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Premium Lineups

Japanese Rice, | =
Curated for i
Professional =

Kitchens

#20406 20lbs #20419 40lbs #20422 40lbs
High-end sushi, High-end sushi, washoku #20423 15lbs
authentic washoku Sushi, onigiri, traditional dishes

< & (:y‘i
‘,; ’ Mirai Crystal Rice

(New Rose)
#22764 40lbs
Sushi, bento, set meals

Musum Musubi Calhikari
==l #48197 40lbs
; " Sushi, donburi, curry,
fried rice
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Miyako Pearl Rice (Calrose)
.. | #22765 40lbs
High-volume service

Distributed by Choose with confidence.
THANK YOU Connect with a Mutual Trading representative today!
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Above images show serving suggestions.
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Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

REAL
GLUTEN NO YUZU

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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Focus on Premium Japanese Wagyu:

Meat Industry Conference Held

-Rising Demand for Premium Beef in the U.S.-

he forefront of the U.S. meat

I industry converged at The

Annual Meat Conference,

held from March 2—4 in Oxon Hill,

Maryland. Co-hosted by the FMI

(Food Industry Association) and the

Meat Institute, the event drew retailers

and suppliers from across the country,

creating a vibrant hub for deal-making
and industry exchange.

Beyond the bustling exhibition
floor, seminar sessions offered deeper
insight into the latest consumer trends.
Highlights included the presenta-
tion of the “Power of Meat” report,
which delivered a comprehensive look
at the current state of the industry—
bringing its evolving dynamics sharply
into focus.

Right now, the U.S. meat market
is at a fascinating crossroads. As health
consciousness rises, demand for protein
remains resilient, and meat continues
to hold a central place on the American
plate. At the same time, inflation is
putting pressure on household budgets,
sharpening a growing focus on value.

The result is a market increasingly
split between two poles: price and
quality. Affordable, everyday options
and premium products that deliver a
sense of indulgence are both gaining
traction, shaping a distinctly bifur-
cated landscape. At the retail level,
differentiation now hinges on added
value—products that offer conve-
nience, compelling storytelling, and a

reason to stand out in a crowded case.

Amid these shifting dynamics,
one presence stood out above the rest:
Japanese Wagyu. Celebrated for its
fine marbling and exceptional quality,
Wagyu epitomizes the very essence of
the premium segment.

At the conference, the only booth
dedicated to Japanese Wagyu drew a
particularly large crowd, becoming a
focal point for attendees. Numerous
business discussions took place with
Japanese importers, highlighting
the growing interest in high-end
beef and Wagyu’s strong appeal in
today’s market.

In 2025, Japan’s beef exports to the
United States reached a record ¥15.4
billion, marking a 14.5% increase year
over year. For buyers at the event,
it was clear that Japanese Wagyu
represents more than just a price
point—it embodies value that goes well
beyond cost.

Supported by JETRO (Japan
External Trade Organization), this
year’s exhibition went beyond simple
sales promotion. It served as an immer-
sive platform to communicate the
strength of Japan’s food branding—
offering not just products, but a
firsthand experience of their quality
and story.

In an increasingly price-compet-
itive U.S. market, high value-added
products like Wagyu are, if anything,
shining even brighter. As consumer

spending continues to polarize, the
question is whether brands can seize
this moment and assert a strong
presence in the premium tier.

In that sense, this exhibition carried
significance far beyond its immediate
impact—serving as a litmus test for how
effectively such products can ride the
wave of bifurcated demand and stake
their claim in the high-end segment.m
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Kats Miyazato
Honorary Sake Sommelier
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Owner “True Sake”
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

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

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

David Kudo

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

FEEEFE
BB

EROBEZHE, MRMEAR

K, EERFTEERER . RER
A EENBEEEREEEREN
I LURERE,

ESEA=ET
MREEERBRAEN. REE, %A
BB EEI P FHBLAREEER
BERNEEEZER EB100%H
ERE, EEN10%MEETE, T
—EBRBERY—EME,

9) May 2026 - www.alljapannews.com

Communicate the appeal of sake to customers

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

Consider who the message is
directed to: Are chefs, servers, and
bartenders trained appropriately?
Training the staff to thoroughly under-
stand why a brand of sake tastes
delicious and why customers should try

it is important because a single try will
not be sufficient to understand even
ten percent of the appeal of a brand.
Therefore, please have staff try the sake
paired with the cuisine.

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

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

Lectures on sake at a culinary school
FHERZR CRABHDESR

tudying sake can take place in a

variety of settings, from special-

ized classrooms to hands-on
workshops, making it accessible to
enthusiasts everywhere.

A variety of organizations—
including the “Certified Sake
Sommelier,” WSET, Sake Diploma,
and Sake Expert programs—offer
courses and certifications for those
looking to deepen their knowledge of
sake. It’s truly inspiring to see enthusi-
asts take their passion to the next level,
gaining expertise that not only enriches
their understanding but can also be
applied professionally. The growing
opportunities to learn and work with
sake reflect just how far this beloved
Japanese tradition has reached around
the world.

However, these sake certifications

are something you have to seek out and
pursue on your own, which can make
them challenging to access—especially
for younger generations who may find
it difficult to navigate the options
and take the first steps. Amidst this
landscape, 1 was approached by the
Tsuji Culinary Institute of Tokyo with a
special request: to teach sake classes to
their culinary students. For these young
aspiring chefs—who are learning the
art of cooking and aiming to shape the
future of Japanese restaurants—oppor-
tunities to study sake are incredibly
rare. Receiving such a request was
truly an honor, and I gladly accepted,
excited to share the depth and culture
of Japanese sake with the next genera-
tion of culinary talent.

In a hands-on classroom usually
reserved for cooking lessons, the

students had the chance to dive deep
into the world of sake. We explored
everything from its rich history and
brewing methods to the rules behind
Designated Sake, and, most importantly
for these future chefs, the art of pairing
sake with food. It was a full, engaging
session designed to give them a solid
foundation and a true appreciation for
this iconic Japanese tradition.

One small disappointment was that,
with some students under the age of 20,
we weren’t able to include a tasting in
the class. Still, I left confident that these
students—who listened attentively and
absorbed the lessons—will carry a
strong interest in sake into the future,
whether they open their own restau-
rants or pursue other culinary paths.
It’s my hope that, in even a small way,
this will help brighten the future of
Japanese sake.m
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injo, a sake different in quality
from our nation’s traditional
sake, emerged around the

end of the Taisho Era. Within a short
time since, sake breweries nationwide
started producing Ginjo. However,
in the background were two major
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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)

i SMV:+2
i Polishing Rate: 60%
: (Hyogo Rice)

Fukuju Blue
L Junmai Ginjo
Kobe Shushinkan (Hyogo)
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Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

When did Ginjo sake emerge?

MSEREDIE

factors: first, the improved rice pol-
ishing machine.

Since their use started in Nada
since the late Edo Era, hydraulic
power was used for water wheel-
driven rice polishing. However, by the
end of the Taisho Era, the switch was
made to horizontal-type rice polishing
machine, driving the Ginjo sake pro-
duction that requires high degree of rice
grain polishing.

However, compared to the water
wheel-driven rice polishing, the hor-
izontal-type rice-polishing machine
drastically improved efficiency in
rice-polishing. Polishing rice to the
rice-polishing ratio above 80 percent
was very difficult due to the method of
rubbing rice together. However, since
entering into the Showa Era, the new
vertical-type rice-polishing machine
emerged, innovating the sake produc-
tion technology to a new level. The
vertical type rice-polishing machine
was an epoch-making device that
rotated the grindstone called the
“diamond roll” to grind the rice in order
from the surface portion.

Another factor was the “National
Sake Competition” (The Brewing
Society of Japan) held every other year
from October 1907, and the “Annual
Japan Sake Awards” held annually
to this day since 1911. Sake brew-
eries nationwide were excited to win
a prize in the Sake Fair and the sake
Competition. The Brewing Masters
fully utilize the latest technologies
of their respective era, competing by
selecting the variety of the raw mate-
rial rice, enhancing the degree of rice
polishing, and exercising ingenuity in
the sake production method. Ginjo sake
emerged during the process to produce

L

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

¢ SMV:N/A

i (Yumesansui)

Shichiken Oonakaya
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)
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 Polishing Rate: 27%

sake for submission to the Sake Fair.

The higher the rice-polishing
ratio for raw material rice, the higher
the quality of sake as known since the
late Edo Era. Unfortunately until the
Taisho Era, there was no sufficient
technology to achieve a high degree of
rice-polishing. The Brewing Masters’
long-term dream was achieved with
the Vertical-type rice-polishing device,
rapidly adopted in the early Showa Era.
The highly polished raw material rice
generates an elegant flavor, evaluated
highly during the Sake Fair.

For this reason, the sake submis-
sions naturally gravitated towards Ginjo
sake. According to the Annual Japan
Sake Awards report before/after 1935,
sake produced with rice-polishing ratio
above 50 percent constituted over half
of all sake submissions that ranked
into the top 100 selections. However,
in contrast to the current Ginjo sake
boom, the Ginjo sake production at the
time aimed to garner awards at the Sake
Fair, and since the sake was different
in both flavor and aroma up to that
point, these sake were rarely distrib-
uted among the market.
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i SMV: +4
Polishing Rate: 55%
i (Yamadanishiki)
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Tohoku Meijo (Yamagata)
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i Polishing Rate: 5% ¥ Polishing Rate: 45%
i (Miyama Nishiki) i (Yamadanishiki)

Ozeki Sakura Beauty 45
Junmai Daiginjo
0Ozeki Corporation (Hyogo)

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

As the term indicates, amino acid is the amino acid con-
tent - umami component generated from rice protein broken
down. Therefore, the higher the amino acid content, the richer
the sake flavor. However, sake too high in amino acid can
generate acidity.

The back label on a sake bottle can indicate the Sake
Meter Value, acidity, and amino acid content; one reference
to determine the sake flavor. However, sake flavor cannot be
described simply as sweet if the sake meter value is negative,
or dry if the sake meter value is positive.

Sake flavor consists not only of sugar, but also acid-
ity, amino acid content, aroma, palate, and various factors
intertwined.

Since each person perceives flavor differently, I recom-
mend referencing the various values while sampling sake to
find your own preferred brand of sake.m
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Sake Seminar
HXRBLEZF—

ecently, I was invited by a
group of small and medium-
sized business owners to lead

a sake seminar, and I hosted an engag-
ing two-hour session. While I receive
requests for sake seminars from vari-
ous organizations throughout the year,
trends in sake—and alcoholic bever-
ages more broadly—are constantly
evolving. As a hands-on instruc-
tor who stays connected to the field,
I make it a point to continually refine
and update the content, ensuring each
seminar reflects the latest insights and
industry developments.

Most of what I talk about in my
seminars focuses on the real, on-the-
ground state of the sake industry and
practical tips for buying sake without
making mistakes. Unlike instructors
who hold certifications but lack first-
hand experience, I bring insights that
only someone actively working in the
field can share. I also make it a point to
deliver these lessons in an engaging and
often humorous way. One topic I often
highlight is that, compared to younger
generations, middle-aged consum-
ers have become less willing to spend
money on sake—a trend that always
sparks lively discussion.

In fact, according to the latest
household survey by Ministry of Inter-
nal Affairs and Communication, the
annual average spending on sake has
actually increased among people in
their 20s and 30s, while it has declined
among those in their 40s and 50s. This
suggests it’s not that younger people
aren’t drinking alcohol—it’s that mid-
dle-aged consumers are buying less
sake. And when you consider the age
groups that still maintain regular drink-
ing habits, there are actually more
drinkers in their 40s and 50s. The real
concern, then, is the middle-aged shift
away from sake. While some older men
often claim that “young people don’t
drink anymore,” the reality is quite the
opposite: it’s the middle-aged men who
should be spending more on sake—this
is the true, on-the-ground picture of
the market.

Teaching sake to young people

TOI-(go by Ryuji Takahashi _
Jizake Strolling
ROw A RS

might feel a little awkward—after all,
many of them may already be more
knowledgeable about the latest trends
in sake than we are. However, when
you look at shipment data by type of
sake, there’s only a modest increase
in sales of namazake (unpasteurized
sake) compared to the previous year,
suggesting that young people aren’t yet
keeping sake regularly stocked at home.
From this observation, the conversation
naturally shifts to an important point:
when people aren’t spending, it often
means they don’t want to risk buying
sake they might not enjoy. This leads
perfectly into discussions on how to
purchase sake wisely—how to avoid
mistakes and choose bottles that truly
match your taste—making the seminar
both practical and engaging.

The seminar weaves in colorful
stories—from a stubborn owner of a
second-hand record shop to the pas-
sionate proprietor of a specialty coffee
bean store—bringing life and relat-
ability to the lessons. We also cover
practical tips: what to pick up at the
supermarket, which pack sake is worth
trying, and other easily accessible
options for enjoying Japanese sake.
After the main session, there’s always
a Q&A segment where attendees can
ask anything, and this time was no
exception. The two-hour seminar was
so lively that it extended to two and a
half hours. While the organizers were
a bit anxious about the venue sched-
ule, I was grateful to receive requests

10 May 2026 - www.alljapannews.com

Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

to repeat the seminar in the future—
an opportunity I’d be more than happy
to accept.

Interest in sake isn’t limited by
age—both young people and older
generations share a curiosity and appre-
ciation for it. While terms like “alcohol
harassment” are part of today’s con-
versation, perhaps it wouldn’t hurt if,
every now and then, we returned to the
old days a bit: sharing a drink between
a boss and their team, and yes, even lis-
tening to the occasional sake trivia from
a passionate older gentleman. Some-
times, a little of that tradition can be a
good thing.m
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NEWS / TRENDS

Channel Oishii

— where Japanese food stories
are always on the menu

For more details, please scan
the QR code.

Channel Oishii: Bringing the Allure of Japanese Cuisine
to the World — Streaming Across North America from March 25

BABDRDZHEA I'Channel Oishiiy 3825BAtKXTE{ERILS

new initiative to share the
appeal of Japanese cuisine
with the world has begun.

“Channel Oishii,” a food-focused
network developed by Japan Inter-
national Broadcasting Inc., officially
launched in North America on March
25, 2026. The channel is avail-
able via FAST (Free Ad-supported
Streaming TV), offering viewers free,
ad-supported access to a curated lineup
dedicated to Japanese food culture.

Delivering the depth and diver-
sity of Japanese cuisine through the
power of visual storytelling, this
project goes far beyond the boundaries
of a typical food program. Instead, it is
drawing attention as a media platform
that invites audiences to experience
Japanese culture in its entirety.

At the heart of Channel Oishii
lies a simple yet compelling concept:
discovering Japan through its food.
The programming extends well beyond
familiar staples like sushi and ramen,
delving into regional specialties rooted
in local traditions, the seasonality of
ingredients, and the craftsmanship that
defines Japanese culinary artistry. It
also explores the cultural narratives
behind the cuisine, offering viewers
a deeper understanding of its origins
and evolution.

From the allure of fermented foods
to the delicate nuances of dashi, the
channel highlights elements that may
feel everyday to those in Japan, yet

reveal themselves as fascinating new
discoveries for audiences abroad.

What sets the channel apart is its
focus not only on the food itself, but
on the stories behind it. By delving into
the passions of producers, the philoso-
phies of chefs dedicated to preserving
tradition, and the intricate relationship
between regional landscapes and local
cuisine, the programming reveals the
human narratives that shape every dish.

This approach creates a depth
that goes far beyond simple recipe
features. In turn, it invites viewers to
see Japanese cuisine not merely as
something to taste, but as a culture
to understand.

The decision to launch first in the
North American market reflects the
growing global appetite for Japanese
cuisine in recent years. Since washoku
was inscribed on UNESCO’s Intangible
Cultural Heritage list in 2013, interest
has steadily expanded year by year.

Channel Oishii aims to build on
this momentum, taking on the role
of conveying the true essence and
intrinsic value of Japanese food to a
wider audience.

Just as significant is its commit-
ment to digital distribution. Free
from the constraints of conventional
television, the platform is designed
to engage younger generations and
audiences across a wide spectrum of
viewing habits.

Through multilingual support, with

a focus on English, it opens the door to
cross-cultural dialogue—bringing the
world closer together through a shared
appreciation of Japanese food culture.

Channel Oishii goes beyond
simply “exporting” Japanese cuisine;
it positions itself as a conduit for
cross-cultural exchange. Using food
as its most accessible gateway, it
explores just how profoundly the spirit
of Japan can be communicated to a
global audience.

The answers it seeks may well
shape new perspectives on the role of
content in an increasingly intercon-
nected world.m
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MUTUAL TRADING
Restaurant Trend Report

It Starts With Rice

HAEREDOERELTDXRK

n Japanese cuisine, rice is not just a
I side—it is the foundation.
At Mutual Trading, this philosophy is
reflected in the MIYAKO rice lineup,
positioned as a core category supporting
a wide range of restaurant concepts across
the US. market. From high-end sushi
counters to fast-paced casual operations,
the choice of rice directly impacts
flavor, consistency, and overall customer
experience.

At the same time, today’s market has
become increasingly complex. With a
wide range of varieties, price points, and
performance differences, selecting the
right rice is no longer straightforward.
For operators, the challenge is not simply
choosing “good rice,” but choosing the
right rice for the right application.

Understanding Grain Types:
Short-Grain vs. Medium-Grain

At its most fundamental level, rice selection
begins with grain type.

Short-grain rice, such as Koshihikari,
is known for its characteristic stickiness,
sweetness, and umami. It retains its quality
even after cooling, making it well suited for
applications such as onigiri. When used for
sushi—particularly in high-end omakase
settings—it is typically combined with
seasoned vinegar, and achieving the desired
balance requires an understanding of the
rice’s characteristics and preparation.

Medium-grain rice, including Calrose
and New Rose varieties, has a lighter,
less sticky texture with more defined
grain separation. This makes it easier to
handle in high-volume environments and
versatile across dishes such as donburi,
bento, and set meals. It is also widely used
in sushi applications, offering a balance of
workability and consistency.

In fact, New Rose—now represented by
varieties such as MIYAKO Mirai Crystal—
played a key role in the early development
of sushi in the U.S,, providing a practical and
reliable rice option as the cuisine expanded.
Today, continued improvements in Calrose

Los Angeles HQ

MUTUAL TRADING

®

San Diego -

varieties have further elevated quality, with
better moisture retention and stability
that support both advance preparation
and consistent performance in applications
such as bento and sushi.

Rather than focusing on brand names,
understanding these functional differences
allows operators to make more efficient
and consistent decisions.
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Understanding Rice

Soft Grain
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Firm Grain

Texture plays a key role in how rice performs across different applications.

Matsuri Brown Rice

Seattle * Las Vegas

celebrating 100 years

Phoenix * Dallas + Houston

Matsuri Koshihikari Rice is the best option for making onigiri. |
.
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MIYAKO Rice at a Glance Key differences in origin, texture, and application

RICE

Origin / Variety /
Grain Type

Texture

Key Characteristics

One-Line Description

Best For

Japanese Premium Rice
HAEEX
#20406/201bs

Japan / Blend (Koshihikari,
Hitomebore) / Short-grain

Sticky, refined

Japan-grown blend with pronounced sweet-
ness, aroma, and umami; balanced structure
ideal for refined applications

The benchmark for
authentic Japanese rice

High-end sushi,
authentic washoku

Iwai Premium Koshihikari

L

California / Koshihikari /

Sticky, balanced

Premium California-grown Koshihikari with
strong stickiness and consistent

Premium Koshihikari quality
with reliable local supply

High-end sushi,

#20419/401bs Sy performance with local sourcing advantages KAPIKA washoku
Matsuri Koshihikari L L Signature Koshihikari profile with rich ) S S
o Callfor;l]a /tKoshlhlkarl / Classic sticky flavor and moisture retention; slightly The classic !(OShIhIkaI"I SU.S.hI, onigiri,
#20422/40lbs #20423/15lbs ervgran more accessible premium option SAPSES traditional dishes

Musubi Calhikari

Lighter stickiness with clean grain

#23698/15Ibs

Short-grain (brown rice)

(brown rice)

ease of preparation compared to
traditional brown rice

without the compromise

California / Calhikari / Medium, . i i
10N Short-grain balanced separation; easy to handle across The all-purpose workhorse Sushi, d?nbl{rl‘ curry,
#48197/401bs & multiple applications fried rice
Mirai Crystal Rice California / New Rose / Medium-grain rice with defined structure '
(New Rose) #50 & cI::I‘n:ja. ew nose Firm, clean and stable results; performs consistently Clean, consistent, and reliable Sushi, bento,
#22764/401bs edium-grain across menus set meals
Pearl Rice California / Calrose / . Firm grain with low stickiness and high
(Calrose) #%C Medium-grain L0 s yield; dependable and cost-efficient for Built for high-volume efficiency | High-volume service
#22765/401bs volume operations
Matsuri Brown Rice California / Koshihikari / Soft Nutrient-rich with improved softness and Brown rice,

Health-focused menus

Simplifying a Crowded Market
Despite the wide range of options available,
most rice used in foodservice today can be
grouped into three practical categories:

* Premium Short-Grain Rice
Characterized by high stickiness and
pronounced flavor, suited for sushi and
high-end washoku; when used for sushi,
achieving balance with seasoned vinegar
requires a clear understanding of the
rice’s characteristics and preparation

* Balanced / Versatile Rice
Offers moderate texture and ease of
handling, making it suitable for a wide
range of menu applications

 Cost-Efficient Rice
Designed for high-volume operations,
delivering consistent performance and
operational efficiency

This framework provides a clear starting
point for selecting rice based on application,
service style, and operational needs.

Choosing the Right Rice
for Operation
Selecting the right rice comes down to

aligning  product characteristics  with
operational needs.
*High-end concepts prioritize flavor,

aroma, and texture

* Casual dining concepts benefit from
flexibility and ease of use

* High-volume operations require
consistency, speed, and cost control
In many cases, operators may use multiple
types of rice within a single concept—
for example, a premium rice for dinner

New York

BARDKZHADALZIZ

Boston

service and a more versatile option for
lunch or takeout.

Consistency, Supply, and Partnership
Consistency and supply are just as
important as flavor.

Mutual Trading maintains close relationships
with rice producers and milling facilities,
particularly in California, ensuring stable
quality and reliable supply. Locally sourced
rice can be milled and delivered within
a short timeframe, supporting both
freshness and operational efficiency.

This approach reflects a long-standing
commitment to supporting Japanese
cuisine in the US.—not only through
product variety, but through consistent
quality and trusted partnerships.

Washington DC

Chicago (Yamasho) °
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NEWS / TRENDS

An Interview with Masatoshi Ohata,
President of Mutual Trading Co., Inc.

- The Journey of Mutual Trading Co., Inc.:
Pioneering the Globalization of Japanese Cuisine -

HEIES AMESHTERTIFE2—

—HRABSHSAT “BERIO-NIUL” ODEE—

Founded in Los Angeles in 1926, Mutual Trading Co., Inc. celebrated its
100th anniversary in 2026—a remarkable milestone. Long before Japanese
cuisine became a global phenomenon, the company had already laid the
foundation for Japanese food distribution across North America. The story
begins with founder Sadagoro Hoshizaki’s small-scale trading business.
Based in Los Angeles’ Little Tokyo, he supplied Japanese food and daily
necessities, supporting the local Japanese-American community of the time.
Over the years, the company evolved beyond a simple trading firm serving
immigrants, growing into a full-fledged distributor of Japanese cuisine

across the North American market.

O > EILZAT1926 FICEIFEUHEFEES (Mutual Trading Co., Inc.) (&,
2026 FEICEIZETOOAFEE WS> KEHREEZ WA 2o BABRIHRNICEAN S
BZOUEINS. EHIEFICKICHEIT2EABRRBOEBEZLEVNTELHFETH S,
ZORAE., BIEE - EBTEMRICKZNRELRBSEEICIHDIFE, O
VEILZADY MERICHEZEZX. BANSORBPHARZHGIT LT
URDTEXRAAAIZ 2 =271 Z2X X 1o PHTCHEMIG. B2 BREMITEL”
MSRIAIL. dekEHEEAICARITTcBARERBEEANEELL TV,

From Postwar Recovery

to Expansion: Laying the
Foundations for Japanese
Cuisine Across North America

After World War II, Mutual
Trading Co., Inc. resumed opera-
tions alongside the rebuilding of
the Japanese-American community,
steadily growing around the reliable
supply of Japanese ingredients. During
Japan’s period of rapid economic
growth, the company expanded its
business in step with the overseas
expansion of Japanese corporations and
the rising popularity of sushi culture.

What proved particularly signif-
icant was that the company’s role
went far beyond simply exporting
ingredients. Serving as a bridge for
distribution, education, and culture,
Mutual Trading supported Japanese
cuisine overseas through commer-
cial supply to restaurants and by
introducing Japanese ingredients to
local chefs. With the global boom in
Japanese food—sushi, ramen, sake,
and more—the company’s role became
increasingly vital. Following the 2013

inscription of Washoku (Japanese
cuisine) as a UNESCO Intangible
Cultural Heritage, this momentum
accelerated, solidifying Mutual Trading
Co., Inc. as a central player in the era of
Global Japanese Food.

The 100-year history of Mutual
Trading Co., Inc. mirrors the story of
Japanese cuisine’s global expansion.
From supplying goods to immigrant
communities, the company grew into
a distribution infrastructure supporting
the restaurant industry. Today, it has
evolved into a media platform sharing
Japanese culture with the world. This
trajectory not only reflects a century of
growth but also offers insights into the
future of content and the global food
business. From Delivering Japanese
Cuisine to Sharing Japanese Culture:
The next 100 years for Mutual Trading
Co., Inc. is about to begin from this
momentous milestone.

We spoke with Masatoshi Ohata,
President of Mutual Trading Co., Inc.

JRN: Could you share your thoughts
on Mutual Trading Co., Inc.’s 100th

14 May 2026 - www.alljapannews.com

Masatoshi Ohata, President of Mutual Trading Co., Inc

anniversary?

Ohata: This year, Mutual Trading Co.,
Inc. celebrates a major milestone: its
100th anniversary. The past 100 years
have not been without challenges and
obstacles. Yet, we have overcome them
thanks to the unwavering support of
our partners, local communities, and
every single member of our team. We
extend our heartfelt gratitude to all who
have been part of this journey. In 1926,
a small cooperative was established
in Little Tokyo by ten Japanese-
American retailers to support the lives
of immigrant families. A century later,
that modest beginning has grown into
a company delivering Japanese food
culture across the United States—and
now, globally. This milestone year
offers a moment to honor our past, give
thanks for the present, and renew our
commitment to the future.

JRN: What is the history of Mutual
Trading Co., Inc., and what are its
visions for the future?

Ohata: The origin of Mutual Trading
Co., Inc. lies in its mission to preserve
Japanese cuisine and deliver it to
those who need it. Through the birth
and growth of Japanese-American
communities, the forced internment
of Japanese Americans during the war,
and the restrictions on food and logis-
tics, the company continued its journey
alongside the community, laying the
foundation for Japanese food in the
United States. As Japanese cuisine—
sukiyaki, tempura, sushi—along with
sake and broader food culture—gained
acceptance in American society, the
company takes pride not only in being

a provider of ingredients but also in
playing a role in spreading Japanese
culinary culture. Looking ahead to the
next 100 years, our vision is guided by
three pillars: a commitment to authen-
ticity, honoring tradition and core
values; innovation, exploring new
culinary horizons; and sustainability,
ensuring that Japanese food culture is
passed on to future generations and
shared globally.

JRN: Could you tell us about your
business operations and plans in the
United States?

Ohata: In the United States, Japanese
cuisine is no longer a novelty—it has
become an integral part of everyday
food culture. Within this landscape,
Mutual Trading Co., Inc. has leveraged
its sourcing of high-quality products
and nationwide distribution network,
spanning the West and East Coasts, to
provide a reliable supply system and
expert support. Today, in addition to its
15 branches across the United States,
the company operates production facil-
ities for miso and sauces, and runs
classes to train sake experts and the next
generation of chefs. Looking ahead, the
company aims to elevate the quality
of Japanese food distribution in the
U.S. market to the next level through
expanding its network, enhancing its
portfolio of high-quality products, and
advancing both its logistics and sales
services with greater specialization.

JRN: You’ve contributed signifi-
cantly to the popularity and spread of
Japanese cuisine in the United States,
haven’t you?



Ohata: Japanese cuisine is valued not
only for its delicious flavors but also for
its healthfulness, aesthetic appeal, and
rich cultural heritage, earning support
across generations. Mutual Trading
Co., Inc. has long prioritized meeting
customer needs by offering a wide
range of products—from ingredients
and seasonings to sake and restaurant
supplies—ensuring they are deliv-
ered in the best possible condition. In
addition, the company has ventured into
introducing new food categories in the
U.S., pioneering frozen edamame and
Edomae sushi, and offering premium
import craft sake and ramen ingredi-
ents well ahead of the times before
others. As sushi, Japanese cuisine, and
sake became established in America,
Mutual Trading Co., Inc. takes pride
in having played a foundational role
in both distribution and education.
Looking ahead, we aim to continue
working closely with chefs, restaurants,
educational institutions, and communi-
ties to share the appeal and diversity of
Japanese cuisine far and wide.

JRN: Could you tell us about your
future challenges and goals?

Ohata: Mutual Trading Co., Inc.
carries values that have been passed
down through generations—the spirit
of ‘mutual prosperity’ and ‘pioneering’
that even inspired the company’s name.
As a centennial company, there are
values that must remain unchanged,

alongside systems that must evolve to
meet the times. Our future challenges
include cultivating the next genera-
tion of talent, creating new roles for
Japanese cuisine in a multicultural
society, and expanding the reach of
Japanese food beyond the United States
to the global stage. Our goal is to evolve
from being simply a Japanese food
distribution company into a company
that carries food culture forward into
the future.

JRN: Could you share your thoughts on
the company’s founding home in Little
Tokyo?

Ohata: Mutual Trading Co., Inc.
began its journey in Little Tokyo,
a neighborhood with a rich history
spanning 140 years since the first
Japanese restaurants opened. For us,
Little Tokyo is more than just the place
where the company was founded—it
is our origin, our spiritual home. Our
commitment to the community centers
on three key pillars: ongoing support
for Japanese-American and Japanese
cultural organizations, activities that
pass down history and culinary culture
to the next generation, and mutual
growth with the local community.
Moving forward, we will continue to
honor our roots in Little Tokyo and the
broader Japanese-American commu-
nity, striving to fulfill our responsibility
as a company grounded locally yet
expanding globally.m
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Supporting the foodservice industry from the ground up—Mutual Trading warehouse team and staff united in ensuring continuity and reliability during COVID-19.
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Kagami Biraki—celebrating partnership, tradition,

Japanese community and food culture.

LTRREANEDRVLTW L TR
mettl. 2o3-o%dhic, HAD &
BRI, ZLTOR—UAD R
T ZEPbDEY a2 v T,

JRN : K[E ¢ H2E b 25l
PRI,
KA - KENCE VLT, HARIZ D IZ0R
Mz tAETld % <, Higo X bo—i
EhF L, 2oRCHAES . &
a7 B i O FRDERERE & VAR - B
ZHUERDOWGEYTR Y V7 — 7 &g
L, ZE LGS L HIEo R
YR—TP2RELTEE LA, BE K
FEINC 15 DI Z . WIS Fd ek
o#lE, AEOHEMFReXMRDY = 7
ZATC37 7 ADEHBIT>TVET,
GBI EE B2y b= DR,
“XD ﬁnn'g&ﬁnn@#ﬁ” “Dre i
¥y —rvrofia, EMtEoEELR” %
JEU T, CKETWSICE T 2 HARTGED
M ZROBEA~LE EFT0ELW
EEZTVET,

% F [l

JRN : kETOHABED NKPE KA
Bt SN TEA LR ETN?

xm HﬁﬁifkwLwJﬁffﬁ
VTR TIE L v Ty R s
6ka7mmbﬂMéh m#wﬁﬂ
EFsnTcwxd, KEESIE, £
M, AR . VAT VM L
BEROELINEZ X MRIA\ T %
fiz<, KORVWIRETEHITITE I L
ZRUNCLTEF L7, ¥, KEAT
T L W o E T 2 R b LD
FHATEWD F L7, KREWIOWHE
PILFHTF A OFE. HIlie 7 — X V&
Mo E R ORI» SR E L, %
ARRIA, ANEASKECES T 2RI

and our continued commitment to the

BT, 2015 &% 500E & BSEO%
HEEZ 72, YhoFEh v dh D
¥9., 5%b, Y I7RLANTVOE
S, HEBBPa I 2T ¢ LaliflEL
76, HRAROMS) & Ltk %)A B
ATCWERLVWEESTEDXT,

JRN : 5% @ P H
TLEZ&E W,
K - HFEE S IIENRL &2k NS
mmﬁﬁﬁbi? HHDIEIZH -5 T
W3 TR L TR offsc
T, 100ERERED»S 22, Eb-oTE
WIFRWIEE . b SR tudn s i
WA H D 9, SHOPkIRIE, “X
HARAM OB, “G Uttt IcB T 2
HAZOH L WikE o8, “kEZ% 8
Zo B HRANL AR ERIEKR” ©F,
TAARAED &) 25 TRb%
KRl Ot ~EELT 2 2L
M, WxDOHETT,

IZDOWTHZ

JRN : BIZEDH -
EHZTLEE O,
KM HFEESIE, ) PVEED» SR F
DELZ, 2OV PAHES, HARIE
DFEED 5 1404FE L v ) B IER %2 5
RTWET, fAirzbict->TY M/ﬁi?i
S thkaﬂ%ﬁfi&<\ﬁm
o\mwma&%fﬁoﬂﬁ«@am&
Lfﬁk%ﬁﬁwmbfwéwudﬂ
< A SCALE R~ D fk e 14 2 S 827
“”ﬁﬁ«@ﬁ%&ﬁim%mzéé
B, Mo a5 LA T,
b (5N N Urwﬁi%ﬁﬁﬂ%ﬁ%
ANDEH E ENT, TR E L, i
ﬁ«ﬁ@éﬁ¥Jka ZOETE SR
LTOwELVWEEZTVET,

U FVEEAND A7

16 May 2026 - www.alljapannews.com

2026
FOOD EVENT CALENDAR
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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 Jap-
anese 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 con-
nects heritage and innovation 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 Japanese culi-
nary excellence in the U.S. market. JFRE
is a trade show for foodservice profes-
sionals. 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.

Annual WAFC Convention
5/2-6

JW Marriott Hill Country Resort
San Antonio, TX
www.wafc.com

WAFC has long been a champion of
educational advancement within

the retail food industry. Through its
programs and partnerships, WAFC
continues to provide accessible, high-
impact learning opportunities that
empower individuals at every stage of
their career. Whether you're a student,
arising leader, or a seasoned profes-
sional, WAFC offers tools and resources
to help you grow, lead, and succeed.
This convention is a chance to connect
with peers, share insights, and explore
new ideas that will shape the future
of retail. We encourage you to take
full advantage of the sessions, discus-
sions, and networking opportunities
available throughout the week. Each
interaction is a step toward building a
stronger, more innovative, and more
inclusive industry.

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 food-
service industry. As the world’s most
influential showcase of foodservice
innovation and inspiration, it's where
every trend, solution and category are
represented — connecting you with
the people and products you need

to thrive in today’s business environ-
ment. Join your peers from across the
industry in Chicago on May 16-19, 2026,
for a future-forward experience where
you'll discover everything it takes to
stay revenue-driven and relevant —
from tantalizing tastes for your menu
to actionable solutions for streamlining
service, payments and more.

The Sweets & Snacks Expo
5/19-21

Las Vegas Convention Center
Las Vegas, NV
www.sweetandsnacks.com

The Sweets & Snacks Expo is the
premier business to business event for
the confectionery and snack indus-
tries. Open only to those in the sweets
and snacks trade, the show is unrivaled
in new product launches, business-
building solutions and innovations in
merchandising. The event features the
biggest, brightest, latest and greatest
the candy and snack industries have
to offer. Nostalgia, innovation, tried-
and-true favorites and cutting-edge
products are all represented at the
Sweets & Snacks Expo.

Taste of Omaha

5/29-31
Omaha, NE
showofficeonline.com

“Feature Foods from many of Omaha’s
top restaurants, good entertainment
and family activities for the kids... and
you have the recipe for the TASTE OF
OMAHA,” says Mike Mancuso, Event
Producer. “Omaha has a tremendous
reputation for fantastic restaurants
and food companies”. The “TASTE OF
OMAHA ", now in the 29th year, has
established itself as the Annual Event
for our city bringing together a dazzling
selection of great foods and culinary
delights, for people from throughout
the Midwest area, to TASTE, relax and
enjoy as a family activity. The 2026
“TASTE OF OMAHA " will again show-
case outstanding Restaurants with
exciting live entertainment daily. This
year the Annual Event will have enter-
tainment for everyone’s taste on stages
throughout the Festival.



Text courtesy from National Restaurant Association
Monetary Policy

-Federal Reserve leaves interest rates unchanged for second straight meeting-
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A its March 17-18 meeting,
t the Federal Open Market
Committee (FOMC) left short-term
interest rates unchanged, marking
a second straight meeting of steady
policy following three consecu-
tive 25-basis-point cuts at the end of
2025. The federal funds rate remains
in a target range of 3.50% to 3.75%,
with only one dissent—Stephen I.
Miran—who favored an additional
quarter-point cut.

The Committee reaffirmed that 2%
inflation, measured by the PCE deflator,
remains the benchmark most consis-
tent with its dual mandate of maximum
employment and price stability, and
that this target will continue to guide
policy decisions.

FOMC participants said the
U.S. economy is still expanding at a
“solid pace,” though inflation remains
“somewhat elevated.” Job growth has
cooled, but the unemployment rate
has been “little changed in recent
months,” suggesting only modest
labor-market softening.

In their latest economic projec-
tions, Federal Reserve officials expect
real GDP to grow 2.4% in 2026 and
project core PCE inflation at 2.7%, up
from the 2.5% estimate in December.
Policymakers still anticipate a median
of one 25-basis-point rate cut in 2026,
unchanged from three months earlier.

Overall, the Fed finds itself in a
challenging position. Softer hiring and
risks to the outlook argue for lowering
rates to support growth. Yet inflation
pressures remain stubborn, particularly
amid still-resilient economic growth.
The conflict in Iran also risks renewed
price acceleration. Given this tension,
the Committee is likely to maintain a
cautious stance and keep policy steady

# F &

while it monitors incoming data,
including with its next meeting on
April 28-29. Further rate cuts remain
possible later in 2026 but are unlikely
before mid-year.

For the restaurant industry, elevated
interest rates continue to weigh on
borrowing costs, often slowing expan-
sion, renovation, and other capital
investments. A lower-rate environ-
ment would help ease credit burdens,
strengthen consumer spending, and
support demand in sectors highly sensi-
tive to discretionary income, including
foodservice and hospitality.m

¢ ¢ o

N AT SZ B2 (FOMC)

., BHISAERE A B, 2
iz k h. 20254 K 12 3] E i T25
R=Y ZARA ¥ F DR T %AT o 724,
2HEAECBOR 2B 2 B 2 L E ko
7o 727 70LV7 7Y F4ERNE3.50%~
3.75% D HEL IR A BN, K
NEL2HE L DIFATF4—T v 135

VEBOAT, AKIEI5120.25% D
FITF%2TRL 2, BESIZ, PCET
7L—F—THEIN22%DA 7L
3, AR L YIMLE L) EO
flifricR b AR T 2RMETH O FET 2
&L FRZOHEDE| St EBORIED
el a2 2 L 2 RERL 72,

FOMC D &m#Fix, A v 7 LHRIZMKA
ELT TRPEVAKIEE I2H2HDD,
KIEFRF IR E LT TR =2,
TIHRL T3 L7z, JEHREmozA
WIRBIE L Twa b oo, KRERIZ T2
ZHAHATIZE A EED R, e
5. HEHIGOHIZ T B L L LD
I E>T0B I LR ENG, Wl
HEfFHIEEB 2 (FRB) M4/5#3. &P
DRFFHE L ICEB VT, 2026 FD I
GDPREH%2.4% & FHI L., 27PCE

SH 17 H2> 5 18 HIZ 2 1) ThifiE

£ £ &£ F£ &

BEVLARRNT

A7 VLRIZOWTIE, 12HOF il
TH525%06 EHL, 2.7%I12% %
EHAA TV S,

BORMIEHFI1Z, 20264E1225 R—3 %
RA Y FOMTFFHB1ETHNS EDR
BLEMKARE L THERILTED, 2h
Z3AHETEZb> T, ke L
T, FRBIZIR #2735 IC B T\» 2,

EABRAOHMLPHRARBLAND Y R
REETIUE, MEEZXZ5OIHT
FRITFIREL L) TELH S, L
L. FRICIRIR & L OB IR %2
IS, A Y7 VEERER Eo Tw
5, 7, A 7V ERORRD Wi 15
DFHNMEZHL B2 b s, 29 Lk
BORPAR A B F A, MUSARTHER
% (FOMC) &, 4H28H» 529 H 12
P SN2 RAE/EED, 5
DIEFHRE 2 LoD, EEL LR
MERF L. BOR % BURMER 9 2 WIREMEDSR
v, 2026 4EBICIZ E 5 R B TIPS
TON DM H 223, FLRIEE TR
Z OAHEME IR AR,
WRFEZEIZ E 5T, SO LAI3E &
EfEAaALOEMEL->TEY, F
FERPUCEE, 2 DLDFRIRE D JE H
FEBnoTw3, &MPETTE, &
SIEO GBI S 1, AEE DG
L., I - EinsE R ETMAS RO
WEEM R 2RI —DFEEELZ
LI BESD,

TRADITIONAL JAPANESE
CARBONATED DRINK

RAMUNE

30 / 6.76 FL OI (200 ML)
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NEWS / TRENDS

Andy Matsuda and Teruo Shimizu have been awarded the
“Minister's Awards for Overseas Promotion of Japanese Food.”

7T 1 AR, BKEERK

Andy Matsuda (left) / Kosei Murota, Consul General of Japan
in Los Angeles.

he Japanese government
I presents the “Minister’s
Awards for Overseas Promo-
tion of Japanese Food” as part of its
ongoing mission to expand exports
of Japanese agricultural, forestry, and
fishery products, while also sharing the
richness of Japanese culinary culture
with the world. First established in
2006, this prestigious award honors
individuals who have made outstanding
contributions to introducing and
promoting Japanese cuisine and ingre-
dients overseas. In its 19th edition
(FY2025), four recipients were recog-
nized globally. Notably, two honorees
were selected from the United States:
Andy Matsuda and Teruo Shimizu—
both celebrated for their significant
roles in elevating the presence and
appreciation of Japanese food abroad.
First, Andy Matsuda has played
a pivotal role in spreading authentic
knowledge and techniques of Japanese
cuisine across the globe—primarily
through the education of sushi chefs.
Born in 1956 near Kobe, Hyogo Prefec-
ture, Matsuda trained as a sushi chef at
arenowned establishment in Osaka. At
the age of 25, he moved to Los Angeles,
where he began building his career in
the United States. Working in hotels and
restaurants as a sushi chef, he steadily
honed his craft while introducing the
precision and artistry of Japanese
cuisine to a broader audience. In 2002,
he took his mission a step further by

founding the Sushi Chef Institute in
Los Angeles, a school dedicated to
training aspiring sushi chefs. There,
he has been teaching authentic sushi
techniques to culinary professionals
from around the world. To date, the
institute has produced more than 2,300
graduates from over 35 countries—
many of whom have gone on to become
professional sushi chefs and successful
restaurant owners, continuing Matsu-
da’s legacy of excellence and cultural
exchange. Since 2016, Andy Matsuda
has brought his expertise to the global
stage as a sushi chef aboard the interna-
tionally renowned cruise line Holland
America Line. His talent and leader-
ship were further recognized in March
2018, when he was selected as the
only Japanese sushi chef among an
elite group of just seven members
of the Culinary Council—a team of
world-class chefs chosen from across
the globe. Matsuda has also been a
strong advocate for the use of Japanese
ingredients. One notable achievement
includes transitioning the soy sauce
used in onboard Asian restaurants to
Japanese-made products, generating an
annual demand valued at approximately
$3.5 million. Beyond culinary excel-
lence, he has placed a strong emphasis
on food safety—an area often scruti-
nized in the international preparation of
sushi. Through his teaching, Matsuda
highlights proper food hygiene and
the safe handling of fish, helping to

20 May 2026 - www.alljapannews.com
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elevate trust in Japanese cuisine world-
wide. These decades of dedication to
education and cultural exchange have
significantly advanced the global
appreciation of authentic sushi. It is this
enduring impact that ultimately led to
his recognition with the award.
Meanwhile, Teruo Shimizu has
made a profound impact on the global
spread of Japanese food culture from
the manufacturing and distribution
side of the industry. After studying
fermentation microbiology at Meiji
University’s Faculty of Agricul-
ture, he began his career in 1977

'BARBNENRINFERE) 2RE

by joining Miyako Oriental Foods
Inc. in Los Angeles—marking the
start of a lifelong commitment to
bringing Japanese ingredients to an
international market.

Known as a pioneering producer
of authentic miso in the United States,
Miyako Oriental Foods Inc. has long
been at the forefront of Japanese
fermentation craftsmanship. At the
heart of this legacy is Teruo Shimizu,
who, as plant manager, oversaw opera-
tions at the first miso production facility
on the U.S. mainland. In 1981, he was
promoted to Vice President, and over
the next several decades, he played a
central role in expanding the production
and distribution of traditional Japanese
fermented seasonings—including miso,
koji, ponzu, and yuzu kosho.

A defining milestone came in 1987,
when the company’s miso brand, Cold
Mountain, was introduced to Whole
Foods Market. This strategic move
brought Japanese fermented foods into
premium retail spaces, significantly
broadening their reach and helping to
establish their place in the American
culinary landscape. Beyond his work
in manufacturing and distribution,
Teruo Shimizu has also been a tireless
advocate for Japanese ingredients on
the global academic stage. At confer-
ences hosted by the Institute of Food
Technologists—the world’s largest
gatherings dedicated to food science—
he has consistently championed miso
as a plant-based source of umami,



helping to reshape how it is under-
stood internationally. Once referred
to simply as “soybean paste,” miso
is now widely recognized around the
world by its Japanese name—"“Miso”—
a shift that speaks volumes about its
growing cultural and culinary signifi-
cance. Shimizu’s efforts have played
no small part in that transformation.
He has also served three terms as
chairman of “Hichimi-kai,” an associ-
ation comprising 60 Japanese food
companies operating overseas. In this
role, he has led initiatives such as food
safety seminars for member organiza-
tions, supporting the advancement and
credibility of Japanese food manufac-
turers abroad while strengthening the
global foundation of Japanese cuisine.

In 2022, he was appointed as a
Japanese Cuisine Goodwill Ambas-
sador, further cementing his role
as a leading advocate for Japanese
food culture abroad. Continuing his
outreach, in October 2024 he partnered
with the Los Angeles office of the
Japanese Food Export Platform and
the Japanese Food Culture Associa-
tion to host an educational program at
a local high school. Centered on the
theme of miso, the initiative combined
an engaging lecture with a hands-on
tasting experience—bringing the depth
and versatility of this traditional ingre-
dient directly to the next generation.
Through efforts like these, he remains
deeply committed not only to education
but also to policy advocacy, helping
shape a broader understanding and
appreciation of Japanese cuisine on the
global stage. He has also continued to
champion the appeal and health benefits
of Japanese ingredients through his
involvement in industry associations,
public lectures, and educational events.
Whether speaking to professionals or
engaging with local communities, his
work consistently highlights the nutri-
tional value and cultural richness of
Japanese food—further deepening
its resonance with audiences around
the world.

In this way, Andy Matsuda has
helped spread the technical artistry of
Japanese cuisine worldwide through
the education of chefs, while Teruo
Shimizu has strengthened the founda-
tion of Japanese food by advancing
the production and distribution of key
ingredients like miso. Although their
contributions lie in different fields, both
share a common mission: promoting a
deeper understanding and appreciation
of Japanese cuisine on a global scale.
This year’s award recognizes their
decades of dedication and remarkable
achievements, highlighting their vital
role in the international growth and
influence of Japanese food culture.m
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A view of the Yaegaki Sake & Spirits, Inc. premises from the main gate.

A Visit to Yaegaki Sake & Spirits, Inc.

-360 Years of Tradition Meets Innovative Brewing-

-

—RIR360F. GRICEFDEED —

I February, I visited Yaegaki
n Sake & Spirits, Inc. From the
Shinkansen window, Himeji Castle
came into view, signaling that Himeji
Station—and my destination—was
just around the corner. Before visiting
Yaegaki Sake & Spirits, Inc., I made
a stop at Himeji Castle. Its gleaming
white facade and imposing main keep
were immediately overwhelming, and
the closer I got, the more I was struck
by a sense of awe—°It’s incredible that
this has endured so beautifully over
the centuries.” From Himeji Station,
it was a 45-minute bus ride through
serene countryside before arriving
at Yaegaki Sake & Spirits, Inc. Once
there, I toured the brewery under

the guidance of Hiroaki Utsumi, the
Managing Director, gaining an up-close
look at the craftsmanship behind their
renowned sake.

Yaegaki Sake & Spirits, Inc.,
located in Himeji City, Hyogo
Prefecture, is a traditional Japanese
brewery with roots dating back to
1666. Throughout its long history, the
brewery has dedicated itself to crafting
sake that celebrates the local agricul-
ture and pristine water sources. Central
to their philosophy is the careful selec-
tion of high-quality rice and water,
combined with the meticulous skill
of master brewers. In particular, they
make full use of Himeji’s exceptional

from left :Hiroaki Utsumi, the Managing Director of Yaegaki Sake & Spirits, Inc. /
David Kudo, Japanese Restaurant News / Yasuhiko Mizoguchi of Yaegaki Sake & Spirits, Inc.

22 May 2026 - www.alljapannews.com

underground water, tailoring each
brew to complement its unique
characteristics. The guiding philos-
ophy of Yaegaki Sake & Spirits, Inc.
is to honor the blessings of nature,
preserve tradition, and continually
embrace new challenges. Since its
founding, the brewery has prioritized
quality above all else, blending time-
honored techniques with deep respect
for the local natural environment. At
the same time, it has evolved with the
times, experimenting with new styles
and approaches to sake while growing
alongside the community. Central to
their craft is the patient, meticulous
process of brewing, allowing fermen-
tation and maturation to follow the
natural rhythm, resulting in sake with
profound depth and character.

Yaegaki Sake & Spirits, Inc. not
only honors the local culture and history
but also remains mindful of the environ-
ment, embracing sustainable brewing
practices. This thoughtful approach
has helped the brewery maintain its
cherished status in the community,
earning the lasting affection and trust
of locals over generations. Mr. Utsumi
describes their sake as ‘light and fruity
in aroma, yet full-bodied and crisp on
the palate.” He adds, ‘It pairs beauti-
fully with meals—not just Japanese

cuisine, but even Chinese dishes—
making it versatile for a wide range
of dining occasions.” He continues,
‘Through our products, we communi-
cate with our customers. For sake to
become a more integral part of daily
life, we must go beyond pursuing
profit alone. It’s essential to convey our
message with a respect for culture and
a sense of mission.’

Yaegaki Sake & Spirits expanded
overseas in 1987, establishing Yaegaki
Corporation of USA in Los Angeles
and even building a local production
facility. This move was driven by the
company’s philosophy of preserving
sake culture while sharing it more
widely. Inspired by the idea of ‘always
returning to the origin,’ they created a
sake called ‘Mu.’ Crafted to maximize
the potential of rice, every drop
embodies the essence of decades of
experience and masterful technique.

The sake has been a top seller in
the U.S., and Mr. Utsumi says it gave
him a real sense that “Yaegaki’s sake
resonates around the world.” Guided by
the spirit of Yaegaki Sake & Spirits—
that ‘sake is made with the heart’—we
can look forward to seeing the brewery
continue to introduce new ways to
enjoy Japanese sake.m
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Honorary Sake Sommelier
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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC'

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

N matter how good a product
O is, the message needs to
be communicated for customers to
try the product. Let’s consider when
the appropriate timing is and how to

communicate the appeal of Japanese
sake in a way that leads to sales.

Consider who the message is
directed to: Are chefs, servers, and
bartenders trained appropriately?
Training the staff to thoroughly under-
stand why a brand of sake tastes
delicious and why customers should try

it is important because a single try will
not be sufficient to understand even
ten percent of the appeal of a brand.
Therefore, please have staff try the sake
paired with the cuisine.

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

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

= Innovative and Popular Creative
sushi

= Mastering Techniques

= Sushi in the USA and Europe

+ In What Way Has "Sushi” Evolved?
= For all who love Sake
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Premium Lineups

Japanese Rice, | =
Curated for i
Professional =

Kitchens

#20406 20lbs #20419 40lbs #20422 40lbs
High-end sushi, High-end sushi, washoku #20423 15lbs
authentic washoku Sushi, onigiri, traditional dishes

< & (:y‘i
‘,; ’ Mirai Crystal Rice

(New Rose)
#22764 40lbs
Sushi, bento, set meals

Musum Musubi Calhikari
==l #48197 40lbs
; " Sushi, donburi, curry,
fried rice

Fr," »ﬁ%«

ét

R
T

Miyako Pearl Rice (Calrose)
.. | #22765 40lbs
High-volume service

Distributed by Choose with confidence.
THANK YOU Connect with a Mutual Trading representative today!
h

Above images show serving suggestions.
MUTUAL TRADI NG ©2026 Mutual Trading Co., Inc.  Product availability may vary by region.

Health-focused menus

-

ANNIVERSARY

%W

NOZO Mo
55

Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

REAL
GLUTEN NO YUZU

chicken with
yuzu miso glaze

Made by

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

(L5 MUTUAL TRADING

5 fl.oz. 32 fl.oz.
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At Mutual Trading, this philosophy is
reflected in the MIYAKO rice lineup,
positioned as a core category supporting
a wide range of restaurant concepts across
the US. market. From high-end sushi
counters to fast-paced casual operations,
the choice of rice directly impacts
flavor, consistency, and overall customer
experience.

n Japanese cuisine, rice is not just a
side—it is the foundation.

At the same time, today’s market has
become increasingly complex. With a
wide range of varieties, price points, and
performance differences, selecting the
right rice is no longer straightforward.
For operators, the challenge is not simply
choosing “good rice,” but choosing the
right rice for the right application.

Understanding Grain Types:
Short-Grain vs. Medium-Grain

At its most fundamental level, rice selection
begins with grain type.

Short-grain rice, such as Koshihikari,
is known for its characteristic stickiness,
sweetness, and umami. It retains its quality
even after cooling, making it well suited for
applications such as onigiri. When used for
sushi—particularly in high-end omakase
settings—it is typically combined with
seasoned vinegar, and achieving the desired
balance requires an understanding of the
rice’s characteristics and preparation.

Medium-grain rice, including Calrose
and New Rose varieties, has a lighter,
less sticky texture with more defined
grain separation. This makes it easier to
handle in high-volume environments and
versatile across dishes such as donburi,
bento, and set meals. It is also widely used
in sushi applications, offering a balance of
workability and consistency.

In fact, New Rose—now represented by
varieties such as MIYAKO Mirai Crystal—
played a key role in the early development
of sushi in the U.S,, providing a practical and
reliable rice option as the cuisine expanded.
Today, continued improvements in Calrose

Los Angeles HQ

®

MUTUAL TRADING
Restaurant Trend Report

It Starts With Rice

San Diego -

varieties have further elevated quality, with
better moisture retention and stability
that support both advance preparation
and consistent performance in applications
such as bento and sushi.

Rather than focusing on brand names,
understanding these functional differences
allows operators to make more efficient
and consistent decisions.
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Understanding Rice
: Through Texture
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Mi);ko Pearl Rice
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Matsuri Brown Rice

Seattle * Las Vegas

celebrating 100 years

Phoenix * Dallas + Houston
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The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



MIYAKO Rice at a Glance Key differences in origin, texture, and application

RICE

Origin / Variety /
Grain Type

Texture

Key Characteristics

One-Line Description

Best For

Japanese Premium Rice
HAEEX
#20406/201bs

Japan / Blend (Koshihikari,
Hitomebore) / Short-grain

Sticky, refined

Japan-grown blend with pronounced sweet-
ness, aroma, and umami; balanced structure
ideal for refined applications

The benchmark for
authentic Japanese rice

High-end sushi,
authentic washoku

Iwai Premium Koshihikari
L
#20419/40lbs

California / Koshihikari /
Short-grain

Sticky, balanced

Premium California-grown Koshihikari with
strong stickiness and consistent
performance with local sourcing advantages

Premium Koshihikari quality
with reliable local supply
KAPIKA

High-end sushi,
washoku

Matsuri Koshihikari

=
#20422/40lbs  #20423/15lbs

California / Koshihikari /
Short-grain

Classic sticky

Signature Koshihikari profile with rich
flavor and moisture retention; slightly
more accessible premium option

The classic Koshihikari
experience

Sushi, onigiri,
traditional dishes

Musubi Calhikari

Lighter stickiness with clean grain

#23698/15Ibs

Short-grain (brown rice)

(brown rice)

ease of preparation compared to
traditional brown rice

without the compromise

California / Calhikari / Medium, . i i
(0N Short-grain balanced separation; easy to handle across The all-purpose workhorse Sushi, d.onbt{m curry,
#48197/401bs multiple applications fried rice
Mirai Crystal Rice California / New R / Medium-grain rice with defined structure )
(New Rose) #i50° o or;nl; ew nose Firm, clean and stable results; performs consistently Clean, consistent, and reliable Sushi, bento,
#22764/401bs SRR across menus set meals
Pearl Rice California / Calrose / Light. firm Fl'rrl:l.gdram V\gt:IIow :tICkmeSf:. a.nd h;gh ) ) . ) .
(Calrose)#+C Medium-grain ght, Yi€ld; dependable an co§t-e icient for Built for high-volume efficiency | High-volume service
#22765/401bs volume operations
i i Nutrient-rich with i d d
Matsuri Brown Rice California / Koshihikari / . utrient-rich with improved softness an Brown rice,

Health-focused menus

Simplifying a Crowded Market
Despite the wide range of options available,
most rice used in foodservice today can be
grouped into three practical categories:

* Premium Short-Grain Rice
Characterized by high stickiness and
pronounced flavor, suited for sushi and
high-end washoku; when used for sushi,
achieving balance with seasoned vinegar
requires a clear understanding of the
rice’s characteristics and preparation

* Balanced / Versatile Rice
Offers moderate texture and ease of
handling, making it suitable for a wide
range of menu applications

* Cost-Efficient Rice
Designed for high-volume operations,
delivering consistent performance and
operational efficiency

This framework provides a clear starting
point for selecting rice based on application,
service style, and operational needs.

Choosing the Right Rice
for Operation
Selecting the right rice comes down to

aligning product characteristics with
operational needs.
* High-end concepts prioritize flavor,

aroma, and texture

» Casual dining concepts benefit from
flexibility and ease of use

* High-volume operations require
consistency, speed, and cost control
In many cases, operators may use multiple
types of rice within a single concept—
for example, a premium rice for dinner
service and a more versatile option for
lunch or takeout.

New York <+ Boston

BARDKZEHEHFDALIZ

Consistency, Supply, and Partnership
Consistency and supply are just as
important as flavor.

Mutual Trading maintains close relationships
with rice producers and milling facilities,
particularly in California, ensuring stable
quality and reliable supply. Locally sourced
rice can be milled and delivered within
a short timeframe, supporting both
freshness and operational efficiency.

This approach reflects a long-standing
commitment to supporting Japanese
cuisine in the US.—not only through
product variety, but through consistent
quality and trusted partnerships.

BLILAAE Y Sh R AL R, B IE e D) RedE
% FLAE AR i S A R — B
IR -

(7 SN Ry
BEBRIER T, BRI EMA M
KAE 2 7 Sy 22 LA =108 B o
VSRS
DL ey 88 1 B JEL R At €, TP
e Em A HAFEIR, &H
K BRI B A T I B AR, DA AR
B35 F A )T
o P A K
SRALE ) R B ) BRI, (e
R B2 1S B
o TRRAETEK
HARRE AR RS ERG, ROtEE
s GRS G gL

A AR R T RS TR I
S 3K B2 0 T 5 O 0 1L B B
%,

2R SR K
RO NORAR, BSOS 2E R

B 3 5 SR 7

o R OB B S R R AR
.

o PRI IO 52 2 A B 1R B B 1 A
L

© REHENEERRZE Sk, &%
BLRASE -

fERF RIS, BEE W REER &
OS] 2K, B, 7E IR
B F oK, TR AR B A RS
TS T L A SR I

— B PEREELES AL BN %

— SRR RSV B R FI AR
Mutual  Trading BURRK AR 5 35 S MK 3%
Jiti CHR A AL M D R 45 2 D)
7, HEORESE 0l B S v SE RO (it 72
b ER i B4 R K T R R ) N 5 PSR R B
Bik, SR T i B BB AR

BRER S 1 R AR SRR SR I H Ak 2
AR, AMETEIE W2 AR,
SEEIE AR AR Un— 10 BB R R
FERR.

M T o
SERIR 4 ﬁﬁﬁﬁ

I} 1] -

for more info:
sakeschoolofamerica.com

Washington DC

6 15 ()
9:00 am - 4:00 pm PT

12:00 pm - 7:00 pm ET
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Chicago (Yamasho) °

SAKE SCHOOL OF AMERICA Become a Sake Expert
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Bringing the Flavors of Japan
to the People of the World
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Instructor Fayee

Lima (Super
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Shigeto Terasaka
 Sake Sommelier -

President

Japan Hollywood Network

Sara Guterbock
International
VSake Sommeller

New York Mutual Tradlng

Isao Kiyota

International

Aﬁadémf& dé Sai(e Mexifo )

Founder

New York Mutual Tradmg

Teruyuki JoeMizuno
KObayaShl Head of the “Regional
Taruhei Brewing Co Ltd. Sake Tasting Club”
3 & H y
Akira Yuhara

Sake Sommelier
Mlyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

Tarﬁagéwé Hand Made
Japanese Sake
Master Sake Brewer

Miyuki
Yoshida
Sake Sommelier

N
Sl
Mai Segawa Don Lee
Advanced Sake Sake Sommelier
Sommelier — THEER

Yama Sushi
Owner Chef

Brewery Owner Sake Sommelier and Others
) Kosuke Kuji 5
Nanbu Bjin Inc. &
Fifth Generation
( L Brewery Owner
M Masato Kato
Timothy Sullivan Sake Sommelier
Sake Samurai
N """ % Wlsmettac Asian Foods
c—
Takao Matsukawa
‘ International )
Sake Sommeller
Il La'nn Reglon Speclallst - j- .'.
Mutual Tradin X -
Q : - v
Keita Akaboshi Mei HO
Sake Sommel/er Sake Sammeher
Kuramoto US Inc True Sake
VJ Michael John
‘Simkin
: MJS Sake Selection .
Owner

Eda Vuong
International

Mutual Trading

Rachel Fiekowsky Masae Kusada
International International
Sake Sommeller VSake Sommeller

New York Mutual Tradlng

Chizuko q
Niikawa-Helto

Hirohisa Eduardo
Kikuchi Dingler
mSake ngmelie(”

Koji Wong
Owner
Japon Bistro
Kaz Tokuhara Koji Aoto
Sake Sommelier  Sake Sommelier
Manage}” Savannah
Wismettac Asian Foods Distributing Co. Inc.
«
= Gary Imada
- Sake Advisor

Shino Okita Jonathan Cortez
Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

Lora Blackwell
International
VSerSommeller -

Genji Sake

}qke Amrbrqssado(”

Miologs

Latm Regwn Spec|a||st
Mutual Trading

Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
7§qmmejlriejr Level LL

Young's Market Company

Yoshihiro
Sako
 Sake Sommelier -

Yuzuki

o) Stuart Morris
Sake Sommelier

Kurtis Wells

Toshiyuki Koizumi
Sake Sommelier

Michael Russell

Eiji Mori
Certified Sake Sommeller

Sake Sommelier .
" Pacific Interational

Katana Restaurant
Liquor Inc

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

SAKE

CHALLENGE

by Kosuke Kuji

223

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

Lectures on sake at a culinary school
ErBERRETH AN BB

tudying sake can take place in a

variety of settings, from special-

ized classrooms to hands-on
workshops, making it accessible to
enthusiasts everywhere.

A variety of organizations—
including the “Certified Sake
Sommelier,” WSET, Sake Diploma,
and Sake Expert programs—offer
courses and certifications for those
looking to deepen their knowledge of
sake. It’s truly inspiring to see enthusi-
asts take their passion to the next level,
gaining expertise that not only enriches
their understanding but can also be
applied professionally. The growing
opportunities to learn and work with
sake reflect just how far this beloved
Japanese tradition has reached around
the world.

However, these sake certifications

are something you have to seek out and
pursue on your own, which can make
them challenging to access—especially
for younger generations who may find
it difficult to navigate the options
and take the first steps. Amidst this
landscape, 1 was approached by the
Tsuji Culinary Institute of Tokyo with a
special request: to teach sake classes to
their culinary students. For these young
aspiring chefs—who are learning the
art of cooking and aiming to shape the
future of Japanese restaurants—oppor-
tunities to study sake are incredibly
rare. Receiving such a request was
truly an honor, and I gladly accepted,
excited to share the depth and culture
of Japanese sake with the next genera-
tion of culinary talent.

In a hands-on classroom usually
reserved for cooking lessons, the

students had the chance to dive deep
into the world of sake. We explored
everything from its rich history and
brewing methods to the rules behind
Designated Sake, and, most importantly
for these future chefs, the art of pairing
sake with food. It was a full, engaging
session designed to give them a solid
foundation and a true appreciation for
this iconic Japanese tradition.

One small disappointment was that,
with some students under the age of 20,
we weren’t able to include a tasting in
the class. Still, I left confident that these
students—who listened attentively and
absorbed the lessons—will carry a
strong interest in sake into the future,
whether they open their own restau-
rants or pursue other culinary paths.
It’s my hope that, in even a small way,
this will help brighten the future of
Japanese sake.m
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injo, a sake different in quality
from our nation’s traditional
sake, emerged around the

end of the Taisho Era. Within a short
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

© I’ﬁ‘ INTERNATIONAL INC ‘

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

£
3 ]’L INTERNATIONAL INC

www.jfc.com

When did Ginjo sake emerge?

hS ERIERVEEE

time since, sake breweries nationwide
started producing Ginjo. However,
in the background were two major
factors: first, the improved rice pol-
ishing machine.

Since their use started in Nada
since the late Edo Era, hydraulic
power was used for water wheel-
driven rice polishing. However, by the
end of the Taisho Era, the switch was
made to horizontal-type rice polishing
machine, driving the Ginjo sake pro-
duction that requires high degree of rice
grain polishing.

However, compared to the water
wheel-driven rice polishing, the hor-
izontal-type rice-polishing machine
drastically improved efficiency in
rice-polishing. Polishing rice to the
rice-polishing ratio above 80 percent
was very difficult due to the method of
rubbing rice together. However, since
entering into the Showa Era, the new
vertical-type rice-polishing machine
emerged, innovating the sake produc-
tion technology to a new level. The
vertical type rice-polishing machine
was an epoch-making device that
rotated the grindstone called the
“diamond roll” to grind the rice in order
from the surface portion.

Another factor was the “National
Sake Competition” (The Brewing
Society of Japan) held every other year
from October 1907, and the “Annual
Japan Sake Awards” held annually
to this day since 1911. Sake brew-
eries nationwide were excited to win
a prize in the Sake Fair and the sake
Competition. The Brewing Masters
fully utilize the latest technologies
of their respective era, competing by
selecting the variety of the raw mate-
rial rice, enhancing the degree of rice

polishing, and exercising ingenuity in
the sake production method. Ginjo sake
emerged during the process to produce
sake for submission to the Sake Fair.

The higher the rice-polishing
ratio for raw material rice, the higher
the quality of sake as known since the
late Edo Era. Unfortunately until the
Taisho Era, there was no sufficient
technology to achieve a high degree of
rice-polishing. The Brewing Masters’
long-term dream was achieved with
the Vertical-type rice-polishing device,
rapidly adopted in the early Showa Era.
The highly polished raw material rice
generates an elegant flavor, evaluated
highly during the Sake Fair.

For this reason, the sake submis-
sions naturally gravitated towards Ginjo
sake. According to the Annual Japan
Sake Awards report before/after 1935,
sake produced with rice-polishing ratio
above 50 percent constituted over half
of all sake submissions that ranked
into the top 100 selections. However,
in contrast to the current Ginjo sake
boom, the Ginjo sake production at the
time aimed to garner awards at the Sake
Fair, and since the sake was different
in both flavor and aroma up to that
point, these sake were rarely distrib-
uted among the market.m
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i SMV:+2  Polishing Rate: 50% | i SMV:+4 i SMV:+8 | SMv:-12
i Polishing Rate: 60% : (Yamadanishiki & T i Polishing Rate: 5% i Polishing Rate: 5% ¥ Polishing Rate: 45%
: (Hyogo Rice) i Nihonbare) i (Yumesansui) R (Yamadanishiki) i (Miyama Nishiki) i (Yamadanishiki)
Fukuju Blue Hakushika Sennenju Shichiken Oonakaya Tenpoichi Yamada Nishiki Makiri Ozeki Sakura Beauty 45
% Junmai Ginjo Junmai Daiginjo Junmai Daiginjo Junmai Ginjo Junmai Ginjo Junmai Daiginjo

Kobe Shushinkan (Hyogo) Tatsuuma-Honke Brewing (Hyogo) Yamanashi Meijo (Yamanashi) Tenpoichi Shuzo (Hiroshima) Tohoku Meijo (Yamagata) 0Ozeki Corporation (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America was
founded with the purpose to promote further
understanding of Japanese sake, shochu
and beer in a shared where 500 million
people enjoy wine in North America. We
strive to increase Japanophiles by furthering
understanding of the sake culture through
online Japanese sake and shochu colleges
and books related to Japanese sake,
shochu and beer, etc. Especially sampling
parties directly approaches consumers

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

Sake Shochu Spirits Institute of America
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Standards indicating Japanese Sake Flavors

As the term indicates, amino acid is the amino acid con-
tent - umami component generated from rice protein broken
down. Therefore, the higher the amino acid content, the richer
the sake flavor. However, sake too high in amino acid can
generate acidity.

The back label on a sake bottle can indicate the Sake
Meter Value, acidity, and amino acid content; one reference
to determine the sake flavor. However, sake flavor cannot be
described simply as sweet if the sake meter value is negative,
or dry if the sake meter value is positive.

Sake flavor consists not only of sugar, but also acid-
ity, amino acid content, aroma, palate, and various factors
intertwined.

Since each person perceives flavor differently, I recom-
mend referencing the various values while sampling sake to
find your own preferred brand of sake.m
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Sake Seminar
B 2B EE

ecently, I was invited by a
group of small and medium-
sized business owners to lead

a sake seminar, and I hosted an engag-
ing two-hour session. While I receive
requests for sake seminars from vari-
ous organizations throughout the year,
trends in sake—and alcoholic bever-
ages more broadly—are constantly
evolving. As a hands-on instruc-
tor who stays connected to the field,
I make it a point to continually refine
and update the content, ensuring each
seminar reflects the latest insights and
industry developments.

Most of what I talk about in my
seminars focuses on the real, on-the-
ground state of the sake industry and
practical tips for buying sake without
making mistakes. Unlike instructors
who hold certifications but lack first-
hand experience, I bring insights that
only someone actively working in the
field can share. I also make it a point to
deliver these lessons in an engaging and
often humorous way. One topic I often
highlight is that, compared to younger
generations, middle-aged consum-
ers have become less willing to spend
money on sake—a trend that always
sparks lively discussion.

In fact, according to the latest
household survey by Ministry of Inter-
nal Affairs and Communication, the
annual average spending on sake has
actually increased among people in
their 20s and 30s, while it has declined
among those in their 40s and 50s. This
suggests it’s not that younger people
aren’t drinking alcohol—it’s that mid-
dle-aged consumers are buying less
sake. And when you consider the age
groups that still maintain regular drink-
ing habits, there are actually more
drinkers in their 40s and 50s. The real
concern, then, is the middle-aged shift
away from sake. While some older men
often claim that “young people don’t
drink anymore,” the reality is quite the
opposite: it’s the middle-aged men who
should be spending more on sake—this
is the true, on-the-ground picture of
the market.

Teaching sake to young people

TOI-(go by Ryuji Takahashi )
Jizake Strolling
I DT

might feel a little awkward—after all,
many of them may already be more
knowledgeable about the latest trends
in sake than we are. However, when
you look at shipment data by type of
sake, there’s only a modest increase
in sales of namazake (unpasteurized
sake) compared to the previous year,
suggesting that young people aren’t yet
keeping sake regularly stocked at home.
From this observation, the conversation
naturally shifts to an important point:
when people aren’t spending, it often
means they don’t want to risk buying
sake they might not enjoy. This leads
perfectly into discussions on how to
purchase sake wisely—how to avoid
mistakes and choose bottles that truly
match your taste—making the seminar
both practical and engaging.

The seminar weaves in colorful
stories—from a stubborn owner of a
second-hand record shop to the pas-
sionate proprietor of a specialty coffee
bean store—bringing life and relat-
ability to the lessons. We also cover
practical tips: what to pick up at the
supermarket, which pack sake is worth
trying, and other easily accessible
options for enjoying Japanese sake.
After the main session, there’s always
a Q&A segment where attendees can
ask anything, and this time was no
exception. The two-hour seminar was
so lively that it extended to two and a
half hours. While the organizers were
a bit anxious about the venue sched-
ule, I was grateful to receive requests

Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

to repeat the seminar in the future—
an opportunity I’d be more than happy
to accept.

Interest in sake isn’t limited by
age—both young people and older
generations share a curiosity and appre-
ciation for it. While terms like “alcohol
harassment” are part of today’s con-
versation, perhaps it wouldn’t hurt if,
every now and then, we returned to the
old days a bit: sharing a drink between
a boss and their team, and yes, even lis-
tening to the occasional sake trivia from
a passionate older gentleman. Some-
times, a little of that tradition can be a
good thing.m
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'JAPAN'S FOOD

EXPORT FAIR

- For Importers & International Buyers -

June 24 (Wed) -26 (Fri), 2026 < Tokyo Big Sight, Japan

Source Export—ready
Japanese Food & Beverage'

SCAN TO JOIN
FOR FREE!




SOURCE JAPAN

Meet 700+ Export-Ready Japanese
Food Suppliers.

121h

'JAPAN'S FOOD' EXPORT FAIR
Hosted Buyer Program

June 24 -26, 2026 Tokyo Big Sight, Japan

m(o6|m O O N
Mm|0o0|m
m &2 kIR

3 Nights Hotel in Tokyo Pre-arranged Business

Exclusive Buyer
Meetings

Lounge

Complimentary 3-night stay achedule meetings in advance Private space for meetings,
in Tokyo during the show. through the official matching networking, and on-site
platform.

support.

Eligibility

* F&B buyers with purchasing authority

» Companies actively sourcing Japanese food products
» Commitment to attend 10 pre-scheduled meetings

« Agreement to the Hosted Buyer Program Terms

.-.' .-. m
SCAN TO APPLY! bt

m( Contact: Attn. Yurika Yasumaoto, Yijie Wang (Jessica)

“JAPAN'S FOOD"™ EXPORT FAIR Show Management | Organiser: RX Japan GK

(E) jplood-rp-en jp@raglobal.com  +81-3-6739-4133  Wab: hitps:/iwww. jfex. jp/jpfoodien-gb. htm
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WhHendid Glnjo sa'ke emerge?
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Sake Shochu Spirits Institute of 2
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A brand'that has been enjoyed - —
by families'all'over Japan for over:50 years.

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

Let s learn about sake!

Sakc Spcctator

Available on Amazon.com
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Beau Timken
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Kats Miyazato
Honorary Sake Sommelier

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

Owner “True Sake”

Owner of M&M Enterprise

MASTER

SAKE
SOMMELIER

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

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

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

David Kudo

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

N matter how good a product
O is, the message needs to
be communicated for customers to
try the product. Let’s consider when
the appropriate timing is and how to

communicate the appeal of Japanese
sake in a way that leads to sales.

Consider who the message is
directed to: Are chefs, servers, and
bartenders trained appropriately?
Training the staff to thoroughly under-
stand why a brand of sake tastes
delicious and why customers should try

it is important because a single try will
not be sufficient to understand even
ten percent of the appeal of a brand.
Therefore, please have staff try the sake
paired with the cuisine.

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

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

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

https:/jalliapannews.com/page/sushisake-1
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by Kosuke Kuji
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Lectures on sake at a culinary school
sefetdofM EEE 29

tudying sake can take place in a

variety of settings, from special-

ized classrooms to hands-on
workshops, making it accessible to
enthusiasts everywhere.

A variety of organizations—
including the “Certified Sake
Sommelier,” WSET, Sake Diploma,
and Sake Expert programs—offer
courses and certifications for those
looking to deepen their knowledge of
sake. It’s truly inspiring to see enthusi-
asts take their passion to the next level,
gaining expertise that not only enriches
their understanding but can also be
applied professionally. The growing
opportunities to learn and work with
sake reflect just how far this beloved
Japanese tradition has reached around
the world.

However, these sake certifications

are something you have to seek out and
pursue on your own, which can make
them challenging to access—especially
for younger generations who may find
it difficult to navigate the options
and take the first steps. Amidst this
landscape, 1 was approached by the
Tsuji Culinary Institute of Tokyo with a
special request: to teach sake classes to
their culinary students. For these young
aspiring chefs—who are learning the
art of cooking and aiming to shape the
future of Japanese restaurants—oppor-
tunities to study sake are incredibly
rare. Receiving such a request was
truly an honor, and I gladly accepted,
excited to share the depth and culture
of Japanese sake with the next genera-
tion of culinary talent.

In a hands-on classroom usually
reserved for cooking lessons, the

students had the chance to dive deep
into the world of sake. We explored
everything from its rich history and
brewing methods to the rules behind
Designated Sake, and, most importantly
for these future chefs, the art of pairing
sake with food. It was a full, engaging
session designed to give them a solid
foundation and a true appreciation for
this iconic Japanese tradition.

One small disappointment was that,
with some students under the age of 20,
we weren’t able to include a tasting in
the class. Still, I left confident that these
students—who listened attentively and
absorbed the lessons—will carry a
strong interest in sake into the future,
whether they open their own restau-
rants or pursue other culinary paths.
It’s my hope that, in even a small way,
this will help brighten the future of
Japanese sake.m
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injo, a sake different in quality
from our nation’s traditional
sake, emerged around the
end of the Taisho Era. Within a short
time since, sake breweries nationwide
started producing Ginjo. However,

Ly

E83 AP 150558 22
204 22
M 0|2 EIE SeM o
2ol Msotn AS

i)

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
JFC International Inc.
« l’ N NTERNATIONAL 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)

£
3 ]’L INTERNATIONAL INC

When did Ginjo sake emerge?
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in the background were two major
factors: first, the improved rice pol-
ishing machine.

Since their use started in Nada
since the late Edo Era, hydraulic
power was used for water wheel-
driven rice polishing. However, by the
end of the Taisho Era, the switch was
made to horizontal-type rice polishing
machine, driving the Ginjo sake pro-
duction that requires high degree of rice
grain polishing.

However, compared to the water
wheel-driven rice polishing, the hor-
izontal-type rice-polishing machine
drastically improved efficiency in
rice-polishing. Polishing rice to the
rice-polishing ratio above 80 percent
was very difficult due to the method of
rubbing rice together. However, since
entering into the Showa Era, the new
vertical-type rice-polishing machine
emerged, innovating the sake produc-
tion technology to a new level. The
vertical type rice-polishing machine
was an epoch-making device that
rotated the grindstone called the
“diamond roll” to grind the rice in order
from the surface portion.

Another factor was the “National
Sake Competition” (The Brewing
Society of Japan) held every other year
from October 1907, and the “Annual
Japan Sake Awards” held annually
to this day since 1911. Sake brew-
eries nationwide were excited to win
a prize in the Sake Fair and the sake
Competition. The Brewing Masters
fully utilize the latest technologies
of their respective era, competing by
selecting the variety of the raw mate-
rial rice, enhancing the degree of rice
polishing, and exercising ingenuity in
the sake production method. Ginjo sake

emerged during the process to produce
sake for submission to the Sake Fair.

The higher the rice-polishing
ratio for raw material rice, the higher
the quality of sake as known since the
late Edo Era. Unfortunately until the
Taisho Era, there was no sufficient
technology to achieve a high degree of
rice-polishing. The Brewing Masters’
long-term dream was achieved with
the Vertical-type rice-polishing device,
rapidly adopted in the early Showa Era.
The highly polished raw material rice
generates an elegant flavor, evaluated
highly during the Sake Fair.

For this reason, the sake submis-
sions naturally gravitated towards Ginjo
sake. According to the Annual Japan
Sake Awards report before/after 1935,
sake produced with rice-polishing ratio
above 50 percent constituted over half
of all sake submissions that ranked
into the top 100 selections. However,
in contrast to the current Ginjo sake
boom, the Ginjo sake production at the
time aimed to garner awards at the Sake
Fair, and since the sake was different
in both flavor and aroma up to that
point, these sake were rarely distrib-
uted among the market.m
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Fukuju Blue Hakushika Sennenju Shichiken Oonakaya Tenpoichi Yamada Nishiki Makiri Ozeki Sakura Beauty 45
Junmai Ginjo Junmai Daiginjo Junmai Daiginjo Junmai Ginjo Junmai Ginjo Junmai Daiginjo

Kobe Shushinkan (Hyogo) Tatsuuma-Honke Brewing (Hyogo) Yamanashi Meijo (Yamanashi) Tenpoichi Shuzo (Hiroshima) Tohoku Meijo (Yamagata) 0Ozeki Corporation (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Beverage Manager

Sake Shochu Spirits Institute of America
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Standards indicating Japanese Sake Flavors

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.,

As the term indicates, amino acid is the amino acid con-
tent - umami component generated from rice protein broken
down. Therefore, the higher the amino acid content, the richer
the sake flavor. However, sake too high in amino acid can
generate acidity.

The back label on a sake bottle can indicate the Sake
Meter Value, acidity, and amino acid content; one reference
to determine the sake flavor. However, sake flavor cannot be
described simply as sweet if the sake meter value is negative,
or dry if the sake meter value is positive.

Sake flavor consists not only of sugar, but also acid-
ity, amino acid content, aroma, palate, and various factors
intertwined.

Since each person perceives flavor differently, I recom-
mend referencing the various values while sampling sake to
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to introduce Japanese sake, shochu and beer
to American consumers in a way that’s easy-
to-understand.

find your own preferred brand of sake.m
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Sake Seminar
A=F MOjL}

ecently, I was invited by a

group of small and medium-

sized business owners to lead
a sake seminar, and I hosted an engag-
ing two-hour session. While I receive
requests for sake seminars from vari-
ous organizations throughout the year,
trends in sake—and alcoholic bever-
ages more broadly—are constantly
evolving. As a hands-on instruc-
tor who stays connected to the field,
I make it a point to continually refine
and update the content, ensuring each
seminar reflects the latest insights and
industry developments.

Most of what I talk about in my
seminars focuses on the real, on-the-
ground state of the sake industry and
practical tips for buying sake without
making mistakes. Unlike instructors
who hold certifications but lack first-
hand experience, I bring insights that
only someone actively working in the
field can share. I also make it a point to
deliver these lessons in an engaging and
often humorous way. One topic I often
highlight is that, compared to younger
generations, middle-aged consum-
ers have become less willing to spend
money on sake—a trend that always
sparks lively discussion.

In fact, according to the latest
household survey by Ministry of Inter-
nal Affairs and Communication, the
annual average spending on sake has
actually increased among people in
their 20s and 30s, while it has declined
among those in their 40s and 50s. This
suggests it’s not that younger people
aren’t drinking alcohol—it’s that mid-
dle-aged consumers are buying less
sake. And when you consider the age
groups that still maintain regular drink-
ing habits, there are actually more
drinkers in their 40s and 50s. The real
concern, then, is the middle-aged shift
away from sake. While some older men
often claim that “young people don’t
drink anymore,” the reality is quite the
opposite: it’s the middle-aged men who
should be spending more on sake—this
is the true, on-the-ground picture of
the market.

Teaching sake to young people

TOI-(go by Ryuji Takahashi )
Jizake Strolling
I DT

might feel a little awkward—after all,
many of them may already be more
knowledgeable about the latest trends
in sake than we are. However, when
you look at shipment data by type of
sake, there’s only a modest increase
in sales of namazake (unpasteurized
sake) compared to the previous year,
suggesting that young people aren’t yet
keeping sake regularly stocked at home.
From this observation, the conversation
naturally shifts to an important point:
when people aren’t spending, it often
means they don’t want to risk buying
sake they might not enjoy. This leads
perfectly into discussions on how to
purchase sake wisely—how to avoid
mistakes and choose bottles that truly
match your taste—making the seminar
both practical and engaging.

The seminar weaves in colorful
stories—from a stubborn owner of a
second-hand record shop to the pas-
sionate proprietor of a specialty coffee
bean store—bringing life and relat-
ability to the lessons. We also cover
practical tips: what to pick up at the
supermarket, which pack sake is worth
trying, and other easily accessible
options for enjoying Japanese sake.
After the main session, there’s always
a Q&A segment where attendees can
ask anything, and this time was no
exception. The two-hour seminar was
so lively that it extended to two and a
half hours. While the organizers were
a bit anxious about the venue sched-
ule, I was grateful to receive requests
to repeat the seminar in the future—an

Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

opportunity I’d be more than happy
to accept.

Interest in sake isn’t limited by
age—both young people and older
generations share a curiosity and appre-
ciation for it. While terms like “alcohol
harassment” are part of today’s con-
versation, perhaps it wouldn’t hurt if,
every now and then, we returned to the
old days a bit: sharing a drink between
a boss and their team, and yes, even lis-
tening to the occasional sake trivia from
a passionate older gentleman. Some-
times, a little of that tradition can be a
good thing.m
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Paseando por Tokyo Jizake
Seminario sobre El Sake

A brand'that has been enjoyed -

by families'all'over Japan for over:50 years. ' ""-; “1\:.._’

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

Let s learn about sake!
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CHALLENGE

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

Born May 11, 1972. Entered

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

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

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

Conferencia sobre Sake en una

sake se puede estudiar en diversos

Escuela Culinaria
lugares.

E I Varias organizaciones, como "Sake

Sommelier”, "WSET", "Sake Diploma™ y
"Sake Expert”, ofrecen certificaciones a
quienes han estudiado sobre el sake.

Esto es realmente maravilloso, y me
parece fantastico que quienes profundi-
zan su interés por el sake puedan aprender
mas sobre él y utilizar ese conocimiento
profesionalmente.

Sin embargo, obtener estas certificacio-
nes requiere dedicacion y esfuerzo, y no es
facil para las generaciones mas jovenes.

En este contexto, recibi una solicitud
del Instituto Culinario Tsuji de Tokio, para
impartir una conferencia sobre el sake a sus
estudiantes. Esta solicitud surgié porque los
jovenes estudiantes de cocina que aspiran a
ser chefs en restaurantes japoneses tienen
muy pocas oportunidades de aprender sobre
el sake. Fue una oportunidad maravillosa, y
acepté con gusto.

Los estudiantes recibieron una lec-
cion completa sobre el sake en las aulas
de cocina, practicas que utilizan habitual-
mente para sus estudios. Hablamos a fondo
de todo, desde la historia del sake y sus

métodos de produccion, hasta las normas
que rigen las clasificaciones especificas y, lo
mas importante para ellos, los maridajes.

Lamentamos no haber podido ofrecer-
les una cata, ya que algunos estudiantes eran
menores de 20 anos. Sin embargo, confio en
que quienes asistieron a la charla desarro-
llen un gran interés por el sake en el futuro
cuando abran sus propios negocios. Quiero
contribuir, aunque sea un poco, a un manana
mas prometedor para el sake.
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El nacimiento del sake Ginjo

150 tipos de sake delicioso
Importado de todo Japén

a través de una red nacional
enviado directamente a usted
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Master Sake Sommelier
Liquor Manager
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i Polishing Rate: 60%
¢ (Hyogo Rice)

Fukuju Blue
& Junmai Ginjo
Kobe Shushinkan (Hyogo)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

sake Ginjo, un tipo
E I de sake distinto del

sake japonés tradi-
cional, aparecio6 a finales de
la era Taisho. En poco tiempo,
comenzo a producirse en bode-
gas de todo el pais, impulsado
por dos factores principales.
Uno de ellos fue la mejora de las
maquinas pulidoras de arroz.
Desde sus inicios en Nada,
a finales del periodo Edo, las
bodegas de sake habian utili-
zado molinos accionados por
ruedas hidraulicas que apro-
vechaban el agua de los rios.
Sin embargo, a finales de la era
Taisho, estos molinos fueron
reemplazados por pulidoras
de arroz horizontales eléctri-
cas. Esto impulso la produccion
de sake Ginjo, que requiere un
alto grado de pulido del arroz. Si
bien las pulidoras horizontales
aumentaron significativamente
la eficiencia del pulido en com-
paracion con las maquinas
accionadas por ruedas hidrau-
licas, su método de frotar los
granos dificultaba enormemente
alcanzar un grado de pulido del
80 % o superior. Sin embargo,
poco después del inicio de la
era Showa, aparecio un nuevo
tipo de pulidora de arroz vertical,
marcando una nueva etapa en la

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

Junmai Daiginjo
Yamanashi Meijo (Yamanashi)
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innovacion tecnoldgica de la ela-
boracion del sake. La pulidora de
arroz vertical fue una maquina
revolucionaria que transformo
los métodos de pulido del arroz.
Se utilizaba una muela abra-

siva giratoria, llamada rodillo de
diamante, para eliminar progre-
sivamente la capa exterior de los
granos de arroz.

Otro factor que contribuyo6
a su desarrollo fue el "Concurso
Nacional de Cata de Sake”
(organizado por la Asociacion
de Destileros), que se cele-
braba cada dos anos desde
octubre de 1907, y el "Concurso
Nacional de Evaluacion de
Nuevos Sakes"”, que se celebra
anualmente desde 1911 hasta
la actualidad. Las destilerias de
sake de todo Japon competian
ferozmente por los premios en
estos concursos.

Los toji (maestros destileros)
competian seleccionando varie-
dades de arroz, aumentando el
grado de pulido e ideando méto-
dos de elaboracion innovadores,
utilizando las tecnologias de la
época. El sake ginjo surgio de la
elaboracion de sake especifica-
mente para estos concursos. Si
bien se sabia desde finales del
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periodo Edo que un mayor grado
de pulido del arroz resultaba

en un sake de mayor calidad,
lamentablemente, no se con-
taba con la tecnologia suficiente
para un pulido de alto nivel hasta
la era Taisho. La maquina puli-
dora de arroz vertical, que se
introdujo rapidamente a princi-
pios del periodo Showa, fue lo
que finalmente hizo realidad el
sueno de aquel maestro cero. El
sake elaborado con arroz pulido
al extremo tenia un sabor ligero
y refrescante, y, naturalmente,
obtenia altas calificaciones en
los concursos de sake. Como
resultado, el sake presentado

a estos concursos se concen-
tr6 en la forma de sake ginjo.
Segun un informe de un nuevo
concurso de cata de sake de
alrededor de 1935, mas de la
mitad de las 100 mejores mues-
tras eran sake con un grado de
pulido del arroz del 50 % o supe-
rior. Sin embargo, a diferencia
del auge actual del sake ginjo,
su elaboracion en aquel enton-
ces tenia como unico proposito
ganar premios en concursos de
sake, y debido a que su sabor

y aroma eran completamente
diferentes a los del sake de la
época, era dificil encontrarlo en
el mercado.
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This article was courtesy from Shibata Shoten Co Ltd.
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America was
founded with the purpose to promote further
understanding of Japanese sake, shochu
and beer in a shared where 500 million
people enjoy wine in North America. We
strive to increase Japanophiles by furthering
understanding of the sake culture through
online Japanese sake and shochu colleges
and books related to Japanese sake,
shochu and beer, etc. Especially sampling
parties directly approaches consumers

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

Instituto de la Espiritu

Sake Shochu de América

Criterios para identificar el sabor
del sake

Los aminoacidos, como su nombre
indica, muestran la cantidad de aminoaci-
dos presentes en el sake. Estos se producen
durante la descomposicion de la proteina del
arroz y son componentes del umami. Por lo
tanto, cuantos mas aminoacidos contenga el
sake, mas rico sera su sabor, pero un exceso
puede resultar en acidez.

El valor del medidor de sake, la acidez y
el contenido de aminoacidos a veces se indi-
can en la etiqueta posterior y pueden servir

como pistas sobre el sabor. Sin embargo, el
gusto del sake no se reduce a un valor nega-
tivo en el medidor que indique dulzor o un valor
positivo que indique sequedad.

El sabor se compone de varios elementos,
incluyendo no solo el azucar, sino también la
cantidad de acidez y aminoacidos, el aromay la
sensacion en la boca.

Dado que la percepcion del gusto varia
de persona a persona, lo mejor, es usar estos
valores como referencia al degustar diferentes
sakes para encontrar tu favorito.
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Seminario
sobre El Sake

ecientemente, recibi una

solicitud de pequenos

empresarios para impar-
tir un seminario sobre sake, asi
que ofreci uno de dos horas.
Cada ano recibo solicitudes de
seminarios de sake de diversos
lugares, pero dado que las ten-
dencias en bebidas alcohdlicas,
no solo en sake, cambian anual-
mente, siempre me esfuerzo
por perfeccionar el contenido
como ponente con experien-
cia practica. La mayor parte de
mi charla se centra en la situa-
cion real de la industria del sake
y en cOmo comprar sake sin
cometer errores. A diferencia de
otros ponentes que solo cuen-
tan con titulos académicos, creo
que esta es una charla que solo
alguien con experiencia practica
puede impartir. Y siempre intento
explicarla de forma interesante
y amena. Uno de los temas que
abordo es que las personas de
mediana edad gastan menos en
sake que los jovenes. De hecho,
segun la encuesta de gastos de
los hogares del Ministerio del
Interior y Comunicaciones, el
gasto anual promedio en sake
de las personas de entre 20y 30
anos aumento el ano pasado,
mientras que disminuyo para
las personas de entre 40 y 50
anos. Esto no quiere decir que
los jovenes beban mas, sino que
las personas de mediana edad
compran menos sake. Ademas,
dado que quienes tienen entre
40y 50 afos son mas propen-
sos a tener habitos de consumo
de alcohol, la disminucion en
el consumo de sake entre las
personas de mediana edad
es particularmente preocu-
pante. Hay hombres mayores
que suelen decir que los jove-
nes no beben alcohol, pero la
verdad es que son ellos quienes
deberian gastar mas dinero en

TOI-(go by Ryuji Takahashi _
Jizake Strolling
ROw A RS

Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

sake. Quizas les resulte inco6-
modo hablarles a los jovenes
sobre sake, y es posible que
ellos sepan mas sobre el sake
actual que los hombres mayo-
res. Sin embargo, al observar el
volumen de envios por método
de elaboracion, los datos mues-
tran que el sake sin pasteurizar
ha aumentado ligeramente en
comparacion con el ano ante-
rior, por lo que parece que los
jovenes no tienen sake en casa
habitualmente. A partir de esta
observacion, la conversacion
deriva de forma natural hacia un
punto crucial: cuando la gente
no gasta, a menudo significa
que no desea correr el riesgo de
adquirir un sake que tal vez no
sea de su agrado. El seminario
entrelaza historias pintores-

cas —desde la de un obstinado
dueno de una tienda de discos
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de segunda mano hasta la de

un apasionado propietario de

un establecimiento de cafés

de especialidad—, aportando
vida y cercania a las lecciones
impartidas. También abordamos
consejos practicos: qué produc-
tos adquirir en el supermercado,
qué variedades de sake enva-
sado vale la pena probar y otras
opciones de facil acceso para
disfrutar del sake japonés. Tras
la sesion principal, siempre se
incluye un segmento de pre-
guntas y respuestas en el que
los asistentes pueden plantear
cualquier duda; y esta ocasion
no fue la excepcion. El semina-
rio, programado para durar dos
horas, result6 tan animado que
terminé extendiéndose hasta las
dos horas y media. Si bien los
organizadores se mostraron algo
inquietos por los horarios del

recinto, yo me senti muy agra-
decido al recibir peticiones para
repetir el seminario en el futuro:
una oportunidad que aceptaria
con sumo placer. El interés por
el sake no entiende de edades;
tanto los jovenes como las gene-
raciones mayores comparten
una misma curiosidad y aprecio
por esta bebida. Aunque térmi-
nos como el «acoso por alcohol»
formen parte de las conver-
saciones actuales, tal vez no
estaria de mas que, de vez en
cuando, regresaramos un poco a
los viejos tiempos: compartir una
copa entre un jefe y su equipo

Y, Si, incluso escuchar alguna
que otra anécdota o curiosidad
sobre el sake contada por un
apasionado caballero de edad
avanzada. A veces, un poco de
esa tradicion puede resultar algo
muy positivo.



