. From
there, YUICHI took over a dedicated
booth at the mega Don Quijote in
Shibuya, and soon even 7-Eleven came
knocking! The sake started popping up
at popular spots across Tokyo, putting
Shibuya—and beyond—on the map
for this sparkling new release. Now?
Every last bottle at Mega Don Quijote
and 7-Eleven is sold out, and the only
place to grab it is through the official
online shop. YUICHU reached out to
everyone—tourists visiting Shibuya
and young adults of the gal genera-
tion who can legally enjoy a drink.
Watching these gals in action, it’s
clear: their energy and style aren’t just
playful—they’re shaking up conven-
tions left and right. Truly, their spirit is
that of a samurai at heart.m
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ice malt in broad terms is fila-
Rmentous fungi (molds) grown

on grains, roughly divided by
shape into mochi koji (rice cake) and
bara koji (rice malt). Mochi koji is pre-
pared by adding water to powdered
grain (flour, etc.), kneaded into brick
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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
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)

‘J’E INTERNATIONAL INC

What is the role of rice malt necessary
for sake production?

(oL bl =GN

shapes or dumplings and hardened with
rhizopus grown on it, widely used from
China to Southeast Asia. This same
koji is used in Chinese cooking wine,
Shaoxing jiu. On the other hand, bara
koji is prepared from koji mold (yeast
cells) grown on steamed rice, etc., also
referred to as koji preparation. Bara
koji is a technique unique to Japan used
to produce not only sake, but also miso
and soy sauce.

Seven types of koji mold are used

in the Japanese brewing industry,
largely divided into yellow koji mold,
black koji mold, and white koji mold.
Yellow koji mold (asperigillus oryzae)
with yellow-green spores are used
to produce sake, the most represen-
tative of the koji mold. Black koji
mold with blackish-brown spores
are used to produce the Okinawan
shochu “Awamori.” This mold gener-
ates significant amounts of citric acid,
maintaining the fermentation-mash
in an acidic state, thus inhibiting the
growth of putrefactive bacteria and
safely enabling the fermentation of
moromi (fermented mash), even in
warm weather. White koji mold with
white spores (mutant species of black
koji mold) is used to produce shochu in
Kyushu prefecture, etc.
The most important factor in sake
production is said to be rice malt, the
second is the yeast starter, and the third
is the production method with the fol-
lowing functions:

1. The enzyme contained in koji con-
verts rice starch into glucose.

2. Vitamins and various nutrients are
supplied to the yeast to advance the
growth of yeast.

3. Various components metabolized
form the koji directly and indirectly
contribute to the sake aroma.

Sake contains alcohol from yeast
fermenting the alcohol. However,
alcohol cannot ferment if yeast is still
starch, thus the starch must be broken
down for saccharification. There-
fore, 1. Koji plays the most important
function, however, yellow koji mold
generates abundant enzymes to break
down starch such as amylase, etc.
However, this enzyme if raw is not
effective on the starch, thus the rice
must be steamed to convert the starch
into a. Further, some yellow koji mold
can break down protein and generate
significant amounts of enzymes (pro-
tease, etc.) that breaks down protein
into amino acids. Yellow koji mold is
used to produce miso and soy sauce.
Since ancient times, suitable koji mold
is used to produce sake, miso, and
SOy sauce.m
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0Ozeki Corporation (Hyogo) Yamanashi Meijo (Yamanashi) Dassai (Yamaguchi) Nate Shuzo (Wakayama) Nagai Shuzo (Gunma) Tatsuuma-Honke Brewing (Hyogo)

COREFGRASHEREELDREMBSIhTWEY, This article was courtesy from Shibata Shoten Co Ltd.
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Sake Shochu Spirits Institute of America
NPOEA
KEERE R 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

K EE B 2% B B 25 PR

Standards indicating Japanese Sake Flavors

Gathering information such as the type of premium sake,
rice-polishing ratio, sake rice, water hardness, etc., can help to
predict the flavor of sake to a certain degree. However, other
indicators can also indicate flavor more frankly. Such indicators
are the sake meter value, acidity, and amino acidity.

The sake meter value refers to the specific gravity of sake
to water. The more lighter than water, the more positive the
value; while the more heavier than water, the more negative the
value. If the sugar content of sake is high, the specific gravity
increases. Therefore, if the sake meter value is negative, the
sweeter the flavor; while the more positive the sake meter
value, the more dry the flavor.

Acidity refers to the amount of acids contained in sake,
such as malic acid, citric acid, succinic acid, etc.

Acid not only adds a sour flavor to sake, but also brings
out the flavor and acts as an umami flavor.

If the sake meter value is the same, high acidity tends to
generate a dry flavor, while low acidity tends to generate a
sweet flavor.
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NEWS / TRENDS

The World’s Largest Natural Products Show, ‘Expo West 2026, Held

-Health-Conscious and Sustainable Foods Take Center Stage: With Support from

JETRO, Japanese Companies and Businesses from Nagano and Hokkaido Explore
the North American Market-

HRAEAKOBEARME IExpo West 20261 B
_ﬁh@lu\m tﬂZTﬂ'jjbﬁnan‘Iiﬂi

JIbOXETHFERPREFR

ew Hope Network, the
Industry Leader Spotlighting
Natural, Health, Organic,

and Sustainable Products, Hosts the
World’s Largest Trade Show ‘Natural
Products Expo West 2026’ in Anaheim,
California, March 3-6.

Celebrating its 45th Anniver-
sary, This Year’s Expo Features Over
3,000 Exhibitors from More Than 140
Countries and Regions. Spanning the
Vast Floors of the Anaheim Conven-
tion Center with Around 3,300 Booths,
the Show Spotlights a Wealth of New
Products Focused on Health and
Sustainability. Drawing Retail Buyers,
Distributors, and Food Manufacturers
from Around the World, the Expo
Serves as a Key Showcase of the Latest
Trends in the Natural Products Market.

At the Expo, High-Protein Foods,
Gut-Health-Focused Functional
Products, and Plant-Based Ingredients
Took Center Stage. Ready-to-Drink
Protein Beverages, Protein Snacks,
and Pre- and Probiotic-Enhanced
Foods Highlighted Health Benefits
While Paying Close Attention to Taste
and Texture. In the Snack Category,
Low-Sugar, High-Protein Items and
Nutrient-Rich Freeze-Dried Snacks
Showcased the Perfect Balance of

Convenience and Wellness, Reflecting
the Growing Demand for Functional
Yet Enjoyable Foods.

JETRO Supports Japanese Food
Exports at the Japan Pavilion

Amidst This Trend, Japanese
Companies and Ingredients Are
Making a Stronger Mark. JETRO Set
Up the ‘Japan Pavilion’ at the Expo
to Support Japanese Food Manufac-
turers and Related Businesses in
Expanding into the North American
Market. Leveraging the High Quality
and Health Image of Japanese Products,
the Pavilion Served as a Key Platform
for Meetings with Overseas Buyers.
In Addition to Showcasing the Appeal
of Japanese Foods, JETRO Provides
Business Matching and Market
Insights, Helping Companies Enter the
North American Market and Expand
Their Distribution Channels.

Nagano Prefecture Makes Its
Debut with First-Ever Booth
as a Local Government

Local Governments Are Stepping
Up Their Game. Nagano Prefecture
Made Its Debut with the First-Ever

- LBEDEFREZE LI T IS ZRAE—

Government Booth at the Expo,
Featuring Eight Local Businesses.
Showcased Products Included Rice
Vinegar, Ponzu, Apple Juice, Sake,
Shichimi Chili, and Rice-Based
Processed Foods, Highlighting the
Region’s Agricultural and Specialty
Foods. Exhibitors Held Direct
Meetings with Buyers, Seeking to
Expand into the North American
Market. Interest in Fermented Foods

and Traditional Japanese Condiments
Was Strong, Reflecting Their Perfect
Fit with the Health-Conscious Natural
Products Sector.

Meanwhile, Food Businesses
from Hokkaido Participated Through a
Shared Booth, Led by Sapporo City and
Other Local Partners. They Showcased
Hokkaido-Made Sweets, Snacks,
Condiments, and Health-Focused
Foods to Overseas Buyers. With the

SUSHI CHEF, HELP WANTED
HIRING PEOPLE, RENT A ROOM
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Hokkaido Brand Already Well-Known
in North America, Exhibitors Aimed to
Boost Exports by Highlighting the High
Quality and Safety of Local Ingredients.
Across the Expo, Sustainability
Has Emerged as a Key Trend Alongside
Health Benefits. Products Incorporating
Ingredients from Regenerative Agricul-
ture and Eco-Friendly Packaging Are on
the Rise, Reflecting a Growing Focus
on Environmental Value in Product
Development and Brand Strategy. At
the Same Time, [tems Featuring Spices
and Flavors from Around the World—
Including Korea and Mexico—Are
Increasing, Highlighting the Globaliza-
tion of the Natural Products Category.

As Global Health Consciousness
Continues to Rise, the Natural Products
Market Keeps Expanding. Expo West
Stands as a Flagship Event Showcasing
Emerging Trends in the Food and
Supplement Industries. For Japanese
Companies and Local Governments,
It Provides a Key Platform to Promote
Their Brands and Expand Distribution
Channels Abroad, with Participation
Expected to Grow Even Further in the
Years Ahead.m
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FOOD EVENT CALENDAR

L =+= ' APRIL-MAY

April

WAMP Convention and Meat
Product Competition
4/9-12

Middleton, Wisconsin

The objective of the Wisconsin Asso-
ciation of Meat Processors is to work
for the advancement and improve-
ment 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 efficiency 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 indepen-
dent meat plant operators in the
regulatory agencies and the state
legislature. The only requirement for
membership is an active involvement
in the meat industry. There is no need
to stand alone in a ever changing
industry. Join the Wisconsin Associa-
tion 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. Addition-
ally, product demonstrations allow
exhibitors to engage with attendees
directly, providing a hands-on expe-
rience of their products and culinary
innovations. By connecting with
industry peers and potential clients,
exhibitors can expand their pro-
fessional network, opening doors

to new partnerships and business
opportunities.

Japanese Restaurant News -

Japanese Food & Restaurant
Expo (JFRE) Hawaii
5/20/26

Honolulu, HI
www.cherryco.com

The Japanese Food & Restaurant Expo
(JFRE), hosted by Mutual Trading,

is the largest and longest-running
Japanese food trade show outside of
Japan. Guided by its mission, “Home
to Authentic Japanese Culinary
Culture — Passing down traditions,
bridging discovery to New Japanese,”
JFRE connects heritage and innova-
tion across the foodservice industry.

The Expo is held annually in
Hawaii, New York, and Los Angeles,
bringing together chefs, restaurant
owners, retailers, and trade profes-
sionals to explore authentic Japanese
ingredients, alcohol beverages, and
restaurant supplies. The Hawaii event
serves as part of this nationwide
series dedicated to advancing Japa-
nese culinary excellence in the U.S.
market.

JFRE is a trade show for food-
service professionals. Attendance
requires a Mutual Trading account.
The event is not open to the general
public, and all attendees must be 18
years of age or older.

The National Restaurant
Association Show
5/16-19

McCormick Place
Chicago, IL

The National Restaurant Association
Show is the must-attend event for
every member of the restaurant and
foodservice industry. As the world’s
most influential showcase of foodser-
vice innovation and inspiration, it's
where every trend, solution and cat-
egory are represented — connecting
you with the people and products
you need to thrive in today’s business
environment.
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How Mutual Trading Pioneered
Edomae Sushi in the United States
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To mark 100 years of bringing the flavors of Japan to America, Mutual Trading looks back on its storied history—from its

early days as a Little Tokyo “co-op purchasing and import channel” serving Japanese immigrants in Southern California,

to its role today as the authority on authentic Japanese food, alcoholic beverages, and restaurant supplies.
In this second installment, the story shifts to the 1960s, when Noritoshi Kanai and Harry Wolff¥r. set out on a product-
seeking trip across Asia—an unexpected journey that catalyzes the introduction of Edomae sushi and transforms

n unlikely friendship

In 1965, Noritoshi Kanai, then

general manager of Mutual Trading,
approached sales consultant Harry Wolff Jr.
with an idea:join him on a product-seeking
trip across Asia.

At the time, Kanai and Wolff desperately
needed a win. Mutual Trading’s breakout
success selling Tohato’s Harvest Honey
& Sesame Cookies to U.S. supermarket
chains had just sputtered as American
snack companies flooded the market
with cheaper copycats made in Taiwan—a
“bittersweet experience,” Kanai later
recalled. The trip would be part business
mission, part mental reset: a chance to
scout the company’s next hit.

Kanai and Wolff had met in the early 1960s
at the Housewares Show in Chicago. As
they bonded, Kanai shared his struggles
selling Japanese cookies and rice crackers
in the American market. “If that’s the case,
I'll help you,” Wolff replied, adding another
piece of advice for the new immigrant:“In
the United States, find one good doctor
and a good lawyer—and also a good Jewish
friend.”

And so, a partnership—and an unlikely
friendship between a bespeckled Japanese
businessman from Tokyo, and a no-
nonsense former bouncer from Chicago—
was born.

Over the next year, the two traveled the
country selling Harvest cookies, eventually
pushing shipments to 50 cargo containers
a month before the copycats caught up.
Even after the boom ended, Wolff proved
indispensable as Kanai pursued a bigger
goal: expanding business beyond the
Japanese-American community to reach

Los Angeles HQ

San Diego *

Mutual Trading into the Japanese foodservice industry leader.

a broader American consumer base. The
lesson was clear: Mutual Trading needed
a quintessentially Japanese product that
couldn’t be easily copied.

The trip that birthed

the sushi revolution

With the company’s future at stake, the
two left for Asia in search of the next
“big hit” But after days of scouting
potential products across Taiwan, Hong
Kong, Singapore, and Japan, the trip was
“floundering,” Kanai later told the Los
Angeles Times.

Upon checking into their hotel in Ginza,
Kanai daredWolff to try sushi at Shinnosuke,
a restaurant near Kanai’s old stomping
grounds—the Tokyo Mutual Trading office.
Kanai was curious: Would a middle-aged,
no-nonsense Ashkenazi Jewish man who
came of age in Depression-era Chicago
like Edomae nigiri sushi?

To Kanai’s surprise, Wolff didn’t just
like sushi—he loved it. The dinner was
such a hit that Wolff secretly returned
to Shinnosuke for the next five nights,
devouring nigiri and running up a $275 bill
(about $2,650 today) on the company tab.
Kanai told the Los Angeles Times in 2015
that, at the end of the trip, Wolff offered a
bold proposition:

“Kanai, go do sushi.
Sushi is good.”

Kanai was skeptical. It was, after all, | 965—
the era of the Beatles, frozen TV dinners,
meatloaf casseroles, haute French dining,
and convenience cuisine. Sushi was largely
confined to Japanese enclaves and rarely
featured raw fish. When Kanai first visited
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Los Angeles in 1956, he observed that
West Coast “sushi” meant inari, futomaki,
or chirashi, reflecting the Kansai roots of
early Japanese immigrants. He told Wolff,
“No,Americans don’t eat raw fish!”

Wolff also reframed sushi for Kanai as
more than a food product—it was a model
of hospitality. Unlike most upscale dining
in the United States, where chefs stayed
hidden in the kitchen, sushi chefs built
relationships with customers, embodying
omotenashi, the Japanese art of attentive,
intentional hospitality.

Then, Wolff hit him with the clincher: “If
you take sushi to the United States, who'’s
going to copy you?”

“Two ideas were born [from that
trip],” Kanai recalled in 2006. “l) Target
restaurants with an American customer
base, and 2) Introduce sushi. Wolff was
living proof that Americans will eat raw
fish, and more importantly, that delicious
flavors are universally accepted by people
from other cultures.”

With Kanai convinced, the real work
began stateside. First, he had to persuade
risk-averse Japanese restaurant owners
to stake their businesses on an unknown:
Edomae sushi. He honed in on a Little
Tokyo institution: Kawafuku.

Creating the nation’s

first sushi bar at Kawafuku
Founded in 1923 by former Imperial
Palace chef Takichi Kato, Kawafuku was
among the first—if not the first—upscale
Japanese restaurants in the United States.
With ornate interiors and a reputation for
hosting VIPs ranging from members of the

Japanese imperial family to Charlie Chaplin,
it was both a community cornerstone and
a rare Japanese dining destination for non-
Japanese Angelenos. Much of that broader
appeal centered on a dish that, at the time,
was practically synonymous with Japanese
food in America: sukiyaki. For Kanai,
Kawafuku was the ideal pulpit from which
to launch sushi.

When Kanai first broached the idea with
then-owner Tokijiro Nakashima, he was
shut down immediately.“No, no, no—sushi
will run us out of business,” Nakashima
protested. “Sushi is no good. American
people don’t like.”

Kanai was persistent. After six months of
persuasion, Nakashima finally relented:
Kawafuku would open a “sushi bar’—a
term Kanai himself coined—with Mutual
Trading overseeing the sourcing of both
ingredients and talent. Kanai recruited
sushi chef Shigeo Saito from Tsukiji to
helm the counter—and in 1965, Kawafuku
opened what is widely regarded as the first
sushi bar in the United States.

The timing couldn’t have been better.
Japan’s postwar economy was booming,
and a new wave of corporate executives
from Japan began traveling to Southern
California to establish business stateside.
Kawafuku’s sushi bar catered to their tastes,
while also giving them a memorable place
to entertain their American counterparts.
Word spread quickly. Kawafuku’s success
helped spur restaurants like Eigiku Cafe
and Tokyo Kaikan to open sushi bars of
their own, both supplied by Mutual Trading.

In Japan, on a dare, Kanai introduces Wolff to Sushi.

The two squabble over

“Americans do not eat raw fish” or not,
with Wolff winning over that they will.
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Mutual Trading General Manager

Noritoshi Kanai hires Harry Wolff Jr.

on the spot at the Chicago Warehouse Show, a chance encounter that would
eventually bring Edomae Sushi to the United States.
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Fresh fish, rice, soy sauce, vinegar
and seaweed

“Fresh fish, rice, soy sauce, vinegar and
seaweed are necessary to make sushi,” said
Kanai. “My strategy was to become the
one-stop ingredients supplier for Japanese
sushi restaurants.”

For Kanai—who had overseen the
procurement of rice, miso, and medical
supplies in Rangoon, Burma (present-
day Myanmar) during World War Il as an
assistant quartermaster—logistics came
naturally.

In sushi’s early days in America, Kanai
leveraged Mutual Trading’s partnerships
to equip chefs with the essentials: Yamasa
soy sauce and Mitsukan rice vinegar (both
under exclusive contracts), plus imported
nori, powdered wasabi, and gari from Japan.
Rice came from California’s Koda Farms,
whose 1962 Kokuho Rose—developed by
Keisaburo Koda with rice breeder Arthur
Hughes Williams to mimic Japanese-style
rice—became sushi’s ideal grain; Kanai
secured a one-year exclusive distribution
agreement for Mutual Trading.

Seafood—the neta for nigiri—was the real
hurdle. Tuna, crab, salmon, and sea urchin
could be sourced domestically. What Kanai
needed, though, was a reliable pipeline of a
variety of seafood from Japan. In the late
1960s, he devised an improvised cold chain:
raw fish packed in ice at Tsukiji at 3:00 a.m.,
rushed to Haneda Airport at |1:00 a.m,,
flown to LAX, then collected by a young
Mutual Trading employee, Seicho Fujikawa,
and delivered straight to restaurants. The
system was laborious and expensive—
barely workable for three restaurants, and

impossible to sustain at any larger scale.

That's when Kanai had an idea: what if
the seafood could be frozen and shipped
in  temperature-controlled  container
freight? Refrigeration and faster transport
were advancing for a reliable cold-chain
shipping system. For Mutual Trading,
adopting those innovations was essential
for the company to scale the sushi
business toward success.

In 1968, buoyed by record sales of
$1 million, Mutual Trading upgraded
by installing freezer and refrigeration
facilities to expand frozen seafood
imports. Traditional sushi chefs initially
balked at the idea of frozen fish for sushi,
but Mutual’s sales team steadily won them
over. Over time, frozen seafood became
the industry standard, and the company
broadened its lineup with anago, octopus,
and squid from South Korea as well as
Japan.

The sushi boom arrives

In the late 1960s, Kanai and Wolff’s
vision began to pay off: sushi bars quietly
spread to triple Mutual Trading’s business
between 1965 and 1970.

In 1968, Mr. Kubo, an individual with no
restaurant experience, opened Osho
Sushi in Century City, widely regarded as
the first sushi bar outside of Little Tokyo
and an influential force proving sushi’s
acceptance by Americans. Located near
the 20th Century Fox lot, the 30-seat
restaurant quickly became entwined with
celebrity culture, drawing regulars like Yul
Brynner—who, in turn,became an unlikely
evangelist for sushi. Seicho Fujikawa later

éﬁiummnrﬁﬁmur—ﬂ,-

Mutual Trading installs freezer and refrigeration facilities in 1968,

setting a new industry standard:

using frozen seafood imported from Japan for sushi.
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celebrating 100 years

Little Tokyo institution Kawafuku in 1965

becomes the first restaurant in the United States to open a sushi bar, a term coined by
Kanai, who helps design it to authentic Japanese specs on the restaurant’s second floor.
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told author Sasha Issenberg in The Sushi
Economy that Osho was a favorite date
spot for Brynner: “No hair. Oooh, always
bring down girlfriends, every single one.”
Hollywood celebrities soon became sushi’s
most visible advocates. Stars like Richard
Dreyfuss famously touted it in papers
of record like the LA Times as a healthy
“diet food,” helping transform what had
once been a niche, ethnic dish into an icon
of aspirational, health-minded Southern
California living.

By the 1980s, sushi-mania in the United
States reached a new peak, fueled in
part by a surge of interest in Japanese
culture after the release of Shogun, the
hit TV miniseries based on James Clavell’s
bestselling novel. Mutual Trading tripled the
number of sushi restaurants it supplied in
Southern California, from 39 in 1977 to
116 in 1980. In 1985, sushi appeared for
the first time at a state dinner at the Plaza
Hotel in Century City as President Ronald
Reagan welcomed Prime Minister Yasuhiro
Nakasone. Sushi was suddenly everywhere
in pop culture—joked about on Saturday
Night Live and name-checked in films like
The Breakfast Club and Troop Beverly
Hills. Some sushi chefs — such as Kazunori
Nozawa, affectionately dubbed by the LA
Times as the “sushi Nazi” of Sushi Nozawa
in Studio City — even became celebrities
in their own right.

For  Kanai—who'd  spent  months
persuading restaurant owners that sushi
could work in America—none of this
happened by chance. It was the result of
years of thankless, unglamorous work by
him and Mutual Trading employees laying
the groundwork for sushi chefs to succeed
stateside.
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Long before sushi went mainstream,
Mutual Trading would offer financial
support to sushi chefs with credit as
they opened their restaurants. “This was
costly, time-consuming and risky, but |
believe it was necessary,” Kanai recalled
in 2006. He'd often advise many chefs in
informal roles including Tokyo Kaikan chef
Ichiro Mashita who famously invented the
California roll in the 60s when bluefin tuna
was seasonally scarce and avocado was
abundant as a state cash crop and suitable
as a fatty substitute for tuna.

Kanai’s business philosophy wasn’t driven
solely by numbers—logistics, margins,
or market analysis—but by something
deeper:human connection. He'd learned as
much through his partnership with Wolff
and countless chefs over the years.

In those early days in the 1960s, Kanai
carried that same philosophy into Little
Tokyo, schlepping to the Sugar Bowl Cafe
(the forerunner to Ajino Ichiban) on San
Pedro Street—a popular restaurant for
young Japanese chefs—to get to know
them: their hopes, their anxieties, and what
they wanted from a new life in America.

“Theyd all come to share
their American dream,
drinking sake
until midnight,”

Kanai reminisced in 2006. “I'd hang out,
looking after these young chefs, becoming
good friends and confidants. One by one,
they'd open their own restaurant.And,
when they did, they’d always contact me
and start business with Mutual Trading. This
is the reason why Mutual Trading is said to
have a strong business base today. Building
this core foundation and trusting bond was
no accident, in fact it's the result of deep-
rooted relationships and mutual respect,
built upon trust that cannot be severed
nor replaced with technology.”

Kanai and Wolff’s vision begins to pay off in the 1970s, as sushi surges in popularity
among Hollywood celebrities like Richard Dreyfuss and Yul Brynner—helping turn it
into an icon of aspirational, health-minded Southern California living.
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Wolff and Kanai celebrate as Mutual Trading grows

the sushi restaurant base from 39 in 1977, to 116 in 1980.

The 1980’s NBC miniseries Shogun, further fuels consumer curiosity for Japanese cuisine.
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Hakutsuru Launches Original “Sake Horchata” Cocktail Made
with America’s No.1 Nigori Sake at LA Galaxy’s Home Stadium
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Sayuri Sake Horchata

akutsuru Sake Brewing Co.,
Ltd. is serving its popular
nigori sake “Hakutsuru Sayuri

Nigori Sake”—the No.1-selling nigori
sake in the United States *'—along
with a lineup of sake cocktails at the
home stadium of LA Galaxy, a Major
League Soccer (MLS) club based in
Los Angeles. The beverages are avail-
able at Dignity Health Sports Park
(DHSP), where fans can enjoy a unique
fusion of Japanese sake culture and the
excitement of professional soccer.

Marking its second season as the
club’s Official Sake Partner, Hakutsuru
is introducing a new signature cocktail
for the 2026 season: “Sake Horchata.”
Inspired by horchata *2>—a plant-based
refreshment that has become a growing
trend in the United States—the drink
features “Sayuri” as its base, creating
a creamy, refreshing cocktail designed
for match-day enjoyment.

Returning by popular demand,
last season’s favorites will also remain
on the menu: the “Sayuri Margarita”
and the “Sayuri Frozen Margarita.”
Together, the lineup brings a distinctive
twist to stadium beverages, offering
fans a fresh way to experience sake
while cheering on the Galaxy.

K1 “Sayuri Nigori Sake 300ml” is the
No.I-selling nigori sake in the U.S.
retail market (IRI, 2025).

*2 Horchata is a traditional plant-based
refreshing beverage loved in Spain
and Mexico. The version that has
become popular in the United States is
the Mexican-style horchata, which is
made from rice and flavored with ingre-
dients such as cinnamon and sugar. It
has a milky white appearance and is
known for its flavor, often described as
a “sweet and spiced milk.”

Cocktails served at a special sake
bar at the home stadium.

Sayuri Sake Horchata

A creamy, rich cocktail that brings
together “Sayuri Nigori Sake,” a junmai
sake brewed from rice, and horchata,
a traditional rice-based beverage. The
two drinks—both made primarily
from rice—create a perfect harmony
of flavors, while the LA Galaxy logo,
dusted in cinnamon on top, adds a
striking visual accent. The result is
a refreshing new “Japanese x Latin”
fusion experience.

16 April 2026 - www.alljapannews.com
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Sayuri Sake Margarita

A refreshing cocktail that blends
sake and citrus, delivering a bright
flavor that captures the spirit of
Southern California. This drink also
features Hakutsuru Sake Brewing
Co., Ltd export product “Hakutsuru
Juicy Yuzu.”

Sayuri Frozen Sake Margarita

An original slush-style * twist.
The perfect drink for hot game days
or summer nights spent under the
stadium lights.

Sayuri Sake Margarita

A slush is a frozen beverage in a
semi-solid form, similar to a sherbet
or smoothie.

Hakutsuru Sake Brewing Co., Ltd.
signed a partnership agreement with
LA Galaxy and Dignity Health Sports
Park on March 13, 2025, becoming
the club’s Official Sake Partner. The
agreement covers the period from the
2025 MLS season (February 22 to
October 18, 2025) through the end of
the 2027 season.

During the 2025 season, approxi-
mately 1,100 bottles of “Sayuri” were
served to around 2,000 fans. Fans
who enjoyed the sake shared positive
feedback, saying, for example: “Smooth
and creamy. Absolutely delicious! An
unforgettable experience.”

Hakutsuru Sake Brewing Co., Ltd.
has long focused on exports. In 1900,
it exhibited bottled sake at the Paris
Exposition, and in 1984, it stationed
employees in Los Angeles. In 2005,
it established its local subsidiary,
HAKUTSURU SAKE OF AMERICA,
INC. (HSA), continuing an active brand
presence in the U.S. market.

By supporting a locally rooted
soccer team in Carson, California,
where HSA is based, the company
aims to strengthen ties with the local
community and contribute to regional
vitality. At the same time, it seeks to
enhance brand recognition and further
expand the popularity of Japanese sake
in the U.S. market.m

Sayuri Frozen Sake Margarita



E_J U.S. Product Information
Product Name : Hakutsuru Sayuri Nigori Sake 300ml

Category : Japanese Sake
Ingredients : Rice (domestically produced), rice malt
Rice Polishing Ratio : 70%
Alcohol Content: 12.5%
Sake Classification : Junmai
| Product Features : It features a refreshing sweetness and a clean, crisp finish.
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tlr-' __"i - Product URL : https://www.hakutsuru-sake.com/global/us/product/sayuri_g/sayuri_300.html
i E'] " -_" Instagram https : www.instagram.com/hakutsuru.sake.usa/reel/DVPVtGOjOFi/
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Fans lined up at the special sake bar

Sayuri Sake Horchata
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LA Galaxy

LA Galaxy is the most
successful club in MLS, boasting a
30-year history since the league’s
inception. Based at Dignity Health
Sports Park (DHSP) in Carson,
California, the team has won
the MLS Cup six times (2002,
2005, 2011, 2012, 2014, 2024).
In addition, they have claimed
the MLS Supporters’ Shield four
times (1998, 2002, 2010, 2011), the
Lamar Hunt U.S. Open Cup twice
(2001, 2005), and the CONCACAF
Champions Cup once (2000).

Notable players throughout
the club’s history include Landon
Donovan, David Beckham, Robbie
Keane, Steven Gerrard, Zlatan
Ibrahimovié, Javier Herndndez,
Cobi Jones, Riqui Puig, and Marco
Reus, while current members
include former Japan national
team players Maya Yoshida and
Mirai Yamane.

LA Galaxy
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NEWS / TRENDS

Trends in the Number of Japanese Restaurants Overseas
and the Characteristics of the U.S. Market

BNIEITEEHARRL X NZ U HOENE CKETHIZDRF

BACBITBHAXRRBLA bS5V OBIER (#75) BUOEEE
Estimated Number of Japanese Restaurants Overseas (Trends Over Time) SH174118280 E?
200.0 (Bi7: FIE) (Unit: Thousands of Restaurants) 187.0 .
45 181.0
180.0 159.0 45 P 55524
156!0 ’ 15 3
4.9 .
160.0
140.0 118.0 3.7 14.8
120.0
100.0
80.0
60.0
40.0
20.0
2013 2015 2017 2019 2021 2023 2025
= ZMfth Other (%) rhE Central and South America  (FR) DEANCEIBERBLANSVARE] (FR254E, 274, 294, B
SE. 34E, 54, 74F) ABERBNCEDS, EKERACSV TS, ARE

XEFDMIE, O T ASEM. = FRN
R, 77U HDER

Others are total for Russia,

Oceania, Middle East, and Africa

ccording to a survey released
Aby Japan’s Ministry of Agricul-

ture, Forestry and Fisheries
in November 2025, the number of
Japanese restaurants overseas stands
at approximately 181,000, a decline of
about 6,000 from the 187,000 recorded
in the previous 2023 survey. The global
number of Japanese restaurants had
been rising rapidly for more than a
decade, growing from around 55,000 in
2013 to 159,000 in 2021, and reaching
187,000 in 2023. This latest survey,
however, marks the first decline since
the statistics began, signaling a notable
shift in the global Japanese food
market. For an industry that has long
been defined by steady international
expansion, the downturn represents an
important indicator that the dynamics
of the worldwide Japanese dining
scene may be entering a new phase.
A regional breakdown shows that
the primary driver behind the global
decline is the Chinese market. In
China, the number of Japanese restau-
rants fell by about 15,260, bringing the
total to roughly 63,500, largely due to
factors such as economic stagnation.
Meanwhile, other regions are experi-
encing strong growth. Latin America
saw the number of Japanese restaurants

Europe
mik#  North America
m 777 Asia

(EBREE TR, Source: “Survey on the Number of Japanese Restaurants Overseas”

(2013, 2015,2017,2019, 2021, 2023, 2025) Based on research by the Ministry of

Foreign Affairs, the data were compiled by the Ministry of Agriculture, Forestry
and Fisheries. This survey is conducted every two years.

rise to around 15,300, an increase of
about 20%, while the Middle East
recorded approximately 1,600 restau-
rants, also up by about 20%.

These contrasting trends highlight
how the popularity of Japanese cuisine
now varies significantly by region.
The global spread of Japanese anime
and pop culture, along with a growing
interest in health-conscious dining,
is widely seen as fueling demand
in emerging markets. Among these
regions, the United States stands out as
the second-largest market for Japanese
restaurants in the world, after China. As
of 2025, the country is home to approx-
imately 26,360 Japanese restaurants.

The number of Japanese restaurants
in the U.S. has shown steady long-
term growth. According to a survey
by JETRO, the total has expanded by
about 1.6 times over the past 12 years,
reaching a scale of roughly 23,000
establishments during that period.
This sustained growth highlights how
Japanese cuisine has firmly established
itself within the broader American
dining culture. The rise of Japanese
cuisine in the United States can broadly
be divided into three key phases. The
first was the sushi boom of the 1960s
and 1970s. In its early days, sushi
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spread mainly within Japanese commu-
nities in cities such as Los Angeles and
New York. By the 1970s, however, it
had begun gaining popularity among
Hollywood celebrities and health-
conscious consumers. A major turning
point came with the creation of the
California Roll in California. Designed
to appeal to American diners who were
hesitant about eating raw fish, the roll
helped make sushi more approachable
and played a crucial role in expanding
the reach of Japanese cuisine across
the United States. The second phase
began in the 1990s, marked by the
diversification of Japanese cuisine in
the United States. Beyond sushi, dishes
such as tempura, teriyaki, udon, and
izakaya-style small plates began to gain
wider recognition. During this period,
Japanese food gradually evolved from
being seen as a luxury dining experi-
ence to becoming a more casual,
everyday option in the American
restaurant landscape. At the same
time, the number of authentic Japanese
restaurants run by Japanese chefs and
supported by Japanese companies also
increased, further deepening Ameri-
cans’ exposure to traditional Japanese
cuisine. The third phase emerged in the
2000s with the ramen boom. Japanese

ramen specialty shops began expanding
into major cities such as New York and
Los Angeles, introducing American
diners to regional styles like tonkotsu
and miso ramen. These rich, flavorful
bowls quickly gained popularity, partic-
ularly among younger consumers. With
the rise of social media, ramen also
became highly shareable and visually
appealing, helping it establish itself in
the United States as iconic Japanese
street food. Looking at Japanese
restaurants by city, they are heavily
concentrated in metropolitan areas
such as Los Angeles, New York, San
Francisco, Seattle, and Honolulu. Los
Angeles, in particular, stands out as a
hub of Japanese food culture, supported
by its large Japanese community. The
city offers a wide variety of dining
experiences, from sushi and ramen
shops to izakayas and Wagyu-focused
restaurants. In New York, the scene
leans more toward high-end Japanese
dining, with several restaurants earning
Michelin stars and attracting gourmets
from around the world. Meanwhile,
on the West Coast, casual sushi bars
and ramen shops dominate, making
Japanese cuisine a regular part of
everyday dining for locals. Another
distinctive feature of Japanese restau-
rants in the United States is that many
are operated by non-Japanese owners.
Sushi and ramen have long been recog-
nized as international cuisines, and it’s
common to find restaurants run by
Korean, Chinese, and even American
entrepreneurs. This widespread
ownership reflects how Japanese
food has evolved beyond being just
a foreign cuisine—it has become
a fully integrated part of American
food culture.

In summary, while the number of
Japanese restaurants overseas experi-
enced its first decline in 2025, this was
primarily driven by a slowdown in the
Chinese market. In contrast, demand
in the United States remains strong
and stable. Sushi, ramen, and other
Japanese dishes have become deeply
embedded in American society, and
Japanese restaurants continue to serve
as key hubs for promoting Japan’s
food culture and supporting exports
of Japanese agricultural products.
Looking ahead, they are expected to
play an increasingly important role
in connecting Japan with the world
through cuisine.m
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Estimated Number of Japanese Restaurants Overseas by Country/Reqgion
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NEWS / TRENDS

Actual Sake Export Performance for Fiscal Year 2025
- Sake Maintains Growth, Strengthening Its Presence in Global Markets-
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fiscal 2025, Japan’s sake
In exports exceeded the

previous year in both
value and volume, demonstrating
steady progress in expanding overseas
markets and enhancing product value.
According to statistics released by the
Japan Sake and Shochu Makers Associ-
ation, sake exports in 2025 reached
approximately ¥45.9 billion (up about
6% from the previous year) in value
and about 33,500 kiloliters (up about
8%) in volume, surpassing last year’s
figures in both categories. This marks
the second consecutive year of growth
in both value and volume, highlighting
the rising global demand for Japanese
sake. This marks the second consecu-
tive year of growth in both volume and
value, underscoring the steadily rising
global demand for Japanese sake.

Sake Export Overview 2025:
Value and Volume

Throughout 2025 (January—
December), Japanese sake exports
reached approximately ¥45.9 billion
in value and about 33,500 kiloliters
in volume. Both figures exceeded last
year’s results, representing roughly a
6% increase in value and an 8% rise
in volume. Alongside the ongoing
recovery trend, this reflects the growing
global popularity of Japanese sake.

This growth is supported not only
by favorable factors such as an increase
in inbound tourism and the rising global
interest in Japanese cuisine, but also
by a shift toward higher-value sake
products. Export prices are on the rise,
and the international recognition of not
only traditional sake but also premium
and regional brands is helping to boost
overall export value.

Export Trends by Country and
Region (Value and Volume)

Top by Value: China

China emerged as the largest
market for Japanese sake exports,
reaching approximately ¥13.3 billion—
a roughly 13.9% increase from the
previous year. The Chinese market
has long held a key position in sake
exports, with premium lines as well
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as a wide range of products being well
received in urban restaurants and retail
outlets. The ongoing urbanization in
China and the diversification of its food
culture are thought to be driving further
growth in demand.

By volume, China ranked second
after the United States, reaching
approximately 6,660 kiloliters, further
solidifying its presence in the market.
Data also indicate that sake is gaining
recognition, particularly among urban
fine-dining establishments and high-
income consumers.

Top by Volume: United States

The United States was the largest
export destination by volume, with
approximately 7,720 kiloliters shipped.
The U.S. market continues to be a
major driver of high sake demand,
particularly fueled by increased
availability in Japanese restaurants,
specialty stores, and Asian dining
establishments. However, in 2025, the
U.S. market faced some headwinds,
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including additional tariffs, leading to
a slight decline in both export value
and volume compared to the previous
year. Nevertheless, the United States
continues to maintain a stable founda-
tion relative to other markets, and
the wider distribution of diverse sake
brands has noticeably increased its
popularity among younger consumers
and those interested in Japanese culture.

Other Key Markets:
South Korea, Canada, and France

South Korea, Canada, and France
also stood out in Japanese sake exports,
with all three markets reaching record
highs in both value and volume in fiscal
2025. In particular, South Korea has
seen wide acceptance of diverse sake
offerings alongside the growing influ-
ence of Japanese food culture, with
export values approaching those of
Hong Kong.

Canada and France also showed
strong growth in both export value
and volume. In particular, high-end

Japanese sake in France is increasingly
being offered in upscale restaurants
and wine bars, highlighting how sake
is evolving from a traditional accom-
paniment to Japanese cuisine into a
world-class beverage that enhances a
wide range of dining experiences.

Expansion and Diversification of
Export Markets

In fiscal 2025, Japanese sake
reached a record high of 81 export desti-
nations worldwide. This figure reflects
not only the strength of traditional
markets but also the ongoing expansion
into emerging markets and new distri-
bution channels. While Asian markets
remain central, recognition and appre-
ciation of sake are growing in Europe,
Latin America, and beyond, showing
that Japanese sake brands are steadily
broadening their global footprint.

The recovery of global inbound
demand and the growing interest in
Japanese cuisine are driving further



opportunities for sake exports, in
step with the rise in foreign visitors
to Japan. Notably, proactive promo-
tional strategies by the Japan Sake
and Shochu Makers Association and
related organizations—ranging from
showcasing sake in overseas restau-
rants and international trade fairs to
collaborations with sommelier associ-
ations—are delivering tangible results.
Looking ahead, Japan’s sake export
market is poised for further growth—
both in volume and quality—driven by
deeper brand penetration and increas-
ingly sophisticated export strategies
worldwide. The continued efforts of
the Japan Sake and Shochu Makers
Association and the broader industry to
promote value propositions that blend
tradition with innovation will be key
to unlocking the next phase of global
expansion.m
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2)BEfT Quantity rank

E# R6(2024) | R7(2025) R7/R6
1| B#EARHLAE China 11,677,628 | 13,304,352 | 113.9% | | 1| 74 UA&%E United States 8,002,717 | 7,720291| 96.5%
2 | 7XUAE%E United States | 11,441,896 | 11,045,019 96.5% | | 2 | PEEARHAE China 5323,822 | 6,660,359| 125.1%
3 | %3 Hong Kong 5,116,764 | 4,824,068 94.3% | | 3 | X RHE South Korea 4,895,020 | 5,483,104 112.0%
4 | AR South Korea 3,749,627 | 4395378| 117.2% | | 4 | & Taiwan 2,889,651 | 3,035309| 105.0%
5 | &% Taiwan 2,670,148 | 2,698,237 | 101.1% | | 5 | &% Hong Kong 2,015,331 | 2,030,179| 100.7%
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7 | #74 Canada 1,040,604 | 1,311,583 | 126.0% | | 7 | >4 K—)L Singapore 701,826 686,994 97.9%
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20| 7S7EEEEMBUAE 163,637 145,293 88.8% | |20| 2 X Switzerland 148,473 153,432 103.3%
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#H%8)[ENT Export Value Rank ﬁf}g(%%ﬁ)u %F%.ZL((FZ‘H%EJL) rate ﬁcerse)ase
1 | FEARHME China 2,193 1,998 91.1%
2 | 7AAERE United States 1,430 1,431 100.1%
3 | &4 Hong Kong 2,539 2,376 93.6%
4 | X#2R[E South Korea 766 802 104.6%
5 | &5 Taiwan 924 889 96.2%
6 | >>HHR—)U Singapore 2,114 2,190 103.6%
7 | 74 Canada 1,124 1,002 89.2%
8 | A—A NS 7 Australia 1,154 1,290 111.8%
9 | 75X France 1,265 1,348 106.6%
10 | ¥R United Kingdom 1,508 1,432 95.0%
11 | #24 Thailand 671 765 114.0%
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18 | 7>/ Brazil 690 634 91.9%
19 | A4 Macau 2,857 3,058 107.1%
20 | 777 EREER UALE. 1,837 1,763 96.0%
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JAPAN ESE FOOD &
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-------------------------------------- SEPT 19

WED MAY 20 LOS ANGELES

save the date

: 10 AM - 4:30 PM SAT
SEPT 26

Prince Waikiki Hotel
Pi'inaio Ballroom

i RSVP viavs
-tl-l;--n-.v,. --"|

s for JFRE HAWAII

www.eventspass.com/event/cherrycofoodshow?26/
Up to 5 people can be registered per account.

Setomono ichi:

V ‘ s50% off from catalog price
‘f

f_- &, T 22 @

Largest & Longest Running Japanese Food Trade Show Outside of Japan

piscount:
UP to 30%’ OFF

Principal Meeting Place for Foodservice Professionals & Suppliers

NEW PRODUCTS $SAVINGS FREE to ATTEND*

Last check-in will be at 4:00pm. Parking at Prince Waikiki Hotel is $15.
‘Q‘”‘ No one under the age of 18 will be allowed.
< :)‘ THE CHE QQY CO L TD Must be 21 years old for alcohol tastings. (Need valid ID)
®  *JFRE is a professional trade show, and is restricted to food and foodservice professionals.
This is not a public event. ©2026 Mutual Trading Co., Inc.
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GEKKEIKAN SAKE
KYOTO SINCE 1637

Honorary Sake Sommelier & Saka-Sho

X Kﬂ(lSéKE-SHI
I i
SAKE

SOMMELIER
CLUB

Rick Smith &

Bon Yagi
Hiroko Furukawa

Hanorary Sake Sommeher

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

Tie Group” Honorary Sake Sommelier & Saka-Sho

Chalrman

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- L
utive Officer of the
Japanese Food Trend News founded
in 1991, when the predecessor was
assigned back to Japan. Currently
distributed as Japan Restaurant News
(20,000 issues published electroni-
cally) in North America, Japan, and
Southeast Asia.

Japanese sake and cuisine

I’ often asked by Ameri-
m cans, “I often use wine for
cooking, but can I also use Japanese
sake?” Japanese sake contains many
umami flavors not found in wine, so it’s
great that they can be used in anything.
Eliminating odors
Of course, sake is not only effec-
tive in eliminating odors from fish and
seafood, but also from pork and lamb.
Of course the odor dictates lamb meat,
however, when adding Japanese flavor
to your cooking, add Japanese sake to
any food when the odor is too strong,

then leave it for approximately two
minutes for the odor to disappear.
Effective in softening proteins

Placing chicken breasts, red beef,
and / or meat for stew in a zip lock bag
filled with sake prior to marinating
eliminates the dryness from the meat
and adds flavor. Sake greatly enhances
the flavor of meat for barbeque
and yakiniku.
Adds umami flavor

From broiled dishes to soup
dishes, Japanese sake is useful in a
variety of dishes, as our readers know.

Surprisingly, Japanese sake also
enhances the flavors of Western soup,
especially in seafood, along with pasta
and various other dishes. Please give it
a try. Actually, sake is also great when
used even in instant ramen noodles!
Japanese sake is great for cooking
Sake for cooking or Junmai sake is
great for food preparation. While Ginjo
and Daiginjo are great for drinking,
Junmai is better suited and more effec-
tive for cooking due to it’s higher
concentration of umami flavors.m
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“Creative sushi & Sake” illwstraves the technigues of the
fimest sushi cheds throughowt the world, conoeniraring on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top |apanese
professional chefs with many years of expenience,

[publihed in English By All Japan Mews, I, in 2005)

https://alliapannews.com/page/sushisake-1
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« New Forms of Sushi
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= 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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Hakkaisan Dodgers
Special Edition Junmai Daiginjo

New Look. New Label. New Season.
Raise a Glass to Dodger Baseball!
@MUTUALTRADING

#36324 #49666
authorized supplier of fine Japanese foods and liquors to Dodger Stadium 180ml 720ml

| _ t:! |
- RA

B -f_, — = &} | L ! |
M TE SA KE PAGEANT OF DISTINCTION
Legendary Finesse Award Winning product availability may vary in regions

mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS Enjoy responsibly 2026 Mutual Trading Co, Inc

Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

GLUTEN
FREE

chicken with
\ yuzu miso glaze

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

customerservice@coldmountainmiso.com
i
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32 fl.oz.
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MUTUAL TRADING : Century of Culinary Milestones

Part2
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How Mutual Trading Pioneered
Edomae Sushi in the United States
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n unlikely friendship

A In 1965, Noritoshi Kanai, then
general manager of Mutual Trading,

approached sales consultant Harry Wolff Jr.

with an idea: join him on a product-seeking

trip across Asia.

At the time, Kanai and Wolff desperately
needed a win. Mutual Trading’s breakout
success selling Tohato’s Harvest Honey
& Sesame Cookies to U.S. supermarket
chains had just sputtered as American
snack companies flooded the market
with cheaper copycats made in Taiwan—a
“bittersweet experience,” Kanai later
recalled. The trip would be part business
mission, part mental reset: a chance to
scout the company’s next hit.

Kanai and Wolff had met in the early 1960s
at the Housewares Show in Chicago. As
they bonded, Kanai shared his struggles
selling Japanese cookies and rice crackers
in the American market. “If that’s the case,
I'll help you,” Wolff replied, adding another
piece of advice for the new immigrant: “In
the United States, find one good doctor
and a good lawyer—and also a good Jewish
friend.”

And so, a partnership—and an unlikely
friendship between a bespeckled Japanese
businessman from Tokyo, and a no-
nonsense former bouncer from Chicago—
was born.

Over the next year, the two traveled the
country selling Harvest cookies, eventually
pushing shipments to 50 cargo containers
a month before the copycats caught up.
Even after the boom ended, Wolff proved
indispensable as Kanai pursued a bigger
goal: expanding business beyond the
Japanese-American community to reach

Los Angeles HQ °
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4

San Diego -

a broader American consumer base. The
lesson was clear: Mutual Trading needed
a quintessentially Japanese product that
couldn’t be easily copied.

The trip that birthed

the sushi revolution

With the company’s future at stake, the
two left for Asia in search of the next
“big hit” But after days of scouting
potential products across Taiwan, Hong
Kong, Singapore, and Japan, the trip was
“floundering,” Kanai later told the Los
Angeles Times.

Upon checking into their hotel in Ginza,
Kanai daredWolff to try sushi at Shinnosuke,
a restaurant near Kanai’s old stomping
grounds—the Tokyo Mutual Trading office.
Kanai was curious: Would a middle-aged,
no-nonsense Ashkenazi Jewish man who
came of age in Depression-era Chicago
like Edomae nigiri sushi?

To Kanai’s surprise, Wolff didn’t just
like sushi—he loved it. The dinner was
such a hit that Wolff secretly returned
to Shinnosuke for the next five nights,
devouring nigiri and running up a $275 bill
(about $2,650 today) on the company tab.
Kanai told the Los Angeles Times in 2015
that, at the end of the trip, Wolff offered a
bold proposition:

“Kanai, go do sushi.
Sushi is good.”

Kanai was skeptical. It was, after all, 1965—
the era of the Beatles, frozen TV dinners,
meatloaf casseroles, haute French dining,
and convenience cuisine. Sushi was largely
confined to Japanese enclaves and rarely
featured raw fish. When Kanai first visited
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Los Angeles in 1956, he observed that
West Coast “sushi” meant inari, futomaki,
or chirashi, reflecting the Kansai roots of
early Japanese immigrants. He told Wolff,
“No,Americans don’t eat raw fish!”

Wolff also reframed sushi for Kanai as
more than a food product—it was a model
of hospitality. Unlike most upscale dining
in the United States, where chefs stayed
hidden in the kitchen, sushi chefs built
relationships with customers, embodying
omotenashi, the Japanese art of attentive,
intentional hospitality.

Then, Wolff hit him with the clincher: “If
you take sushi to the United States, who'’s
going to copy you?”

“Two ideas were born [from that
trip],” Kanai recalled in 2006. “l) Target
restaurants with an American customer
base, and 2) Introduce sushi. Wolff was
living proof that Americans will eat raw
fish, and more importantly, that delicious
flavors are universally accepted by people
from other cultures.”

With Kanai convinced, the real work
began stateside. First, he had to persuade
risk-averse Japanese restaurant owners
to stake their businesses on an unknown:
Edomae sushi. He honed in on a Little
Tokyo institution: Kawafuku.

Creating the nation’s

first sushi bar at Kawafuku
Founded in 1923 by former Imperial
Palace chef Takichi Kato, Kawafuku was
among the first—if not the first—upscale
Japanese restaurants in the United States.
With ornate interiors and a reputation for
hosting VIPs ranging from members of the

i
i
i iy * ]
H 51 "
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Japanese imperial family to Charlie Chaplin,
it was both a community cornerstone and
a rare Japanese dining destination for non-
Japanese Angelenos. Much of that broader
appeal centered on a dish that, at the time,
was practically synonymous with Japanese
food in America: sukiyaki. For Kanai,
Kawafuku was the ideal pulpit from which
to launch sushi.

When Kanai first broached the idea with
then-owner Tokijiro Nakashima, he was
shut down immediately.“No, no, no—sushi
will run us out of business,” Nakashima
protested. “Sushi is no good. American
people don’t like.”

Kanai was persistent. After six months of
persuasion, Nakashima finally relented:
Kawafuku would open a “sushi bar’—a
term Kanai himself coined—with Mutual
Trading overseeing the sourcing of both
ingredients and talent. Kanai recruited
sushi chef Shigeo Saito from Tsukiji to
helm the counter—and in 1965, Kawafuku
opened what is widely regarded as the first
sushi bar in the United States.

The timing couldn’t have been better.
Japan’s postwar economy was booming,
and a new wave of corporate executives
from Japan began traveling to Southern
California to establish business stateside.
Kawafuku’s sushi bar catered to their tastes,
while also giving them a memorable place
to entertain their American counterparts.
Word spread quickly. Kawafuku’s success
helped spur restaurants like Eigiku Cafe
and Tokyo Kaikan to open sushi bars of
their own, both supplied by Mutual Trading.

HAES: £k, S mwolfi/r&l 1 & .
WS Ry [RBABRIZAZ A S Fim Ak,

B AEWolff AT ENRE R T4t 111 5 .

New York

BARDKZEHEHFDALIZ

Boston

Washington DC

Chicago (Yamasho) °

1964%: Mutual Trading (JERIE S AF]) HEAHE & HACHHLEN & B Harry Wolff Jr.

JAZ N S BEH i AR A8 RIR MG, FRASLRR 1P i 35 ) H R .

&, Wolffilth 7 RsM—%. [
RAFEF R SUERE, FEREERIR? |

[ R FE g A 7 A A AR, |
FE20064FIEIE . [25—, SHEH
ARBERREE, B, 51EF
"o Wolff 2 SE N & e 26 f ik A2 4
AR, HHEEME, SRR RERS O
AR R,

EEIWERRE, HIER B LB R
o B 2e, Db ZE AR RIS L i JEL R 1
H e 2 ], R RE v 7 R S i 48
We WLPRTER . MhEEE 7/ R R
FEMEMERS: TIIAE]  (Kawafuku)

2D FT38 4258 B R h e

H AT BT I BE 22 75 R 19238 fIlaE
Ky TAE ], etk (BIEAZER
—Z0 M AR —. R
M SE BTl A R RN A AR -
RIS B R, TR AR
1, AR HERAZ NS K H O
AR, EiE TR SOREIRS! )

FEREERE (Sukiyaki) , BEEKE
P2 SR BN O H AR AR A 5
BEHmE,

(VAR | e o 35 ) i 2R

RS

BB LR E R I 2 T T R IR
JOEErsARns, L2 EEEE. A4
A, B g ERMEE, | hEYGE
B, [FrAATAE. ZEEAANEE.

BRI T MR Ty, K N
MG, TR TIHE] %
flax—f@E [ZER]  (Sushi Bar) , i8
RS EEAERHTEE, I HMutual
Trading (LA E % A 5]) S i
ANAWHESE . SIHPEEEMIE S T 357
NS T B 5K 19654F, JIAR B 5R
1T R R A A A SR A R

B A e R . A R AR AL
EDEE, BB H AT EG
A P 0 9 R S5 . )1 A A 3 ) IE
a7 Eek, WA T K
RrRBAEREME ST, 28R
MG, AR B BRI T 28 5
&1 CEigiku Cafe) B [ B4t €rf |
(Tokyo Kaikan) #y & %17 B ik 35 A
W, TS Le 4808 B tHMutual - Trading €
HEE AT HEDE

CGEFIE G AT 4T —E B A

Atlanta + Florida -

Bringing the Flavors of Japan
to the People of the World

F i
EIFEL Wolff BB 1 — 350 mn K R R 2R, B/EA Mutual Trading

Lima (Super Nikkei)

Tokyo

@mutualtrading




2.o MUTUAL TRADING : Century of Culinary Milestones

Fresh fish, rice, soy sauce, vinegar
and seaweed

“Fresh fish, rice, soy sauce, vinegar and
seaweed are necessary to make sushi,” said
Kanai. “My strategy was to become the
one-stop ingredients supplier for Japanese
sushi restaurants.”

For Kanai—who had overseen the
procurement of rice, miso, and medical
supplies in Rangoon, Burma (present-
day Myanmar) during World War Il as an
assistant quartermaster—logistics came
naturally.

In sushi’s early days in America, Kanai
leveraged Mutual Trading’s partnerships
to equip chefs with the essentials: Yamasa
soy sauce and Mitsukan rice vinegar (both
under exclusive contracts), plus imported
nori, powdered wasabi,and gari from Japan.
Rice came from California’s Koda Farms,
whose 1962 Kokuho Rose—developed by
Keisaburo Koda with rice breeder Arthur
Hughes Williams to mimic Japanese-style
rice—became sushi’s ideal grain; Kanai
secured a one-year exclusive distribution
agreement for Mutual Trading.

Seafood—the neta for nigiri—was the real
hurdle. Tuna, crab, salmon, and sea urchin
could be sourced domestically. What Kanai
needed, though, was a reliable pipeline of a
variety of seafood from Japan. In the late
1960s, he devised an improvised cold chain:
raw fish packed in ice at Tsukiji at 3:00 a.m.,
rushed to Haneda Airport at |1:00 am,,
flown to LAX, then collected by a young
Mutual Trading employee, Seicho Fujikawa,
and delivered straight to restaurants. The
system was laborious and expensive—
barely workable for three restaurants, and

impossible to sustain at any larger scale.

That’s when Kanai had an idea: what if the
seafood could be frozen and shipped in
temperature-controlled container freight?
Refrigeration and faster transport were
advancing for a reliable cold-chain shipping
system. For Mutual Trading, adopting those
innovations was essential for the company
to scale the sushi business toward success.

In 1968, buoyed by record sales of
$1 million, Mutual Trading upgraded by
installing freezer and refrigeration facilities
to expand frozen seafood imports.
Traditional sushi chefs initially balked at the
idea of frozen fish for sushi, but Mutual’s
sales team steadily won them over. Over
time, frozen seafood became the industry
standard, and the company broadened its
lineup with anago, octopus, and squid from
South Korea as well as Japan.

The sushi boom arrives

In the late 1960s, Kanai and Wolff’s vision
began to pay off: sushi bars quietly spread
to triple Mutual Trading’s business between
1965 and 1970.

In 1968, Mr. Kubo, an individual with no
restaurant experience, opened Osho
Sushi in Century City, widely regarded as
the first sushi bar outside of Little Tokyo
and an influential force proving sushi’s
acceptance by Americans. Located near
the 20th Century Fox lot, the 30-seat
restaurant quickly became entwined with
celebrity culture, drawing regulars like Yul
Brynner—who, in turn, became an unlikely
evangelist for sushi. Seicho Fujikawa later
told author Sasha Issenberg in The Sushi
Economy that Osho was a favorite date
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spot for Brynner: “No hair. Oooh, always
bring down girlfriends, every single one.”
Hollywood celebrities soon became sushi’s
most visible advocates. Stars like Richard
Dreyfuss famously touted it in papers
of record like the LA Times as a healthy
“diet food,” helping transform what had
once been a niche, ethnic dish into an icon
of aspirational, health-minded Southern
California living.

By the 1980s, sushi-mania in the United
States reached a new peak, fueled in
part by a surge of interest in Japanese
culture after the release of Shogun, the
hit TV miniseries based on James Clavell’s
bestselling novel. Mutual Trading tripled the
number of sushi restaurants it supplied in
Southern California, from 39 in 1977 to
116 in 1980. In 1985, sushi appeared for
the first time at a state dinner at the Plaza
Hotel in Century City as President Ronald
Reagan welcomed Prime Minister Yasuhiro
Nakasone. Sushi was suddenly everywhere
in pop culture—joked about on Saturday
Night Live and name-checked in films like
The Breakfast Club and Troop Beverly
Hills. Some sushi chefs — such as Kazunori
Nozawa, affectionately dubbed by the LA
Times as the “sushi Nazi” of Sushi Nozawa
in Studio City — even became celebrities
in their own right.

For = Kanai—whod  spent  months
persuading restaurant owners that sushi
could work in America—none of this
happened by chance. It was the result of
years of thankless, unglamorous work by
him and Mutual Trading employees laying
the groundwork for sushi chefs to succeed
stateside.

Long before sushi went mainstream,
Mutual Trading would offer financial
support to sushi chefs with credit as
they opened their restaurants. “This was

the traditional Japancse
raw_seafood known as
3 This was Dreyiuss
diet lunch. There was
§ cnough food for cight.
# Dreyluss leaped out of his
chair with a surprisingly
i‘ athletic bounce.
*This comes from Bever-
3 Iy Hills and costs 60 bucks
a day.” he said. holding the
tray and prowling around.
busting with enthusiasm.
= “The commodily bit has
2 laken me aboul two years
# of hard drinking to get used
% 10,” he said. staring at a
: seaweed-wrapped fish
marsel for a second before
popping it in his mouth.

New York <+ Boston
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costly, time-consuming and risky, but |
believe it was necessary,” Kanai recalled
in 2006. He'd often advise many chefs in
informal roles including Tokyo Kaikan chef
Ichiro Mashita who famously invented the
California roll in the 60s when bluefin tuna
was seasonally scarce and avocado was
abundant as a state cash crop and suitable
as a fatty substitute for tuna.

Kanai’s business philosophy wasn’t driven
solely by numbers—Ilogistics, margins,
or market analysis—but by something
deeper:human connection. He'd learned as
much through his partnership with Wolff
and countless chefs over the years.

In those early days in the 1960s, Kanai
carried that same philosophy into Little
Tokyo, schlepping to the Sugar Bowl Cafe
(the forerunner to Ajino Ichiban) on San
Pedro Street—a popular restaurant for
young Japanese chefs—to get to know
them: their hopes, their anxieties, and what
they wanted from a new life in America.

“Theyd all come to share
their American dream,
drinking sake
until midnight,”

Kanai reminisced in 2006. “I'd hang out,
looking after these young chefs, becoming
good friends and confidants. One by one,
they'd open their own restaurant.And,
when they did, they’d always contact me
and start business with Mutual Trading. This
is the reason why Mutual Trading is said to
have a strong business base today. Building
this core foundation and trusting bond was
no accident, in fact it's the result of deep-
rooted relationships and mutual respect,
built upon trust that cannot be severed
nor replaced with technology.”
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Recommending sake to gals
and inbound tourists: Part 4
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Continuing from last report.

inally, the sake brewed by our gal
is about to make its debut! Before :
starting, she paid her respects to :

Matsuo-sama enshrined in the brewery.
Using rice grown in the fields of Iwate,
she personally crafted every drop of this
special sake. Introducing. ..
— a brew as bold and unique as she is!

This name carries a story close to their :
hearts. During their time in Iwate, they :

went through countless experiences,

turning them into words, refining and :

refining... until only one remained:

“Yui” (#%). Wanting to honor the
meaning of this word while still keeping :

it playful and bold, just like themselves,

they created “YUICHU”. This was the

“YUICHU” '

part of the journey that came with the
deepest creative struggle—but every bit :

of it made the name truly theirs. The gals

themselves designed the label! Featuring
illustrations of the girls set against :

iconic Shibuya and Japan backdrops,
they went all out with sparkles, glam,
and full-on decoration to make it shine.
And while YUICHI will also be avail-
able in bottles, one of the boldest moves
this time was embracing the tradi-

tional sake style: the “One Cup”. Using
aluminum cups allowed them to go even :

further—covering the entire surface
with their signature gal-style design.
With one simple word—*"“kawaii!”—

the cups were a must-have, proving that

tradition and playful creativity can mix
perfectly. The launch party went down
in a club right in the heart of Shibuya,
drawing a crowd of media and gal
influencers eager to see the debut. From
there, YUICHI took over a dedicated
booth at the mega Don Quijote in
Shibuya, and soon even 7-Eleven came
knocking! The sake started popping up
at popular spots across Tokyo, putting
Shibuya—and beyond—on the map
for this sparkling new release. Now?
Every last bottle at Mega Don Quijote
and 7-Eleven is sold out, and the only
place to grab it is through the official
online shop. YUICHU reached out to
everyone—tourists visiting Shibuya
and young adults of the gal genera-
tion who can legally enjoy a drink.
Watching these gals in action, it’s
clear: their energy and style aren’t just
playful—they’re shaking up conven-
tions left and right. Truly, their spirit is
that of a samurai at heart.m
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ice malt in broad terms is fila-
Rmentous fungi (molds) grown
on grains, roughly divided by
shape into mochi koji (rice cake) and

bara koji (rice malt). Mochi koji is pre-
pared by adding water to powdered
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What is the role of rice malt necessary
for sake production?

W FRRHE

grain (flour, etc.), kneaded into brick
shapes or dumplings and hardened with
rhizopus grown on it, widely used from
China to Southeast Asia. This same
koji is used in Chinese cooking wine,
Shaoxing jiu. On the other hand, bara
koji is prepared from koji mold (yeast
cells) grown on steamed rice, etc., also
referred to as koji preparation. Bara
koji is a technique unique to Japan used
to produce not only sake, but also miso
and soy sauce.

Seven types of koji mold are used

in the Japanese brewing industry,
largely divided into yellow koji mold,
black koji mold, and white koji mold.
Yellow koji mold (asperigillus oryzae)
with yellow-green spores are used
to produce sake, the most represen-
tative of the koji mold. Black koji
mold with blackish-brown spores
are used to produce the Okinawan
shochu “Awamori.” This mold gener-
ates significant amounts of citric acid,
maintaining the fermentation-mash
in an acidic state, thus inhibiting the
growth of putrefactive bacteria and
safely enabling the fermentation of
moromi (fermented mash), even in
warm weather. White koji mold with
white spores (mutant species of black
koji mold) is used to produce shochu in
Kyushu prefecture, etc.
The most important factor in sake
production is said to be rice malt, the
second is the yeast starter, and the third
is the production method with the fol-
lowing functions:

1. The enzyme contained in koji con-
verts rice starch into glucose.
2. Vitamins and various nutrients are

supplied to the yeast to advance the
growth of yeast.

3. Various components metabolized
form the koji directly and indirectly
contribute to the sake aroma.

Sake contains alcohol from yeast
fermenting the alcohol. However,
alcohol cannot ferment if yeast is still
starch, thus the starch must be broken
down for saccharification. There-
fore, 1. Koji plays the most important
function, however, yellow koji mold
generates abundant enzymes to break
down starch such as amylase, etc.
However, this enzyme if raw is not
effective on the starch, thus the rice
must be steamed to convert the starch
into o. Further, some yellow koji mold
can break down protein and generate
significant amounts of enzymes (pro-
tease, etc.) that breaks down protein
into amino acids. Yellow koji mold is
used to produce miso and soy sauce.
Since ancient times, suitable koji mold
is used to produce sake, miso, and
SOy sauce.m
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¢ Polishing Rate: 45%  Polishing Rate: 50% . Polishing Rate: 23% % | PolishingRate:50%  _ =-aeee i Polishing Rate:50% . Polishing Rate:60%
i (Yamadanishiki) i (Omachi) - i (Yamadanishiki) eS| (Omachi) i (Yamadanishiki) i (Hitomebore and other)
Ozeki Sakura Beauty 45 Shichiken Kinunoaji Dassai 23 Kuroushi Omachi Mizubasho Hakushlka Gold Label
Junmai Daiginjo Junmai Daiginjo Junmai Daiginjo Junmai Ginjo Ginjo Junmai Ginjo

0Ozeki Corporation (Hyogo) Yamanashi Meijo (Yamanashi) Dassai (Yamaguchi) Nate Shuzo (Wakayama) Nagai Shuzo (Gunma) Tatsuuma-Honke Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Meet 700+ Export-Ready Japanese
Food Suppliers.
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« Agreement to the Hosted Buyer Program Terms
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Sake Shochu Spirits Institute of America
NPOEA
KEERE R 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.
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Sake Shochu Spirits Institute of America
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Standards indicating Japanese Sake Flavors

Gathering information such as the type of premium sake,
rice-polishing ratio, sake rice, water hardness, etc., can help to
predict the flavor of sake to a certain degree. However, other
indicators can also indicate flavor more frankly. Such indicators
are the sake meter value, acidity, and amino acidity.

The sake meter value refers to the specific gravity of sake
to water. The more lighter than water, the more positive the
value; while the more heavier than water, the more negative the
value. If the sugar content of sake is high, the specific gravity
increases. Therefore, if the sake meter value is negative, the
sweeter the flavor; while the more positive the sake meter
value, the more dry the flavor.

Acidity refers to the amount of acids contained in sake,
such as malic acid, citric acid, succinic acid, etc.

Acid not only adds a sour flavor to sake, but also brings
out the flavor and acts as an umami flavor.

If the sake meter value is the same, high acidity tends to
generate a dry flavor, while low acidity tends to generate a
sweet flavor.
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Kats Miyazato
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Rick Smith &
Hiroko Furukawa
Honorary Sake Sommelier & Saka Sho

Owner SAKAYA NYC

Katsuya Uechi

Hanarary Sake Sommel/er & Saka Sho

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Bon Yagi
Hanorary Sake S ommeher

TIC GROUP Chalrman
Katsuya Group

Owner “True Sake” Owner of M&M Enterprise

MASTER

SAKE
SOMMELIER

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

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

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

David Kudo

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

I’ often asked by Ameri-
m cans, “I often use wine for
cooking, but can I also use Japanese
sake?” Japanese sake contains many
umami flavors not found in wine, so it’s
great that they can be used in anything.
Eliminating odors
Of course, sake is not only effec-
tive in eliminating odors from fish and
seafood, but also from pork and lamb.
Of course the odor dictates lamb meat,
however, when adding Japanese flavor
to your cooking, add Japanese sake to
any food when the odor is too strong,
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“Creative Sushi & Sake” llustrares the technigues of the
finest sushi chefs throughouwt the world, concentrating on
the artistic presentations, unique ingredients and advancad
methods of preparation. The writers were all top [apanese
professional chefs with many years of experience,

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

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

then leave it for approximately two
minutes for the odor to disappear.
Effective in softening proteins

Placing chicken breasts, red beef,
and / or meat for stew in a zip lock bag
filled with sake prior to marinating
eliminates the dryness from the meat
and adds flavor. Sake greatly enhances
the flavor of meat for barbeque
and yakiniku.
Adds umami flavor

From broiled dishes to soup
dishes, Japanese sake is useful in a
variety of dishes, as our readers know.
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» New Forms of Sushi
» New Styles of Sushi

« Innovative and Popular Creative
Sushi

« Mastering Technigques

= Sushi in the USA and Europe

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

Surprisingly, Japanese sake also
enhances the flavors of Western soup,
especially in seafood, along with pasta
and various other dishes. Please give it
a try. Actually, sake is also great when
used even in instant ramen noodles!
Japanese sake is great for cooking
Sake for cooking or Junmai sake is
great for food preparation. While Ginjo
and Daiginjo are great for drinking,
Junmai is better suited and more effec-
tive for cooking due to it’s higher
concentration of umami flavors.m
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Recommending sake to gals
and inbound tourists: Part 4
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Continuing from last report. :

inally, the sake brewed by our gal :

is about to make its debut! Before :

starting, she paid her respects to
Matsuo-sama enshrined in the brewery.
Using rice grown in the fields of Iwate,
she personally crafted every drop of this :
special sake. Introducing... “YUICHU” :
— a brew as bold and unique as she is! :
This name carries a story close to their :
hearts. During their time in Iwate, they
went through countless experiences, :
turning them into words, refining and :
refining... until only one remained: :
“Yui” (fi). Wanting to honor the :
meaning of this word while still keeping :
it playful and bold, just like themselves,
they created “YUICHU”. This was the

part of the journey that came with the
deepest creative struggle—but every bit
of it made the name truly theirs. The gals
themselves designed the label! Featuring
illustrations of the girls set against
iconic Shibuya and Japan backdrops,
they went all out with sparkles, glam,
and full-on decoration to make it shine.
And while YUICHI will also be avail-
able in bottles, one of the boldest moves
this time was embracing the tradi-
tional sake style: the “One Cup”. Using :
aluminum cups allowed them to go even :
further—covering the entire surface :
with their signature gal-style design. :
With one simple word—"“kawaii!”— :
the cups were a must-have, proving that :
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tradition and playful creativity can mix
perfectly. The launch party went down
in a club right in the heart of Shibuya,
drawing a crowd of media and gal
influencers eager to see the debut. From
there, YUICHI took over a dedicated
booth at the mega Don Quijote in
Shibuya, and soon even 7-Eleven came
knocking! The sake started popping up
at popular spots across Tokyo, putting
Shibuya—and beyond—on the map
for this sparkling new release. Now?
Every last bottle at Mega Don Quijote
and 7-Eleven is sold out, and the only
place to grab it is through the official
online shop. YUICHU reached out to
everyone—tourists visiting Shibuya
and young adults of the gal genera-
tion who can legally enjoy a drink.
Watching these gals in action, it’s
clear: their energy and style aren’t just
playful—they’re shaking up conven-
tions left and right. Truly, their spirit is
that of a samurai at heart.m
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ice malt in broad terms is fila-
mentous fungi (molds) grown
on grains, roughly divided by
shape into mochi koji (rice cake) and
bara koji (rice malt). Mochi koji is pre-
pared by adding water to powdered
grain (flour, etc.), kneaded into brick
shapes or dumplings and hardened with
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What is the role of rice malt necessary
for sake production?
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rhizopus grown on it, widely used from
China to Southeast Asia. This same
koji is used in Chinese cooking wine,
Shaoxing jiu. On the other hand, bara
koji is prepared from koji mold (yeast
cells) grown on steamed rice, etc., also
referred to as koji preparation. Bara
koji is a technique unique to Japan used
to produce not only sake, but also miso
and soy sauce.

Seven types of koji mold are used
in the Japanese brewing industry,
largely divided into yellow koji mold,
black koji mold, and white koji mold.
Yellow koji mold (asperigillus oryzae)
with yellow-green spores are used
to produce sake, the most represen-
tative of the koji mold. Black koji
mold with blackish-brown spores
are used to produce the Okinawan
shochu “Awamori.” This mold gener-
ates significant amounts of citric acid,
maintaining the fermentation-mash
in an acidic state, thus inhibiting the
growth of putrefactive bacteria and
safely enabling the fermentation of
moromi (fermented mash), even in
warm weather. White koji mold with
white spores (mutant species of black
koji mold) is used to produce shochu in
Kyushu prefecture, etc.

The most important factor in sake

production is said to be rice malt, the

second is the yeast starter, and the third

is the production method with the fol-

lowing functions:

1. The enzyme contained in koji con-
verts rice starch into glucose.

2. Vitamins and various nutrients are
supplied to the yeast to advance the
growth of yeast.

Sake contains alcohol from yeast
fermenting the alcohol. However,
alcohol cannot ferment if yeast is still
starch, thus the starch must be broken
down for saccharification. There-
fore, 1. Koji plays the most important
function, however, yellow koji mold
generates abundant enzymes to break
down starch such as amylase, etc.
However, this enzyme if raw is not
effective on the starch, thus the rice
must be steamed to convert the starch
into a. Further, some yellow koji mold
can break down protein and generate
significant amounts of enzymes (pro-
tease, etc.) that breaks down protein
into amino acids. Yellow koji mold is
used to produce miso and soy sauce.
Since ancient times, suitable koji mold
is used to produce sake, miso, and
SOy sauce.m
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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
O|=3 AMA|-AF-MFE FRAAI|H

Standards indicating Japanese Sake Flavors

Gathering information such as the type of premium sake,
rice-polishing ratio, sake rice, water hardness, etc., can help to
predict the flavor of sake to a certain degree. However, other
indicators can also indicate flavor more frankly. Such indicators
are the sake meter value, acidity, and amino acidity.

The sake meter value refers to the specific gravity of sake
to water. The more lighter than water, the more positive the
value; while the more heavier than water, the more negative the
value. If the sugar content of sake is high, the specific gravity
increases. Therefore, if the sake meter value is negative, the
sweeter the flavor; while the more positive the sake meter
value, the more dry the flavor.

Acidity refers to the amount of acids contained in sake,
such as malic acid, citric acid, succinic acid, etc.

Acid not only adds a sour flavor to sake, but also brings
out the flavor and acts as an umami flavor.

If the sake meter value is the same, high acidity tends to
generate a dry flavor, while low acidity tends to generate a
sweet flavor.
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Sake para Chicasy

Turistas Internacionales, Parte 4

Continuacion del episodio anterior.

inalmente, nace el sake elaborado por las

chicas. Tras rendir homenaje a Matsuo-

sama, venerado en la destileria, las chicas
elaboraron el sake con arroz cultivado en los
arrozales de la prefectura de Iwate. El nombre
es "YUICHU".

Este nombre también tiene un significado
especial. Tras llegar a lwate y vivir diver-
sas experiencias, las plasmaron en palabras,
seleccionando y refinando cuidadosamente los
caracteres hasta que solo quedo "45" (yui). Su
deseo de atesorar esta palabra "45" y expre-
sarla de una manera que reflejara su estilo las
llevo al nombre "YUICHU". Esta fue la parte mas
desafiante del proceso.

La etiqueta fue creada por las propias
chicas. Con Shibuya y Japon como telon de
fondo, la etiqueta presenta ilustraciones de las
chicas, y como querian una etiqueta brillante,
le ahadieron mucha decoracion.

También lo lanzaremos en botellas, pero
uno de los mayores retos esta vez es adaptar el
formato tradicional japonés del sake, el de una
sola taza. Inicialmente usamos vasos de alumi-
nio, pero como la etiqueta puede cubrir toda
la superficie, decidimos que le daria un toque
mas "gyaru” (chica), y la palabra "lindo" fue el
factor decisivo para adoptar el formato de taza.

El evento de lanzamiento se celebro en
un club de Shibuya, y asistieron numerosos

medios de comunicacion e influencers del estilo
gyaru. Después, instalamos un stand en Mega
Don Quijote en Shibuya para vender el producto.
Ademas, la cadena de tiendas de conveniencia
Seven-Eleven se puso en contacto con nosotros,
y las ventas comenzaron en zonas turisticas de
Tokio, principalmente en Shibuya.

Actualmente, Mega Don Quijote y Seven-Eleven
han agotado sus existencias, y las ventas se limi-
tan a nuestra tienda online. "YUICHU" logro llegar
a muchos turistas que visitaban Shibuya, asi
como a jovenes de la generacion gyaru con edad
suficiente para consumir alcohol. Senti que el
poder de las gyaru realmente transforma diversas
convenciones, demostrando su auténtico "espiritu
samurai”. (Fin)
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Cual es la funcion del ko

términos generales,

el koji se refiere a

los granos sobre los
que se cultivan hongos filamen-
tosos (moho). Segun su forma,
se clasifica en mochi koji (koji de
pastel de arroz) y bara koji (koji
disperso). El mochi koji se ela-
bora anadiendo agua a granos
en polvo (como harina de trigo)
y amasandolos hasta obtener
una forma similar a un ladrillo o
una bola de masa, creando asi
un medio de cultivo. El moho
Rhizopus se cultiva sobre este
medio de cultivo crudo y se utiliza
ampliamente desde China hasta
el sudeste asiatico. Este es el koji
que se utiliza en el vino Shaoxing
chino. Por otro lado, el bara koji
se elabora cultivando el moho koji
(Aspergillus oryzae) sobre arroz
al vapor, y también se conoce
como sankiku. El bara koji es una
técnica exclusiva de Japon y se
utiliza no solo en la produccion
de sake, sino también en la de
miso y salsa de soja.

En la industria destilera
japonesa se utilizan siete tipos
de moho koji, que se clasifican
generalmente en tres: koji amari-
llo, koji negro y koji blanco. El tipo
de moho koji utilizado en la ela-
boracion de sake es Aspergillus

1?

oryzae, cuyas esporas son de
color verde amarillento y es
una especie representativa del
moho koji. EI moho koji negro
tiene esporas de color marréon
oscuro y se utiliza en la pro-
duccion de Awamori, un tipo de
shochu de Okinawa. Este moho
produce grandes cantidades de
acido citrico, manteniendo la
acidez del mosto, lo que inhibe
el crecimiento de bacterias que
causan deterioro y permite una
fermentacion segura incluso
en climas calidos. El moho koji
blanco tiene esporas blancas
(una mutaciéon del moho koji
negro) y se utiliza en la produc-
cion de shochu en Kyushu y
otras regiones.

En la elaboracion de sake,
como dice el dicho popu-
lar: "Primero el koji, segundo
el mosto, tercero la fermen-
tacion”, el koji desempena un
papel fundamental en el pro-
ceso. Sus funciones son:

(@ Las enzimas del koji con-
vierten el almidon del arroz en
glucosa.

(2 Aporta diversos nutrientes
a lalevadura, como vitaminas,
favoreciendo su crecimiento.
(3 Diversos componentes

metabolizados del koji contribu-
yen directa e indirectamente al
sabor del sake.

Estos son los tres puntos
principales. El sake contiene
alcohol debido a la fermenta-
cion alcoholica que se produce
por la accion de la levadura. Sin
embargo, la levadura no puede
fermentar el almidén directa-
mente; debe descomponerlo en
azucar. Por lo tanto, el punto @
es la funcion mas importante del
koji, y el moho koji amarillo es un
tipo de moho que produce abun-
dantes enzimas degradadoras
de almiddn, como la amilasa.
Sin embargo, esta enzima no
actua sobre el almidén crudo,
por lo que es necesario cocer
el arroz al vapor para gelatini-
zar el almidon. Ademas, algunos
tipos de moho koji amarillo pro-
ducen grandes cantidades de
proteasas que descomponen las
proteinas en aminoacidos. Este
es el tipo de moho koji que se
utiliza en la produccion de miso y
salsa de soja, y tradicionalmente
se han utilizado diferentes tipos
de moho koji adecuados para
la produccion de sake, misoy
salsa de soja.
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Sake Shochu Spirits Institute of America was
founded with the purpose to promote further
understanding of Japanese sake, shochu
and beer in a shared where 500 million
people enjoy wine in North America. We
strive to increase Japanophiles by furthering
understanding of the sake culture through
online Japanese sake and shochu colleges
and books related to Japanese sake,
shochu and beer, etc. Especially sampling
parties directly approaches consumers

and no doubt contributes to expanding the
market. Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies, etc.,
to introduce Japanese sake, shochu and beer
to American consumers in a way that’s easy-
to-understand.

Instituto de la Espiritu

Sake Shochu de América

Continuacion del episodio anterior.

inalmente, nace el sake elaborado por las

chicas. Tras rendir homenaje a Matsuo-

sama, venerado en la destileria, las chicas
elaboraron el sake con arroz cultivado en los
arrozales de la prefectura de lwate. El nombre
es "YUICHU".

Este nombre también tiene un significado
especial. Tras llegar a Iwate y vivir diversas
experiencias, las plasmaron en palabras, selec-
cionando y refinando cuidadosamente los

caracteres hasta que solo quedo6 "45" (yui). Su

deseo de atesorar esta palabra "&5" y expre-
sarla de una manera que reflejara su estilo las
llevé al nombre "YUICHU". Esta fue la parte mas
desafiante del proceso.

La etiqueta fue creada por las propias
chicas. Con Shibuya y Japon como telon de
fondo, la etiqueta presenta ilustraciones de las
chicas, y como querian una etiqueta brillante,
le ahadieron mucha decoracion.

También lo lanzaremos en botellas, pero
uno de los mayores retos esta vez es adaptar

el formato tradicional japonés del sake, el de una
sola taza. Inicialmente usamos vasos de alumi-
nio, pero como la etiqueta puede cubrir toda la
superficie, decidimos que le daria un toque mas
"gyaru” (chica), y la palabra "lindo" fue el factor
decisivo para adoptar el formato de taza.

El evento de lanzamiento se celebro en un
club de Shibuya, y asistieron numerosos medios
de comunicacion e influencers del estilo gyaru.
Después, instalamos un stand en Mega Don
Quijote en Shibuya para vender el producto.
Ademas, la cadena de tiendas de conveniencia
Seven-Eleven se puso en contacto con nosotros,
y las ventas comenzaron en zonas turisticas de
Tokio, principalmente en Shibuya.

Actualmente, Mega Don Quijote y Seven-Eleven
han agotado sus existencias, y las ventas se limi-
tan a nuestra tienda online. "YUICHU" logr¢ llegar
a muchos turistas que visitaban Shibuya, asi
como a jovenes de la generacion gyaru con edad
suficiente para consumir alcohol. Senti que el
poder de las gyaru realmente transforma diver-
sas convenciones, demostrando su auténtico
"espiritu samurai”. (Fin)

= ONLINE
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