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Japanese sake Meetup
Japanese sake Meetup

I’m often asked by Ameri-
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. 

Honorary Sake Sommelier & Saka-Sho

Beau Timken 
Honorary Sake Sommelier & Saka-Sho

Owner “True Sake”

Honorary Sake Sommelier 

Kats Miyazato  
Honorary Sake Sommelier

Owner of M&M Enterprise

Yuji Matsumoto
Master Sake Sommelier

David Kudo
Sake Sommelier
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.

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.

經常聽到美國人問：“葡萄酒是可
以用來做料理的，日本酒可以

嗎？”。日本酒有很多葡萄酒沒有的鮮味
成分，所以我很高興任何料理可以使用
日本酒。
消除氣味
　　當然，日本酒對魚貝類是有效的，
對消除豬肉和羊肉的氣味也很有效。有
這種氣味的可能是羊肉，當您想添加
日本風味時，請在氣味最濃時撒上日本
酒，然後放置約2分鐘後就可以消除氣
味了。

料理和日本酒 자주 미국인으로부터 들을 수 있는 것이, 
「와인은 요리에 사용하지만 일본술도 

사용할 수 있을까?」 라는 것이다. 일본술에는 
와인에 없는 맛 성분이 많이 있기 때문에 무엇
이든 사용할 수 있는 것이 기쁘다.
냄새 지우기
　　물론 어패류에도 효과가 있지만 돼지고
기나 럼 등의 냄새를 없애는 효과가 있다. 이 
냄새가 있기 때문에 럼고기일지도 모르지만, 
일본식 맛을 낼 때에는, 조금 냄새가 너무 강
할 때에 일본술을 걸어, 약 2분 정도 방치하면 
냄새도 사라진다.
단백질 유연 효과
　　닭 가슴살이나 쇠고기 붉은 몸, 스튜용 고

요리와 일본술

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.■

日本酒と料理　

蛋白質的軟化作用
　　如果將雞胸肉、牛瘦肉，等燉肉在
調味前放入裝有日本酒的帶拉鍊袋中，
味道會變得乾爽可口。烤肉和烤肉會更
好吃。
添加鮮味
　　眾所周知，日本酒可以在任何湯中
使用。令人意外的是，可以加入西式湯
中，尤其是含有海鮮的湯中加入日本酒
會更美味。當然也可以用於意大利面和
其他菜餚，請嘗試一下。其實在方便麵
裡放一點點也很好吃。
適合料理的日本酒
　　料理酒和純米酒都不錯。吟醸，大
吟醸酒很好喝，但帶有大量鮮味的純米
酒更適合作為料理的基礎。

よくアメリカ人から聞かれるのが、「ワ
インは料理に使うけど日本酒も使え

るのか？」ということだ。日本酒には、
ワインにない旨み成分がたくさんあるの
で何でも使用できるのがうれしい。
臭い消し
　もちろん、魚介類にも効果があるが、
豚肉やラムなどの匂いを消す効果があ
る。この匂いがあるからこそラム肉かも
しれないが、和風な味つけにするときに

は、ちょっと匂いが強すぎる時に日本酒
をかけ、約2分くらい放置すると臭みも
消える。
タンパク質柔軟効果
　鶏の胸肉や牛の赤身、シチュー用の肉
を下味をする前に日本酒を入れたジップ
ロックバックに入れておくとパサパサ感
がとれ美味しくなる。バーベキューや焼
肉がもっと美味しくなるのだ。
旨味追加
　煮付けからどんな汁物まで日本酒は使

えるのは皆さんも周知の事実。意外にも
洋食のスープ、特にシーフードの入れる
もの日本酒を入れるとさらに美味しくな
る。もちろんパスタやその他の料理にも
使えるので試していただきたい。実はイ
ンスタントラーメンに少し入れても美味
しい。
料理に向く日本酒
　料理酒や純米酒がよい。吟醸、大吟醸
酒は飲むのには良いが、料理としての効
能は旨みが多い純米酒がベターである。

기를 맛을 내기 전에 일본술을 넣은 지퍼락백
에 넣어두면 파사파사감이 잡혀 맛있게 된다. 
바베큐와 야키니쿠가 더 맛있게 되는 것이다.
맛을 추가
　　조림에서 어떤 국물까지 일본술은 사용
할 수 있는 것은 여러분도 주지의 사실. 의외
로 양식의 스프, 특히 해산물이 든 것 일본술
을 넣으면 더욱 맛있게 된다. 물론 파스타나 그 
외의 요리에도 사용할 수 있으므로 시험해 주
셨으면 한다.　실은 인스턴트 라면에 조금 넣
어도 맛있다.
요리를 향한 일본술
　　요리주나 순미술이 좋다. 음양, 대음양주
는 마시기에 좋지만, 요리로서의 효능은 맛이 
많은 순미술이 베터이다.
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Recommending sake to gals 
and inbound tourists: Part 4

Continuing from last report.

Finally, 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” (結). Wanting to honor the 
meaning of this word while still keeping 
it playful and bold, just like themselves, 
they created “YUICHU”. This was the 

ギャルとインバウンドに日本酒  その 4

前回からの続きです。

いよいよギャルの仕込んだお酒が
生まれます。蔵に祀られている
松尾様にお参りをして、岩手の

田んぼで育てた酒米でギャル自らが仕込
んだお酒、その名を「YUICHU（ユイ
チュ）」と言います。この名前にも想い
がこもっています。彼女たちが岩手に来
て様々な経験を重ねて、それを言葉にし
て出していき、精査して精査して残った
文字が「結（ゆい）」でした。この「結」
という言葉を大切にしたいという想い
と、ギャルらしい言葉で表現したい想い
で「YUICHU（ユイチュ）」となりました。

ここが最も生みの苦しみのあったところ
でした。ラベルはギャルの皆さんが作成。
渋谷や日本をバックにギャルの絵が描か
れ、きらきらしたラベルにしたいとの事
からデコレーションを盛りに盛ってラベ
ルを作成しました。そして、瓶でも出し
ますが、今回の大きな挑戦の1つに日本
酒の伝統的な姿の「ワンカップ」を採用。
アルミカップでやりましたが、瓶のラベ
ルよりもカップのラベルはカップ全面を
使えるため、よりギャル感を出せるとの
事と、「カワイイ」という一言でカップ
も採用になりました。発表会は渋谷のク
ラブで行い、多くのマスコミ、ギャル系

インフルエンサーが来てくれました。そ
の後渋谷のメガドンキで専用ブースを出
して販売。さらにはコンビニのセブンイ
レブンからもお話しがあり、渋谷を中心
に都内の観光地での販売もスタートしま
した。
　現在はメガドンキ、セブンイレブン全
て売り切れて、当社のネットショップで
の販売となっています。渋谷に来るイン
バウンドの皆さん、そしてギャル世代の
アルコール飲める年の若者にたくさんア
プローチ出来た「YUICHU」でした。ギャ
ルの力は様々な常識を変えていくまさに

「心は侍」だと思いました。（終わり）

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

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 α. 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.■

麹の役割とは何か

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

SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office

SAN FRANCISCO Branch
SACRAMENTO Sales Office

SEATTLE Branch
PORTLAND Sales Office

HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office

CHICAGO Branch
TOLEDO Sales Office

NEW YORK Branch
BOSTON Sales Office

BALTIMORE Branch
ATLANTA Branch

ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
Interbranch Distribution Center (IDC) 

美味しい酒を150種類
日本全国から輸入
全米のネットワークを通じて
皆様に直送中

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
JFC International Inc.

百味
 百題

日本
酒

麹とは、広義には穀類に糸状菌（カ
ビ）を生育させたもののことで、
その形状から餅

もちこうじ

麹と散
ばらこうじ

麹に大別
される。餅麹というのは、粉状にした穀
物（小麦粉など）に水を加えてレンガ状
や団子状に練り固めたものを培地とし、 
生のままの培地にクモノスカビ（リゾー
プス）を生育して造る麹で、中国から東
南アジアにかけて広く使用されている。
中国の紹興酒に用いる麹がこれである。
一方、散麹は蒸した米などに麹カビ（麹
菌）を育成させて造るもので、撤麹（さ
んきく）とも呼ばれる。散麹はわが国独
特の技術で、酒だけでなく味噌や醤油の
製造にも使われている。 
　わが国の醸造産業で使用される麹カビ

www.jfc.com

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.

には7種類があるが、黄麹カビ、黒麹カ
ビ、白麹カビの3つに大別される。日本
酒造りに用いるのは胞子の色が黄緑色の
黄麹カビ（アスペルギルス・オリゼー）で、
麹カビの中でも代表的な菌種である。黒
麹カビは胞子の色が黒褐色のカビで、沖
縄の焼酎「泡盛」の製造に用いられて
いる。このカビはクエン酸を大量に生成
し、もろみを酸性に保つことができるた
め、腐敗菌が生育しにくく、暖かい気候
でももろみを安全に発酵させることがで
きる。白麹カビは胞子が白いカビ（黒麹
カビの突然変異種）で、九州などの焼酎
造りで使用されている。
　酒造りでは、昔から「一麹、二酛、三
造り」といわれるように、麹は日本酒の
製造工程の中でもとりわけ重要な働きを
する。その役割は、 
① �麹に含まれる酵素が米のでんぶんを

ぶどう糖に変える。 
② �ビタミンなどの各種栄養素を酵母に

供給し、酵母の増殖を促進する。 
③ �麹から代謝される各種成分が、直接

的、間接的に酒の香味に寄与する。 
の3つである。酒にアルコールが含まれ
ているのは、酵母の働きでアルコール発
酵が行なわれるためだが、酵母はでんぶ
んのままではアルコール発酵を起こすこ
とができないから、でんぶんを分解して
糖化しなければならない。したがって、
①は麹の最も大切な役割となるわけだ
が、黄麹カビはアミラーゼなどのでんぶ
ん分解酵素を豊富に生成する麹カビであ
る。ただし、この酵素は生の状態のでん
ぶんには作用しないため、米を蒸してで
んぷんをα化する必要があるわけだ。な
お、黄麹カビには、たんぱく質を分解し
てアミノ酸類に変えるたんぱく質分解酵
素（プロテアーゼなど）を大量に生成す
るものもある。味噌や醤油に使われる麹
カビがそれで、昔から酒、味噌、醤油そ
れぞれの製造に適した麹カビを使い分け
てきたのである。

この記事は株式会社柴田書店より提供されています。  This article was courtesy from Shibata Shoten Co Ltd.

Rice 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 

Mizubasho
Ginjo

Nagai Shuzo (Gunma)

Hakushika Gold Label
Junmai Ginjo

Tatsuuma-Honke Brewing (Hyogo)

Dassai 23
Junmai Daiginjo
Dassai (Yamaguchi)

Shichiken Kinunoaji
Junmai Daiginjo

Yamanashi Meijo (Yamanashi)

Polishing Rate: 50% 
(Omachi)

Sake Meter N/A
Polishing Rate: 23% 
(Yamadanishiki)

SMV: +4
Polishing Rate: 50% 
(Yamadanishiki)

SMV: +1
Polishing Rate:60% 
(Hitomebore and other)

SMV: +4
Polishing Rate: 50% 
(Omachi)

Kuroushi Omachi
Junmai Ginjo

Nate Shuzo (Wakayama)

Polishing Rate: 45% 
(Yamadanishiki)

Ozeki Sakura Beauty 45
Junmai Daiginjo

Ozeki Corporation (Hyogo)
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David Kudo  
Master Sake Sommelier

President, All Japan News

davidkudo@gmail.com

Ami Nakanishi
Master Sake Sommelier

Vice President
New York Mutual Trading

nymtc.com

Atsuko Glick
Master Sake Sommelier

Manager
Sake School of America

info@sakeschoolofamerica.com

Toshio Ueno 
Master Sake Sommelier

Vice President
Sake School of America

info@sakeschoolofamerica.com

Yoshihide Murakami
Master Sake Sommelier

Liquor Manager
JFC International Inc.

ymurakami@jfc.com

Yuji Matsumoto 
Master Sake Sommelier

Beverage Manager

ymatsumoto001@gmail.com

Master Sake Sommelier

JAPAN

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
NPO法人 
米国酒焼酎蒸留酒研究所

Ask me

Ryuji Takahashi
Master Sake Sommelier

Owner “Ji . sakeya”
Shuto-Meijin

 ryu2syuto@yahoo.co.jp

米国酒焼酎蒸留酒研究所 
Sake Shochu Spirits Institute of America 

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

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.  

日本酒の味を示す基準
　
　特定名称の種類や精米歩合、酒米や水の硬度
などの情報を集めればある程度まで、味の予想
をすることは可能だ。しかし、より端的に味を
示す指標が他にもある。それが日本酒度、酸度、
アミノ酸度である。
　日本酒度は日本酒の水に対する比重のこと
で水より軽ければプラス、重ければマイナスと
なる。
　酒の中の糖が多ければ、比重が重くなること
から、マイナスであればあるほど甘口、プラス
であればあるほど辛く口とされている。
　酸度はリンゴ酸、クエン酸、琥珀酸など、日
本酒に含まれる酸の量を示表す。
　酸は単に酸っぱさを与えるだけでなく、味を
引き締める効果や旨味としての役割もある。
　日本酒度が同じでも酸度が高いと辛く感じ、
低いと甘く感じる傾向がある。
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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-

NEWS / TRENDS

世界最大級の自然食品展「Expo West 2026」開催
―健康志向とサステナブル食品が主軸　
ジェトロ支援で日本企業や長野県・北海道の事業者も北米市場を開拓―

Ne w  H o p e  N e t w o r k ,  t h e 
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 

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 .  Exhib i tors  Held  Direc t 
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 
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ジェトロ：ジャパンパビリオンで
日本食品の輸出を支援

　こうした中、日本企業や日本食材の存
在感も高まっている。日本貿易振興機
構（ジェトロ）は会場に「ジャパンパビ
リオン」を設置し、日本の食品メーカー
や関連企業の北米市場開拓を支援。日本
産食品の品質や健康イメージの高さを背
景に、海外バイヤーとの商談の場として
活用された。ジャパンパビリオンでは、
日本産食品の魅力をアピールするととも
に、輸出を志向する企業に対して商談支
援や市場情報提供を行い、北米市場への
新規参入や販路拡大を後押ししている。

長野県：自治体として初のブース出展

　地方自治体の取り組みも活発だ。長
野県は同展示会に自治体として初めて

自然製品、健康食品、オーガニック、
サステナブルな製品などに焦点
を当てた業界のリーダーである

New Hope Network社は、カリフォル
ニア州アナハイムで3月3日から4日間
に渡り、世界最大級の展示会「Natural 
Products Expo West 2026」が開幕し
た。45周年を迎える今年の展示会には、
140以上の国・地域から3000社超が出
展。アナハイム・コンベンションセン
ターの広大な展示フロアに約3300ブー
スが並び、健康志向やサステナビリティ
をテーマとした新製品が多数出展され
た。この展示会は世界各国の小売バイ
ヤーや流通関係者、食品メーカーなどが
来場し、自然食品市場の最新トレンドを
示す場として大きな注目を集めている。

　会場では高たんぱく食品や腸内環境を
意識した機能性食品、植物由来原料を活
用した商品などが目立った。RTDタイ
プのプロテインドリンクやプロテインス
ナック、プレ・プロバイオティクスを訴
求した食品など、健康機能を前面に打ち
出しながら味や食感にもこだわった商品
が増加。スナック分野では低糖質・高た
んぱくを訴求する商品や、フリーズドラ
イ技術を活用した栄養価の高い軽食な
ど、利便性と健康価値を両立させた商品
が多く見られた。

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, Items 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.■

独自ブースを設置し、県内8事業者が出
展。米酢やぽん酢などの調味料、りんご
ジュース、日本酒、七味唐辛子、米加工
品など、信州の農産物や加工食品を紹介
した。ブースでは事業者が直接バイヤー
と商談を行い、北米市場での販路開拓を
目指した。発酵食品や日本の伝統調味料
に対する関心は高く、健康志向の自然食
品市場との親和性の高さがうかがえた。
また、北海道からも食品事業者が共同
ブース形式で出展。札幌市などが中心と
なり、北海道産の菓子やスナック、調味
料、健康志向食品などを海外バイヤーに
紹介した。北海道ブランドの認知度は北
米でも高く、原料の品質や安全性を訴
求することで輸出拡大につなげたい考
えだ。

　展示会全体のトレンドとしては、健康
機能に加え、サステナビリティへの取り
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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.  

May
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.

組みも重要なテーマとなっている。再
生型農業（リジェネラティブ農業）由
来原料の使用や、環境配慮型パッケー
ジの採用など、環境価値を商品開発や
ブランド戦略に組み込む動きが広がっ
ている。また、韓国やメキシコなど世
界各国のスパイスやフレーバーを取り
入れた商品も増え、自然食品カテゴ
リーのグローバル化が進んでいる。

　世界的に健康志向の高まりが続く
中、自然食品市場は拡大を続けてい
る。Expo Westはその潮流を象徴す
る展示会として、食品・サプリメント
業界の新たなトレンドを発信する場と
なっている。日本企業や地方自治体
にとっても、海外市場に向けたブラン
ド発信や販路開拓の重要な機会となっ
ており、今後も出展の広がりが期待さ
れる。
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Hakutsuru Launches Original “Sake Horchata” Cocktail Made 
with America’s No.1 Nigori Sake at LA Galaxy’s Home Stadium

NEWS / TRENDS

白鶴酒造は、米国プロサッカーチームLA Galaxy 本拠地で米国売上No.1の
にごり酒を使ったオリジナルカクテル「サケ オルチャタ」を販売開始！

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

Nigori Sake”—the No.1-selling nigori 
sake in the United States ※1—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.

※1 “Sayuri Nigori Sake 300ml” is the 
No.1-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 × Latin” 
fusion experience.

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.

※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.■

Sayuri Sake Horchata

Sayuri Frozen Sake MargaritaSayuri Sake Margarita
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白鶴酒造株式会社は、アメリカの
ロサンゼルスを本拠地とするメ
ジャーリーグサッカー（以下、

MLS）チームLA Galaxy（ロサンゼル
ス・ギャラクシー）のホームスタジアム

「ディグニティ・ヘルス・スポーツパー
ク（以下、DHSP）」で、アメリカ売上
No.1のにごり酒※1「Hakutsuru Sayuri 
Nigori Sake」及びそのカクテルを提供
している。オフィシャル日本酒パート
ナー 2年目となる2026年シーズンは、
アメリカでトレンドとなっている植物由
来の清涼飲料「オルチャタ※2」に着想を
得て、「さゆり」をベースにしたオリジ
ナルカクテル「サケ オルチャタ」を新た
に提供している。年に引き続き、「さゆ
りマルガリータ」と「さゆりフローズン
マルガリータ」も提供する。

※1 Sayuri Nigori Sake 300mlは、アメ
リカの小売店のにごり酒部門売上No.1

（2025年IRI調べ）

※2 オルチャタ（Horchata）は、スペイ
ンやメキシコで愛されている、植物由来
の伝統的な清涼飲料です。アメリカで流
行しているのは、メキシコで親しまれて
いるタイプで、お米を原料に、シナモン
や砂糖などを加えて作ります。見た目は
乳白色で「甘くスパイシーなミルク」の
ような味わいが特徴。

ホームスタジアムの特設酒バーで提供さ
れるカクテル

さゆりオルチャタ
　 お 米 か ら 造 ら れ る 純 米 酒「Sayuri 
Nigori Sake」 と お 米 の 伝 統 飲 料

「Horchata」が出会った、クリーミー
でリッチな味わいのカクテル。お米を主
原料とする両者ならではの完璧なハーモ
ニーに、トップのシナモンで描かれたLA 
Galaxyのロゴが視覚的にアクセントを
添える、新感覚の「和×ラテン」フュー
ジョン。

さゆりマルガリータ
　日本酒と柑橘を融合させた爽やかな
一杯。南カリフォルニアらしい鮮やかな
味わい。このカクテルには、白鶴酒造の
海外向け商品「Hakutsuru Juicy Yuzu」
も使用。

さゆりフローズンマルガリータ
　オリジナルのスラッシュ＊スタイルア
レンジ。暑い試合の日や、スタジアムの
ライトの下で過ごす夏の夜にぴったりな
一杯。

＊スラッシュとは、液体を凍らせて半固
形にした、シャーベット状やスムージー
状のフローズン飲料のこと。

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.

	 Product URL : 	https://www.hakutsuru-sake.com/global/us/product/sayuri_g/sayuri_300.html
	 Instagram https : 	www.instagram.com/hakutsuru.sake.usa/reel/DVPVtG0j0Fi/

LA Galaxy
　LA GalaxyはMLSで最も成功を収
めているクラブで、MLS創設時から
30年の歴史を誇っている。カリフォル
ニア州カーソンにあるDHSPを本拠地
とし、これまでMLSカップを通算6度

（2002, 2005, 2011, 2012, 2014, 
2024）制覇している。さらにMLS
サポーターズシールドを4度（1998, 
2002, 2010, 2011）、ラマー・ハン
トU.S.オープンカップを2度（2001, 
2005）、そしてCONCACAFチャン
ピオンズカップを1度（2000）獲得。
　歴代にはランドン・ドノバン、デイ
ビッド・ベッカム、ロビー・キーン、ス
ティーヴン・ジェラード、ズラタン・イ
ブラヒモビッチ、ハビエル・エルナン
デス、コビ・ジョーンズ、リキ・プッチ、
マルコ・ロイスらが名を連ね、現在は
元日本代表の吉田麻也や山根視来も
在籍している。

　白鶴酒造は、LA Galaxy及びDHSP
と2025年3月13日にパートナーシップ
契約を締結し、オフィシャル日本酒パー
トナーとなった。契約期間は、2025
年MLSシ ー ズ ン（2025年2月22日 ～
10月18日）から2027年シーズン終了
まで。
　2025年シーズンは、「さゆり」は延べ
約2,000名に約1,100本を提供した。「さ
ゆり」を飲んだファンからは「なめらか
でクリーミー。格別の美味しさ！忘れら
れない一本だ。」といった好意的な感想
が寄せられている。

　白鶴酒造は早くから輸出に注力して
おり、1900年にはパリ万博に瓶詰酒を
出品、1984年にはロサンゼルスに社員
を駐在させ、2005年には現地法人「HA-
KUTSURU SAKE OF AMERICA,INC.

（HSA）」を設立するなど、アメリカ市場
において積極的なブランド展開を続けて
きた。

　「HSA」が拠点を構えるカリフォルニ
ア州カーソンにて、地域に根ざしたサッ
カーチームを応援することで、地元コ
ミュニティとのつながりを深め、共に地
域を盛り上げている。そして、ブランド
認知の向上や、日本酒の米国市場でのさ
らなる普及を目指している。

LA Galaxy
	 L A  G a l a x y  i s  t h e  m o s t 
successful club in MLS, boasting a 
30-year history since the league’s 
inception. Based at Dignity Health 
Sports Park (DHSP) in Carson, 
Cali fornia, 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 
Ibrahimović, Javier Hernández, 
Cobi Jones, Riqui Puig, and Marco 
Reus, while current members 
include former Japan national 
team players Maya Yoshida and 
Mirai Yamane.

Sayuri Sake Horchata Sayuri Sake Margarita

Fans lined up at the special sake bar
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Trends in the Number of Japanese Restaurants Overseas 
and the Characteristics of the U.S. Market
海外における日本食レストラン数の動向と米国市場の特徴

According to a survey released 
by 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 

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 

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.■
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レストランの中にも日本料理店が含まれ
ている。一方、西海岸ではカジュアルな
寿司バーやラーメン店が多く、日常的な
外食として日本食が定着している。
　また、米国の日本食レストランの特徴
として、日本人以外の経営者による店舗
が多い点が挙げられる。寿司やラーメン
はすでに国際的な料理として認識されて
おり、韓国系や中国系、さらには米国人
オーナーによる店舗も多数存在する。こ
のため、日本食は単なる外国料理ではな
く、米国の食文化の一部として定着して
いるといえる。
　以上のように、海外の日本食レスト
ラン数は2025年に初めて減少したもの
の、その主因は中国市場の落ち込みであ
り、米国では依然として安定した需要が
続いている。寿司やラーメンなどの日本
食は米国社会に深く浸透しており、日本
食レストランは日本の農林水産物輸出や
食文化発信の重要な拠点として今後も大
きな役割を担うと考えられる。

農林水産省が2025年11月に公表
した調査によると、海外におけ
る日本食レストラン数は約18万

1,000店となり、前回2023年調査の約
18万7,000店から約6,000店減少した。
海外の日本食レストラン数は2013年の
約5万5,000店から急増を続け、2021
年には約15万9,000店、2023年には約
18万7,000店に達していたが、今回初
めて減少に転じた。これは統計開始以降
初めての減少であり、日本食市場の変化
を示す重要な指標といえる。
　地域別に見ると、減少の主因は中国
市場である。中国では経済停滞などの
影響により、日本食レストラン数が約1
万5,260店減少し約6万3,500店となっ
た。一方で、中南米では約1万5,300店

（約20％増）、中東では約1,600店（約
20％増）と増加しており、日本食の人
気は地域によって大きな差が生じてい
る。日本のアニメやポップカルチャーの
影響、健康志向の高まりなどが新興地域

である。寿司に加えて、天ぷら、照り焼
き、うどん、居酒屋料理などが広まり、
日本食は「高級料理」から「日常的な外
食」へと変化した。この時期には、日系
企業や日本人シェフによる本格的な日本
料理店も増加した。
　第三は2000年代以降のラーメンブー
ムである。ニューヨークやロサンゼルス
などの都市で日本のラーメン専門店が進
出し、豚骨ラーメンや味噌ラーメンが若
者を中心に人気となった。SNSの普及
もあり、ラーメンは「日本のストリート
フード」として定着した。
　都市別に見ると、日本食レストランは
ロサンゼルス、ニューヨーク、サンフラ
ンシスコ、シアトル、ホノルルなどの都
市圏に集中している。特にロサンゼルス
は日系人口が多く、日本食文化の中心地
の一つであり、寿司店やラーメン店だけ
でなく、日本式居酒屋や和牛専門店など
多様な業態が存在する。ニューヨークで
は高級和食店が多く、ミシュラン星付き

での需要拡大の背景とされている。
　その中でも米国は、中国に次いで日本
食レストランが多い世界第2位の市場で
あり、2025年時点で約2万6,360店が
存在する。米国の日本食レストラン数は
長期的に増加しており、ジェトロの調査
によれば、過去約12年間で店舗数は約
1.6倍（約2万3,000店規模）に拡大し
た。これは日本食が米国の外食文化の中
で定着してきたことを示している。
　米国における日本食人気の歴史は、
主に三つの段階に分けられる。第一は
1960 ～ 70年代の寿司ブームである。
当初、寿司は主にロサンゼルスやニュー
ヨークの日系コミュニティを中心に広ま
り、1970年代にはハリウッドの著名人
や健康志向の高い層の間で人気となっ
た。特にカリフォルニア州で誕生した

「カリフォルニアロール」は、生魚に抵抗
のあった米国人にも受け入れられ、日本
食の普及に大きく貢献した。
　第二は1990年代以降の日本食多様化
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Actual Sake Export Performance for Fiscal Year 2025
- Sake Maintains Growth, Strengthening Its Presence in Global Markets-
2025 年度 日本酒輸出高実績 
―成長基調を維持、世界市場で存在感を強める日本酒－

In fiscal 2025, Japan’s sake 
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, 

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 
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2025年度の日本酒輸出高は、主要
な指標である輸出額・輸出数量と
もに前年度を上回り、輸出市場の

拡大と高付加価値化の両面で着実な進展
を見せた。日本酒業界の業界団体である
日本酒造組合中央会が発表した統計によ
ると、2025年の輸出金額は約459億円

（前年比約106％）、輸出数量は約3.35
万キロリットル（前年比約108％）とな
り、ともに前年実績を上回る結果となっ
た。これは数量・金額ともに2年連続の
増加という評価であり、世界各国での日
本酒の需要が一段と拡大していることを
示している。

2025年度輸出総額・数量の概要

　2025年度（1月〜 12月）を通じた日
本酒輸出は、金額ベースで約459億円、
数量は約3.35万キロリットルを記録し
た。金額・数量ともに前年を上回り、前
年比で金額約6％増、数量約8％増とな
る伸びを示している。これまでの回復基
調に加え、世界的な日本酒人気の高まり
が鮮明になった成果といえる。
　この背景には、訪日観光客の増加や、
日本酒への関心が高まる国際的な食文化
の浸透といった好材料のほか、高付加価
値商品へのシフトも進行していることが
挙げられる。輸出単価の上昇傾向も確認
されており、伝統的な清酒だけでなく、
プレミアム製品や地酒ブランドの評価が
世界的に定着しつつあることが、輸出額
の底上げに寄与している。

国・地域別の輸出動向（金額・数量）

金額ベースのトップ：中国
　国・地域別の輸出額で最も大きな市場
となったのは中国で、前年比約13.9％
増の約133億円に達した。中国市場は
日本酒輸出において長年にわたり重要な
位置を占めており、高級ラインの商品や

加している点が特徴的だ。これは日本酒
が単なる和食用酒から、幅広い食体験を
提供するワールドクラスの飲料として
位置づけられつつあることを意味して
いる。

輸出市場の拡大と多様化

　2025年度の輸出先国・地域数は 過去
最多の81カ国・地域 に達した。これは
従来の主要市場だけでなく、新興市場へ
の開拓や販路拡大が進んでいることを示
す数字である。アジアを中心とした地域
はもちろん、ヨーロッパや中南米といっ
た地域でも日本酒の認知・評価が拡大し
ており、日本酒ブランドの裾野が世界的
に広がっていることがうかがえる。

　世界的なインバウンド需要の回復や、
日本食文化への関心の高まりは、訪日外
国人の増加と連動して日本酒の輸出機会
をさらに拡大している。海外の料理店で
の提供や国際的な酒類展示会への出展、
ソムリエ協会との連携など、日本酒造組
合中央会や関連団体の積極的なプロモー
ション戦略が成果を上げていることも特
筆される。
　今後の日本酒輸出市場は、世界各地で
のブランド浸透と輸出戦略がより成熟す
ることで、量的・質的にさらなる飛躍が
期待される。日本酒造組合中央会をはじ
めとする業界全体が、伝統と革新を融合
させた価値提案をグローバル市場へ発信
し続けることが、次なる成長の鍵となる
だろう。

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.■

幅広い価格帯の日本酒が都市部のレスト
ランや小売市場で受け入れられている。
中国国内の都市化進展と食文化の多様化
が、さらなる需要拡大を後押ししている
とみられる。
　数量ベースでは中国は米国に次ぐ2位
で約6,660キロリットルとなり、数量面
でも存在感を高めた。特に、都市部のファ
インダイニングや高所得層の消費者を中
心に、日本酒の評価が浸透しているとい
うデータもある。

数量ベースのトップ：アメリカ合衆国
　数量ベースで最大の輸出先となったの
は米国で、約7,720キロリットルを輸出
した。米国市場は依然として大量の日本
酒需要を支える主要市場であり、特に日
本食レストランや専門店、中華・アジア
料理店での取り扱いが増加している影響
が大きい。しかし、米国は2025年に追
加関税措置など市場環境が一部逆風と
なったため、前年比では輸出金額・数量
ともにやや減少し、その影響が数字にも
現れた。とはいえ、米国は他の市場に比
べて引き続き安定した基盤を有してお
り、多様な日本酒ブランドの流通が進む
ことで、若年層や日本文化に関心を持つ
層への普及が顕著になっている。

その他の市場：
韓国、カナダ、フランス
　このほか、日本酒輸出実績において存
在感を示したのが韓国、カナダ、フラン
スである。これらの市場は2025年度に
おいて金額・数量ともに過去最高記録を
更新した。特に韓国では、日本食文化の
浸透とともに多様な日本酒が広く受け入
れられ、香港の輸出額に迫る勢いを見せ
ている。
　カナダやフランスも輸出額・数量の双
方で大きな伸びを示しており、特にフラ
ンスでは高価格帯日本酒が富裕層向けレ
ストランやワインバーでの提供機会が増
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I’m often asked by Ameri-
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. 
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assigned back to Japan. Currently 
distributed as Japan Restaurant News 
(20,000 issues published electroni-
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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.■

經常聽到美國人問：“葡萄酒
是可以用來做料理的，日
本酒可以嗎？”。日本酒有

很多葡萄酒沒有的鮮味成分，所以我
很高興任何料理可以使用日本酒。
消除氣味
　　當然，日本酒對魚貝類是有效
的，對消除豬肉和羊肉的氣味也很有
效。有這種氣味的可能是羊肉，當您
想添加日本風味時，請在氣味最濃時

料理和日本酒
撒上日本酒，然後放置約2分鐘後就
可以消除氣味了。
蛋白質的軟化作用
　　如果將雞胸肉、牛瘦肉，等燉肉
在調味前放入裝有日本酒的帶拉鍊
袋中，味道會變得乾爽可口。烤肉和
烤肉會更好吃。
添加鮮味
　　眾所周知，日本酒可以在任何湯
中使用。令人意外的是，可以加入西

式湯中，尤其是含有海鮮的湯中加入
日本酒會更美味。當然也可以用於意
大利面和其他菜餚，請嘗試一下。其
實在方便麵裡放一點點也很好吃。
適合料理的日本酒
　　料理酒和純米酒都不錯。吟醸，
大吟醸酒很好喝，但帶有大量鮮味的
純米酒更適合作為料理的基礎。
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: Century of Culinary Milestones Part 2

celebrating 100 years

: Century of Culinary Milestones Part 2

日本考察：在一場挑戰中，金井向Wolff介紹了壽司。
兩人曾為「美國人到底吃不吃生魚」爭論不休，
最終Wolff以行動證明了他的遠見。

1964年：Mutual Trading（共同貿易公司）總經理金井紀年與銷售員Harry Wolff Jr. 
於芝加哥家庭用品展相識。這場偶然的邂逅，最終促成了江戶前壽司進軍美國。

金井與 Wolff 開啟了一場橫跨亞洲的產品探索之旅，旨在為 Mutual Trading
（共同貿易公司）發掘下一個熱銷奇蹟。 
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1980年代：Wolff與金井慶祝Mutual Trading（共同貿易公司）服務的壽司餐廳從
1977年的39家成長至1980年的116家。1980年代NBC迷你影集《幕府將軍》的熱
播，進一步點燃了消費者對日本料理的好奇心。

1970年代：金井與Wolff的願景開始收
穫成果。隨著壽司在李察·德瑞佛斯與
尤·伯連納等好萊塢影星間盛行，它成
功轉型為南加州追求嚮往、注重健康生
活方式的指標符號。
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Recommending sake to gals 
and inbound tourists: Part 4

Continuing from last report.

Finally, 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” (結). 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 

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.■

給辣妹與入境遊客的日本酒 其之四

接續上次的內容。
　　終於，辣妹們親手釀造的酒誕生
了。她們在向酒藏中供奉的松尾大神
參拜之後，使用在岩手稻田裡栽種的
酒米，由辣妹們親自釀造出的日本酒

「YUICHU」誕生了。
　　這個名字也承載著她們的心意。
自從來到岩手後，她們歷經了各種體
驗，將心中的感受不斷轉化為言語，
經過反覆的篩選與推敲，最終留下來
的 字 是「 結 」。她 們 既 想 珍 惜「 結 」這
個詞所代表的意義，又希望能以符合
辣妹風格的方式來呈現，於是誕生了

「 Y U I C H U 」這 個 名 字。這 部 分 也 是
整 個 過 程 中 最 令 人 感 到 創 作 艱 辛 的

階段。酒的標籤由辣妹們親自設計。
背景描繪了澀谷與日本的街景，並畫
上辣妹的形象。她們希望能呈現出閃
閃發光的效果，因此不斷增加裝飾，
完成了一款極為華麗的標籤。
　　此外，雖然也推出了瓶裝版本，
但 這 次 的 一 大 挑 戰 是 採 用 了 日 本 酒
傳統形式之一的「One Cup（單杯
酒）」。這次使用的是鋁杯。與瓶子的
標籤相比，杯身的標籤可以覆蓋整個
面積，因此能更充分展現辣妹風格。
而 且 她 們 覺 得「 很 可 愛 」，於 是 也 採
用了杯裝版本。
　 　 發 表 會 在 澀 谷 的 一 家 俱 樂 部
舉 行，聚 集 了 許 多 媒 體 以 及 辣 妹

系的網紅。之後又在澀谷的 Mega 
D o n k i（ 大 型 唐 吉 訶 德 店 ）設 立
了 專 門 的 販 售 區 進 行 銷 售。甚 至 
7-Eleven 便利商店也主動聯繫合
作，開始在以澀谷為中心的東京各大
觀光地區販售。
　　目前 Mega Donki 和 7-Eleven 
的商品已全數售罄，現在僅能在我們
公司的網路商店購買。
　 　 這 款「YU I C H U」成 功 地 接 觸 到
了來到澀谷的入境遊客，以及辣妹世
代中已達法定飲酒年齡的年輕人。辣
妹 們 的 力 量 正 改 變 著 各 種 既 有 的 常
識，我真心覺得她們「心中懷有武士
之魂」。（完）
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What is the role of rice malt necessary 
for sake production? 

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 α. 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.■

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

SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office

SAN FRANCISCO Branch
SACRAMENTO Sales Office

SEATTLE Branch
PORTLAND Sales Office

HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office

CHICAGO Branch
TOLEDO Sales Office

NEW YORK Branch
BOSTON Sales Office

BALTIMORE Branch
ATLANTA Branch

ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
Interbranch Distribution Center (IDC) 

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
JFC International Inc.

百味
 百題

日本
酒

www.jfc.com

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 

This article was courtesy from Shibata Shoten Co Ltd.

Rice 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 

Mizubasho
Ginjo

Nagai Shuzo (Gunma)

Hakushika Gold Label
Junmai Ginjo

Tatsuuma-Honke Brewing (Hyogo)

Dassai 23
Junmai Daiginjo
Dassai (Yamaguchi)

Shichiken Kinunoaji
Junmai Daiginjo

Yamanashi Meijo (Yamanashi)

Polishing Rate: 50% 
(Omachi)

Sake Meter N/A
Polishing Rate: 23% 
(Yamadanishiki)

SMV: +4
Polishing Rate: 50% 
(Yamadanishiki)

SMV: +1
Polishing Rate:60% 
(Hitomebore and other)

SMV: +4
Polishing Rate: 50% 
(Omachi)

Kuroushi Omachi
Junmai Ginjo

Nate Shuzo (Wakayama)

Polishing Rate: 45% 
(Yamadanishiki)

Ozeki Sakura Beauty 45
Junmai Daiginjo

Ozeki Corporation (Hyogo)

麴的作用是什麼

麴 廣 義 上 是 指 在 穀 物 上 培
育 絲 狀 菌（ 黴 菌 ）所 製 成
的 物 質，根 據 其 形 態 大 致

可 以 分 為 餅 麴 和 散 麴 兩 種。所 謂 餅
麴，是 將 磨 成 粉 狀 的 穀 物（ 如 小 麥
粉）加水後揉成磚塊狀或團子狀，再
在 這 種 生 的 培 養 基 上 培 育 出 根 黴 菌

（Rhizopus）所製成的麴。這種麴在
中國至東南亞廣泛使用，比如中國紹
興酒中使用的就是餅麴。另一方面，
散 麴 是 指 在 蒸 過 的 米 等 原 料 上 培 育
出麴黴（麴菌）所製成的麴，又稱為“

150種美味清酒
從日本全國進口
通過我們的全國網絡
直接寄給你

撒 麴 ”。這 種 散 麴 是 日 本 獨 有 的 技
術，不 僅 用 於 釀 酒，也 用 於 味 噌、醬
油的製造。
　 　 在 日 本 的 釀 造 產 業 中 使 用 的 麴
黴 有 7 種，大 致 可 以 分 為 黃 麴 黴、黑
麴黴、白麴黴三類。日本酒製造中使
用 的 是 孢 子 顏 色 為 黃 綠 色 的 黃 麴 黴

（Aspergillus oryzae，米曲黴），
這是麴菌中最具有代表性的菌種。黑
麴黴的孢子顏色為黑褐色，用於沖繩
燒 酒“ 泡 盛 ”的 釀 造。這 種 黴 菌 能 大
量產生檸檬酸，使發酵液保持酸性，
抑制腐敗菌的生長，即使在溫暖的氣
候下也能安全發酵。白麴黴則是孢子
呈 白 色 的 黴 菌（黑 麴 黴 的 突 變 種），
用於九州等地的燒酒釀造。
　　在酒的釀造中，自古以來就有“
一麴、二酛、三造”的說法，表示麴在
日 本 酒 的 製 造 過 程 中 扮 演 著 極 其 重
要的角色。其作用有三點：

1. �麴中含有的酶能將米中的澱粉轉
化為葡萄糖.

2. �向酵母提供維生素等各種營養物
質，促進酵母繁殖.

3. �麴的代謝產物直接或間接影響酒
的香氣和風味。

　　酒之所以含有酒精，是因為酵母
進行了酒精發酵；酵母就無法直接進
行發酵，因此必須先將澱粉分解成糖
類。因此，第1點是麴最重要的作用。
黃麴霉能夠大量產生澱粉分解酶，如
澱粉酶（Amylase）等。然而，這些酶
不能作用於生澱粉，因此需要先將米
蒸煮，使澱粉α化（糊化）後才能發揮
作用。此外，黃麴霉中也有能大量生
成分解蛋白質為氨基酸的酶類（如蛋
白酶）的品種。味噌和醬油所使用的
麴菌正是這種類型。自古以來，人們
就根據酒、味噌、醬油等不同的製造
工藝，分別使用最適合的麴菌種類。

日本餐厅新闻    35







David Kudo  
Master Sake Sommelier

President, All Japan News

davidkudo@gmail.com

Ami Nakanishi
Master Sake Sommelier

Vice President
New York Mutual Trading

nymtc.com

Atsuko Glick
Master Sake Sommelier

Manager
Sake School of America

info@sakeschoolofamerica.com

Toshio Ueno 
Master Sake Sommelier

Vice President
Sake School of America

info@sakeschoolofamerica.com

Yoshihide Murakami
Master Sake Sommelier

Liquor Manager
JFC International Inc.

ymurakami@jfc.com

Yuji Matsumoto 
Master Sake Sommelier

Beverage Manager

ymatsumoto001@gmail.com

Master Sake Sommelier
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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
NPO法人 
米国酒焼酎蒸留酒研究所

Ask me

Ryuji Takahashi
Master Sake Sommelier

Owner “Ji . sakeya”
Shuto-Meijin

 ryu2syuto@yahoo.co.jp

Sake Shochu Spirits Institute of America 

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

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.  

判斷日本酒味道的標準

　 　 如 果 蒐 集 了 特 定 名 稱 的 種 類、精 米 步 合、
酒米以及水的硬度等資訊，在一定程度上可以
預 測 日 本 酒 的 味 道。不 過，還 有 一 些 更 直 接 反
映 味 道 的 指 標，那 就 是 日 本 酒 度、酸 度 與 胺 基
酸度。
　　日本酒度是指日本酒相對於水的比重。如
果 比 水 輕 則 為 正 值，比 水 重 則 為 負 值。由 於 酒
中糖分越多，比重就越大，因此數值越負，口感
越偏甜；數值越正，則越偏辛口。
　　酸度表示日本酒中所含酸的量，例如蘋果
酸、檸檬酸、琥珀酸等。酸不僅帶來酸味，還具
有讓味道更加緊緻的效果，同時也作為鮮味的
一部分發揮作用。
　 　 即 使 日 本 酒 度 相 同，如 果 酸 度 較 高，通 常
會 感 覺 更 辛 口；而 酸 度 較 低 時，則 往 往 會 感 覺
更甜。

美國清酒燒酎烈酒研究所
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Bon Yagi
Honorary Sake Sommelier

TIC GROUP

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

Chairman
Katsuya Group 

Rick Smith & 
Hiroko Furukawa

Honorary Sake Sommelier & Saka-Sho

Owner  “SAKAYA NYC”

Japanese sake and cuisine 

Find UsFind Us
@Los Angeles 
@Los Angeles 

Japanese sake Meetup
Japanese sake Meetup

I’m often asked by Ameri-
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. 

Honorary Sake Sommelier & Saka-Sho

Beau Timken 
Honorary Sake Sommelier & Saka-Sho

Owner “True Sake”

Honorary Sake Sommelier 

Kats Miyazato  
Honorary Sake Sommelier

Owner of M&M Enterprise

Yuji Matsumoto
Master Sake Sommelier

David Kudo
Sake Sommelier
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.

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.

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.■

자주 미국인으로부터 들을 수 있는 
것이, 「와인은 요리에 사용하지만 

일본술도 사용할 수 있을까?」 라는 것이
다. 일본술에는 와인에 없는 맛 성분이 많
이 있기 때문에 무엇이든 사용할 수 있는 
것이 기쁘다.
냄새 지우기
　　물론 어패류에도 효과가 있지만 돼
지고기나 럼 등의 냄새를 없애는 효과가 
있다. 이 냄새가 있기 때문에 럼고기일지
도 모르지만, 일본식 맛을 낼 때에는, 조

요리와 일본술
금 냄새가 너무 강할 때에 일본술을 걸어, 
약 2분 정도 방치하면 냄새도 사라진다.
단백질 유연 효과
　　닭 가슴살이나 쇠고기 붉은 몸, 스튜
용 고기를 맛을 내기 전에 일본술을 넣은 
지퍼락백에 넣어두면 파사파사감이 잡혀 
맛있게 된다. 바베큐와 야키니쿠가 더 맛
있게 되는 것이다.
맛을 추가
　　조림에서 어떤 국물까지 일본술은 
사용할 수 있는 것은 여러분도 주지의 사

실. 의외로 양식의 스프, 특히 해산물이 
든 것 일본술을 넣으면 더욱 맛있게 된다. 
물론 파스타나 그 외의 요리에도 사용할 
수 있으므로 시험해 주셨으면 한다.　실
은 인스턴트 라면에 조금 넣어도 맛있다.
요리를 향한 일본술
　　요리주나 순미술이 좋다. 음양, 대음
양주는 마시기에 좋지만, 요리로서의 효
능은 맛이 많은 순미술이 베터이다.
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Recommending sake to gals 
and inbound tourists: Part 4

Continuing from last report.

Finally, 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” (結). 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 

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.■

갸루와 인바운드에 일본주4편

지난 편에 이어집니다.

드디어 갸루가 만든 술이 탄생
합니다. 창고에 모셔진 마츠오
님께 참배하고, 이와테의 논에

서 재배한 술쌀로 갸루가 직접 만든 술, 
그 이름을「YUICHU（유이츄）」라고 합
니다.이 이름에도 정성이 담겨 있습니
다. 그녀들이 이와테에 와서 다양한 경
험을 쌓고, 그것을 말로 표현해 내며, 검
토를 여러번 거친 결과의 단어가「결（유
이）」이었습니다. 이「결」이란 말을 소중
하게 여기고 싶다는 마음과, 갸루감성의 
말로 표현하고 싶다는 생각이 어우러져

「YUICHU（유이츄）」가 되었습니다. 이

것이 가장 힘든 부분이었습니다.
라벨은 갸루 여러분이 작성. 시부야나 
일본을 배경으로 한 갸루의 그림이 그려
지고, 반짝이는 라벨을 원한다는 요청에 
따라 데코레이션을 잔뜩한 라벨을 만들
었습니다.그리고, 병으로도 제공하지만, 
이번의 큰 도전 중 하나로 일본주의 전
통적인 모습인「원컵」을 채택. 알루미늄 
컵으로 작업하였는데, 병 라벨보다도 컵 
라벨은 컵 전면을 사용하기 때문에 한
층 갸루 느낌을 낼 수 있다고 하며,「귀
여워」라고 하는 한마디에  컵도 채택되
었습니다.발표회는 시부야 클럽에서 열
리고, 많은 매스컴, 갸루쪽 인플루엔서

가 참석했습니다. 그 후 시부야의 메가
돈키에서 전용부스를 만들어 판매. 게다
가 편의점인 세븐일레븐에서도 이야기
가 있고, 시부야를 중심으로 시내의 관
광지에서의 판매도 시작되었습니다.현
재는 메가돈키, 세븐일레븐 모두 매진되
어, 당사의 온라인 쇼핑몰에서 판매되
고 있습니다.
시부야를 방문하는 인바운드 여러분
과 갸루세대 중에서 알코올 마실 수 
있는 젊은 사람들에게 한층 가까워진

「YUICHU」이었습니다. 갸루의 힘은 
다양한 상식을 바꾸어 가는 바로「마음
은 사무라이」라고 생각했습니다. (끝)
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What is the role of rice malt necessary 
for sake production? 

	 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 α. 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.■
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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.

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

This article was courtesy from Shibata Shoten Co Ltd.

Rice 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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(Yamadanishiki)

SMV: +1
Polishing Rate:60% 
(Hitomebore and other)

SMV: +4
Polishing Rate: 50% 
(Omachi)

Kuroushi Omachi
Junmai Ginjo

Nate Shuzo (Wakayama)
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Ozeki Corporation (Hyogo)

누룩이란, 넓은 의미로 곡류에 균
사체(곰팡이)를 생육시킨 것으
로, 그 형태에 따라 떡누룩(모

찌코우지)과 산누룩(바라코우지)로 크
게 나뉜다. 떡누룩이란 것은 , 가루형태
의 곡물(밀가루등)에 물을 넣어 벽돌모
양이나 떡모양으로 반죽한 것을 배지로 
사용하고, 생 상태의 배지에 쿠모노스곰
팡이(리조브스)를 생육하여 만든 누룩으
로, 중국에서 동남아시아에 걸쳐 널리 사
용되고 있다. 중국의 소흥주에 사용되는 
누룩이 이것이다. 한편, 산누룩은 찐 쌀
등에 누룩 곰팡이 (누룩균)을 배양시켜 
만든 것으로, 철누룩(산키쿠)라고도 불
린다. 산누룩은 일본 특유의 기술로, 사
케뿐만이 아니라 된장이나 간장의 제조
에도 쓰이고 있다.
　　일본의 양조산업에 사용되는 누룩 
곰팡이에는 7종류가 있는데, 황색누룩
곰팡이, 검은누룩곰팡이, 흰색누룩곰팡

 누룩의 역할이란 무엇인가?

훌륭한 사케 150종류를 일본 전
국에서 수입
전 미국 네트워크를 통해서 여러
분에게 직송하고 있음

이 3가지로 크게 나뉜다. 일본주 만들
기에 쓰이는 것은 포자의 색이 황록색인 
황색누룩곰팡이 (아스페르기루스・오리
제ー）로, 곡물균 중에서도 대표적인 균
종류이다. 검은 누룩 곰팡이는 포자의 색
이 흑갈색인 곰팡이로, 오키나와의 소주

「아와모리」제조에 사용되고 있다. 이 
곰팡이는 구연산을 대량으로 생성하여 
모로미를 산성으로 유지할 수 있어서, 부
패균이 생육하기 어렵고, 따뜻한 기후에
서도 모로미를 안전하게 발효시킬 수 있
다. 흰색 누룩곰팡이는 포자가 흰 곰팡이 
(검은 누룩 곰팡이의 돌연변이종)로, 큐
슈등의 소주 제조에 사용되고 있다.
　　주조에서는 옛부터 「이치코우지, 
니모토, 산츠쿠리」라고 말하듯이, 누룩
은 일본주의 제조공정 중에서도 특히 중
요한 역할을 한다. 그 역할은,  
1. 누룩에 포함된 효모가 쌀의 전분을 포
도당으로 변화시킨다.
2. 비타민등의 각종영앙소를 효모에 공
급하여, 효모의 증식을 촉진한다.
3. 누룩에서 대사되는 각종성분이 직
접적, 간접적으로 술의 향과 맛에 기여
한다.
　　이 세가지이다. 술에 알코올이 포함
되는 것은 효모의 작용으로 알코올 발효
가 이루어지기 때문인데, 효모는 전분 상
태 그대로는 알코올 발효를 일으킬 수 없
기 때문에, 전분을 분해해서 당분화하지 
않으면 안된다. 따라서, 1은 누룩의 가
장 중요한 역할이 되는 것인데, 황색누룩 
곰팡이는 아밀라제등의 전분분해효소를 
풍부하게 생성시키는 누룩곰팡이이다. 
단, 이 효소는 살아있는 상태의 전분에는 
작용하지 않기 때문에, 쌀을 쪄서 전분을 
알파화 시킬 필요가 있는 것이다. 또한 
황색 누룩 곰팡이에는 단백질을 분해하
여 아미노산으로 바꾸는 단백질 분해효
소 (프로테아제 등)를 대량으로 생성시
키는 것도 있다. 된장이나 간장에 사용되
는 누룩 곰팡이가 그것으로, 옛부터 술, 
된장, 간장 각각의 제조에 적합한 누룩곰
팡이를 구분해서 사용해 왔다.
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Sake Shochu Spirits Institute of America was 
founded with the purpose to promote further 
understanding of Japanese sake, shochu 
and beer in a shared where 500 million 
people enjoy wine in North America. We 
strive to increase Japanophiles by furthering 
understanding of the sake culture through 
online Japanese sake and shochu colleges 
and books related to Japanese sake, 
shochu and beer, etc. Especially sampling 
parties directly approaches consumers 
and no doubt contributes to expanding the 
market. Also, our final purpose is to facilitate 
communication with sake breweries, sake 
producers, and distribution companies, etc., 
to introduce Japanese sake, shochu and beer 
to American consumers in a way that’s easy-
to-understand.  
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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.  

일본주의 맛을 나타내는 기준

　　특정명칭의 종류나 정미비율, 술쌀이나 물의 
경도등의 정보를 모으면 어느 정도까지는 맛을 예
상할 수 있다. 하지만 보다 간결하게 맛을 나타내
는 지표가 따로 있다. 그것이 일본주도, 산도, 아미
노산도이다.
　　일본주도는 일본주의 물에 대한 비중을 의미
하는데 물보다 가벼우면 플러스, 무거우면 마이너
스가 된다.
　　술안에 당분이 많으면, 비중이 무거워지기 때
문에 마이너스일수록 마이너스일수록 단맛이 되고 
플러스일수록 매운맛으로 여겨진다.
　　산도는 사과산, 구연산, 호박산등, 일본술에 
포함된 산의 양을 나타낸다.
　　산은 단순히 신맛을 내는 것에 그치지 않고, 
맛을 깔끔하게 잡아주고 감칠맛을 내는 역할도 
한다.
　　일본주도가 동일해도 산도가 높으면 매운 느
낌. 낮으면 달콤하게 느끼는 경향이 있다.

미국 사케·소주·맥주 주류연구기관
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Continuación del episodio anterior.

Finalmente, nace el sake elaborado por las 
chicas. Tras rendir homenaje a Matsuo-
sama, venerado en la destilería, 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 Iwate y vivir diver-
sas experiencias, las plasmaron en palabras, 
seleccionando y refinando cuidadosamente los 
caracteres hasta que solo quedó "結" (yui). Su 
deseo de atesorar esta palabra "結" y expre-
sarla de una manera que reflejara su estilo las 
llevó al nombre "YUICHU". Esta fue la parte más 
desafiante del proceso.
	 La etiqueta fue creada por las propias 
chicas. Con Shibuya y Japón como telón de 
fondo, la etiqueta presenta ilustraciones de las 
chicas, y como querían una etiqueta brillante, 
le añadieron mucha decoración.
	 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 daría un toque 
más "gyaru" (chica), y la palabra "lindo" fue el 
factor decisivo para adoptar el formato de taza.
	 El evento de lanzamiento se celebró en 
un club de Shibuya, y asistieron numerosos 

Sake para Chicas y 
Turistas Internacionales, Parte 4

medios de comunicación e influencers del estilo 
gyaru. Después, instalamos un stand en Mega 
Don Quijote en Shibuya para vender el producto. 
Además, la cadena de tiendas de conveniencia 
Seven-Eleven se puso en contacto con nosotros, 
y las ventas comenzaron en zonas turísticas 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" logró llegar 
a muchos turistas que visitaban Shibuya, así 
como a jóvenes de la generación gyaru con edad 
suficiente para consumir alcohol. Sentí que el 
poder de las gyaru realmente transforma diversas 
convenciones, demostrando su auténtico "espíritu 
samurái". (Fin)
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This article was courtesy from Shibata Shoten Co Ltd.
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¿Cuál es la función del koji?

En términos generales, 
el koji se refiere a 
los granos sobre los 

que se cultivan hongos filamen-
tosos (moho). Según su forma, 
se clasifica en mochi koji (koji de 
pastel de arroz) y bara koji (koji 
disperso). El mochi koji se ela-
bora añadiendo agua a granos 
en polvo (como harina de trigo) 
y amasándolos hasta obtener 
una forma similar a un ladrillo o 
una bola de masa, creando así 
un medio de cultivo. El moho 
Rhizopus se cultiva sobre este 
medio de cultivo crudo y se utiliza 
ampliamente desde China hasta 
el sudeste asiático. 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 Japón y se 
utiliza no solo en la producción 
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-
boración de sake es Aspergillus 

oryzae, cuyas esporas son de 
color verde amarillento y es 
una especie representativa del 
moho koji. El moho koji negro 
tiene esporas de color marrón 
oscuro y se utiliza en la pro-
ducción de Awamori, un tipo de 
shochu de Okinawa. Este moho 
produce grandes cantidades de 
ácido cítrico, manteniendo la 
acidez del mosto, lo que inhibe 
el crecimiento de bacterias que 
causan deterioro y permite una 
fermentación segura incluso 
en climas cálidos. El moho koji 
blanco tiene esporas blancas 
(una mutación del moho koji 
negro) y se utiliza en la produc-
ción de shochu en Kyushu y 
otras regiones.
	 En la elaboración de sake, 
como dice el dicho popu-
lar: "Primero el koji, segundo 
el mosto, tercero la fermen-
tación", el koji desempeña un 
papel fundamental en el pro-
ceso. Sus funciones son:

① Las enzimas del koji con-
vierten el almidón del arroz en 
glucosa.
② Aporta diversos nutrientes 
a la levadura, como vitaminas, 
favoreciendo su crecimiento.
③ Diversos componentes 
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150 tipos de sake delicioso
Importado de todo Japón
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enviado directamente a usted

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-
ción alcohólica que se produce 
por la acción de la levadura. Sin 
embargo, la levadura no puede 
fermentar el almidón directa-
mente; debe descomponerlo en 
azúcar. Por lo tanto, el punto ① 
es la función más importante del 
koji, y el moho koji amarillo es un 
tipo de moho que produce abun-
dantes enzimas degradadoras 
de almidón, como la amilasa. 
Sin embargo, esta enzima no 
actúa sobre el almidón crudo, 
por lo que es necesario cocer 
el arroz al vapor para gelatini-
zar el almidón. Además, algunos 
tipos de moho koji amarillo pro-
ducen grandes cantidades de 
proteasas que descomponen las 
proteínas en aminoácidos. Este 
es el tipo de moho koji que se 
utiliza en la producción de miso y 
salsa de soja, y tradicionalmente 
se han utilizado diferentes tipos 
de moho koji adecuados para 
la producción de sake, miso y 
salsa de soja.
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Continuación del episodio anterior.

Finalmente, nace el sake elaborado por las 
chicas. Tras rendir homenaje a Matsuo-
sama, venerado en la destilería, 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 Iwate y vivir diversas 
experiencias, las plasmaron en palabras, selec-
cionando y refinando cuidadosamente los 
caracteres hasta que solo quedó "結" (yui). Su 
deseo de atesorar esta palabra "結" y expre-
sarla de una manera que reflejara su estilo las 
llevó al nombre "YUICHU". Esta fue la parte más 
desafiante del proceso.
	 La etiqueta fue creada por las propias 
chicas. Con Shibuya y Japón como telón de 
fondo, la etiqueta presenta ilustraciones de las 
chicas, y como querían una etiqueta brillante, 
le añadieron mucha decoración.
	 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 daría un toque más 
"gyaru" (chica), y la palabra "lindo" fue el factor 
decisivo para adoptar el formato de taza.
	 El evento de lanzamiento se celebró en un 
club de Shibuya, y asistieron numerosos medios 
de comunicación e influencers del estilo gyaru. 
Después, instalamos un stand en Mega Don 
Quijote en Shibuya para vender el producto. 
Además, la cadena de tiendas de conveniencia 
Seven-Eleven se puso en contacto con nosotros, 
y las ventas comenzaron en zonas turísticas 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" logró llegar 
a muchos turistas que visitaban Shibuya, así 
como a jóvenes de la generación gyaru con edad 
suficiente para consumir alcohol. Sentí que el 
poder de las gyaru realmente transforma diver-
sas convenciones, demostrando su auténtico 
"espíritu samurái". (Fin)
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