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Artisan style noodles with springy texture and bold flavors!
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GarlicFlavor Rich Taste Umami Spicy Tantan Noodles
Tonkotsu-style Ramen Miso Ramen Soy Sauce Ramen Without Soup
#52204 #18375 #49304 #34579
Rich and creamy pork bone broth Deep and flavorful miso-based broth Balanced soy sauce-forward Soupless tantan noodles featuring

flavored soup a spicy lingering finish

Choose with confidence.
Distributed by
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Refreshing Flavor and
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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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Mission of Japanese
Restaurant News

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

Two sake products from Hakutsuru Sake Brewing Co., Ltd.
garnered the Gold Award at “2026 Monde Selection”

GOLD HEEEED2EmD 12026 FE

f@&%

2025

=i
Awwards

akutsuru Sake Brewing Co.,
Ltd., a long-established sake
brewery practicing traditional

Japanese sake brewing skills and
techniques, garnered the Gold Award
in the Spirits & Liqueurs category of
the international competition “2026
Monde Selection.”

The Monde Selection is a quality
assurance institute organizing global
assessments of food, distilled liqueurs,
and beverages. Globally acclaimed
brewers, master sommeliers, and other
expert judges assess the quality of
spirits & liqueurs and recognize entries
of superior quality with awards (Grand
Gold, Gold, Silver, and Bronze).

The two award-winning sake
products from Hakutsuru that
reflect their fastidious sake-brewing
techniques are as follows:

<Gold Award>

Hakutsuru Daiginjo 720 ml
Hakutsuru Umeshu Genshu 720 ml
(awarded for 6 consecutive years)
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Hakutsuru Daiginjo B#85 AMSEE 720 ml

First, let’s introduce “Hakutsuru
Daiginjo.” Hakutsuru’s unique brewing
techniques produce a fruity aroma,
subtle flavor, and sake quality that pairs
well with various cuisines. Brewed
from rice grown in Japan and rice koji
(malted rice), the rice polishing ratio
is set to 50%. The flavor of this Ginjo
sake with a delicate fruity aroma is
especially high-quality.

The alcohol content of Hakut-
suru Daiginjo is greater than 15%,
but less than 16%. The Sake Meter
Value is £0. Excellent with food, this
sake is recommended for pairing with
various cuisines. Hakutsuru Daiginjo
is also certified with the geographical
indication (GI) of “Nadagogo.” GI
“Nadagogo” is a geographical indica-
tion certified by Japan’s National
Tax Agency to protect sake brewed
in Nadagogo.

FTHENT 2013 THE KBEE, A
A OBESERMIC X D 7V —T 4 —7
T EREARDWEEBL, 3%3%
7R E RO R OIEE DR, AR
FEINPEDRRKZ 9 UM, Kk

Al350%ICEE, Ml c7v—T 1 —7%
TFH 2RO ZOKRNGEEIZ, HAREOFT
LERHC FEAREDbLERL &2 L2k
5, TAa—VEHIZ15% L E16%A
e, HATEEE IR 0, BHE & oMM
W, SEIERRICAEDETREL
L EMHKD,, E5ic, GI TR,
WCHBESNTOEDHRA >~ b, GI T
Ty &, WERATCE S L HAE %2
RS 2 72 DIZED b N EHRTIRE D
HRN R,

Ingredients FE#fl4:

K(BXE) GRISL (BFE) BE

Rice-polishing ratio #&X%4&: 50%

Alcohol content 7)La—)L%:

Sake Meter Value (SMV) B&EE: +0

Rice (grown in Japan), rice koji (made in Japan), brewer’s alcohol
73—

Greater than 15% (LL L), less than 16% (ki)

Hakutsuru Umeshu Genshu B#: #8;85 & 720ml

A liqueur made from 100% Kishu
Nanko Plums, steeped thoroughly using
traditional methods, characteristic
for its mellow aroma and rich flavor.
Authentic plum wine made using no
acidulant, food coloring, nor additives.

FCMFE 2 100% L, Had s
DWMPFEZHAATL 5 DETIAALY
¥ 2 =)W % & TR HHEREFED &
R R D WHINRER, R - &k -
T RHIEANIN O AAS T,

Alcoholic Beverage JBEDRE :
Ingredients Ett#l4:

Alcohol content 7/La—)L%:

Liqueur U%a—)L

Plums, brewer’s alcohol

sugar (made in Japan)

B EBIETILI—)L EE (HAERRE)
Greater than 19% (M k)

less than 20% (k&)
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

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

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

David Kudo

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

he average amount an American

spends at a full-fledged casual
restaurant is, including beverages,
about $20. If we suppose the entrée
is $14.50, $5.50 is spent on alcoholic
beverages. The majority of glass wines
are priced at $4-7 for 180-220ml
servings, and many bottled beers are
$3.50-4.50. Comparatively, sake from
Japan with the same serving size as
wine (180ml) is $8.50-9.50. The price
is 2.5 times higher, and the selections
are more limited.

Japan-made sake utterly lacks
selections in this price range.
720ml-bottle sake are sold in restau-
rants for $40 and higher; this makes
the product a challenge to order, or a
special occasion-only option to many.
Trader Joe’s Charles Shaw made a
splash in the wine world when it was
introduced, and at $2.99 for a 750ml
bottle, it’s still selling strong and
bringing in new wine lovers. Many
must have started with this “Two Buck
Chuck,” fallen in love with wine, and

begun buying more expensive wines.
Initially considered as a threat to the
normally $4-5 wine industry, Charles
Shaw contributed to expanding the
wine industry that eventually benefitted
all wine businesses.

There is no need to dramatically
reduce quality to reach this price point,
but Japanese corporations should be
able to achieve a certain level of it,
considering what has been achieved
in the past with home appliances
and cars.m
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by Kosuke Kuji

4

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 lwate 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

Anime, Voice Actors, and Japanese Sake Part 1
P_AEEBEHEFH €01

pillar of Japan’s cultural

heritage, sake earned a place

on UNESCO’s Intangible
Cultural Heritage list in 2024.

And then there’s Japanese anime—
another pillar of the nation’s subculture,
captivating audiences across the globe.
From Demon Slayer: Kimetsu no Yaiba
to One Piece and Dragon Ball, these
iconic titles continue to command
massive international followings.

Bringing these animated worlds
to life are the voice actors—the
seiyuu—whose performances shape
the very soul of each story. The depth,
emotion, and atmosphere of anime
owe an immense debt to their craft,
and in many ways, they stand among
Japan’s most defining actors on the
global stage.

Yet behind its dazzling global
success, the world of anime is
anything but easy. The content itself is
celebrated worldwide for its immense
creative power and cultural value—
and the revenue it generates is nothing
short of enormous. The content itself
commands immense value and gener-
ates significant revenue worldwide,
a testament to its powerful appeal.
And still, when measured against that
strength, the recognition and compen-
sation afforded to voice actors often fall
short. It’s long felt as though seiyuu
deserve far greater acknowledgment
for the vital role they play. I've loved
anime for as long as I can remember.
For years, I dreamed of collaborating
with it—but the industry felt so vast,
so formidable, that I eventually set the

idea aside. Then I noticed something
unexpected: many of the very voices
that bring anime to life—the seiyuu
themselves—share a deep apprecia-
tion for Japanese sake. That realization
opened a new path. By partnering with
these voice actors, I began launching
a range of collaborative projects that
bridge the worlds of anime and sake in
a fresh, meaningful way.

By bringing voice actors’ talents
beyond the realm of anime and into
dialogue with Japan’s traditional
culture of sake, I set out to express their
artistry in new ways—and to expand
how their value is perceived.

With this initiative now underway,
I’ll be sharing more in the coming
installments about these collaborations
and the stories behind them.m
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east is a general term that refers
to single-celled microorgan-
isms (fungi) that propagates

due to germination or cell division.
Yeast has the effect of breaking sugar
down to alcohol and carbon dioxide
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Yoshihide Murakami

Master Sake Sommelier
Liquor Manager
JFC International Inc.
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(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)

.
o |
#

e
e

i Alcohol:
‘a::z;J?”W

i

What is yeast...?

=353 =9 EIpa)

(gas). Approximately 5 ~ 10 microns
(1 micron = 1/1,000 of 1 millimeter)
in size, yeast comes in various shapes
— egg-shaped, sphere-shaped, sausage-
shaped, etc. Similar to mold, yeast is
naturally distributed throughout the
natural world (called wild yeast).

Sake does not use food ingredients
with distinct characteristics (like grapes
pressed to produce wine), nor does it
use secondary food ingredients to add
aroma (like hop used to add aroma to
beer). Since the sake characteristic is
greatly influenced by the yeast proper-
ties, it is important to select the proper
yeast that suits your purpose. Yeast
creates the distinct Ginjo aroma as well.

While there are various types of
yeast, the type described here is the
typical fermentable yeast, saccharo-
myces, of which the saccharomyces
cerevisiae is the most representative
yeast for brewing with strong alcohol
fermentation capabilities, often used
as baker’s yeast (yeast to make bread),
beer (beer brewer’s yeast), wine (wine
producer’s yeast), and other general
uses to brew alcohol. Saccharomyces
sake — referred to as sake yeast - belongs
to the saccharomyces cerevisiae species
and is used to brew Japanese sake. Sake
yeast can produce highly concentrated
alcohol up to 20 percent, characteristic
for its strong fermentation capabilities
under low-temperatures.

Also, yeast used to ferment alcohol
consists of two types: top fermentation
yeast and bottom fermentation yeast.
For example, the main yeast used to
brew beer worldwide - such as in Japan
and Germany - is the bottom fermenta-
tion yeast, which ferments under the
fermentation mash; while yeast used
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to brew English ale or stout, etc., is top
fermentation yeast, which ferments
on top of the fermentation mash and
bubbles while fermenting. Brewer’s
yeast is classified as top fermentation
yeast, the same type of yeast as ale
and stout.

Generally, quality sake yeast is
highly aromatic and characteristic for
its strong fermentation capability, while
low in the ability to generate acid. Cur-
rently, the widely used quality yeast
is the “Association Yeast,” distrib-
uted by the Brewing Society of Japan.
However, each prefecture is actively
developing its own yeast. Long-estab-
lished sake brewers have their unique
yeast attached to their buildings, bed
soil, etc., and this yeast is called home-
grown yeast.” Traditional sake brewing
procedures cultivated this home-grown
yeast to produce sake yeast. However,
in recent years, small to medium-sized
regional breweries are starting to see
a revived application of this “home-
grown yeast.”m
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Nakano Umeshu
Nakano BC Co (Wakayama)

Daishichi Kimoto Umeshu
Daishichi Sake Brewery (Fukushima)

Hakutsuru Ume Plum
Hakutsuru Sake Brewing Co (Hyogo)

Tamade Izumi Nigori Plum Sake Dassai 23 Umeshu Plum Sake
0Ooga (Fukuoka) Dassai Inc. (Yamaguchi)

Ippongi Ginkobai Umeshu
Ippongi Kubohonten (Fukui)

CORERFGKARHEASELDEEINTWET, This article was courtesy from Shibata Shoten Co Ltd.
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Sake Shochu Spirits Institute of America
NPOEA
KEEGEE A BT

Sake Shochu Spirits Institute of America
was founded with the purpose to promote

further understanding of Japanese sake,
shochu and beer in a shared where 500

million people enjoy wine in North America.

We strive to increase Japanophiles by
furthering understanding of the sake
culture through online Japanese sake
and shochu colleges and books related
to Japanese sake, shochu and beer,

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

Sake Shochu Spirits Institute of America
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Japanese sake type
- Differ according to the combination of flavor and aroma

Knowing the type of Japanese sake helps to select sake
according to your purpose. The diverse characteristics of Japanese
sake brewed across over 1,500 sake breweries nationwide vary
greatly in flavor, even within the same brand, depending on the
ingredients and production method used.

There is no definite flavor characteristic of Junmai or Ginjo
for example, as some are sweet while others are dry. Also, sweet
sake flavor further varies widely in richness, fruity sweet, or
refreshingly sweet, etc.

Therefore, various classifications are possible depending on
your chosen criteria. For example, the rice polishing ratio could
be another reference point to narrow your sake type. The lower
the rice polishing ratio, the more refreshing the flavor. The higher
the rice polishing ratio, the stronger the flavor.

Sake can also be classified according to how you enjoy your
sake. Some sake types are more flavorful when enjoyed chilled,
while others are more flavorful enjoyed hot. Refreshing sake and
Ginjo are delicious chilled, while rich sake like Kimoto-Junmai is
delicious hot.m
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TOk o by Ryuji Takahashi
leake Strolling
R Gl e A

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.

As Summer Arrives, Japan’s Sake Industry Enters a New Season
Bzl Z5BABERR

I recent years, prices across the
n Japanese sake market have
been steadily rising. While it is natu-
ral for discretionary items to follow the
upward trend seen in essential goods,
there is a crucial difference: sake is, at
its core, a luxury rather than a necessity.
As a result, unlike everyday staples,
these price increases are more likely to
trigger noticeable consumer restraint
and a pullback in demand.

On top of this, the increasingly
prolonged and intense summer heat
is dampening consumer appetite, cre-
ating a double blow that could make
this summer a challenging season for
Japan’s sake industry. Interestingly, a
similar pattern can be seen in other pre-
mium indulgence categories. According
to coffee bean wholesalers—another
representative of the world of discre-
tionary goods—coffee prices are also
rising. While iced coffee offers some
relief during the hotter months, bean
sales still reportedly drop significantly
compared to the winter season.

In contrast, categories such as
tobacco appear far less sensitive to price
fluctuations. Even with steady price
increases, many smokers—driven by
long-standing nicotine dependence—
do not readily change their habits, even
when costs double compared to earlier

years. Demand also tends to remain
largely unaffected by seasonal shifts.
Younger smokers, moreover, often
have no reference point for past pricing
levels, and with the emergence of alter-
natives such as electronic cigarettes,
the sense of ‘rising cost’ may feel less
pronounced than expected. Among
sake enthusiasts, younger consumers
are said to spend surprisingly gener-
ously on sake. However, the overall
number of people who drink it on a reg-
ular, everyday basis remains relatively
small. While there are always a few
devoted drinkers across all age groups
who stick exclusively to sake even in
the height of summer, overall consump-
tion still declines significantly during
the hot season. In many cases, it is
gradually displaced by other alcoholic
beverages such as beer and highballs,
which tend to dominate summer drink-
ing occasions.

As long as record-breaking heat-
waves continue, this situation is
unlikely to change. Many produc-
ers attempt to offset the downturn by
introducing refreshing seasonal sake
and proposing new ways to enjoy Jap-
anese sake, yet the results remain a
world apart from winter sales figures.
From summer through autumn, local
breweries—having already completed
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their brewing season—turn their focus
elsewhere, with sake events and tasting
gatherings held across various regions
in an effort to keep the culture alive
during the off-season.

However, even these efforts are
beginning to face new challenges.
Outdoor events are becoming increas-
ingly difficult to sustain under the
intensifying summer heat, leading to
a gradual shift toward indoor venues.
This transition brings its own complica-
tions: venue costs are typically higher
indoors, which in turn pushes up par-
ticipation fees. As a result, attendance
among sake enthusiasts may also be
affected. At the same time, brewer-
ies may be required to take on a larger
share of sponsorship responsibilities,
potentially placing additional finan-
cial strain on their operations. In such
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a scenario, these events risk becoming
dominated by major brands and well-
established labels, leaving smaller local
breweries with fewer opportunities
to showcase themselves and connect
directly with consumers.

With the rise of remote work in
recent years, the long-standing habit
of grabbing a beer after work may be
gradually fading. Yet, it is also possible
that the image of Japanese sake itself
has not significantly evolved over the
past few decades. In Japan, even wine
culture reflects a certain temperature-
conscious mindset—few people reach
for chilled red wine, for example, with
red typically served at room temper-
ature and white well chilled. As long
as these associations persist, sake may
continue to struggle to position itself as
a natural choice for hot summer days.m
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FOOD EVENT CALENDAR
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IDDBA — International Dairy Deli
Bakery Association

6/7-9

New Orleans, LA

Ernest N. Morial Convention Center
www.iddba.org

IDDBA 2026 brings together
today’s leaders and tomorrow’s inno-
vators for the industry’s premier event
dedicated to dairy, deli, bakery, and
foodservice. Join more than 10,000
attendees and 1,000+ exhibiting com-
panies to explore the latest products,
trends, and fresh ideas to help grow
your business. Network with influen-
tial industry leaders, gain valuable
insights from experts, and experience
the energy of a community driven by
a shared passion for food. Designed
for serious buyers, merchandisers, and
executives, IDDBA 2026 is the once-a-
year opportunity to make meaningful
connections and stay ahead in a
rapidly evolving industry.

BevNET Events:
Beverage, Food, and Beer
6/10-11

Metropolitan Pavilion, NY
www.bevnet.com/events/
bevnetlivenyc2026/venue_1

The NYC 2026 edition takes place
June 10-11 in New York, NY, and
will feature the 28th edition of the
New Beverage Showdown, along-
side expert-led panels and insights
from some of the industry’s most
impactful leaders. Build Your Network
for the Year Ahead / With nearly 56%
of attendees being C-level executives,
you're not just collecting business
cards — you're forging relationships
with founders and decision-makers.
Many brands report meeting their
first investor, distributor, or strategic
partner at BevNET Live. Learn What's
Working Now / Hear candid insights
from successful beverage founders
on scaling, fundraising, retail strategy,
and navigating supply chain chal-
lenges. Spot the Next Big Trends / Get
ahead of shifts in functional ingre-
dients, sustainability, better-for-you
categories, and alternative packaging.
Both Poppi and Liquid Death pitched
in BevNET's signature pitch competi-
tion before they were sold in retailers
nationwide.

Benchmark Against the Best / See
how your brand stacks up by learning
directly from competitors and cat-
egory leaders. Whether it's packaging
design, retail strategy, or innovative
formulations, you'll leave with con-
crete ideas to strengthen your next
stage of growth.

Western Candy Conference
6/10-14

San Antonio Resorts, TX

Hyatt Regency Hill Country Resort & Spa
www.westerncandyconference.org/
conference

The Western Candy Associa-
tion is a non-profit trade organization
that has served as vital resource for
professionals in the confectionery
industry for 92 years! Our mission is to
foster a strong, supportive commu-
nity for manufacturers and suppliers,
while addressing key government
affairs that impact these sectors.
The annual Western Candy Confer-
ence is the association's flagship
event. This professional conference
brings together industry leaders for
networking, community building, edu-
cational sessions, and the exchange of
innovative ideas. It serves as a prime
opportunity for members to collabo-
rate, learn about industry trends, and
address key issues affecting the sector.
Through its events and advocacy
efforts, the Western Candy Associa-
tion helps create a platform for growth,
innovation, and education in the
confectionery industries.

LAWineFest 2026

6/13-6/14
Burbank, CA
www.lawinefest.com

The 21st Annual LAWineFest is
moving this year - to the celebrated Los
Angeles Equestrian Center in Burbank
on beautiful tree shaded grounds,
where Hollywood glamour meets
equestrian tradition. The Center offers
wide-open grounds, natural shade,
and a relaxed outdoor atmosphere for
wine lovers! This secluded haven boasts
privacy, stunning mountain views, and
provides a serene and picturesque
setting for any occasion.

Home to numerous dressage, polo
and competition events, and 500 beau-
tiful horses, the Equestrian Center’s
visitors are also known to enjoy life’s
little luxuries including fine wine and
dining. Bordering the vast expanse of
Griffith Park, Burbank offers a blend of
studio culture, local charm, and scenic
outdoor spaces just minutes from the
heart of Los Angeles. The area is home
to major film and television studios,
vibrant dining districts, and iconic
parkland that stretches across the foot-
hills. Centrally located between the 5
and the 134 Freeways, the LA Eques-
trian Center is within easy access from
numerous high profile residential areas
such as Los Feliz, Hollywood, Beverly
Hills, Sherman Oaks, Encino and Pasa-
dena, to name a few.

Coffee Fest Chicago

6/13-14

Chicago, IL

NAVY PIER
www.coffeefest.com

Coffee Fest has been serving the spe-
cialty coffee and gourmet tea industries
since 1992. Viewed by most as the best
trade show in America and around the
world specifically for those involved with
retailing coffee tea and related products.
Coffee Fest continues to evolve and stay at
forefront of emerging trends.

If it looks like coffee, smells like coffee,
goes well with or is coffee you will find it at
Coffee Fest. Everything under the sun that
would be found in an upscale coffee shop
on either side of the counter, including the
counter would be found on the exhibi-
tion floor at Coffee Fest. The best coffee
retail education, training and workshops
are found at Coffee Fest. Dedication to
Environmental, Social, and Governance
(ESG) principles encompasses a wide array
of initiatives that span before, during, and
after Coffee Fest, as well as within our own
organization, Clarion Events. This commit-
ment is evident in our long-standing focus
on diversity, the implementation of our
attendee code of conduct, our on-site phil-
anthropic endeavors like Clarion Cares, and
our ongoing efforts to reduce waste at our
events. We wholeheartedly embrace ESG
principles and actively incorporate them
into all facets of our operations and events.
Our aim is to minimize our environmental
impact, promote inclusivity and diversity,
and contribute positively to the well-being
of local communities.

Fancy Food Show

6/28-30

New York, NY

The Jacob K. Javits Convention Center, New
York

In 2026, the Specialty Food Association
will proudly host the 70th Summer Fancy
Food Show in New York City. Thousands of
specialty food suppliers will showcase their
new, in-demand, and on-trend products to
food industry attendees from every channel
of trade. Buyers, brokers, distributors,
investors, media, students, and manufac-
turers will find ways to check off their to-do
lists, achieve their unique goals, and get
inspired at the Fancy Food Show, specialty
food's premier product discovery event.
The Specialty Food Association is a thriving
community of food artisans, purveyors,
importers and entrepreneurs who bring
craft, care and joy to the distinctive foods
they sell. Established in 1952 in New York,
the not-for-profit trade association provides
its 3,000+ members in the U.S. and abroad
the tools, knowledge and connections to
champion and nurture their companies in
an always-evolving marketplace. The Asso-
ciation (formerly the National Association
for the Specialty Food Trade, Inc.) owns and
produces the Winter and Summer Fancy
Food Shows, and presents the sofi Awards
honoring excellence in specialty food.
Delight your tastebuds, chew on emerging
trends, and get facetime with all the right

Japanese Restaurant News -

people at one of the food industry's
tentpole events.

July

School Nutrition Association
—SNA

7/12-14
Charlotte, NC
Charlotte Convention Center

Known as the School Nutri-
tion Event of the Year, SNA's Annual
National Conference (ANC) is the
largest and most vibrant gathering
of K-12 school nutrition professionals
in the country. Each July, thousands
of school nutrition operators, direc-
tors, managers, state agency staff, and
industry partners come together for
four energizing days of learning, net-
working, and discovery.

ANC is where school nutrition
comes to life. From cutting-edge
education sessions and expert-led key-
notes to the nation’s largest exhibit
floor dedicated to K-12 foodservice,
ANC delivers the tools, ideas, and
inspiration needed to elevate school
meal programs and support student
success. With a focus on both profes-
sional and personal growth, ANC is
your moment to connect with peers,
explore solutions, and celebrate the
power of school meals in shaping
healthy futures.

Texas Restaurant Show
7/12-13

Henry B. Gonzalez Convention Center
San Antonio, TX
www.texasrestaurant.org

Texas Bar & Nightclub Conven-
tion has been acquired by the Texas
Restaurant Show. This merger, to be
known as the Bar & Nightclub Show-
case, creates a single destination to
explore the future of beverage driven
business within the Texas Restaurant
Show with upwards of an additional
100 booths and expands the show’s
audience to more than 8,000 industry
professionals. Quincy Barnes, owner
of SMC-Events and longtime director
of the Texas Bar & Nightclub Conven-
tion, will help guide the transition and
elevate the experience for attendees
and exhibitors as the new Bar and
Nightclub Showcase takes shape.

The enhanced 2026 Texas Res-
taurant Show will offer expanded
products, services, and education
designed for bars, nightclubs, and
alcohol serving restaurant establish-
ments, from beverage innovation
and bar equipment to nightlife tech-
nology, compliance insights, and
workforce solutions. Exhibitors will
gain unmatched exposure to a larger
pool of owners, buyers, and decision
makers, while operators will access the
tools, insights, and partnerships they
need to grow. Stay inspired. Stay con-
nected. Stay at the forefront.
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Part 3
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How Ramen, Izakaya, and Premium Sake

Found Their Place in American Dining
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To mark 100 years of bringing the flavors of Japan to America, Mutual Trading looks back on its storied history—from its early days supplying

B

pantry staples to immigrant communities, to its role in pioneering sushi as the first true gateway to Japanese cuisine in the United States.

n this third installment, the story
I shifts once again—this time to a

period of diversification. By the
1990s, sushi was no longer a novelty. It had
taken hold across the country, evolving
from a niche offering in Little Tokyo
to a recognizable fixture in American
dining. As popularity expanded, so too
did prospects for the business world to
enter the Washoku industry as Japanese
cuisine expanded beyond a single defining
category.

What followed was not a singular
breakthrough, but a steady unfolding. New
formats emerged. Beverage programs
evolved. Operators began exploring how
Japanese cuisine could move beyond
occasion dining to become engrained into
consumers’ routine dining lifestyle.

This period—spanning the 1990s through
the early 2010s—marked a transition from
introduction to expansion,

as Japanese cuisine in America grew into
something broader, more adaptable, and
more deeply rooted in the restaurant
landscape.

The Shift Toward

Casual Dining

The forces that shaped this transformation
were not limited to the kitchen.They were
economic, cultural, and structural.

Following the Plaza Accord and the
fluctuations of the yen through the
late 1980s and into the 1990s, Japanese
corporate presence overseas began to
contract. The expatriate communities that
had once supported high-end Japanese
restaurants grew smalle; and many
establishments that relied on that customer
base struggled to sustain themselves.

In their place, a new model began to
emerge—one less dependent on corporate
clientele and more aligned with everyday
diners. Accessibility, value,and repeatability
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The evolution of Japanese dining: Ramen that pushed
boundaries, izakaya that changed the flow, and jizake that tied it all together.

became increasingly important.

At the same time, dining culture in Japan
was undergoing a parallel shift. Izakaya-
style establishments, built around small
plates and social dining, were gaining
popularity. Menus expanded beyond formal
structures, incorporating approachable
dishes such as curry rice and yakisoba—
foods that could be served quickly, shared
easily, and enjoyed without ceremony.

In the United States, these changes opened
new pathways. Japanese cuisine could
now exist outside the confines of special
occasions. It could adapt to different price
points, different service models, and to
much wider audiences.

For Mutual Trading, the implications were
clear. Supporting the next phase of growth
meant moving beyond to help operators
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manage diverse staffing with less familiarity
in Japanese food preparation, along with
rolling out new menu concepts beyond
sushi.

Ramen: From Early Roots

to a Scalable Category

Among the categories that would define
this era, ramen occupies a unique place—
both as an early arrival and as a late
bloomer.

Ramen’s presence in the United States
dates back further than many assume.
One of the earliest known ramen specialty
shops, Sapporo Ya, opened in Little Tokyo
in 1970, introducing the dish to a small
but dedicated audience. Later, Kouraku,
established in 1979, would become one
of the longest continuously operating
ramen restaurants in the country, quietly
sustaining the category across generations.

Despite this early foothold, ramen
remained limited in scope for decades,
largely confined to Japanese communities
and overshadowed by the rapid rise of
sushi. What changed in the 1990s and
beyond was not the dish itself, but the
conditions surrounding it.

Mutual Trading recognized that ramen’s
potential lay in its ability to scale—to offer
depth of flavor while remaining accessible,

Part 3

cost-effective, and adaptable to different
formats. To support that potential, the
company focused on one of the most
critical elements: consistency.

Early efforts included the domestic
production of nama ramen (fresh noodles),
a process that required both technical
precision and operational discipline.
Production began in the early hours of the
morning, with teams working to achieve
the texture, elasticity, and reliability needed
for professional kitchens.

At the same time, Mutual Trading expanded
access to the broader ecosystem of
ramen ingredients—broths, tare, oils, and
toppings—helping operators construct
menus that balanced authenticity with
efficiency.

Ramen’s rise was gradual, built on
repetition rather than spectacle. But over
time, it proved uniquely suited to the
changing market. It could be positioned as
both casual and specialized, affordable yet
deeply satisfying. It invited customization
while maintaining a clear identity.

What began as a niche offering evolved
into a foundational category—one that
would eventually anchor new generation
of Japanese dining concepts across the
United States.

above:

Sapporo-Ya, the first ramen specialty
shop in America, was busy with newly
arriving Japanese families missing flavors
of home and military servicemen
returning from duty in Japan.

(Alan Miyatake, Toyo Miyatake Studio)

right:

Sapporo-Ya’s lunch menu at the time of
its opening in 1970. Exchange rate was
360 yen to the US dollar, which held
prices down on import ingredients from
Japan.
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Kouraku, the Much Adored Machi Chuka

Opened in 1979, Kouraku continues to this day as the much-adored Machi Chuka or the
neighborhood Chinese Ramen shop, offering a lineup including Chinese comfort dishes.
This late-night spot attracted post-game Dodgers fans of pitcher Hideo Nomo who
himself dined here in the mid 90’s, and nowadays thirty years later, still draws in fans of
Shohei Otani. Pictured here is their popular Tanmen vegetable ramen.
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Izakaya turns dining into connections -

More variety, more flow, more togetherness for the guests.

Izakaya: A New Way of Dining

If ramen expanded what could be
served, izakaya redefined how it could be
experienced.

Traditional Japanese dining in the United
States had long been structured around
individual dishes and formal service.
Izakaya introduced a different rhythm—
one centered on movement, variety, and
shared experience.

Small plates allowed for flexibility. Menus
could shift with seasons, trends, or
inventory. Diners were encouraged to
order incrementally, creating a more
dynamic and interactive experience.
Beverage programs, rather than sitting
alongside the menu, became integral to it.

For operators, this format offered practical
advantages. It supported higher table
turnover, diversified revenue streams, and
reduced the risk associated with large-
format dishes. It also aligned with broader
shifts in American dining, where consumers
were increasingly drawn to communal and
exploratory experiences.

Mutual Trading’s role in this transition
was to support not just ingredients, but
the structure behind the format. This
meant expanding into a wider range of
products—sauces, marinades, prepared
items, and beverages—while maintaining
the consistency and quality that operators
depended on.

In doing so, the company developed new
products to help enable a format that could
adapt across markets, bridging traditional
Japanese  dining with  contemporary
expectations.

Jizake: A Turning Point in Sake

If the evolution of ramen and izakaya
reflected changes in food, the emergence of
jizake marked a turning point for beverages.
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The shift did not begin with a strategy, but
with a moment.

In the late 1980s, while attending a golf
tournament in Hawaii, then president
Noritoshi Kanai found himself seated in
a restaurant when he noticed something
unusual. From across the room, a fragrance
drifted through the air—delicate, aromatic,
and unlike the sake typically encountered
in the United States.

He asked what was being served.

It was a Junmai Ginjo from Midorikawa
Brewery in Niigata.

At the time, the U.S. sake market was
defined by domestic production and
familiar ~ patterns of service—warm,
accessible, and modest in price. Mutual
Trading’s own top-selling sake reflected
that reality: reliable, consistent, and widely
accepted.

But this experience suggested something
else entirely. A category existed that
had not yet been fully introduced—one
defined by nuance, craftsmanship, and
regional identity.

For Kanai, it was not simply a matter
of importing new products. It was an
opportunity to redefine how sake could
be understood.

Working closely with Tokyo Mutual
Trading, the company began traveling
across Japan, building relationships with
breweries and sourcing premium sake
that reflected the diversity of the category.
Early introductions included brands such
as Hakkaisan, = Hakutaka, Kamotsuru,
Kiku-Masamune, Kikusui, Kubota,
Shimeharitsuru, Suigei, Sumiyoshi, Tamano
Hikari, and Takenotsuyu, each offering a
distinct expression of style and origin.

Yet the challenge was not supply—it was
perception.
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Small plates that shift with the seasons, highlights fresh ingredients and flexible
menus, easing restauranteurs on procurement and reduces waste.
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from left:

Take No Tsuyu Junmai

Kamotsuru Junmai Ginjo

Tamano Hikari Junmai Daiginjo

Kubota Hekijyu Yamahai Junmai Daiginjo
Hakkaisan Tokubetsu Honjozo
Hakkaisan Junmai Ginjo

Kikusui Junmai Ginjo

Suigei Tokubetsu Junmai
Kiku-Masamune Kimoto Junmai

Hakutaka Tokubetsu Junmai

Jizake: Riding on the heels of their immense popularity in Japan during the 80’s, Mutual Trading develops the category and
opens the door for Americans to enter into aromatic and pairing explorations — elevating dining experience with premium Jizake.

How could a chilled glass
of pemium junmai ginjo,
priced significantly higher
than what customers were
accustomed to, find its
place on American menus?

The answer lay in
education.

Mutual Trading’s sales members initiated a
benkyo-kai, after-hours study sessions with
reps learning the fundamentals of sake:
how it’s brewed, how it tastes, and how
different grades of sake should be served.
These sessions were practical and direct,
focused on educating restaurant servers
with the knowledge to communicate value
to guests.

Gradually, the narrative shifted. Sake was
no longer a single, uniform product, but a
category with depth—one that could be
paired, explored, and uplift guests’ dining
experience.

Over time, these grassroots efforts
would evolve into the Sake School of
America, formally established in 2010.
Today, thousands of professionals have
been certified through its sake programs -
now expanded beyond to include shochu,
wine, and spirits — to deliver the company’s
commitment in industry support.

Through this process, Mutual Trading did
more than expand its portfolio. It’s helped
lay the foundation on new understanding
and enjoyment of sake for American
consumers, at the same time, heralded
in much needed economic benefits for
business operators.

A Broader Landscape Emerges
By the early 2000s, the cumulative effect of
these developments began to take shape.

Japanese cuisine in America was no
longer defined by a single-entry point.
Sushi remained central, but it now existed
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alongside ramen shops, izakaya-style dining,
and increasingly sophisticated beverage
programs.

Japanese  specialty markets—Marukai,
Nijiya, Yaohan (current day Mitsuwa)—
expanded  their  presence, making
ingredients more accessible and familiar to
a broader audience.

At the same time, government-led
initiatives began promoting Japanese
food culture internationally, supporting
events and educational efforts that further
strengthened  Japanese growers and
suppliers’ presence abroad.

Together, these forces created a more
resilient ecosystem—one capable of
evolving with changes in both supply and
demand.

From Expansion to Integration
What defines this era is not a single
moment, but a shift in position.

Japanese cuisine was no longer something
to be introduced. It had become something
to be integrated.

Operators could adapt it across formats
and price points. Diners could engage
with it in different ways—quickly or
deliberately, casually or with intention.
Categories that once stood apart began to
connect, forming a broader, more cohesive
landscape.

For Mutual Trading, this period represented
a continuation of a long-standing role: not
just introducing products but supporting
the systems that allow those products
to succeed. Ramen, lzakaya, and Jizake
were not isolated developments—they
were the result of sustained effort, built
on relationships, knowledge, and a deep
understanding of both producers and
operators.

As the industry moves into the next
century, new influences—from global
travel to evolving consumer preferences—
would once again reshape the landscape.

Seattle * Las Vegas

celebrating 100 years

Mutual Trading® DEZE AV N—F=5 [,
EBRTRICHBRZREL. BAREBEOE
BAH. BEAE RWhULORE, BYR
REFECOVTESEREHRITE L,
Dty Y avEEBNNOBRELR
BT, LANI VYRR Y IHRERIZZD
MEZEAONDLIICTEILEEEME
LTWERLE,

PMNT, BRBEICHT DRHIEHRLICEL
LTWEET, BRELE —CE—ERHE
BTERL, BHOHBHTITI—ELT
BAODND LSRR YFELEZ, HEBEOR
T ITRMAERER LT, BERBRSE
EEHBTFENEHELLEL TN DZDOTT,

CHOLEEOROIRY MEHE. PN T
2010 ICIERIZERIL & hvf=Sake School
of American&EREELTWEE LA,
NETIC, AROBRETOT S LERBL
T. BT AEDTOT Ty aFILARE
EZITTCVWEY, BETIE, BRBEIZLEE
TP, EEOTAY, REUyYNEH
BHAIILASIN, AHEERZEA~DI
YA ESSIZKITFTOET,

O 7AtEX%BEL T, Mutual Trading
FEICEEIA Ty TERTRLEETT
IEhHYFEBATLE, XEDBEEIZELES
TOARB~DEMRLEE L HHDEREE
CLRIFFIC, BEFICEDTHHELARE
MEEZ =5 LFE L,

LEh3RE

2000FERMEEIC2 B &, ChETDEE

TELRYBADEHRERL, D EDDE
ELTEMMRDFE L,

Gin Sumiyoshi "Silver Cap" Tokubetsu Junmai

XEIZEF2EEAEIE. HFPE—DAO
ICE-2TEBESNDIHDTIEACA>TW
F L, FRFBIEHETROHNAEFEETDH
Yrhn, —+*AVEMELEBRERE.
ZTLTEERTE Ry Tays L&l
FEdLSIchoTWWELE,

RILVAA, =¥, YAy (REDZIY
7) EWSINEENRREELRL, B
FEUBAEAWBIZESDTAFLYTL, &
SERTFEREER>TLWEE L,

BEIZ. AARBFFIZ & E4ETFOEXL
HELEA. ANV INOHBEFHERL
T. BRDEEZECY T4 v —DEER
FEsziibEshTEELE,
COLEEENERYES LT, #fiisL
FEOMHOEAICEFRICHIETESD. &£
YRER IOV RATLAANER ST
NTI,

MLEKIDSTEEBIN
COBREBFHEOITIDE. BEOHES
TlEm <, MIE2HnZEkl T,

BAREBFDHEY® THBNEh23D] TRE
(o TEBIZARTAH, EETDHHD] ~
EELO>TVWEFLE,

BEHRFIIESEQREROMETICHLT
HABZRZRHICEBEATESLSI1I2RY., H
BELT-. hPaT7IICHENBIZE.,
LZRRBRAZAILTHABERE LD LSICR
YELE, ChETEBIZFELTLEA
TdU—RENDBENY., KYIAEL, —&
BOHIHZAEH I TVEET,

Mutual Tradingl=& > T, ZOBHIXIHh
FTORBEDERKELIZHD L DT L.
HBICHREBNT20TIEEL, Zhod
TS TRINT 2 ODHEEAETZ DEFE
THYEIT=DTY, I—Ar. BEE.
WEIWTHNEERTEENZIDTER
(L EEZFLFEZNF~DORVEEZ, B
REDHEE, £ L THENAIY HADE
HBRIZE>TERREENEZIDOTLE,

ZTLTERNRDIOOENE SR EED D
AT, YA—NILEEEEZHEZIZAOE
EOHBERIFOELE WO HFERER
N BUZOMBOREZREYEZ T
EIZHEBTLE D,

Benkyo-Kai to Sake School of America

Education reshapes the story: premium sake becomes something to understand,
explore, and confidently serve to heighten guest services.
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Persistent Cost Increases and Enduring Demand Will Shape

the Restaurant Industry in 2026
-National Restaurant Association report highlights industry growth tempered

by margin pressures-
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merica’s restaurant industry is
poised for a year of measured
growth, though a cooling

labor market, persistent cost pressures,
and cautious household spending will
continue to challenge operator margins.
According to the National Restaurant
Association’s 2026 State of the Restau-
rant Industry report, total restaurant
and foodservice sales are projected
to reach $1.55 trillion and restaurant
operators are forecast to add more than
100,000 jobs.

This projected growth reflects an
industry navigating a mixed economic
landscape: operators are facing uneven
traffic and elevated operating expenses,
while consumers — particularly those in
lower- and middle-income households
— are increasingly stretched. Even so,
restaurants remain deeply woven into
American culture, with the majority of
adults continuing to prioritize dining
out, takeout, and delivery, even when
budgets tighten.

"Restaurants remain an economic
powerhouse that, even when faced with
soft consumer spending and sustained
margin pressures, drives job growth
and fosters entrepreneurship,” said
Michelle Korsmo, President & CEO of
the National Restaurant Association.
“The industry’s resilience is driven by
its people, its adaptability, and its ability
to evolve alongside consumers, making
continued investment in workforce,
innovation, and smart policy solutions
essential to long-term growth."

Key findings from this year’s
report include:

*Modest growth is projected, but
under continued pressures. Operators
remain cautiously optimistic, even as
rising costs and softer traffic persist.
Many operators expect sales to hold
steady or improve this year, and the
Association forecasts modest real sales
growth of 1.3 percent.

*Consumer demand remains solid,
but their spending power is restrained.
Consumers have strong pent-up
demand for restaurant experiences.
More than 7 in 10 consumers say they
would use restaurants more frequently
if they had more disposable income.
This desire is especially strong among
Gen Z and millennials, who continue to
lead the industry’s off-premises growth.

*The industry workforce will
continue to grow, though it will be
challenging to fill the open positions.
Restaurant and foodservice employ-
ment is projected to reach 15.8 million
jobs in 2026. Nearly three quarters of
operators plan to hire but expect diffi-
culties finding experienced managers
and chefs. Longer term labor force
challenges—particularly the shrinking
16-to 24-year-old population—under-
score the need for sustained workforce
development and immigration reform.

*Rising costs remain the indus-
try’s key stressor and is limiting
operator margins. More than 9 in 10
operators cite food, labor, insurance,
energy, and swipe fees as significant
challenges. Last year, 42 percent of
operators reported their restaurant was
not profitable — highlighting the need
for operational innovation, workforce
investment, and smart policy solutions.

*Workforce development and
technology could help release some
of the margin pressure. In the current
economic environment, restaurant
operators are investing in training
and tools to support hospitality with
technology-driven efficiency. Advances
in ordering, Al, and data analytics are
helping operators streamline opera-
tions, manage costs, and enhance the
customer experience.

A Snapshot of the Year Ahead

The uncertainty of 2025 will
persist in 2026, requiring operators to
rely on their creativity and adaptability
to stay agile in the shifting operating
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environment. This will mean balancing
restrained consumer spending and
elevated costs by leveraging technology
to create efficiencies that bring down
costs and free up staff to focus on
consumer experiences.

Operators will be focused on
investments in innovative solutions like
digital ordering and payments, loyalty
programs, automation, and targeted
marketing that are strengthening guest
engagement and removing friction
points from the dining experience.

When it comes to the workforce
guiding the consumer experience,
operators are committed to building
skilled adaptable employees through
training and technology. This invest-
ment continues to shape the entire U.S.
workforce, because more people have
worked in restaurants than in any other
industry, highlighting the industry’s
role in individual career growth.

All of this comes together to serve
a customer hungry with curiosity and
looking for value, not only in price, but
in experience.

4

“Success for operators this year
will hinge on their ability to get
the math right in a still challenging
economic environment,” said Dr.
Chad Moutray, Chief Economist for the
National Restaurant Association. “After
a year when 60 percent of operators
reported softer customer traffic, there
is cautious optimism for improvement.
At the same time, operators remain
laserfocused on controlling costs while
delivering value and providing satis-
fying menu innovation that resonates
with consumers.”

About the Report

The 2026 State of the Restaurant
Industry report is the Association’s
annual analysis of the industry’s size,
sales, workforce, technology, menu
trends, and consumer and operator
sentiment. It serves as a guiding
resource for operators, suppliers,
policymakers, and media.m
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Meet 700+ Export-Ready Japanese
Food Suppliers.

12th

'JAPAN'S FOOD’ EXPORT FAIR
Hosted Buyer Program
June 24 -26, 2026 Tokyo Big Sight, Japan
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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.

» 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

Contact: Attn. Yurika Yasumoto, Yijie Wang (Jessica)
m( “JAPAN'S FOOD"™ EXPORT FAIR Show Management | Organizer: RX Japan GK
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ORIGINAL

The Next Move in the Ramen Market
-MENPA’s Breakthrough: Delivering ‘Convenience x Authenticity’-

S — X HIBOREH—F
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and sashimi. In recent years, however, ramen has firmly established
itself as a core pillar alongside these iconic dishes.

Even in a January 2024 survey, ramen ranked second among the
dishes most enjoyed by international visitors to Japan, and global interest
in it has continued to grow ever since. In the United States, the ramen
boom that began in the early 2000s has continued to gain momentum,

Traditionally, Japanese cuisine has been defined by sushi, tempura,

to the point where it has now firmly established itself as part of everyday

food culture—often drawing lines of customers at popular shops. Against
this backdrop, MENPA from Mutual Trading emerges as a groundbreaking
new solution in the foodservice space, offering a way to replicate authentic
ramen flavors with remarkable ease and consistency. More than just a food
product, it is less a food product and more a tool—one that supports labor
reduction, consistency, speed, and lower operating costs. In many ways, it
signals a shift in the very model of how foodservice businesses can be run.

We spoke with Renee Arima, Vice President of Mutual Trading,
who played a key role in the development of this innovative product.

UHEO—AICHERICMD>TWS, 2024F1ADRAETHHANEA

D MHIBRLICBARDRE] ELTE2UICT—XVHEIN, £20%
HHFANBEMIILALEITTVS, KETIFZ2000 EXPBEH ST — A>T —
LA L. SPEBMICITIN TESIZEBXILE L TESE LT TOLIEE
SO TEIZL 7 Mutual Trading® MENPA |&. AR DO W BEICEIRT
BHLVWEBBS— XAV L THANAEFELH> TV, BER3BRAEWVS &L
DMBED “EHL7. “BREM “ZE—R" “BAHE REOEBEEETILED
HDOEEZZY—ITHOAREMZOI-HETH D, SEICOREKICEDL ST
Mutual Trading DB BRI RICHEZE > T

h\OTEIZlKﬁ@ﬁﬁH%E RS - RBFEEINTED EFIFT—X

20 June2026 - www.alljapannews.com

JRN: Could you tell us about the key
features of your new product, MENPA,
including the background behind its
development and how it differs from
traditional ramen?

Arima: Driven by the rising ramen
boom in the United States, the concept
began with a simple ambition: to create
a ramen product that is easy to prepare,
yet delivers an authentic texture and
depth of flavor on par with traditional
ramen. Clearly distinguishes itself
from conventional instant noodles and
other convenience products, MENPA
was developed with an uncompro-
mising focus on quality across every
element—soup, noodles, and toppings.
The result is a new category in its own
right: a ‘truly authentic ramen experi-
ence, made easy to serve.

JRN: MENPA strikes a balance between
convenience and authenticity—but
what was the most challenging aspect
in achieving that equilibrium?

Arima: While MENPA is a frozen food
product designed around the concept
of effortless preparation for anyone,

the greatest challenge lay in achieving
both precise flavor design and consis-
tent reproducibility—ensuring that
each component retains its distinct
character even after microwave prepa-
ration. Through repeated prototyping
and refinement across four distinct
varieties—tonkotsu, miso, shoyu, and
tantanmen—it took nearly four years
to finally arrive at a level of quality we
could truly stand behind.

JRN: In your view, what kinds of
challenges in the restaurant and retail
industries can MENPA help address?
Arima: One of MENPA’s key strengths
lies in its remarkably simple prepara-
tion process—just add water and heat
it in a microwave. This allows even
operators without specialized equip-
ment or technical expertise to serve
authentic, restaurant-quality ramen.
As a result, even restaurants that
have never previously offered ramen
can easily introduce it as a new menu
item, enabling them to broaden and
diversify their offerings. Further-
more, with pre-portioned toppings
and noodles engineered to deliver an
authentic texture, MENPA achieves
a level of quality that clearly sets it
apart from existing ambient and frozen
ramen products.

JRN: In the United States, ramen has
become one of the most recognized
Japanese foods, standing alongside—or
in some cases even surpassing—sushi
in popularity. How do you interpret the
trajectory of ramen’s growing appeal
up to this point?

Arima: We believe the popularity
of ramen in the United States will
continue to grow in the years ahead.
A wide variety of ramen styles
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Renee Arima
Vice President of Mutual Trading

have already been introduced to the
market, and consumer preferences are
becoming increasingly diverse with
each passing year.

Notably, one of the most significant
shifts has been the growing number of
consumers who have traveled to Japan,
leading to a rising demand for experi-
ences such as, ‘I want to enjoy the same
taste I had in Japan once again.” To
address these diverse needs, MENPA
offers four flavors simultaneously,
providing a wide range of options to
suit different preferences.

JRN: In the context of Mutual
Trading’s history and ongoing initia-
tives, how would you position MENPA
within your product lineup?

Arima: Mutual Trading has long been
committed to introducing Japanese
food culture to the U.S. market and
supporting its widespread adoption,
with sushi serving as one of its core
contributions. MENPA is positioned
as a new initiative that builds on
this long-standing experience and
network, representing the next stage
in our mission to deliver authentic
Japanese cuisine in a more acces-
sible and convenient form. We aim
to develop and expand MENPA as
a product that delivers the value of
Japanese cuisine across a wide range of

settings, extending beyond traditional
dining occasions.

JRN: What is MENPA’s primary target
market, and could you also share the
anticipated use cases, business formats,
and customer segments?

Arima: In particular, we hope to see
adoption from restaurants that have
not previously offered ramen on their
menus. It can be prepared effortlessly
in a microwave and served as is, or
enhanced with additional toppings,
allowing each establishment to create
its own original, customized menu
offerings. For this reason, we envision
MENPA being utilized across a wide
range of business formats, including
izakaya-style pubs, cafés, and hotels.

JRN: What is your vision for MENPA,
and how do you see its future develop-
ment unfolding?

Arima: Mutual Trading has long been
dedicated to supplying high-quality
Japanese food ingredients to Japanese
restaurants across the United States.
Building on the expertise we have
developed through years of providing
products that meet the exacting
standards of professional chefs—
including our strengths in product
selection, procurement, and quality
control—we aim to bring new offerings
such as MENPA to the U.S. market.
Going forward, we are also committed
to contributing to an environment
where more people can easily enjoy
the appeal of Japanese cuisine.

JRN: Are there any plans for future
product development or expansion of
the lineup?

Arima: Taking into account current
trends in the U.S. ramen market and
evolving consumer preferences, we
intend to continue expanding our flavor
lineup and advancing the development
of new products. Moving forward, we
will continue to respond flexibly to
market changes while striving to offer
an increasingly compelling and well-
rounded product lineup.m
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Where Terroir Meets Technology: New Frontiers in Brewing
-Insights from Hakutsuru Sake Brewing Co., Ltd. and Kobe Winery-
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Hakutsuru Brewery Tour in

Higashinada-ku, Kobe, starting
on February 3. Departing from the
hotel at 8 a.m., we traveled by bus for
about 30 minutes before arriving at a
sake vessel crafting factory that stood
like a single house amid vast open
fields. After arrival, we enjoyed a sake
vessel-making experience, engraving
characters of our choice to create
original, personalized vessels.

Lunch featured a food pairing of
wild game cuisine using wild boar
meat—tasted for the first time—and
three types of sake from Hakutsuru
Sake Brewing Co., Ltd.. We experi-
enced the harmony between dishes
that made use of local ingredients and
sake, spending a luxurious moment. In
the afternoon, we visited the bottling

I participated in a two-day

facility of Hakutsuru Sake Brewing
Co., Ltd.. In the large, neatly organized
factory, we observed up close how
sake was filled into as many as 10,000
bottles per minute. The Hakutsuru Sake
Brewery Museum is a renovated sake
brewery built in the early Taisho period
and operated until 1969. In addition
to displaying brewing equipment
and tools preserved by the company,
it presents the sake-making process
in a three-dimensional format, using
life-sized figures placed throughout
the exhibits. From rice washing, rice
steaming, cooling, introducing koji
mold, and yeast starter preparation,
through main mash fermentation
and pressing preparation, pressing,
sediment removal and pasteurization,
aging, and finally barreling, we were
able to experience the full traditional

sake-making process. Touching the
brewing techniques that have been
continuously passed down since the
Edo period, the participants on the tour
were visibly impressed as well.

In contrast to the traditional image,
we also visited a microbrewery. In a
compact brewing space of about 37
square meters, a rice polishing machine,
rice washing machine, rice steaming
equipment, koji-making machine,
and fermentation equipment were
densely installed, giving the impres-
sion that anyone with basic knowledge
could try making sake. In the evening,
we returned to the hotel and enjoyed
another food pairing dinner with three
types of sake from Hakutsuru Sake
Brewing Co., Ltd..

The following day, we once again
toured the facilities of Hakutsuru Sake
Brewing Co., Ltd. and experienced a
sake and food pairing session. In the
afternoon, we visited Kobe Winery in
Nishi-ku, Kobe. In December 2024,
Kobe Agricultural Promotion Corpo-
ration transferred its wine business to
Hakutsuru, marking a new initiative to
revive the regional brand “Kobe Wine.”
Kobe Wine was launched in the 1980s
as part of Kobe’s agricultural promo-
tion initiatives, developed around the
concept of “wine that pairs well with
Kobe beef.” At its peak, annual sales
reached one million bottles. In recent
years, however, demand has declined
and aging facilities have contributed
to a drop in production to just under
200,000 bottles per year. Through the
business succession, Hakutsuru Sake

Brewing Co., Ltd. has sought not only to
preserve the brand but also to enhance
quality, while strengthening collabora-
tion with local farmers and building a
more sustainable production system.

The first product launched after
the succession, “Kobe Wine Minori,”
is made from 100% Kobe-grown
grapes and reflects a strong focus on
quality, with processes such as hand
harvesting and careful sorting. For
Hakutsuru Sake Brewing Co., Ltd.,
this business succession is not merely
a form of diversification, but an initia-
tive with social significance aimed
at preserving regional brands and
supporting local agriculture.

In the evening, we returned to
Kobe Port and boarded a cruise ship,
taking in the night views of the harbor
and Mount Rokko. Before long, conver-
sation turned to the sake breweries,
wineries, museums, and even the
wild boar hot pot we had experienced
over the past two days, and we found
ourselves raising a toast with appetizers
and sparkling sake. Although the time
spent enjoying the night scenery felt
brief, the cruise soon came to an end
as we reflected on a rich and fulfilling
two-day journey through Kobe.

Through visits to Hakutsuru Sake
Brewing Co., Ltd. and Kobe Winery,
the journey became an intellectu-
ally engaging experience that offered
firsthand insight into sake and wine
culture, pairing with local ingredients,
and the ingenuity found in modern
brewing facilities.m
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Build Knowledge & Skills Through Certification Programs

SUSHI & WASHOKU

/.\\ MIYAKO SUSHI

mivako & WASHOKU SCHOOL

Personalized training
Katsu-Ya Group instructors
Beginners welcome

Sushi 4 Week Course
Washoku 2 Week Course

Cleaning & hygiene
Sushi chef philosophy

Food prep safety
Knife handling

SAKE, SHOCHU, WINE

Sake School
of America

Zoom and/or in-person
Ideal for sake fans, and beverage professionals

SSA, WSET, JSA Courses
Sake Sommelier Training

Textbook & samples provided
Exam passage required for certification
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[OF &%
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Sho Chlku Bal

Bon Yagi
Hanorary Sake S ommeher

TIC GROUP Chalrman

Katsuya Group

GEKKEIKAN SAKE
KYOTO SINCE 1637

Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho

OZEKT
SAKE

Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(ae)
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Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho
~ Owner "SAKRVANYC

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.

S

Sake Industry’s Corporate Efforts

he average amount an
I American spends at a full-
fledged casual restaurant is,
including beverages, about $20. If we
suppose the entrée is $14.50, $5.50
is spent on alcoholic beverages. The
majority of glass wines are priced at
$4-7 for 180-220ml servings, and many
bottled beers are $3.50-4.50. Compara-
tively, sake from Japan with the same
serving size as wine (180ml) is $8.50-
9.50. The price is 2.5 times higher, and
the selections are more limited.

Japan-made sake utterly lacks
selections in this price range.
720ml-bottle sake are sold in restau-
rants for $40 and higher; this makes
the product a challenge to order, or a
special occasion-only option to many.
Trader Joe’s Charles Shaw made a
splash in the wine world when it was
introduced, and at $2.99 for a 750ml
bottle, it’s still selling strong and
bringing in new wine lovers. Many
must have started with this “Two Buck
Chuck,” fallen in love with wine, and

begun buying more expensive wines.
Initially considered as a threat to the
normally $4-5 wine industry, Charles
Shaw contributed to expanding the
wine industry that eventually benefitted
all wine businesses.

There is no need to dramatically
reduce quality to reach this price point,
but Japanese corporations should be
able to achieve a certain level of it,
considering what has been achieved
in the past with home appliances
and cars.m
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M JusT ADD WATER
@) AND MICROWAVE
MIVAKO . FOR 5 MINUTES

Authentic que‘n. No Ki%chen Required.

Artisan style noodles with springy texture and bold flavors!

NET WT. 9.50z o NET WT. 9.50z

NET WT. 9.50z

/ NET WT. 10.50z
(270g) “v‘ ’f' (270g) (270g) (300g)
GarlicFlavor Rich Taste Umami Spicy Tantan Noodles
Tonkotsu-style Ramen Miso Ramen Soy Sauce Ramen Without Soup
#52204 #18375 #49304 #34579
Rich and creamy pork bone broth Deep and flavorful miso-based broth Balanced soy sauce-forward Soupless tantan noodles featuring

flavored soup a spicy lingering finish

Choose with confidence.
Distributed by

THANK YOU Connect with a Mutual Trading representative today!
.
AR
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ANNIVERSARY “-é’ UTUAL TRADI NG ©2026 Mutual Trading Co., Inc.  Product availability may vary by region.
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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

=== MUTUAL TRADING

. 32 fl.oz.
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How Ramen, Izakaya, and Premium Sake
Found Their Place in American Dining
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n this third installment, the story
I shifts once again—this time to a

period of diversification. By the
1990s, sushi was no longer a novelty. It had
taken hold across the country, evolving
from a niche offering in Little Tokyo
to a recognizable fixture in American
dining. As popularity expanded, so too
did prospects for the business world to
enter the Washoku industry as Japanese
cuisine expanded beyond a single defining
category.

What followed was not a singular
breakthrough, but a steady unfolding. New
formats emerged. Beverage programs
evolved. Operators began exploring how
Japanese cuisine could move beyond
occasion dining to become engrained into
consumers’ routine dining lifestyle.

This period—spanning the 1990s through
the early 2010s—marked a transition from
introduction to expansion,

as Japanese cuisine in America grew into
something broader, more adaptable, and
more deeply rooted in the restaurant
landscape.

The Shift Toward

Casual Dining

The forces that shaped this transformation
were not limited to the kitchen.They were
economic, cultural, and structural.

Following the Plaza Accord and the
fluctuations of the yen through the
late 1980s and into the 1990s, Japanese
corporate presence overseas began to
contract. The expatriate communities that
had once supported high-end Japanese
restaurants grew smaller, and many
establishments that relied on that customer
base struggled to sustain themselves.

In their place, a new model began to
emerge—one less dependent on corporate

clientele and more aligned with everyday
diners. Accessibility, value, and repeatability

Los Angeles HQ

'I.
I-

San Diego *

MUTUAL TRADING

A B S < 9 T 9 A HE A

(izake) RIRHIE— V)58 KB EAE kL.

became increasingly important.

At the same time, dining culture in Japan
was undergoing a parallel shift. Izakaya-
style establishments, built around small
plates and social dining, were gaining
popularity. Menus expanded beyond formal
structures, incorporating approachable
dishes such as curry rice and yakisoba—
foods that could be served quickly, shared
easily, and enjoyed without ceremony.

In the United States, these changes opened
new pathways. Japanese cuisine could
now exist outside the confines of special
occasions. It could adapt to different price
points, different service models, and to
much wider audiences.

For Mutual Trading, the implications were
clear. Supporting the next phase of growth
meant moving beyond to help operators
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manage diverse staffing with less familiarity
in Japanese food preparation, along with
rolling out new menu concepts beyond
sushi.

Ramen: From Early Roots

to a Scalable Category

Among the categories that would define
this era, ramen occupies a unique place—
both as an early arrival and as a late
bloomer.

Ramen’s presence in the United States
dates back further than many assume.
One of the earliest known ramen specialty
shops, Sapporo Ya, opened in Little Tokyo
in 1970, introducing the dish to a small
but dedicated audience. Later, Kouraku,
established in 1979, would become one
of the longest continuously operating
ramen restaurants in the country, quietly
sustaining the category across generations.

Despite this early foothold, ramen
remained limited in scope for decades,
largely confined to Japanese communities
and overshadowed by the rapid rise of
sushi. What changed in the 1990s and
beyond was not the dish itself, but the
conditions surrounding it.

Mutual Trading recognized that ramen’s
potential lay in its ability to scale—to offer
depth of flavor while remaining accessible,

cost-effective, and adaptable to different
formats. To support that potential, the
company focused on one of the most
critical elements: consistency.

Early efforts included the domestic
production of nama ramen (fresh noodles),
a process that required both technical
precision and operational discipline.
Production began in the early hours of the
morning, with teams working to achieve
the texture, elasticity, and reliability needed
for professional kitchens.

At the same time, Mutual Trading expanded
access to the broader ecosystem of
ramen ingredients—broths, tare, oils, and
toppings—helping operators construct
menus that balanced authenticity with
efficiency.

Ramen’s rise was gradual, built on
repetition rather than spectacle. But over
time, it proved uniquely suited to the
changing market. It could be positioned as
both casual and specialized, affordable yet
deeply satisfying. It invited customization
while maintaining a clear identity.

What began as a niche offering evolved
into a foundational category—one that
would eventually anchor new generation
of Japanese dining concepts across the
United States.
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Izakaya: A New Way of Dining

If ramen expanded what could be
served, izakaya redefined how it could be
experienced.

Traditional Japanese dining in the United
States had long been structured around
individual dishes and formal service.
Izakaya introduced a different rhythm—
one centered on movement, variety, and
shared experience.

Small plates allowed for flexibility. Menus
could shift with seasons, trends, or
inventory. Diners were encouraged to
order incrementally, creating a more
dynamic and interactive experience.
Beverage programs, rather than sitting
alongside the menu, became integral to it.

For operators, this format offered practical
advantages. It supported higher table
turnover, diversified revenue streams, and
reduced the risk associated with large-
format dishes. It also aligned with broader
shifts in American dining, where consumers
were increasingly drawn to communal and
exploratory experiences.

Mutual Trading’s role in this transition
was to support not just ingredients, but
the structure behind the format. This
meant expanding into a wider range of
products—sauces, marinades, prepared
items, and beverages—while maintaining
the consistency and quality that operators
depended on.

In doing so, the company developed new
products to help enable a format that could
adapt across markets, bridging traditional
Japanese  dining with  contemporary
expectations.

Jizake: A Turning Point in Sake

If the evolution of ramen and izakaya
reflected changes in food, the emergence of
jizake marked a turning point for beverages.
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The shift did not begin with a strategy, but
with a moment.

In the late 1980s, while attending a golf
tournament in Hawaii, then president
Noritoshi Kanai found himself seated in
a restaurant when he noticed something
unusual. From across the room, a fragrance
drifted through the air—delicate, aromatic,
and unlike the sake typically encountered
in the United States.

He asked what was being served.

It was a Junmai Ginjo from Midorikawa
Brewery in Niigata.

At the time, the U.S. sake market was
defined by domestic production and
familiar ~ patterns of service—warm,
accessible, and modest in price. Mutual
Trading’s own top-selling sake reflected
that reality: reliable, consistent, and widely
accepted.

But this experience suggested something
else entirely. A category existed that
had not yet been fully introduced—one
defined by nuance, craftsmanship, and
regional identity.

For Kanai, it was not simply a matter
of importing new products. It was an
opportunity to redefine how sake could
be understood.

Working closely with Tokyo Mutual
Trading, the company began traveling
across Japan, building relationships with
breweries and sourcing premium sake
that reflected the diversity of the category.
Early introductions included brands such
as Hakkaisan, = Hakutaka, Kamotsuru,
Kiku-Masamune, Kikusui, Kubota,
Shimeharitsuru, Suigei, Sumiyoshi, Tamano
Hikari, and Takenotsuyu, each offering a
distinct expression of style and origin.

Yet the challenge was not supply—it was
perception.
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How could a chilled glass
of pemium junmai ginjo,
priced significantly higher
than what customers were
accustomed to, find its
place on American menus?

The answer lay in
education.

Mutual Trading’s sales members initiated a
benkyo-kai, after-hours study sessions with
reps learning the fundamentals of sake:
how it's brewed, how it tastes, and how
different grades of sake should be served.
These sessions were practical and direct,
focused on educating restaurant servers
with the knowledge to communicate value
to guests.

Gradually, the narrative shifted. Sake was
no longer a single, uniform product, but a
category with depth—one that could be
paired, explored, and uplift guests’ dining
experience.

Over time, these grassroots efforts
would evolve into the Sake School of
America, formally established in 2010.
Today, thousands of professionals have
been certified through its sake programs -
now expanded beyond to include shochu,
wine, and spirits — to deliver the company’s
commitment in industry support.

Through this process, Mutual Trading did
more than expand its portfolio. It’s helped
lay the foundation on new understanding
and enjoyment of sake for American
consumers, at the same time, heralded
in much needed economic benefits for
business operators.

A Broader Landscape Emerges
By the early 2000s, the cumulative effect of
these developments began to take shape.

Japanese cuisine in America was no
longer defined by a single-entry point.
Sushi remained central, but it now existed
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alongside ramen shops, izakaya-style dining,
and increasingly sophisticated beverage
programs.

Japanese  specialty = markets—Marukai,
Nijiya, Yaohan (current day Mitsuwa)—
expanded  their  presence, making
ingredients more accessible and familiar to
a broader audience.

At the same time, government-led
initiatives began promoting Japanese
food culture internationally, supporting
events and educational efforts that further
strengthened  Japanese growers and
suppliers’ presence abroad.

Together, these forces created a more
resilient ecosystem—one capable of
evolving with changes in both supply and
demand.

From Expansion to Integration
What defines this era is not a single
moment, but a shift in position.

Japanese cuisine was no longer something
to be introduced. It had become something
to be integrated.

Operators could adapt it across formats
and price points. Diners could engage
with it in different ways—quickly or
deliberately, casually or with intention.
Categories that once stood apart began to
connect, forming a broader, more cohesive
landscape.

For Mutual Trading, this period represented
a continuation of a long-standing role: not
just introducing products but supporting
the systems that allow those products
to succeed. Ramen, lzakaya, and Jizake
were not isolated developments—they
were the result of sustained effort, built
on relationships, knowledge, and a deep
understanding of both producers and
operators.

As the industry moves into the next
century, new influences—from global
travel to evolving consumer preferences—
would once again reshape the landscape.
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Take No Tsuyu Junmai

Kamotsuru Junmai Ginjo

Tamano Hikari Junmai Daiginjo

Kubota Hekijyu Yamahai Junmai Daiginjo
Hakkaisan Tokubetsu Honjozo
Hakkaisan Junmai Ginjo

Kikusui Junmai Ginjo

Suigei Tokubetsu Junmai
Kiku-Masamune Kimoto Junmai

Hakutaka Tokubetsu Junmai
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by Kosuke Kuji 224

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 lwate 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

Anime, Voice Actors, and Japanese Sake Part 1
S BEHEALEH—-

pillar of Japan’s cultural

heritage, sake earned a place

on UNESCO’s Intangible
Cultural Heritage list in 2024.

And then there’s Japanese anime—
another pillar of the nation’s subculture,
captivating audiences across the globe.
From Demon Slayer: Kimetsu no Yaiba
to One Piece and Dragon Ball, these
iconic titles continue to command
massive international followings.

Bringing these animated worlds
to life are the voice actors—the
seiyuu—whose performances shape
the very soul of each story. The depth,
emotion, and atmosphere of anime
owe an immense debt to their craft,
and in many ways, they stand among
Japan’s most defining actors on the
global stage.

Yet behind its dazzling global
success, the world of anime is
anything but easy. The content itself is
celebrated worldwide for its immense
creative power and cultural value—
and the revenue it generates is nothing
short of enormous. The content itself
commands immense value and gener-
ates significant revenue worldwide,
a testament to its powerful appeal.
And still, when measured against that
strength, the recognition and compen-
sation afforded to voice actors often fall
short. It’s long felt as though seiyuu
deserve far greater acknowledgment
for the vital role they play. I've loved
anime for as long as I can remember.
For years, I dreamed of collaborating
with it—but the industry felt so vast,
so formidable, that I eventually set the

idea aside. Then I noticed something
unexpected: many of the very voices
that bring anime to life—the seiyuu
themselves—share a deep apprecia-
tion for Japanese sake. That realization
opened a new path. By partnering with
these voice actors, I began launching
a range of collaborative projects that
bridge the worlds of anime and sake in
a fresh, meaningful way.

By bringing voice actors’ talents
beyond the realm of anime and into
dialogue with Japan’s traditional
culture of sake, I set out to express their
artistry in new ways—and to expand
how their value is perceived.

With this initiative now underway,
I’ll be sharing more in the coming
installments about these collaborations
and the stories behind them.m
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east is a general term that refers
to single-celled microorgan-
isms (fungi) that propagates

due to germination or cell division.
Yeast has the effect of breaking sugar
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.
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Hakutsuru Ume Plum
Hakutsuru Sake Brewing Co (Hyogo)

What is yeast...?

BERME

down to alcohol and carbon dioxide
(gas). Approximately 5 ~ 10 microns
(1 micron = 1/1,000 of 1 millimeter)
in size, yeast comes in various shapes
— egg-shaped, sphere-shaped, sausage-
shaped, etc. Similar to mold, yeast is
naturally distributed throughout the
natural world (called wild yeast).

Sake does not use food ingredients
with distinct characteristics (like grapes
pressed to produce wine), nor does it
use secondary food ingredients to add
aroma (like hop used to add aroma to
beer). Since the sake characteristic is
greatly influenced by the yeast proper-
ties, it is important to select the proper
yeast that suits your purpose. Yeast
creates the distinct Ginjo aroma as well.

While there are various types of
yeast, the type described here is the
typical fermentable yeast, saccharo-
myces, of which the saccharomyces
cerevisiae is the most representative
yeast for brewing with strong alcohol
fermentation capabilities, often used
as baker’s yeast (yeast to make bread),
beer (beer brewer’s yeast), wine (wine
producer’s yeast), and other general
uses to brew alcohol. Saccharomyces
sake — referred to as sake yeast - belongs
to the saccharomyces cerevisiae species
and is used to brew Japanese sake. Sake
yeast can produce highly concentrated
alcohol up to 20 percent, characteristic
for its strong fermentation capabilities
under low-temperatures.

Also, yeast used to ferment alcohol
consists of two types: top fermentation
yeast and bottom fermentation yeast.
For example, the main yeast used to
brew beer worldwide - such as in Japan
and Germany - is the bottom fermenta-
tion yeast, which ferments under the

Alcohol i Alcohol:
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Tamade Izumi Nigori Plum Sake Dassai 23 Umeshu Plum Sake
0Ooga (Fukuoka)

Dassai Inc. (Yamaguchi)

This article was courtesy from Shibata Shoten Co Ltd.

fermentation mash; while yeast used
to brew English ale or stout, etc., is top
fermentation yeast, which ferments
on top of the fermentation mash and
bubbles while fermenting. Brewer’s
yeast is classified as top fermentation
yeast, the same type of yeast as ale
and stout.

Generally, quality sake yeast is
highly aromatic and characteristic for
its strong fermentation capability, while
low in the ability to generate acid. Cur-
rently, the widely used quality yeast
is the “Association Yeast,” distrib-
uted by the Brewing Society of Japan.
However, each prefecture is actively
developing its own yeast. Long-estab-
lished sake brewers have their unique
yeast attached to their buildings, bed
soil, etc., and this yeast is called home-
grown yeast.” Traditional sake brewing
procedures cultivated this home-grown
yeast to produce sake yeast. However,
in recent years, small to medium-sized
regional breweries are starting to see
a revived application of this “home-
grown yeast.”m
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Daishichi Kimoto Umeshu
Daishichi Sake Brewery (Fukushima)
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Nakano Umeshu
Nakano BC Co (Wakayama)
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Ippongi Ginkobai Umeshu
Ippongi Kubohonten (Fukui)
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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.
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Japanese sake type
- Differ according to the combination of flavor and aroma

Knowing the type of Japanese sake helps to select sake
according to your purpose. The diverse characteristics of Japanese
sake brewed across over 1,500 sake breweries nationwide vary
greatly in flavor, even within the same brand, depending on the
ingredients and production method used.

There is no definite flavor characteristic of Junmai or Ginjo
for example, as some are sweet while others are dry. Also, sweet
sake flavor further varies widely in richness, fruity sweet, or
refreshingly sweet, etc.

Therefore, various classifications are possible depending on
your chosen criteria. For example, the rice polishing ratio could
be another reference point to narrow your sake type. The lower
the rice polishing ratio, the more refreshing the flavor. The higher
the rice polishing ratio, the stronger the flavor.

Sake can also be classified according to how you enjoy your
sake. Some sake types are more flavorful when enjoyed chilled,
while others are more flavorful enjoyed hot. Refreshing sake and
Ginjo are delicious chilled, while rich sake like Kimoto-Junmai is
delicious hot.m
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TOk o by Ryuji Takahashi
leake Strolling
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

As Summer Arrives, Japan’s Sake Industry Enters a New Season

I recent years, prices across the
n Japanese sake market have
been steadily rising. While it is natu-
ral for discretionary items to follow the
upward trend seen in essential goods,
there is a crucial difference: sake is, at
its core, a luxury rather than a necessity.
As a result, unlike everyday staples,
these price increases are more likely to
trigger noticeable consumer restraint
and a pullback in demand.

On top of this, the increasingly
prolonged and intense summer heat
is dampening consumer appetite, cre-
ating a double blow that could make
this summer a challenging season for
Japan’s sake industry. Interestingly, a
similar pattern can be seen in other pre-
mium indulgence categories. According
to coffee bean wholesalers—another
representative of the world of discre-
tionary goods—coffee prices are also
rising. While iced coffee offers some
relief during the hotter months, bean
sales still reportedly drop significantly
compared to the winter season.

In contrast, categories such as
tobacco appear far less sensitive to price
fluctuations. Even with steady price
increases, many smokers—driven by
long-standing nicotine dependence—
do not readily change their habits, even
when costs double compared to earlier
years. Demand also tends to remain
largely unaffected by seasonal shifts.
Younger smokers, moreover, often
have no reference point for past pricing
levels, and with the emergence of alter-
natives such as electronic cigarettes,
the sense of ‘rising cost’ may feel less
pronounced than expected. Among
sake enthusiasts, younger consumers
are said to spend surprisingly gener-
ously on sake. However, the overall
number of people who drink it on a reg-
ular, everyday basis remains relatively
small. While there are always a few
devoted drinkers across all age groups
who stick exclusively to sake even in
the height of summer, overall consump-
tion still declines significantly during
the hot season. In many cases, it is
gradually displaced by other alcoholic
beverages such as beer and highballs,

MRS FHHABEITE

which tend to dominate summer drink-
ing occasions.

As long as record-breaking heat-
waves continue, this situation is
unlikely to change. Many produc-
ers attempt to offset the downturn by
introducing refreshing seasonal sake
and proposing new ways to enjoy Jap-
anese sake, yet the results remain a
world apart from winter sales figures.
From summer through autumn, local
breweries—having already completed
their brewing season—turn their focus
elsewhere, with sake events and tasting
gatherings held across various regions
in an effort to keep the culture alive
during the off-season.

However, even these efforts are
beginning to face new challenges.
Outdoor events are becoming increas-
ingly difficult to sustain under the
intensifying summer heat, leading to
a gradual shift toward indoor venues.
This transition brings its own complica-
tions: venue costs are typically higher
indoors, which in turn pushes up par-
ticipation fees. As a result, attendance
among sake enthusiasts may also be
affected. At the same time, brewer-
ies may be required to take on a larger
share of sponsorship responsibilities,
potentially placing additional finan-
cial strain on their operations. In such
a scenario, these events risk becoming
dominated by major brands and well-
established labels, leaving smaller local
breweries with fewer opportunities
to showcase themselves and connect
directly with consumers.

With the rise of remote work in
recent years, the long-standing habit
of grabbing a beer after work may be
gradually fading. Yet, it is also possible
that the image of Japanese sake itself
has not significantly evolved over the
past few decades. In Japan, even wine
culture reflects a certain temperature-
conscious mindset—few people reach
for chilled red wine, for example, with
red typically served at room temper-
ature and white well chilled. As long
as these associations persist, sake may
continue to struggle to position itself as
a natural choice for hot summer days.m
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SOURCE JAPAN

Meet 700+ Export-Ready Japanese
Food Suppliers.

12th

'JAPAN'S FOOD’ EXPORT FAIR
Hosted Buyer Program
June 24 -26, 2026 Tokyo Big Sight, Japan
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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.

» 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

Contact: Attn. Yurika Yasumoto, Yijie Wang (Jessica)
m( “JAPAN'S FOOD"™ EXPORT FAIR Show Management | Organizer: RX Japan GK

() jplood-rp-en. jp@rxglobal.com  +81-3-6739-4133  Web: hitps:/fwww. jfex. jp/jpfood/en-gb.htm
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Let s learn about sake!

Sakc Spectator =

Available on Amazon com

MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-962 9633
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Honorary Sake Sommelier & Saka-Sho

Bon Yagi
Hanorary Sake S ommeher

TICGROUP ) ) Chalrman
Katsuya Group

GEKKEIKAN SAKE
KYOTO SINCE 1637

Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho

OZEKT
SAKE

Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

e

Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho
~ Owner "SAKRVANYC

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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Sake Industry’s Corporate Efforts

he average amount an
T American spends at a full-

fledged casual restaurant is,
including beverages, about $20. If we
suppose the entrée is $14.50, $5.50
is spent on alcoholic beverages. The
majority of glass wines are priced at
$4-7 for 180-220ml servings, and many
bottled beers are $3.50-4.50. Compara-
tively, sake from Japan with the same
serving size as wine (180ml) is $8.50-
9.50. The price is 2.5 times higher, and
the selections are more limited.
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“Creative sushi & Sake” illustrares the technigques of the
finest sushi chefs throughouwt the world, concentrating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top |apanese
prodessional chefs with many years of experience,

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

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

Japan-made sake utterly lacks
selections in this price range.
720ml-bottle sake are sold in restau-
rants for $40 and higher; this makes
the product a challenge to order, or a
special occasion-only option to many.
Trader Joe’s Charles Shaw made a
splash in the wine world when it was
introduced, and at $2.99 for a 750ml
bottle, it’s still selling strong and
bringing in new wine lovers. Many
must have started with this “Two Buck
Chuck,” fallen in love with wine, and
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Eg|o|E =9| ‘Charles Shaw’ 2.99%
uz| 9f°|(750ml) X2E o8| A
THstH, B2 ol oz ItEE LMstn

« 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

begun buying more expensive wines.
Initially considered as a threat to the
normally $4-5 wine industry, Charles
Shaw contributed to expanding the
wine industry that eventually benefitted
all wine businesses.

There is no need to dramatically
reduce quality to reach this price point,
but Japanese corporations should be
able to achieve a certain level of it,
considering what has been achieved
in the past with home appliances
and cars.m
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Brewery Owner

L

% Kosuke Kuji

‘Nanbu Bijin Inc.
Fifth Generation
L Brewery Owner

—
Timothy Sullivan - -
- SakeSamurale %

<

Takao Matsukawa
International

r VSaIV(e ngmeligr -
Latin Region Specialist
Mutual Trading

SAKE SOMMELIER
o

Michael John
Simkin

5 MJS Sake Selection
Owner

Shigeto Terasaka
 Sake Sommelier -

President
Japan Hollywood Network

Sara Guterbock
International
VSaIV(e Spmmeligr

New York Mutual Trading

Wismettac Asian Foods

oy

A il 4
Keita Akaboshi Mei HO . Miyuki
~ Sake Sommelier Sake Sommelier Yoshida
Kuramoto US Inc. True Sake Sake Sommelier

Isao Kiyota

Aﬁadémf& dé Sai(e Mexifo )

Sake Sommelier and Others

& Teruyuki Joe Mizuno
| Kobayashi

Taruhei Brewing Co Ltd. Sake Tasting Club”

= & |I y
Masato Kato Akira Yuhara
Sake Sommelier Sake Sommelier |

Miyako Hybrid Hotel

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

N
T

Mai Segawa Don Lee
Advanced Sake VSaIV(e Spm(nel(er
VSo:VaneheVr S Yama Sushi

Tako Grill Owner Chef

Eda Vuong

International International

) Muiuél T;adiné
Founder

New York Mutual Trading

Head of the “Regional

Rachel Fiekowsky Masae Kusada
International International
VSalr(e Sommeligr VSaIV(e Spmmeligr

New York Mutual Trading

Chizuko
Niikawa-Helto

Hirohisa
Kikuchi
mSake Sqmmelie(”

Eduardo
Dingler
§qke Ampqssadw

Koji Wong
Owner
Japon Bistro
Kaz Tokuhara Koji Aoto
Sake Sommelier  Sake Sommelier
o Manage} B Savannah
Wismettac Asian Foods Distributing Co. Inc.
Y
= Gary Imada
- ,S”,ke, Advisrorr )
b
Shino Okita Jonathan Cortez
Certified Sake Sommelier International
~ Shochu Advisor Sake Sommelier
Hanbai Solutions LLC. Latin Region Specialist
Mutual Trading
Lora Blackwell [ Info
International
VSaIV(e ngmeligr o
Genji Sake

Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
Vspmmeilrigr Level LL

Young’s Market Company

Yoshihiro
Sako
 Sake Sommelier

Yuzuki

—

W) Stuart Morris

Kurtis Wells Sake Sommelier

Mixologist

Toshiyuki Koizumi
Sake Sommelier

Eiji Mori Michael Russell
Sake Sommelier Certified Sake Sommelier
X * Padific International

Katana Restaurant N
Liquor Inc

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

CHALLENGE

by Kosuke Kuji

224

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 lwate 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

Anime, Voice Actors, and Japanese Sake Part 1
OfL|m|o|Mu} et UES 1

pillar of Japan’s cultural

heritage, sake earned a place

on UNESCO’s Intangible
Cultural Heritage list in 2024.

And then there’s Japanese anime—
another pillar of the nation’s subculture,
captivating audiences across the globe.
From Demon Slayer: Kimetsu no Yaiba
to One Piece and Dragon Ball, these
iconic titles continue to command
massive international followings.

Bringing these animated worlds
to life are the voice actors—the
seiyuu—whose performances shape
the very soul of each story. The depth,
emotion, and atmosphere of anime
owe an immense debt to their craft,
and in many ways, they stand among
Japan’s most defining actors on the
global stage.
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Yet behind its dazzling global
success, the world of anime is
anything but easy. The content itself is
celebrated worldwide for its immense
creative power and cultural value—
and the revenue it generates is nothing
short of enormous. The content itself
commands immense value and gener-
ates significant revenue worldwide,
a testament to its powerful appeal.
And still, when measured against that
strength, the recognition and compen-
sation afforded to voice actors often fall
short. It’s long felt as though seiyuu
deserve far greater acknowledgment
for the vital role they play. I've loved
anime for as long as I can remember.
For years, I dreamed of collaborating
with it—but the industry felt so vast,
so formidable, that I eventually set the
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idea aside. Then I noticed something
unexpected: many of the very voices
that bring anime to life—the seiyuu
themselves—share a deep apprecia-
tion for Japanese sake. That realization
opened a new path. By partnering with
these voice actors, I began launching
a range of collaborative projects that
bridge the worlds of anime and sake in
a fresh, meaningful way.

By bringing voice actors’ talents
beyond the realm of anime and into
dialogue with Japan’s traditional
culture of sake, I set out to express their
artistry in new ways—and to expand
how their value is perceived.

With this initiative now underway,
I’ll be sharing more in the coming
installments about these collaborations
and the stories behind them.m
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east is a general term that refers
to single-celled microorgan-
isms (fungi) that propagates
due to germination or cell division.
Yeast has the effect of breaking sugar
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

© I’ ;\‘INTERNATIDNAL 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.

What is yeast...?

g2t 2112

down to alcohol and carbon dioxide
(gas). Approximately 5 ~ 10 microns
(1 micron = 1/1,000 of 1 millimeter)
in size, yeast comes in various shapes
— egg-shaped, sphere-shaped, sausage-
shaped, etc. Similar to mold, yeast is
naturally distributed throughout the
natural world (called wild yeast).

Sake does not use food ingredients
with distinct characteristics (like grapes
pressed to produce wine), nor does it
use secondary food ingredients to add
aroma (like hop used to add aroma to
beer). Since the sake characteristic is
greatly influenced by the yeast proper-
ties, it is important to select the proper
yeast that suits your purpose. Yeast
creates the distinct Ginjo aroma as well.

While there are various types of
yeast, the type described here is the
typical fermentable yeast, saccharo-
myces, of which the saccharomyces
cerevisiae is the most representative
yeast for brewing with strong alcohol
fermentation capabilities, often used
as baker’s yeast (yeast to make bread),
beer (beer brewer’s yeast), wine (wine
producer’s yeast), and other general
uses to brew alcohol. Saccharomyces
sake — referred to as sake yeast - belongs
to the saccharomyces cerevisiae species
and is used to brew Japanese sake. Sake
yeast can produce highly concentrated
alcohol up to 20 percent, characteristic
for its strong fermentation capabilities
under low-temperatures.

Also, yeast used to ferment alcohol
consists of two types: top fermentation
yeast and bottom fermentation yeast.
For example, the main yeast used to
brew beer worldwide - such as in Japan
and Germany - is the bottom fermenta-

to brew English ale or stout, etc., is top
fermentation yeast, which ferments
on top of the fermentation mash and
bubbles while fermenting. Brewer’s
yeast is classified as top fermentation
yeast, the same type of yeast as ale
and stout.

Generally, quality sake yeast is
highly aromatic and characteristic for
its strong fermentation capability, while
low in the ability to generate acid. Cur-
rently, the widely used quality yeast
is the “Association Yeast,” distrib-
uted by the Brewing Society of Japan.
However, each prefecture is actively
developing its own yeast. Long-estab-
lished sake brewers have their unique
yeast attached to their buildings, bed
soil, etc., and this yeast is called home-
grown yeast.” Traditional sake brewing
procedures cultivated this home-grown
yeast to produce sake yeast. However,
in recent years, small to medium-sized
regional breweries are starting to see
a revived application of this “home-
grown yeast.”m
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Nakano Umeshu
Nakano BC Co (Wakayama)

Daishichi Kimoto Umeshu
Daishichi Sake Brewery (Fukushima)

Hakutsuru Ume Plum
Hakutsuru Sake Brewing Co (Hyogo)

Tamade Izumi Nigori Plum Sake Dassai 23 Umeshu Plum Sake
0Ooga (Fukuoka) Dassai Inc. (Yamaguchi)

Ippongi Ginkobai Umeshu
Ippongi Kubohonten (Fukui)

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.
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Sake Shochu Spirits Institute of America
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Japanese sake type
- Differ according to the combination of flavor and aroma

Knowing the type of Japanese sake helps to select sake
according to your purpose. The diverse characteristics of Japanese
sake brewed across over 1,500 sake breweries nationwide vary
greatly in flavor, even within the same brand, depending on the
ingredients and production method used.

There is no definite flavor characteristic of Junmai or Ginjo
for example, as some are sweet while others are dry. Also, sweet
sake flavor further varies widely in richness, fruity sweet, or
refreshingly sweet, etc.

Therefore, various classifications are possible depending on
your chosen criteria. For example, the rice polishing ratio could
be another reference point to narrow your sake type. The lower
the rice polishing ratio, the more refreshing the flavor. The higher
the rice polishing ratio, the stronger the flavor.

Sake can also be classified according to how you enjoy your
sake. Some sake types are more flavorful when enjoyed chilled,
while others are more flavorful enjoyed hot. Refreshing sake and
Ginjo are delicious chilled, while rich sake like Kimoto-Junmai is
delicious hot.m
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TOk o by Ryuji Takahashi
leake Strolling
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

As Summer Arrives, Japan’s Sake Industry Enters a New Season

&= HOolol= 2=

I recent years, prices across the
n Japanese sake market have
been steadily rising. While it is natu-
ral for discretionary items to follow the
upward trend seen in essential goods,
there is a crucial difference: sake is, at
its core, a luxury rather than a necessity.
As a result, unlike everyday staples,
these price increases are more likely to
trigger noticeable consumer restraint
and a pullback in demand.

On top of this, the increasingly
prolonged and intense summer heat
is dampening consumer appetite, cre-
ating a double blow that could make
this summer a challenging season for
Japan’s sake industry. Interestingly, a
similar pattern can be seen in other pre-
mium indulgence categories. According
to coffee bean wholesalers—another
representative of the world of discre-
tionary goods—coffee prices are also
rising. While iced coffee offers some
relief during the hotter months, bean
sales still reportedly drop significantly
compared to the winter season.

In contrast, categories such as
tobacco appear far less sensitive to price
fluctuations. Even with steady price
increases, many smokers—driven by
long-standing nicotine dependence—
do not readily change their habits, even
when costs double compared to earlier
years. Demand also tends to remain
largely unaffected by seasonal shifts.
Younger smokers, moreover, often
have no reference point for past pricing
levels, and with the emergence of alter-
natives such as electronic cigarettes,
the sense of ‘rising cost’ may feel less
pronounced than expected. Among
sake enthusiasts, younger consumers
are said to spend surprisingly gener-
ously on sake. However, the overall
number of people who drink it on a reg-
ular, everyday basis remains relatively
small. While there are always a few
devoted drinkers across all age groups
who stick exclusively to sake even in
the height of summer, overall consump-
tion still declines significantly during
the hot season. In many cases, it is
gradually displaced by other alcoholic
beverages such as beer and highballs,

which tend to dominate summer drink-
ing occasions.

As long as record-breaking heat-
waves continue, this situation is
unlikely to change. Many produc-
ers attempt to offset the downturn by
introducing refreshing seasonal sake
and proposing new ways to enjoy Jap-
anese sake, yet the results remain a
world apart from winter sales figures.
From summer through autumn, local
breweries—having already completed
their brewing season—turn their focus
elsewhere, with sake events and tasting
gatherings held across various regions
in an effort to keep the culture alive
during the off-season.

However, even these efforts are
beginning to face new challenges.
Outdoor events are becoming increas-
ingly difficult to sustain under the
intensifying summer heat, leading to
a gradual shift toward indoor venues.
This transition brings its own complica-
tions: venue costs are typically higher
indoors, which in turn pushes up par-
ticipation fees. As a result, attendance
among sake enthusiasts may also be
affected. At the same time, brewer-
ies may be required to take on a larger
share of sponsorship responsibilities,
potentially placing additional finan-
cial strain on their operations. In such
a scenario, these events risk becoming
dominated by major brands and well-
established labels, leaving smaller local
breweries with fewer opportunities
to showcase themselves and connect
directly with consumers.

With the rise of remote work in
recent years, the long-standing habit
of grabbing a beer after work may be
gradually fading. Yet, it is also possible
that the image of Japanese sake itself
has not significantly evolved over the
past few decades. In Japan, even wine
culture reflects a certain temperature-
conscious mindset—few people reach
for chilled red wine, for example, with
red typically served at room temper-
ature and white well chilled. As long
as these associations persist, sake may
continue to struggle to position itself as
a natural choice for hot summer days.m
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SUSHI CHEF, HELP WANTED
HIRING PEOPLE, RENT A ROOM

No1 Classitied AD

as Japanese paper

" Please visit www.nikkansan.com

Minimum (4 lines, 2 weeks) is $40. %

=E3))

Tha: Japrmnasse S

"' HIHMH S.A” {The Japanese Sun)

16907 S Western Ave., Suite 102 Gardena, CA0247
TEL:310-516-0343
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Brewery Owner Sake Sommelier and Others
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s - | Kobayashi T Niikawa-Helto
4 NanbuBijin Inc. | ] y: Head of the “Regional L Sake Sommelier
| Fifth Generation Taruhei B Coltd. Sake Tasting Club” . .
N Brewery Owner aruhei Bewing (o s a/,(e 5 amurai ..
S .
RS ;
Timothy Sulli Masato Kato Akira Yuhara Hirohisa
E mo )S,a fe Sa:r‘::;; s - Sake Sommelier - Sake Sommelier Kikuchi
N % Wismettac Asian Foods Miyako Hybrid Hotel Sake Sommelier | ¥
> ! 4
Takao Matsukawa . \
{ International Philip Harper + Rachel Koji Wong
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Owner Tako Grill Owner Chef
Shigeto Terasaka Isao Kiyota Eda Vuong Shino Okita
Sake Sommelier International International Certified Sake Sommelier
T bresident . Kikisake-Shi {5 Sake Sommelier ~ Shochu Advisor
Japan Hollywood Network Academia de Sake Mexico Mutual Trading Hanbai Solutions LLC.
Founder
Sara Guterbock Rachel Fiekowsky Masae Kusada Lora Blackwell
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Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
Sommelier Level LL

Young’s Market Company

b

Stuart Morris
Sake Sommelier

Hana Japanese Restaurant

Eduardo
Dingler
queAmbqssador B

Yoshihiro
Sako
Sake Sommelier

Yuzuki

Kurtis Wells
Mixologist

Koji Aoto = Toshiyuki Koizumi
Sake Sommelier
Sake Sommelier
Savannah gl J g e

Distributing Co. Inc. Owner “WASAN”

6
Eiji Mori
Sake Sommelier

Michael Russell
(ertified Sake Sommel/er

' Pacific International

Katana Restaurant
Liquor Inc

Jonathan Cortez
International
Sake Somme/ler

La'ﬂn Reglon Speclallst
Mutual Trading
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Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com

Anime, Actores de Voz y Sake

BF N %

California

SAKE

CHALLENGE

sake japonés es una tradi-

Japoneés - Parte 1
cion cultural japonesa. En el

E I 2024, fue declarado Patrimonio

Cultural Inmaterial de la Humanidad por la
UNESCO.

Y luego esta el anime japonés, otra
subcultura japonesa que esta conquis-
tando el mundo.

Guardianes de la Noche, One Piece,
Dragon Ball: todas son increiblemente
populares a nivel mundial.

Quienes dan vida a estos animes son
los actores de voz.

Creo que la vision del mundo del anime
se debe en gran medida al talento de estos
actores, quienes representan a los mejores
artistas de Japon.

Sin embargo, el mundo del anime es
bastante competitivo. Si bien el podery el
valor del contenido de anime en si son muy
apreciados a nivel mundial, y los ingresos
gue genera son enormes,

Siento que el valor de los actores de
vOz aun es relativamente bajo en compa-
racion con este poderoso contenido, y que
merecen mucho mas reconocimiento.

Siempre me ha encantado el anime,
pero colaborar con este contenido era
increiblemente dificil, debido a la enorme
cantidad de franquicias que existen,
asi que habia abandonado la idea. Sin
embargo, descubri que muchos de los

by Kosuke Kuji

224

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 lwate 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

actores de doblaje que dan vida al anime
también son grandes aficionados al sake, asi
que comence a colaborar con ellos en diver-
sas actividades.

He iniciado proyectos para expresary
potenciar el valor de estos actores, no solo
a través del anime, sino también combinan-
dolos con el sake, una bebida tradicional
japonesa. En futuras publicaciones, hablaré
sobre estas actividades.
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150 tipos de sake delicioso
Importado de todo Japén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

>

N
« l’ INTERNATIONAL INC

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

i Alcohol:
leE_J A

Hakutsuru Ume Plum
Hakutsuru Sake Brewing Co (Hyogo)

&I’  INTERNATIONAL INC Www,jfc_com

.Qué es la levadura?

levadura es un tér-

mino general para

los microorganis-
mos unicelulares (hongos) que
se reproducen por gemacion
o fision y tienen la capacidad
de descomponer el azucar en
alcohol y dioxido de carbono.
También se les llama levaduras.
Tienen un tamano aproximado
de 5 a 10 micras (1 micra equi-
vale a 1/1000 de milimetro)
y presentan diversas formas,
como ovaladas, esféricas y alar-
gadas. Al igual que el moho, se
encuentran ampliamente dis-
tribuidas en la naturaleza (se
denominan levaduras silvestres).

El sake no utiliza materias
primas distintivas como la uva
para el vino, ni ingredientes auxi-
liares para anadir sabor como
el lupulo para la cerveza. Las
caracteristicas del sake estan
muy influenciadas por las pro-
piedades de la levadura, por lo
que es necesario seleccionar
una levadura adecuada. La leva-
dura también es responsable del
aroma unico del sake ginjo.
Existen muchos tipos de

levadura, pero las levaduras fer-
mentativas tipicas pertenecen al
género Saccharomyces. Entre
ellas, las levaduras de la fami-
lia Saccharomyces cerevisiae

Tamade Izumi Nigori Plum Sake Dassai 23 Umeshu Plum Sake
0Ooga (Fukuoka)

Dassai Inc. (Yamaguchi)

48 June 2026 - www.alljapannews.com

son las mas representativas
en la elaboracion de cerveza.
Poseen una gran capacidad
de fermentacion y se utilizan
en la produccion de todo tipo
de bebidas alcohdlicas, como
pan (levadura de panaderia),
cerveza (levadura de cerveza)
y vino (levadura de vino). La
levadura utilizada en la elabora-
cion de sake se clasifica como
Saccharomyces sake, también
conocida como levadura de
sake. Esta levadura se carac-
teriza por su capacidad para
producir alcohol en altas con-
centraciones, de hasta un 20%,
y por su gran resistencia a la fer-
mentacion a bajas temperaturas.
Ademas, las levaduras uti-
lizadas en la fermentacion de
bebidas alcohdlicas se cla-
sifican en levaduras de alta 'y
baja fermentacion. Por ejem-
plo, las levaduras utilizadas en
las principales cervezas del
mundo, incluidas las de Japony
Alemania, son levaduras de baja
fermentacion que se descompo-
nen en el fondo del mosto. Sin
embargo, las levaduras utiliza-
das en las cervezas ale y stout
britanicas, son de fermentacion
alta, es decir, se descomponen
en la superficie del mosto, pro-
duciendo abundante espuma

R —

Daishichi Kimoto Umeshu
Daishichi Sake Brewery (Fukushima)
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Nakano Umeshu
Nakano BC Co (Wakayama)

durante la fermentacion. La leva-
dura de sake se clasifica como
de fermentacion alta, del mismo
tipo que las levaduras utilizadas
en las cervezas ale y stout.
Generalmente, la levadura
de sake de calidad superior
posee un gran poder fermenta-
tivo, pero una baja capacidad de
produccion de acido, y se carac-
teriza por un aroma intenso.
Actualmente, la levadura de cali-
dad superior mas utilizada es la
"levadura Kyokai", distribuida
por la Asociacion de Destileria
de Sake de Japon, pero el desa-
rrollo de levaduras unicas a nivel
prefectural también esta en
auge. Cabe mencionar que las
destilerias de sake con muchos
anos de tradicion tienen sus
propias levaduras unicas, arrai-
gadas en los edificios y el suelo,
conocidas como "levaduras
de la casa”. En la elaboracion
tradicional del sake, estas leva-
duras propias se cultivaban para
hacer el fermento inicial, pero
en los ultimos anos se ha obser-
vado un movimiento notable
entre las pequenas y medianas
destilerias de las zonas rura-
les para revivir y utilizar estas
"levaduras propias”.

i Alcohol:

Ippongi Ginkobai Umeshu
Ippongi Kubohonten (Fukui)

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

Tipos de Sake: Diferentes
Combinaciones de Sabor y Aroma

Comprender los tipos de sake te permite
elegir el adecuado para cada ocasion.

El sake producido en mas de 1500 bode-
gas en todo Japon, presenta una amplia
variedad de caracteristicas e incluso una
misma marca puede tener sabores comple-
tamente diferentes segun los ingredientes y
los métodos de elaboracion.

No se puede afirmar categoricamente
que el sake junmai o el ginjo sean todos
iguales; algunos son dulces, otros secos.
Ademas, incluso dentro del sake dulce, exis-
ten variaciones como dulzor intenso, dulzor

afrutado y dulzor refrescante.

Es posible realizar diversas clasificacio-
nes, segun los criterios que se consideren. Por
ejemplo, se puede inferir el sabor centrandose
en el grado de pulido del arroz. El sake con un
bajo grado de pulido tiende a tener un sabor
refrescante. El sake con un alto grado de pulido
tiende a tener un sabor mas intenso.

El sake, también, se puede clasificar segun
su forma de servirse.

Algunos sakes se disfrutan mejor frios,
mientras que otros se disfrutan mejor calientes.
Los sakes ligeros y refrescantes, como el sake
ginjo, se disfrutan mejor frios, mientras que los
sakes mas intensos, como el sake junmai estilo
kimoto, se disfrutan mejor calientes.

Japanese Restaurant News - Vol. 35« No. 331 49
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

La industria del sake japonés con la llegada del Verano

los ultimos anos,
E n el precio en gene-

ral del sake japonés
ha aumentado. Si bien no sor-
prende que los precios de los
articulos de lujo también subie-
ran, dado el incremento en los
precios de los productos basi-
cos, la diferencia clave radica en
que los articulos de lujo, al fin
y al cabo, son articulos de lujo,
lo que conlleva a importantes
recortes en el gasto de los con-
sumidores. Ademas, el aumento
del calor veraniego y la consi-
guiente disminucion del gasto
de los consumidores crean un
doble problema, lo que proba-
blemente hara que este verano
sea dificil para la industria del
sake japonés. Casualmente,
segun una tienda de café, otro
minorista representativo de
articulos de lujo, dice que los
precios del café en grano se
han disparado. Si bien el café
helado es un producto popu-
lar en verano, las ventas de café
en grano siguen siendo signifi-
cativamente inferiores a las del
invierno. En cambio, los pre-
cios de los cigarrillos no parecen
afectarles demasiado. Muchos

adictos a la nicotina no deja-

ran de fumar aunque el precio
se duplique con respecto al
pasado, y la estacion del ano

no parece influirles. Los fuma-
dores mas jovenes quizas no
recuerden los precios ante-
riores, y con la existencia de

los cigarrillos electronicos, es
posible que ni siquiera perci-
ban el aumento de precio como
particularmente significativo.
Hablando de eso, parece que
los jovenes aficionados al sake
estan sorprendentemente dis-
puestos a gastar dinero en esta
bebida, pero el niumero abso-
luto de personas que la beben a
diario es pequeino. Hay personas
de todas las edades que beben
solo sake incluso en pleno
verano, pero el consumo dismi-
nuye significativamente durante
esta estacion y se sustituye

por otras bebidas alcoholicas
como la cervezay los highballs.
Mientras continue la ola de calor
sin precedentes, esta situacion
no cambiara. Cada empresa
intenta superar el verano ofre-
ciendo sakes de temporada
refrescantes y nuevas formas de
beberlo, pero el resultado es una

enorme diferencia en compara-
cion con las ventas de invierno.
Del verano al otono, las bodegas
locales de sake han terminado
su produccion, por lo que se
celebran eventos de sake en
diversos lugares. Sin embargo,
los eventos al aire libre se estan
volviendo cada vez mas impo-
sibles debido a la ola de calor, y
los eventos en interiores estan
aumentando. Como resultado,
los precios del alquiler de los
locales son mas altos que para
los eventos al aire libre, y las
cuotas de inscripcion a los even-
tos aumentaran, lo que afectara
la capacidad de atraer aficiona-
dos al sake. También es posible
que aumente la parte del patro-
cinio por parte de las bodegas
de sake, lo que podria supo-
ner una carga para la gestion de
las mismas. Si esto continua, el
evento solo contara con marcas
populares y grandes fabrican-
tes, dejando potencialmente a
las pequenas destilerias locales
sin una plataforma para pro-
mocionarse. Con el aumento
del teletrabajo en la actuali-
dad, la costumbre de tomar una
cerveza después del trabajo

probablemente esté desapare-
ciendo, pero tal vez la imagen
del sake no haya cambiado
mucho en las ultimas décadas.
De hecho, pocos japoneses
beben vino tinto frio. Mientras
la gente insista en tomar el vino
tinto a temperatura ambiente

y el blanco frio, el sake podria
no ser la bebida preferida en un
dia caluroso.
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